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Abstract 
 

To use sexual messages in advertisements are becoming more common by each day, it is known 

as a method that can be highly effective to influence consumers’ attitudes. However, it is important 

to carefully consider how the appeal is used as high levels of sexual appeal can be perceived as 

unethical or offensive to consumers. Several factors are influential on consumers’ attitudes to 

sexual appeal in advertising. The focus of this study is laid upon the following five factors when 

it comes to sexual appeal in advertising: level of nudity, gender of the consumer, gender of the 

model, culture and personality of the consumer.  

 

This thesis examines how young consumers from Canada, Hong Kong and Sweden in the age span 

between 18–24 years differ in their attitude toward sexual advertisement, connected to the previous 

mentioned factors. This was done by concluding semi-structured interviews with male and female 

students from each nation, where they expressed their opinions about sexual commercials. It was 

found that female participants had a moral dilemma when it came to high levels of sexual appeal. 

Some of the male respondents were found to be uncomfortable when being exposed to high levels 

of male nudity, which could be neutralized by including a female model. Furthermore it was found 

that the personality of the respondent affected how he or she reacted to the shown advertisement.  

 

The findings of this study could be of good use to marketers and advertisers as they do not need to 

adapt their advertisements to each geographical market to the same extent as it possibly was 

believed before, as long the targeted group consists of younger consumers.   

 

Keywords: Sexual Appeal, Advertising, Young Consumers, Level of Nudity, Gender of the 

Consumer, Gender of the Model, Culture, Personality and Consumers’ Attitude.  

  



Sammanfattning 
 

Användandet av sexuella meddelanden i reklam blir mer och mer populärt varje dag, denna 

marknadsföringsmetod är väldigt effektiv när det kommer till att påverka konsumenters attityder. 

Det är dock väldigt viktigt att ta hänsyn till hur det används då höga nivåer av sexuellt innehåll 

kan uppfattas som oetiskt eller kränkande bland konsumenter. Ett flertal faktorer påverkar 

konsumenters attityder till sexuell reklam. Denna studie fokuserar på följande fem faktorer när det 

kommer till sexuell reklam: nakenhetsnivå konsumentens kön, modellens kön, kultur och 

konsumentens personlighet. 

 

Denna uppsats utvärderar hur unga konsumenter från Kanada, Hong Kong och Sverige i 

åldersspannet 18–24 år varierar i sina attityder till sexuell reklam, kopplat till tidigare nämnda 

faktorer. Detta möjliggjordes genom semistrukturerade intervjuer med manliga och kvinnliga 

studenter från varje land, där de uttryckte sina åsikter om sexuella reklambilder. Studien 

resulterade i att de kvinnliga respondenterna hade ett moraliskt dilemma när det kom till höga 

nivåer av sexuell reklam. En del av de manliga respondenterna blev obekväma när de exponerades 

för höga nivåer av manlig nakenhet, vilket kunde neutraliseras av att inkludera en kvinnlig modell. 

Studien fann även att respondentens personlighet påverkade hur han eller hon reagerade mot den 

visade reklamen.  

 

Resultaten av denna studie kan komma till god användning för marknadsförare och annonsörer då 

de som tidigare trott, inte behöver anpassa sina reklamer till varje geografisk marknad, så länge 

som den tilltänkta kundgruppen består av unga konsumenter.  

 

Nyckelord: Sexuell marknadsföring, reklam, unga konsumenter, nakenhetsnivå, konsumentens 

kön, modellens kön, kultur, personlighet och konsumentattityd.   
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1.  Introduction 

This chapter includes an examination of sexual appeal in advertising which is the chosen topic for 

this Bachelor thesis. The chapter will start off broadly by explaining various marketing concepts 

and get narrowed down to revolve around the subject of sexual content in advertisements, it will 

also present the factors that are of influence when it comes to consumers’ attitudes to sexual appeal 

in advertising. 

1.1. Background 

Marketing is an important part of today’s businesses since it contributes to a firm’s performance 

(Wirtz, Tuzovic & Kuppelwieser, 2014). The marketing mix is one important tool in marketing 

(Jackson, Burdick & Keith, 1985), therefore it is also highly relevant for businesses 

(Constantinides, 2006). Consumers’ purchase decisions are influenced by the 4P’s; Product, Place, 

Price and Promotion (McCarthy, 1960). Promotion has proved to be a successful tool to use when 

distinguishing a business from its competitors (Scott & Walker, 2010). McCarthy (1960) further 

divided promotion into advertising, sales promotion and personal selling. Patino (2005) states that 

“the central theme of advertising is persuasion” (p. 261). 

 

Advertisements do not necessarily need the full attention of individuals to persuade them to make 

a purchase decision (Shapiro, Macinnis & Heckler, 1997). Recent studies show that decision-

making might not be as rational as previously assumed, it is stated that emotions are highly 

influential in the process (Peatfield, Parkinson & Intriligator, 2012). Both explicit and implicit 

preferences can affect a consumer’s behavior (Friese, Wänke & Plessner, 2006). According to 

Bargh (2002) there are two ways to reach people's implicit memory; either subliminally which 

occurs when the individual is not aware of the message, or supraliminally which happens when 

the individual is accessible to the message but not to its influential effects. The message in 

advertisements can be used to create arousal among the audience (Singh & Churchill, 1987). 

Arousal can be defined as “the degree of tension in the body, is a physiological state which gives 

rise to attention and search in the consumer decision-making process.” (Wilson & Moore, 1979, 

p. 55). 

 

Arousal can be generated in multiple ways, the most common ones to use are; “sex, novelty, 

contrast, fear, music, animation, and celebrity endorsers” (Putrevu, 2008, p. 57). Reichert and 

Ramirez (2000) implies that sexual appeal is a very broad concept, which have a significant 

emotional effect and therefore it should be respected as an effective marketing concept just as 

humor and fear appeals are. Advertisements with sexual content might arouse customers more than 

other types of messages (Wilson & Moore, 1979). There are different factors that determine 

whether an advertisement is perceived as sexual or not, studies show that physical features, 

movement, context, proxemics and voyeurism/fantasy are considered sexually appealing (Reichert 
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& Ramirez, 2000). In an advertising image one or more of the contextual aspects listed below must 

be included according to Pollay (1983) for the advertisement to be considered as sexually loaded. 

 

 Vanity 

➢ Having a socially desirable appearance, being beautiful, pretty, handsome, being 

fashionable, well-groomed, tailored, graceful, glamourous. 

 

Sexuality  

➢ Erotic relation, holding hands, kissing, embracing between lovers, dating, romance. 

➢ Intense sensuality, feeling sexual, erotic behavior, lust, earthiness, indecency. 

➢ Attractiveness of clearly sexual nature. 

 

Sexual appeal has been used for a long time to reach consumers attention through advertisements 

(Reichert, 2002). An American cigarette company, used sexual messages to advertise their 

products already in 1885, in each pack of cigarettes that a customer bought, a trading card of an 

attractive woman was received. The company’s sales increased and they became the leading actor 

of the cigarette market. (Porter, 1971) Since the mid 1960’s it has been increasingly popular to use 

sexual appeal as a method for advertising in western countries (Liu, Cheng & Li, 2009). In the late 

20th century nations got more open to some forms of sexual appeal that had been seen as unethical 

in the past. Advertisements for contraceptives, such as condoms were more tolerated due to the 

spread of diseases such as HIV and AIDS. (Boddewyn & Kunz, 1991). During the 21st century the 

intensity of sexual messages in advertising has developed even further (Reichert, 2007; Reichert, 

Childers & Reid, 2012), and it is a commonly used method to target young consumers (Liu et al., 

2009). 

 

Sexual messages are more suitable for certain products, according to Reichert et al. (2012) 

perfume, clothing and cigarettes are typical examples of such products. It is also common to use 

sexual appeal in advertisements for alcohol, beauty and health, and hygiene products, these product 

types are often associated with emotions and desires of being attractive to others (Reichert & 

Ramirez, 2000). However, it is possible to use sexual advertising for nonsexual products if it is 

done implicitly and the intended consumer are high sensation seekers (Chang & Tseng, 2013). 

Anabila, Tagoe and Asare (2015) explains that consumers in general are not offended by 

advertisements using sexual appeal nor would they abstain from purchasing a product using that 

type of advertising. To use sexual appeal as an advertising strategy is effective when trying to 

break through the highly cluttered media environment (Putrevu, 2008). 

  

The psychological strength of sexual appeal is biological and instinctive, according to Taflinger 

(1996) it is the strongest human appeal after self-preservation, and it can be used to influence 

customers’ purchase decisions. It is further confirmed that sexual appeal is an effective way to get 

the audience attention, especially when trying to reach individuals that have a low need for 

cognition when making a purchase decision (Putrevu, 2008). The psychological responses from 
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an effective sexual advertisement is expected to cause measurable effects such as galvanic skin 

response, pupil dilation, eye movement, increased heart rate, changed breathing patterns and 

response speed. In comparison to a nonsexual advertisement which does not generate as 

measurable effects. (Wilson & Moore, 1979) 

 

Fidelis, Oliveira, Giraldi and Santos (2017) used eye movement to measure what is grabbing the 

attention of consumers. They used an eye tracking device to examine what kind of commercials 

that are receiving visual attention from the consumers. The result of the study showed that 

advertisements containing sexual images grabbed the participants’ attention to a much larger 

extent than when there was no sexual content in the advertisement. This means that the consumers 

spend more time looking at advertisement with sexual messages. However, a higher level of sexual 

content increases the risk of the advertisement being seen as unethical and causing a moral 

dilemma for its audience (LaTour & Henthorne, 1994). 

  

No matter the risk of using sexual appeal, it is clear that sexual appeal has a significant effect on 

consumers’ minds (Liu et al., 2009). There are several factors which studies state to be of 

importance when using sexual appeal in advertisements, such as culture (Sawang, 2010), age 

(LaTour & Henthorne, 1994), gender of the consumer and model (Liu, Li & Cheng, 2006) , 

personality of the consumer (Black, Organ & Morton, 2010) and what level of nudity that is used 

within the advertisement (Reichert, 2002). These factors influence how consumers’ attitudes are 

affected by the use of sexual appeal in advertising, depending on these factors some consumers 

might be more positively affected by the use of sexual appeal than others (Sawang, 2010; LaTour 

& Henthorne, 1994; Liu et al., 2006; Black et al., 2010; Reichert, 2002). Some consumers might 

consider sexual advertising unethical depending on the various factors, while some might not (Fam 

& Waller, 2003). 

1.2. Problem Discussion 

To use sexual appeal to persuade consumers through advertising has become more frequently used 

method in recent years (Hyllegard, Yan, Ogle & Attmann, 2010), which makes it an up-to-date 

area for analyzation. Sexual appeal is a commonly used method to target young consumers and 

companies often use these messages in their international advertising campaigns (Liu et al., 2009). 

Even though businesses, to some extent, understand how sexual appeal can be used to persuade 

consumers (Dianoux & Linhart, 2010) there is a limited amount of studies that analyzes how 

various factors have an impact on this. 

 

Several factors influence how individuals react toward advertisements with sexual content, some 

might respond favorably while others might find the advertisements provocative (Boddewyn & 

Kunz, 1991). Sexual messages can be seen as both ethical and unethical depending on the level of 

sexual content as well as the situation it is used in (Maciejewski, 2005). The societal progress 

changes what is considered to be ethical, and therefore allowed, in sexually angled advertisements 
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(LaTour & Henthorne, 1994). People who are born between 1982 and 2002 are a part of Generation 

Y (Kruger & Saayman, 2015), and they tend to have a moral dilemma when it comes to sexual 

appeal in advertisements, especially women of this generation (Maciejewski, 2004). 

 

It is stated that advertisements containing a very high level of sexual appeal will make consumers 

have a less favorable attitude toward the brand and the advertisement compared to when a lower 

level of sexual appeal is used (LaTour & Henthorne, 1994). However, it is also stated that a higher 

level of nudity in advertisements have a positive effect as it results in higher attention from the 

customers (Dudley, 1999). This shows the importance of understanding the consumers’ way of 

processing sexual content and how they respond to it, as well how that differs according to the 

various personal factors.  

 

Studies differ in their approach toward some of the factors, even though it is often stated that 

culture is a highly influential factor that affect consumers’ attitudes of sexual appeal (Reichert, 

2002; Garcia & Yang, 2006) it is not the case in all research conducted within this topic. In a study 

by Liu et al. (2009) it was found that two countries such as the U.S. and China consumers are 

similar in their attitudes toward sexual appeal in advertising. Dianoux and Linhart (2010) further 

argue that there is not always a need to adapt their advertisements to the geographical market as 

some countries can be more similar to one another than earlier stated. Consumers’ desires and 

needs start to resemble each other more and more without regard to their cultural upbringing, as 

the world is becoming more globalized (Chan, Li, Diehl & Terlutter, 2007). Liu et al. (2009) state 

that no matter of their cultural upbringing women are less favourable than men to sexual appeal in 

advertising. It is supported by several studies that men are more open to higher levels of sexual 

appeal than women are (Jones & Reid, 2010; Liu et al., 2006; Anne, 1971), possibly because of 

differences in their biological needs (Liu et al., 2006).  

 

As mentioned earlier, sexual appeal has shown to be an effective way to persuade consumers 

(Putrevu, 2008), and even if the strategy has been around for a long time it is becoming more 

common to use every day (Anabila et al., 2015). This, together with a more globalized world where 

sexual advertising is present in most countries (Liu et al., 2009), makes it to a research area of high 

importance to advertisers that use a global approach (Veloutsou & Ahmed, 2005). 

1.3. Research Purpose 

The purpose of this thesis is to gain a deeper understanding of how sexual appeal in advertising is 

perceived by young consumers in different countries. 

1.4. Research Question 

Research Question: How are young consumers’ attitudes to sexual appeal in advertising varying 

between different cultures?  
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2.  Literature Review 

This chapter consist of a deeper examination of the current research that have been made within 

the area of sexual appeal in advertising. It includes aspects which might affect how consumers 

react toward this type of advertising, like individuals’ characteristics, product fit and 

advertisement visualization. The chapter will end with a presentation of the Conceptual 

Framework for this thesis.  

2.1. Definition of Sexual Appeal 

Various types of communication methods include content that can be sexualized, this includes but 

is not limited to images, sounds, texts and videos (Reichert, 2007). Factors that are considered to 

be sexually appealing are, as stated earlier, physical features, movement, context, proxemics and 

voyeurism/fantasy. Each of these factors include various aspects that contribute to the perceived 

sexual level of an advertisement. Physical features refer to the amount of clothing models are 

wearing, as well as the attractiveness and body type of the person. Movement is connected to the 

behavior and demeanor of the model. In other words, how the model is acting and what type of 

attitude he or she express. Furthermore, voices are included in movement, and it is expressed in 

what is said as well as how it is said. Context refers to photographic effects, settings, music, 

lighting and colors used in the advertisements. Proxemics includes aspects such as distance 

between models and how they are interacting with each other. Finally, voyeurism/fantasy shows 

how sexual appeal is associated with how the models connect with the viewers as well as how the 

models interact with each other in the advertisements. (Reichert & Ramirez, 2000) 

Researchers often use various levels of nudity to distinguish high and low levels of sexual appeal 

in an advertisement, in multiple articles is a low level of sexual appeal is expressed with male and 

female models wearing t-shirts while a high level of sexual appeal features female and male models 

in underwear (Liu et al., 2009; Black et al., 2010). Black et al. (2010) further adds that poses and 

interaction between the models contributes to the sexual appeal of the advertisement. 

The level of sexual appeal is often evaluated by using the scale presented in Table 2.1: Nudity 

Scale. 
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Table 2.1: Nudity Scale 

Level Description 

Level 0 No sexual appeal, fully clothed 

Level 1 Sexy lips, subtle sexual nuances 

Level 2 
Suggestively clad, wearing open blouses, full-length lingerie, muscle shirts, 

mini-skirts 

Level 3 
Partially clad, showing under apparel, three-quarter length or shorter 

lingerie, bikinis 

Level 4 Nudity, bare bodies, wearing translucent under-apparel or lingerie 

Source: Adapted from Paek and Nelson (2007) 

2.2. Arousal and Emotions 

According to Singh and Churchill (1987) the effect arousal has on attitudes toward advertisements 

are based on Schachter and Singer’s theory of emotion which indicates that an emotion that is 

generated from arousal is based on an individual’s cognition of the arousing situation. 

Furthermore, psychological arousal decides how intense the arousal generated from the appeal will 

be. In other words, both arousal and cognition are necessary factors to generate emotions. 

  

Reisenzein (1983) further examines the Schachter and Singer’s theory of emotion and states that 

emotions can be generated in two ways, depending on the situation the individual is in. The first 

way is to be exposed to some sort of eliciting stimuli which leads to arousal and by that generates 

emotions. This is illustrated in Figure 2.1: The Process of Emotion Generation in Everyday Life. 

 

 
Figure 2.1: The Process of Emotion Generation in Everyday Life. 

Source: Reisenzein (1983) 
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The second way to generate emotions is to experience arousal where the origin of the arousal 

cannot be directly explained, this further generates emotions which is shown in Figure 2.2: The 

Process of Emotion Generation in the Case of Unexplained Arousal. The difference between these 

two models is that the appearance of arousal can be explained or not. (Reisenzein, 1983) 

 

 
Figure 2.2: The Process of Emotion Generation in the Case of Unexplained Arousal 

Source: Reisenzein (1983) 

  

Mattes and Cantor (1974) found that there are three different phases of arousal for individuals that 

are exposed to arousing video clips. In the first phase the individual is feeling aroused which is 

also physically showing. In the second phase the individual is not feeling aroused but his or her 

body shows indications of arousal. In the third phase the individual show no physical arousal and 

the individual states that he or she is not aroused. Depending on what phase the individual is in, it 

is possible to transfer the aroused feeling to other situations. In other words, the individual 

expressed a more positive attitude to a promotion piece when the individual was in the second 

phase than the individual did when he or she was in the first or third phase of arousal. Singh and 

Churchill (1987) stated that the most powerful arousal method for generating emotions is of sexual 

or erotic nature.   

2.3. Attitudes Toward Advertisements Using Sexual Appeal 

Attitude toward advertisement is a concept which is defined as “a predisposition to respond in a 

favorable or unfavorable manner to a particular advertising stimulus during a particular exposure 

occasion” (MacKenzie & Lutz, 1989, p. 49). According to MacKenzie and Lutz (1989) the 

consumers’ attitude toward the advertisement is affected by their mood, which is the state the 

consumer is in while exposed to an advertisement. The mood either affect the cognitive response, 

as in actively trying to receive information, or it influence the level of stimuli received. An adapted 

version of the model used by MacKenzie and Lutz (1989) is displayed below in Figure 2.3. 

Modified Structural Model of Attitude Toward Advertisement Formation. 
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Figure 2.3: Modified Structural Model of Attitude Toward Advertisement Formation 

Source: Adapted from MacKenzie and Lutz (1989) 

As the involvement from people exposed to advertisements in most cases is low, MacKenzie and 

Lutz (1989) focused on the stimuli factor rather than the cognitive response. They further described 

that there are three variables which affect the mood; executional characteristics of the 

advertisement, reception context and individual differences. These variables are shown in Figure 

2.3: Modified Structural Model of Attitude Toward Advertisement Formation. Executional 

characteristics describe the factors within the advertisement, how the advertisement is designed 

and executed. Research made by Batra and Ray (1986) state that there is a valid connection 

between execution of the advertisement and the mood a consumer receives from the advertisement 

(MacKenzie & Lutz, 1989). Further it is explained that the reception context involves factors such 

as clutter in the specific situation the consumer is in while being exposed to advertisements. Lastly, 

the individual differences affect if people respond positively or negatively to a specific 

advertisement. Therefore, this affect the state, or mood, a consumer is in while being exposed to 

an advertisement. (Batra & Ray, 1986) 

2.3.1 Individual Characteristics 

Sexual appeal and nudity are aspects which influence consumers’ attitude toward advertisements, 

but the impact of these aspects is depending on the individual characteristics of the consumer 

(Dianoux & Linhart, 2010). Example of such characteristics are gender of both the consumer and 

the models, age (Dianoux & Linhart, 2010), culture (Paek & Nelson, 2007) and religion (Reichert, 

2002), personality (Black et al., 2010) as well as the product’s fit with the level of sexual appeal 

that is being used in the advertisement (Paek & Nelson, 2007). 
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Gender 

In a study made by Liu, Li and Cheng (2006) it is argued that a person’s perception of sexual 

appeal differs depending on the gender of this person, which means that something that a man 

defines as sexually attractive or sexy might not be supported by a woman. According to Anne 

(1971) men are aroused to a higher level when they are exposed to nudity, compared to women 

who finds romantic elements more appealing. Taflinger (1996) argues that female consumers are 

affected by various factors, which includes their psychological, emotional and physiological needs. 

Due to the possible differences of what the two genders consider as sexually appealing, the gender 

of the model or models used influence the effectiveness of the advertisements (Liu et al., 2006). 

The different perceptions of sexual appeal make advertisements including male models appealing 

to women, but not to men (Liu et al., 2006). If women are used as models it is possible to attract 

both genders (Garrett, 1993), even though the biological needs might be different between men 

and women (Liu et al., 2006) this approach can be used as women are not only affected by 

appearance (Taflinger, 1996) this becomes a possible outcome. If men are targeted by using female 

models’, high levels of nudity are often used, compared to when women are the targeted by using 

female models, then a higher focus is laid upon on romantic elements (Taflinger, 1996). 

The level of sexual appeal could contribute to the effectiveness of the advertisements connected 

to the two genders’ response (LaTour, Pitts & Snook-Luther, 1990). It is stated by both Liu et al. 

(2009) and Jones and Reid (2010) that a high level of sexual appeal in general is not as positively 

influential for female consumers as it is for male consumers. An advertisement that is highly sexual 

might attract male consumers, but be considered offensive among female consumers. Men might 

be uncomfortable with same-sex models (Israel & Strassberg, 2009) which means that they are not 

appealed when male models are used no matter if a high or a low level of sexual appeal is used 

(Liu et al., 2006). Women in general prefer a lower level of sexual appeal (Klug & Vigar-Ellis, 

2012), and as mentioned earlier they can be appealed by both genders of the models used in sexual 

advertising (Garrett, 1993).     

Age 

LaTour and Henthorne (1994) explains that age might have an impact on how sexual 

advertisements are perceived, they further state that older adults are more likely to favor 

advertisements that contain a moderate level of sexual appeal and only features heterogeneous 

couples. Younger adults however are more likely to favor advertisements that features a very high 

level of sexual appeal compared to advertisements that contain no sexual appeal (LaTour & 

Henthorne, 1993) 

Generation Y is a generation that is used to being surrounded by technology at all times (Gorman, 

Nelson, & Glassman, 2004) and they are custom to a globalized world and international exchanges 

and connections (Bucic, Harris, & Arli, 2012). Bucic, et al. (2012) argue that there are three 
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different subgroups among Generation Y, these groups are based on the ethical concern the 

individuals possess in their shopping experiences. The authors call the first subgroup Reserved 

Social Conscience which means that the group members are aware of benefits for both the society 

and themselves and they can choose between options that are good for society and themselves 

depending on the situation. The second group are called committed which means that they above 

all else value what is ethically right. The final group is called indifferent and they do not care if 

the product is associated with some form of charity or other ethical perspective or not. The authors 

further state that even though members of Generations Y are ethically concerned in their buying 

behavior this is not the most significant factor as they go through a purchase decision. They value 

price, quality and overall product value higher than the ethical aspects of the products. 

Fam, Waller and Yang (2008) state that the age of the consumer influences its perception of 

advertisements of controversial products such as condoms. Especially in some parts of Asia where 

cultural values are deeply rooted into people and sex before marriage is frowned upon (Fam, 

Waller, & Erdogan, 2004) advertisements for products such as condoms are not well received by 

the older generations of the population, however, younger generations tend to be more accepting 

towards it, they also appreciate if the advertisements are informative (Fam et al., 2008). 

Culture 

Hsieh, Pan and Setiono (2004) stated that the culture of a nation is a critical component when 

analyzing its population's consumer behavior. Furthermore, religion have an impact on how 

consumers view sexual appeal in advertising (Reichert, 2002). 

Fam et al., (2004) implies that an individual’s religious beliefs affects the individual’s feelings 

toward advertisements of controversial products. More specifically they state that religious people 

are more offended by this type of advertising than people who are not religious. Liu et al. (2009) 

explains that culture influence what level of sexual appeal that is acceptable. An advertisement 

that uses a low level of sexual appeal from a Western point of view might be regarded as indecent 

and unacceptable from an Eastern point of view. However, this might also vary depending on the 

age of the individual asked for his or her opinions about the advertisement. 

The level of sexual appeal in the form of nudity that appears in advertisement around the globe 

differs according the country it is displayed in (Peak & Nelson, 2007). The consumers’ perception 

of nudity in advertising also differs according to the country the advertisement is displayed in 

(Ford, LaTour & Clarke, 2004). Dianoux and Linhart (2010) argue that there is not always a need 

for adaptation of an advertisement as it cross borders. More specifically they state that the different 

countries in Europe are equally accepting of nudity in advertisements which makes it unnecessary 

to adapt advertisements to each individual country. They state that gender and age might have a 

larger impact on the attitudes toward the advertisements than nationality. 
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Hofstede’s Cultural Dimensions Theory is commonly used when analyzing the influence of 

cultural aspects on different matters (Claus, Callahan & Sandlin, 2013). Dimensions are 

continuously being added (Claus et al, 2013), but the dimensions which the instigator identifies 

are low/high-power distance, collectivism/individualism, femininity/masculinity, low/high 

uncertainty avoidance and short/long term orientation (Hofstede, Hofstede, & Minkov, 2010). 

Hofstede has added a sixth dimension, called indulgence/restraint, but further research is needed 

to make it valid for examining cultures (Claus et al., 2013). A feminine society is tender and 

concerned about the quality of life, while a masculine society is more tough and focused on 

material success (Hofstede et al., 2010). Long-term orientation describes cultures that are planning 

for the future, compared to short-term orientation (Hofstede et al., 2010). Power distance societies 

are where power is expected and accepted to be distributed unequally (Hofstede et al., 2010). 

Uncertainty avoidance measure how members of a certain society feels threatened by uncertain 

and unknown situations (Hofstede et al., 2010).        

The dimension which according to Taylor, Wilson and Miracle (1994) is the most important one 

for explaining differences between cultures is collectivism/individualism. An individualistic 

culture prioritizes freedom and harmony (Hofstede, 2001), while the members of a collectivistic 

culture prefers to integrate within groups and do things together instead of independently (Hofstede 

et al., 2010). Herrmann and Heitmann (2006) argue that consumers in individualistic cultures are 

more in search for stimuli, and because today’s sexual advertising is often illustrative and 

stimulating it may have a more positive affect on these types of consumers compared to consumers 

within collectivistic cultures (Liu et al., 2009).  

Garcia and Yang (2006) state in their study that collectivism/individualism is not the most 

important dimension when it comes to sexual advertising, they argue that uncertainty avoidance is 

a more appropriate dimension regarding sexual messages used in advertising. They further argue 

that because sexual advertising sometimes is considered to be controversial and challenging 

traditional norms, the level of uncertainty avoidance is a dimension that influence how consumer 

react toward this kind of advertising. As people with low uncertainty avoidance are more open 

toward risks and often aims for innovations (De Mooij & Hofstede, 2001; Kale, 1991) they are 

more often positively influenced by sexual appeal in advertising according to Garcia and Yang 

(2006). Societies that are more feminine than masculine are considered to be more positive toward 

an emotional experience, which sexual appeal can deliver (Basabe, Paez & Valencia, 2002), 

however it is also stated by Swaidan (2012) that feminine societies are more concerned about the 

ethical issues that comes with sexual advertising. 

As culture is one of the most important factors that affect how consumers react toward sexual 

advertising (Boddewyn & Kunz, 1991), it is probable that cultural dimensions such as these will 

support the analysis of what is influencing people from different cultures when they are reacting 

to sexual messages used in advertising (Liu et al., 2009). 
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Personalities 

Individuals’ personality influences their attitudes as consumers, which makes personality a factor 

of high importance when analyzing the impact of sexual advertising (Black et al., 2010). There is 

a theory which is commonly used when conducting studies regarding personalities, that is called 

trait theory. It is based on the assumption that individuals can be categorized according to their 

hypothetical traits. A reason to why this theory is highly popular is that it is adapting to many of 

the other personality theories used (Black et al., 2010). There are five traits that are labelled as the 

Big Five, these traits are supposed to give a comprehensive model to define different personality 

types (Goldberg, 1992). The traits of the Big Five are: 

➢ Extraversion 

➢ Neuroticism 

➢ Openness 

➢ Agreeableness            

➢ Conscientiousness 

 

An individual with the personality traits of extraversion is often described as energized, active and 

in search for excitement and joy (Piedmont, 1998; Costa & Widiger, 2002). As they are in the 

search for excitement they are considered to be more liberal when it comes to sex compared to 

other personalities (Eysenck, 1976). Extroverts require higher stimulation to become aroused 

(Ewen, 1998), which is why their attitude toward an advertisement will be positively influenced 

when a high level of sexual appeal is used (Black et al., 2010). This was the outcome of a study 

made by Black et al. (2010), when people who were less extrovert tended to be less attracted by 

advertisements using an overt level of sexual appeal than advertisements using a level of mild 

sexual appeal. 

 

Neuroticism describes people who at times have feelings of distress and frustration (McCrae & 

John, 1992). According to Costa and Widiger (2002) people with a low score in neuroticism can 

be described as calm and even-tempered, while people with a high score in this category are more 

anxious and easily angered. Dollinger (1993) argues that they can get angered by relatively small 

matters such as a song on the radio that they do not like. As these individuals easily gets frustrated 

it creates a risk where they can get offended by sexual advertising and therefore evaluate these 

types of advertisements with irritation (Black et al., 2010). This is supported by Eysenck (1976) 

who argues that people scoring high in neuroticism are more uncomfortable when dealing with 

sexual matters than people that are more emotionally stable and who scored low in the category. 

People with openness as their category of traits are considered to have appreciation for new 

experiences and are open to new ideas or have a high flexibility of thought (McCrae & John, 1992; 

Bergman et al., 1993). Open-minded individuals are curious (Costa & Widiger, 2002), which 

might be the reason why they are more liberal regarding sex (McCrae, 1994) and generally not 
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that nervous when it comes to sexual matters (Heaven, Fitzpatrick, Craig, Kelly, & Sebar, 2000). 

This creates the assumption that a high level of sexual appeal might be necessary to attract the 

minds of the people in the openness category (Black et al., 2010). 

Agreeableness and conscientiousness are not of enough relevance to evaluate the effect of sexual 

appeal on these personality traits according to Black et al. (2010). Conscientiousness define traits 

when a person who wants structure and have a goal-oriented mentality (McCrae & John, 1992; 

Bergman et al., 1993), which are not relevant when it comes to the effect of sexual appeal on 

attitude (Black et al., 2010). The agreeableness category consists of persons with a high degree of 

caring, sympathy and cooperation with others (McCrae & John, 1992; Bergman et al., 1993). This 

makes it a trait which can make the person’s emotions influenced by factors that are difficult to 

examine in a study, which leads to difficulties when examine the perception of sexual advertising 

(Black et al., 2010). 

In the study made by Black et al. (2010) extraversion, neuroticism and openness are used as the 

variables that affects emotions awakened by an advertisement, and therefore also the attitude 

toward the advertisement and thereafter attitude toward the brand. They use a five-step model, 

which is displayed below in Figure 2.4: Five-Step Model. 

 

 

Figure 2.4: Five-Step Model 

Source: Black et al. (2010) 

Even if the personal perception of sexual appeal is influenced by many different factors, its use in 

advertising has been proved to be effective in creating responses from consumers (Black et al., 

2010), and this effectiveness is believed to be driven by its ability to arouse, energize and command 

attention (Belch, Holgerson, Belch & Koppman, 1982; LaTour, 1990; Severn, Belch & Belch, 

1990; Simpson, Horton & Brown, 1996; Reichert, Heckler & Jackson 2001). How arousal will 

affect the attitude of the consumer is through ad-evoked emotions (Black et al., 2010), the level of 

pleasure consumers receive from their arousal will contribute to their subsequent attitudes toward 

the advertisement and the brand (Holbrook & Batra, 1987). Individual differences affect how 

people perceive information from their surroundings (Wyer & Srull, 1994; Witte & Morrison, 

2000), and Black et al. (2010) focuses their model on the effect of personality on people’s 

perception and reactions toward sexual appeal.          
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The amount of a consumer’s involvement may affect how much attention he or she gives to a 

certain advertisement, Putrevu (2008) states that high involvement consumers might not be 

positively affected by sexual appeal as it can steal attention from more central messages in an 

advertisement. It is further argued that it might be more effective with sexual appeal in 

advertisements for consumers with low involvement which results in a higher attitude toward the 

advertisement and brand but also to create an increase in the purchase intention. 

Need for cognition is a variable that explains consumers’ attentions to statements made in 

advertisements (Lord & Putrevu, 2006), for example consumers with a high need for cognition 

base their attitudes toward brands and advertisements on an evaluation of messages (Haugtvedt, 

Petty, & Cacioppo 1992). In general, consumers with a higher need for cognition have deeper 

engagement with both sexual and nonsexual advertisements. When sexual appeal was used, 

consumers with a low need for cognition had a higher attitude toward the advertisement and the 

brand, as well as higher purchasing intention. (Putrevu, 2008) 

Maciejewski (2004) investigated if individuals’ ideology, in other words if they were idealists or 

relativists, influenced their response to sexual advertisements. Idealists tend to believe that rules 

are universal while relativists mean that rules are relative or dependent on the situation. If an 

ideologist believe that it is wrong to lie they believe so in any given situation while relativists can 

justify a lie depending on the circumstances surrounding the situation. However, it was found that 

ideology did not matter when relating it to sexual appeal in advertising, indicators showed that 

gender was a more prominent factor that should be considered when using this type of appeal. 

2.3.2 Product Fit 

Peak and Nelson (2007) state that it is more common to use sexual appeal for products that have a 

connection with models being in some stage of nudity, however sexual appeal is also used when 

there is no obvious connection with the appeal and the advertised product. Chang and Tseng (2013) 

also state that if there is a connection between the appeal and the advertised product more explicit 

sexual messages could be used, when the connection is weak the message should be more implicit. 

Products that are often connected to sexuality are fragrances, clothing, accessories, beauty and 

health products (Reichert, 2002), alcohol and tobacco (Kilbourne, 2003). However, Reichert et al. 

(2001) state that it is hard to clearly define what types of products are appropriate to use in 

combination with sexual appeal. 

Reichert (2002) argues that the effectiveness of a sexual advertisements might be connected to the 

congruence between the appeal and the advertised product or brand. In other words, if the written 

information in the advertisement is connected to the images used it will be easier for the observer 

to process the message of the advertisement. Richmond and Hartman (1982) also state that if the 

sexual content has a connection to the advertised product it will be much easier for consumers to 

recall the brand name than if sexual appeal was used for a nonsexual product. 
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According to Putrevu (2008) women have a higher positive attitude toward the advertisement and 

brand as well as a stronger purchase intention when there is a strong fit between the advertisement 

and the appeal used then when the fit is weak. Men on the other hand had no significant difference 

in response to the advertisement or brand whether a weak or strong fit of sexual appeal is used. In 

conclusion, this means that women are more positive to sexual appeal when there is a strong fit to 

the brand and men are not affected by the fit to the brand, this is important for marketers to keep 

in mind when creating advertisements with a sexual content. 

2.3.3 Advertisements Visualization 

Reichert (2002) states that the term nudity reflects the type and level of clothing and not the display 

of naked bodies. The author further refers to Dudley’s (1999) scale of nudity level that expresses 

the clothing variation of the model in the advertisement and what attitudes the different levels 

generates. Besides featuring only a product advertisement Dudley presents advertisements 

including a model with three stages of clothing, expressed as follows: 

➢ Advertisement Level 1: The model wore a one-piece swimsuit 

➢ Advertisement Level 2: The model was topless 

➢ Advertisement Level 3: The model was fully nude 

Reichert (2002) further explains that female models are often displayed in short skirts, inner wear 

and low-cut blouses when the advertisements are using sexual appeal, male models are featured in 

tight jeans, underwear or shirtless. They also explain that some headlines might not be considered 

to be sexual appeal until it is accompanied by a picture with sexualized content. 

Reichert (2002) claims that both young men and women are more interested in advertisements for 

clothing companies that contains sexual appeal than when it does not include sexual appeal. The 

appeal is catching the initial attention as well as keeping it for the advertisement (Reichert, 2002). 

However, it is stated that to increase purchase intention the advertisements should contain a 

moderate level of sexual appeal (LaTour & Henthorne, 1994). 

2.4. Conceptual Framework 

To investigate the stated Research Question some of the theories accessed in the Literature Review 

will be used as a frame of reference. This is to be able to compare previous findings to the future 

findings of this study. The Research Question focus on consumers’ attitudes and how different 

factors influences these attitudes. This question focuses on young consumers since they often are 

the primary target for advertisements using sexual appeal (Liu et al., 2009). 

2.4.1 Consumers’ Attitudes Toward Advertisements with Sexual Appeal 

As shown in the Literature Review there are multiple factors that influence consumers’ attitudes 

toward advertisements with sexual appeal. Further in this section the factors that focus will be laid 
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upon for this thesis will be listed, the factors that are not listed are not relevant enough to be 

included in this study. 

The Conceptual Framework which later chapters will be grounded on will be based on the five-

step model used by Black et al. (2010). The authors further state that sexual appeal leads to 

consumers getting aroused and the advertisement is evoking emotions from the consumer, 

furthermore these emotions leads to lasting attitudes toward the advertisement and then the brand. 

Later in the thesis consumers’ attitudes toward sexual appeal will be analyzed, but it is important 

to state that consumers emotions are evoked before their attitudes are affected as explained in the 

Conceptual Framework, even if this will not be mentioned in the analysis. An adaptive version of 

this model will be used as the factors that affect emotions, and thereafter the attitude toward the 

advertisement, will be analyzed in this thesis. The factors which influence consumers’ attitude 

toward advertisements using sexual appeal are listed below. 

 

Level of Nudity (LaTour & Henthorne, 1993) 

➢ The level of nudity in an advertisement influences consumers’ emotions and further their 

attitudes toward the advertisement (Reichert, 2002).   

➢ Paek and Nelson’s (2007) nudity scale measures the level of sexual appeal with five 

different steps. 

➢ Different levels of sexual appeal are ethical to different individuals (LaTour & Henthorne, 

1993). 

Gender of the Consumer (Dianoux & Linhart, 2010) 

➢ The gender of the consumer influences their emotions and attitudes toward advertisements 

(Dianoux & Linhart, 2010). 

Gender of the Model (Dianoux & Linhart, 2010) 

➢ The gender of the model will influence the consumers’ emotions and attitudes toward 

advertisements (Dianoux & Linhart, 2010). 

Culture (Paek & Nelson, 2007)  

➢ Culture influences how consumers view the level of sexual appeal that is used in 

advertisements (Liu et al., 2009). 

➢ Hofstede Cultural Dimensions Theory is a useful tool for investigating influences from 

differences in cultural backgrounds (Claus et al., 2013), and therefore how consumers are 

affected by sexual advertising (Liu et al., 2009). 

Personality of the Consumer (Black et al., 2010) 

➢ The personality of the consumer influences the emotions that are evoked from the 

advertisement (Black et al., 2010). 
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➢ The different personality traits are expressed as extroversion, neuroticism and openness 

(Black et al., 2010). 

All these factors are influencing consumers’ attitudes toward sexual appeal and are therefore 

relevant for this study. Figure 2.5: Conceptual Framework shows the conceptualization of this 

thesis. 

 

 

Figure 2.5: Conceptual Framework 
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3.  Methodology 
As existing data is presented in previous chapters the Methodology chapter will explain what 

methods will be used to collect empirical data to answer the Research Question. The chapter will 

further go through the sampling method that will be used to collect data and end with explaining 

quality concepts such as validity and reliability.  

3.1.  Research Purpose 

The Research Purpose of this study was of an exploratory nature since its mission was to enable a 

deeper understanding of the chosen research area (Klug & Vigar-Ellis, 2012) however, it was also 

of a descriptive nature since it sought to describe the phenomena (Yin, 2003) of sexual appeal. 

This further means that the study strived to gain a deeper understanding of and describe how young 

consumers express their attitudes toward sexual advertisements. Consumers’ attitudes were 

evaluated by observing how they responded to the sexual appeal in the sample advertisements, 

more particularly if they responded in a favorable or unfavorable manner (MacKenzie & Lutz, 

1989). Further the respondents’ attitudes were defined by examining if they found the 

advertisements boring/interesting, bad/good, offensive/not offensive, unpleasant/pleasant or if 

they disliked/liked it (Black et al., 2010).  

3.2.  Research Approach 

The approach of this research was deductive which means that theories were gathered to create a 

conceptual framework that serves the purpose of defending or contradicting existing theories. This 

approach is often used when the research has a tight time schedule. (Bryman & Bell, 2014) 

 

Furthermore, in order to fulfill the Research Purpose a qualitative research approach was used. 

This approach was used since a qualitative research approach focus on words and it is found to be 

effective when evaluating business concepts (Bryman & Bell, 2014) such as marketing. Qualitative 

research is also a recommended approach to use when the purpose of the study is to understand 

people's way of responding and acting in certain situations (Trost, 2010). A qualitative approach 

leads to a substantive response which was appropriate for this study. 

3.3. Research Strategy 

The research strategy for this thesis took the form of a case study. The reason behind this is that 

case studies are appropriate when, how and why questions are being asked about a concept or 

phenomenon where the researcher has no or very little control of the surrounding environment 

(Yin, 1994). The analyzed objects in this case study were consumers in the age span from 18 to 

25, and as the purpose of the study was to gain a deeper understanding of how this group of 
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consumers react toward sexual advertising rather than generalizing the phenomenon, a single case 

focus was appropriate to follow (Saunders, Lewis & Thornhill, 2009). Instead of focusing on 

several cases it was possible to give this specific case more attention and focus on each object 

within the case (Eriksson & Wiedersheim, 2014), each consumer could be thoroughly analyzed by 

investigating how they were affected by the factors identified in the Conceptual Framework.  

 

The case study was further holistic due to the fact that it involved subunits of the actual purpose 

of the study (Yin, 2009) these subunits were level of nudity, gender of the consumer, gender of the 

model, culture and personality. In other words, rather than only analyzing the general attitude of 

the consumers, their attitudes were connected to factors such as personality and gender of the 

respondents.  

3.4.  Data Collection 

There are two main types of data, primary and secondary. Primary data is defined as data collected 

to answer the purpose of a specific study while secondary data is data that has been collected for 

other causes. (Brown, Suter & Churchill, 2014) For this thesis secondary data was used in Chapter 

1. Introduction and Chapter 2. Literature Review to create a solid information base for the subject 

of sexual appeal. This lets the reader gain an understanding of what the report revolves around and 

that it was based on multiple researchers’ findings, which gave the thesis a broad information base. 

Primary data was collected through Skype interviews with young students from three different 

countries to catch an international view of sexual appeal in advertising. 15 interviews in total were 

concluded which is the recommended number of interviews needed according to Ekengren and 

Hinnfors (2006). 

 

When the purpose of a study is to investigate how individuals feel or act, interviews are the best 

tool to use to find the answers (Bjurwill, 2001). Qualitative interviews are structured to gather very 

broad and informative data to be able to gain a deeper understanding of respondents’ views and 

what that individual considers to be important (Bryman & Bell, 2014). Furthermore, qualitative 

interviews are recognized by simple questions that generates complex answers, they are also 

developed to understand the interviewee's feelings and thoughts (Trost, 2010). This method was 

appropriate to use for this thesis since the purpose of the study was to gain a deeper understanding 

of individuals’ attitudes, and thereby thoughts and emotions, toward sexual advertisements. 

 

There are different types of interviews that can be used, for this study a semi-structured approach 

was used to investigate the aspects that were relevant to the topic but still offered the respondents 

an opportunity to express their own opinions about various matters, as well as enabled the 

interviewer to follow up on expressions that were of interest for the research. As a semi-structured 

approach was used, a flexible interview guide had to be developed, and in the process of 

developing an interview guide it was important to keep in mind what information would be needed 

to answer the Research Question and furthermore to fulfill the Research Purpose. The Interview 
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Guide served the purpose of guiding the conversation between the interviewer and the interviewee 

to make sure that the most relevant aspects to the study were covered by the interview. However, 

the interviewers were able to ask additional questions or rephrase the ones outlined in the Interview 

Guide to suit the individual situation. Furthermore, the interviewers had some flexibility to adapt 

to the participants’ responses and at times let them partly go of topic. (Bryman & Bell, 2014) 

3.5. Sample Selection 

When collecting new data, a nonprobability sample was used even though it is not representative 

for the population (Brown, et al., 2014), this method was used due to time limitations. It took the 

form of a purposive sample which means that the researcher selected individuals and places that 

were relevant for the study to be included in the investigated sample. This method was further 

expressed as a snowball sample which means that the researchers contacted individuals in the 

selected countries and they in their turn helped the researchers get in touch with additional 

individuals that fulfilled the requirements of the Sampling Frame (Bryman & Bell, 2014).  

 

The countries selected for this study were Canada, Hong Kong and Sweden since they are located 

in different parts of the world and therefore do not have the same cultures. This study focused on 

three cultural dimensions, more specifically individualism/collectivism, masculinity/femininity 

and uncertainty avoidance. The scores for each country in the selected dimensions are presented 

in Figure 3.1: Cultural Dimensions. 

 
Figure 3.1: Cultural Dimensions 

Source: Hofstede (2017) (geert-hofstede.com) 

https://geert-hofstede.com/sweden.html
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In Figure 3.1: Cultural Dimensions it is possible to see that Canada and Hong Kong are more 

masculine countries than Sweden, which indicates that Sweden should be more concerned about 

ethical issues according to Swaidan (2012), such as sexual appeal in advertising (Fam & Waller, 

2003). It is further displayed that Canada and Sweden are much more individualistic countries 

compared to Hong Kong. This indicates that Canada and Sweden should be more open to the usage 

of sexual appeal than Hong Kong as individualistic countries are in constant search of stimuli as 

stated by Herrmann and Heitmann (2006). Lastly, it is possible to see that Hong Kong and Sweden 

have similar scores when it comes to uncertainty avoidance while Canada has a higher score. This 

indicates that Hong Kong and Sweden should be more favorable of sexual appeal in advertising 

compared to Canada (Garcia & Yang, 2006) as countries with low uncertainty avoidance enjoys 

taking risks (De Mooij & Hofstede, 2001).  

 

The requirements that participants had to fulfill to take part in the study are shown in Figure 3.2: 

Sampling Frame. 

 

 
Figure 3.2: Sampling Frame 

The motive of using male and female students in this age span as a sample for this thesis was that 

they are the most common target group of sexual appeal in advertising (Black et al., 2010; Klug & 

Vigar-Ellis, 2012). The sample further had to be sufficient in English to minimize 

misunderstandings based on language difficulties (Bryman & Bell, 2014). As the interviewers and 

the respondents from Sweden had Swedish as their native language this was used as a tool for 

further explanation of thought. However, the interview was primarily done in English as it made 

the answers more comparable to the answers from the respondents with other nationalities. Lastly 

these universities were chosen as the authors are able to get in touch with students that attend each 

school.  

3.6. Execution of the Interviews 

The conduction of the interviews was divided between the authors who on beforehand went 

through how the interviews should be conducted in order to make sure that all participants had the 

same conditions as each other, from the interviewers’ point of view. The interview guides are 

shown in Appendix A: Interview Guide for Men and Appendix B: Interview Guide for Women 
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which includes advertisement samples and interview questions. The interviews were done in 

English as it was a language the respondents and the person doing the interview had in common. 

The different questions strived to connect empirical data to the Conceptual Framework of this 

thesis. More specifically some questions revolved around categorization of individuals’ 

personality while other questions strived to evaluate consumers’ emotions that were generated by 

the showed advertisements and thereby their attitudes toward the advertisement. This study’s 

primary focus was not to identify consumers personality which is why only a limited amount of 

questions were asked about the matter, this resulted in respondents being able to classify into 

multiple personality categories. It was also important to gather information about participants’ 

demographics (Bryman & Bell, 2014) which was done in the initial stage of each interview.  

 

The selected advertisement samples all promoted perfumes since fragrances are considered to be 

sexually connected products, which makes sexual messages congruent with the product (Reichert 

et al., 2012). The study was delimited by assuming that if the participants were to buy a fragrance 

they would buy it for themselves. The same fragrance was not targeted at both men and women 

which is why different advertisements were shown to male and female participants. This means 

that Appendix A: Interview Guide for Men was used when male participants were interviewed and 

Appendix B: Interview Guide for Women was used when female participants were interviewed. 

Furthermore, to see if consumers respond differently to sexual advertisements that uses models of 

the same gender than to the ones using the opposite gender as the targeted consumer, each level of 

sexual appeal included two advertisements, one featuring one model of the same gender as the 

participants and one featuring both a male and a female model. However, the first advertisement, 

that did not contain any level of sexual appeal, was an exception of this since there is always a 

small amount of sexual appeal included if both a female and a male model is featured in the 

advertisement (Reichert & Ramirez, 2000). This consideration was connected to the factor gender 

of the model in the Conceptual Framework. Furthermore, the advertisement samples took the form 

of print advertisements as this is the most commonly used way to communicate sexual appeal to 

an audience (Nelson & Paek, 2008). 

 

Before the interviews took place, pilot interviews were concluded to prove the quality and 

suitability of the questions asked (Bryman & Bell, 2014) these were made with students from other 

universities than the ones included in the sample selection of this thesis. All interviews were 

recorded and transformed into written text to simplify the data analyzation (Bryman & Bell, 2014). 

3.7.  Data Analysis 

Bryman and Bell (2014) argue that coding of gathered data should be done at the same time as the 

data is collected. If researchers decide to postpone the coding until all data is collected they might 

get overwhelmed with the amount of data they must analyze in a short period of time. They further 

state that data should be evaluated multiple times, first without making notes about it and later 
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with note taking. For this study, the data collected through Skype interviews were transcribed into 

written text as soon as possible after each individual interview was completed. 

 

The initial stage of coding for interviews often take form of notes in the margin of the transcribed 

text, these notes are further transformed into codes once the text has been browsed through multiple 

times. It is not possible to have too many codes in the initial stage of data analysis, in later stages 

of the data analysis codes will be evaluated further and the ones that are not sufficient enough for 

the study will be eliminated. The text is further categorized depending on the code it belongs to, 

in other words, sections do not appear in chronological order but in categories. (Bryman & Bell, 

2014)  

 

Creativity is incredibly important when analyzing data that has been gathered through qualitative 

interviews. There are no clearly defined ways on how the data should be analyzed, and therefore 

researchers are left to use their imagination and creativity when analyzing the data. (Trost, 2013) 

However, the three basic steps of analyzing qualitative data are stated to be data reduction, data 

display as well as conclusion and verification. The data reduction ensures that the collected data 

gets focused, organized and understandable while the data display ensures that the data is visible 

in an easy way which simplifies the process of drawing conclusions. At last the conclusion and 

verification display patterns and discuss similarities as well as differences in the collected data. 

(Miles & Huberman, 1994) 

3.8.  Validity and Reliability 

Validity and reliability are concepts that assures the quality of a study. Validity shows the extent 

to which the data is reliant without systematic or random errors. Reliability measures if the data 

collection instrument generates equal data independent of the researcher gathering the data. 

(Brown et al., 2014) Furthermore there are different sorts of validity and reliability LeCompte and 

Goetz (1982) definitions of these concepts are listed below. 

 

➢ External reliability: The study can be repeated at another time, which is hard to achieve for 

qualitative research. 

➢ Internal reliability: The researchers within a project agrees on how they should interpret 

what they see and hear during the data collection. 

➢ External validity: Reflects the way the result from a study can be applicable to other 

situations, this might be difficult when using qualitative methods since there is often a 

restricted sample used in the study. 

➢ Internal validity: The researchers’ observations should be consistent with the theories the 

researcher develops. 

 

As stated it is hard to enable external reliability and external validity when it comes to qualitative 

research (LeCompte & Goetz, 1982) which is why focus for this study was laid upon the remaining 
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two factors. To ensure internal reliability for this study the researchers discussed possible 

outcomes of the data collection in advance, to make sure that they valued the information with 

equal measures. Internal validity was upheld by making sure that the questions asked during the 

data collection were connected to the theories that are described in Chapter 2. Literature Review. 

When qualitative interviews are concluded, it is important to ask multiple questions about the same 

thing to grasp information from several angles and to understand all of them. It is hard to discuss 

the concept of reliability when it comes to qualitative interviews since individuals are changing 

creatures and therefore do not provide the same answers multiple times. The validity aspect 

connected to qualitative interviews tries to clearly understand what the respondent means with 

what he or she says. (Trost, 2013)  
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4. Data Analysis 
This chapter will contain a presentation of the empirical data collected for this study. The chapter 

will further include analysis of that data, organized into the factors that are presented in the 

Conceptual Framework. Further the collected data will be connected and compared to previous 

research.  

4.1.  Data Collection 

The empirical data for this study was collected through semi-structured Skype interviews. The 

interviews began by briefly explaining the purpose of the interview and then the respondents’ 

personality traits were categorized by asking them a few questions. Further the respondents were 

exposed to nine various advertisement samples that featured either one or two models in different 

stages of nudity and they explained their thoughts and feelings about the advertisements. All 

interviews were recorded to simplify the data analysis as well as letting the interviewer focus on 

the conversation with the respondent instead of note taking, all participants agreed to having their 

answers recorded. The interviews took 30-45 minutes to complete depending on the respondents’ 

answers. Before the interview session ended the interviewer thanked the respondent for his or her 

participation. The authors concluded 15 interviews in total which were equally divided between 

Canada, Hong Kong and Sweden. In total eight women and seven men participated in the 

interviews and the age range were between 18-24.  

4.1.1 Pre-Interviews 

When the Interview Guide was completed two pre-interviews took place to ensure that the 

questions were easy to understand and relate to for both the respondent and the interviewer. As 

these pre-interviews were completed some of the questions were reformulated to ensure that the 

wording of the questions was in line with the investigated subject. Furthermore, the interviewers 

gained some initial feedback on the advertisement samples used in the interviews. The pre-

interviews were concluded with one man and one woman to make sure that each version of the 

interview held a high quality. 

4.2. Factors 

All the questions asked in the interviews were connected to the various factors presented in the 

Conceptual Framework in order to display each factors relevance for young consumers’ attitudes 

to sexual appeal in advertising. The collected data will be categorized into these factors throughout 

the remaining part of this chapter. 
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4.2.1 Level of Nudity 

Reichert (2002) explains that the level of nudity has the power to influence consumers’ attitude 

toward advertisements, as it is directly related to sexual appeal (Paek & Nelson, 2007). Young 

consumers have been brought up in a globalized world (Bucic et al., 2012) and they are used to 

being exposed to various advertising appeals and are generally more open to advertising compared 

to older consumers (Dianoux & Linhart, 2010), all participants of this study confirmed that sexual 

appeal is commonly used in advertising. However, this does not mean that the respondents 

believed that sexual appeal is a morally correct method for businesses to communicate by, they 

argued that it must be made in a proper way for them to accept it. Dudley (1999) explains that with 

a higher level of sexual appeal it is easier to offend the individual that views the advertisement, 

but the author further states that with an increased level of sexual appeal there is an increased 

attention for the advertisement.  

 

Table 4.1: Acceptance of Sexual Appeal 

Levels of Sexual Appeal Respondents 

Level 0 3 

Level 1 2 

Level 2 1 

Level 3 4 

Level 4 / No Problem 5 

 

The level of acceptance among all respondents toward nudity is displayed in Table 4.1: Acceptance 

of Sexual Appeal. Overall the respondents had an open attitude toward sexual appeal, except from 

three individuals who did not enjoy any levels of sexual appeal and one who felt that higher levels 

than Level 1 was too much. Individuals who did not enjoy any higher levels of sexual appeal often 

explained that they felt that it was unnecessary to use sexual appeal to sell their products, or that 

it was unethical. They would have appreciated a larger focus on the promoted product than the 

display of models. Four individuals believed that only the highest level was too much, while five 

persons were okay with any sexual appeal being used. A common expression even among the 

participants that did not have a problem with any level of nudity, was that it might be an 

unnecessary method to use. However, it was also stated by several participants that advertisements 

featuring a low level of nudity did not generate any emotions among them, these advertisements 

just became one in the crowd and did nothing out of the ordinary to cut through the media clutter.  
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Further, when respondents were fully open toward sexual appeal, their focus was easily laid upon 

the execution of the advertisement instead of the sexuality of the advertisement. The execution 

seemed to be of high relevance to them, because according to them a well-designed advertisement 

generated pleasant feelings toward the advertisement. Different participants expressed different 

feelings about what a well-designed advertisement would contain, but common expressions were 

that they should contain colors and be compelling by telling a story. In other words, the 

advertisement should be relatable in some way in order for it to connect to the respondents. It was 

also appreciated that the image of the product was connected to the remaining elements of the 

advertisement, if that connection was weak it generated feelings of irritation from several of the 

participants.  

4.2.2 Gender of the Consumer 

Gender of the consumer is a factor which according to Liu et al. (2006) influence how he or she 

reacts toward advertisements using sexual appeal. The eight women and seven men who took part 

in the interviews were exposed to different advertisement samples as these targets different 

genders.     

 

Men 

According to Reichert et al. (2001) men are generally open toward high levels of sexual appeal, 

and they do not often get offended by high levels of nudity. Most of the male respondents had no 

ethical issues with the advertisements used, and they were therefore not negatively affected by it. 

But even though they were morally open to it some of the male respondents did not understand the 

use of it, and implied that there should be a higher focus on the actual product and its attributes. 

This is expressed in Table 4.2: Male Acceptance of Sexual Appeal. 
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Table 4.2: Male Acceptance of Sexual Appeal 

Levels of Sexual Appeal Male Participants 

Level 0 2 

Level 1 - 

Level 2 - 

Level 3 1 

Level 4 / No Problem 4 

 

Table 4.2: Male Acceptance of Sexual Appeal is constructed to display which level of sexual appeal 

the male participants were acceptant to and therefore did not have any concerns toward. Four 

individuals had no problem with the amount of sexuality used, and were therefore open for the 

highest level of sexual appeal. One person felt that the highest level became a bit too much and 

therefore his highest level of acceptance was Level 3, two participants argued that any use of sexual 

appeal was inappropriate. The male participants who did not like any use of sexual appeal argued 

that it should be a higher focus on the product, instead of using psychological elements to sell it to 

customers.  

 

Male participants easily got a bit uncomfortable with the use of a male model, this statement is 

supported by how one of the respondents repeatedly asked why the model is posing like that and 

then laughed in a nervous manner. This is aligned with what Israel and Strassberg (2009) stated, 

that men sometimes get uncomfortable with the use of same-sex models and it affect their attitudes 

negatively. The larger part of the male participants had no problems with the usage of sexual appeal 

or nudity to attract customers, and therefore it was argued to be a successful strategy to gain their 

attention toward the advertisement. One of these respondents mentioned that advertisements of 

this kind provided him with a feeling of wanting to be like the model that uses the product. Another 

respondent stated that high levels of nudity are holding his interest for a longer time which made 

him process the message of the advertisement more than the advertisement featuring low levels of 

nudity which he would only pass by and not pay any additional attention to. This comment states 

the same as the result of the study conducted by Fidelis et al. (2017), which described that sexual 

messages grabs the attention of the consumer to a larger scale and therefore make them spend more 

time processing the advertisements using it.  
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Women 

Reichert et al. (2001) as well as Jones and Reid (2010) stated that women react negatively toward 

high levels of sexual appeal. The women interviewed for this study differed in their openness 

toward the use of sexual appeal which is shown in Table 4.3: Female Acceptance of Sexual Appeal, 

but most of them stated the importance of designing advertisements in a morally correct way. Liu 

et al. (2009) together with Jones and Reid (2010) stated that women often could find higher levels 

of sexual appeal offensive which is indicated by the data collected for this study as female 

respondents frequently brought up ethical matters. 

 

Table 4.3: Female Acceptance of Sexual Appeal 

Levels of Sexual Appeal Female Participants 

Level 0 1 

Level 1 2 

Level 2 1 

Level 3 3 

Level 4 / No Problem 1 

 

Table 4.3: Female Acceptance of Sexual Appeal shows to which level of sexual appeal the female 

participants were acceptant to. The females were fairly different in their openness toward sexual 

appeal as their scores are divided among all levels, with most respondents having Level 1 and 

Level 3 as their highest level of acceptance. Even if they were open to the level of sexual appeal, 

in measurements of nudity, they easily got offended by the display of the advertisement. Several 

respondents stated that it was inappropriate to use sexual appeal to advertise the product, and that 

they found it unethical. It was important for many of the respondents that the model was presented 

in a respectable way. This is supported by one respondent that mentioned that “I do not like how 

they are objectifying the woman [the model] in this advertisement”. Another respondent who did 

not like the use of this kind of advertising said that “fragrances should be possible to promote 

without the use of sexual appeal since the product is not able to sell love which is what they [the 

advertisers] are trying to imply”. Some of the females liked the use of sexual appeal and found 

enjoyment in it, especially when romantic elements were used. That women like when romantic 

elements in sexual advertising was also stated by Anne (1971), which further was supported by 
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one respondent of this study who said that she found sexual advertising to influence her positively 

“if romantic elements or story-telling was used”. 

4.2.3 Gender of the Model 

People react differently depending on the gender of the model that is used in an advertisement 

using sexual appeal according to Dianoux and Linhart (2010). It is also stated that consumers are 

more intrigued by advertisements that features models than by the ones that only features products 

(Dudley, 1999). In Table 4.4: Gender of the Model it is stated whether the participants preferred 

advertisements that contained one or two models, and it is shown that most of the participants 

favor the usage of two models in an advertisement.  

 

Table 4.4: Gender of the Model 

Advertisement Style Number of Participants 

One Model 3 

Two Models 12 

 

Some of the participants that prefer advertisements featuring two models state that two models 

make the advertisement complete and it has a stronger connection to the promoted product since 

“perfume is bought to entice the opposite gender”, which Reichert and Ramirez (2000) stated to 

be the case with emotionally connected products such as perfume. It is also stated that the 

advertisements with two models that are most preferred contain romantic elements and not pure 

sex. If the advertisement is focusing on sex more than romance they become less likeable as one 

respondent expressed negative feelings toward advertisements were “it sometimes looks like the 

man is the king and the woman is his slave”.  

 

One respondent that preferred advertisements that featured one model explained it by saying that 

including another model of the opposite gender does not add anything to the advertisement since 

the purpose for the product is to target men. Further, one participant explained that he prefers 

advertisements that features two models if the models are interacting in a unique way, if they are 

only posing he prefers the advertisements that features one model. Another respondent expressed 

that she favors advertisements that has symbolic meaning and likes advertisements that try to sell 

closeness to one's partner by including romantic elements. It was also stated that by including two 

models the objectifying of one gender became less explicit as the opposite gender neutralized the 

advertisement in that aspect. However, when two models were used it also possessed a risk of the 

advertisement becoming too sexual as the models’ interaction with each other could easily be seen 

as too much, however, if the interaction was made by using romantic elements it often had a highly 

positive impact on the viewer, which is in line with Anne’s (1971) results.  
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4.2.4 Culture 

It is stated that culture is one of the most influential factors when it comes to consumers’ attitudes 

toward sexual appeal (Boddewyn & Kunz, 1991), Hofstede’s cultural dimensions also suggests 

that countries have different cultural structures and that those have an impact on the way 

consumers respond to sexual advertising (Garcia & Yang, 2004). However, this is not what is 

shown in this particular study, where there is no clear effect caused by the respondents’ cultural 

upbringing on their attitudes as members of all the cultures stated that they are, to some extent, 

used to the use of sexual appeal. This is in line with Liu et al., (2009) study that states that different 

cultures respond similar to the usage of sexual appeal in advertising. Dianoux and Linhart (2010) 

also state that when it comes to young consumers, cultural aspects do not have an impact on the 

consumers’ responsiveness of the advertisement, no matter if it contains sexual features or not. 

Further Sawang (2010) found that Asians cultures are less acceptant to overt sexual advertising 

compared to western cultures, which is not consistent with this study that found that the 

respondents from Hong Kong were morally more acceptant of high sexual appeal in advertising 

compared to Canada and Sweden. In conclusion, the data collected for this study indicates that 

cultural upbringing does not have an large impact on young consumers’ attitudes toward sexual 

appeal in advertising. 

 

Canada 

According to the participants of this study sexual appeal is a highly used method in Canada, 

especially when it comes to commercials for fragrances which is a product that is rarely seen using 

another communication method. However, the Canadian participants responded differently to one 

another when it came to sexual appeal in advertising. There was a general expression of sadness 

over companies that uses sexual appeal as their only communication method, the respondents 

would appreciate if they used other methods as well, so that appealing to basic psychological 

instincts was not the entire focus of the businesses. It would be beneficial from a customer view if 

businesses focused on the pros of the promoted product as well according to the interviewed 

Canadians.  

 

Some of the Canadians expressed that they got uncomfortable when the models became very 

sexualized in the advertisements, they were concerned about the moral aspects of the commercial 

piece, however one of the respondents did not feel that sexual appeal was morally incorrect as it 

is an effective method to use to gain attention. The respondent further stated that pretty models are 

likeable and makes consumers interested in the commercial piece. Another respondent expressed 

very negative feelings toward the usage of sexual appeal, the respondent stated that companies that 

are using this method are trying to create an image where they try to sell love, which is not 

something that they are able to do which makes this approach utterly unnecessary. Further another 

respondent explained that he did not oppose the use of sexual advertising but he would be more 

favorable to it if there was a clearer connection to the product, meaning that the main focus of the 
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advertisement should not be on the model's naked body but on the product it promotes. Several 

Canadians stated that the usage of sexual appeal might be unnecessary and inappropriate at times 

while other Canadians stated that it is a useful communication tool. This shows that Canadian 

participants did not have one unified opinion when it comes to sexual appeal in advertising which 

means that their cultural upbringing did not have a prominent impact on their attitudes on sexual 

appeal in advertising.  

 

Hong Kong 

The participants from Hong Kong explained that sexual appeal is a communication method that is 

being used in the nation. However, they might not be that used to high levels of sexual appeal as 

one participant explained that “the display of a fully nude woman on the streets in Hong Kong 

would not be accepted however, that would draw my attention enough to stop and further look at 

the advertisement”. The participants further expressed different attitudes toward sexual appeal as 

some participants felt that the advertisements were formed for an older audience or that they were 

exposing the models in an offensive way. Other participants felt that the advertisements generated 

feelings of freshness or telling a compelling story. Some advertisements were considered to be 

classy in their execution but a bit too revealing. One of the respondents laid a lot of focus upon the 

written text in the advertisements, while other participants focused on the colors and the nudity in 

the advertisement. This indicated that interviewed Hong Kongers did not have one unified opinion 

when it came to sexual appeal in advertising and therefore their cultural heritage was not a 

determining factor for their attitudes to this advertising appeal.  

 

Sweden 

Sexual appeal is a commonly used advertising method in Sweden according to the participants. 

Even though this means that the population is used to being exposed to this type of advertising it 

is found that the participants responded very differently to it. This is based on the fact that some 

Swedes expressed favorable attitudes to the advertisements while others strongly opposed the 

method. Some participants did not enjoy sexual appeal being used at all, they felt that the focus of 

the advertisements should be on the product not on a nude model, they could not see how that 

approach would make them willing to buy the product. Further they stated that it was unnecessary 

to use intense levels of nudity to sell products, it made them uncomfortable. However, another 

participant expressed that he did not oppose sexual appeal being used in any form even though he 

preferred when it was done in a classy manner. Further, participants explained that they enjoyed 

when the advertisement played on a story not only pure nudity. This means that the respondents 

from Sweden did not have a unified opinion when it came to sexual appeal in advertising which 

indicated that their cultural background was not what determined their attitudes toward this 

communication method.  
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Comparison of Cultures 

In Table 4.5: Cultural Acceptance of Sexual Appeal the accepted level of sexual appeal being used 

in advertisements are shown depending on the nation the viewer comes from. 

 

Table 4.5: Cultural Acceptance of Sexual Appeal 

 

Table 4.5: Cultural Acceptance of Sexual Appeal shows that there is no clear connection between 

the interviewees within the culture but that respondents across cultures are responding similar to 

one another which is in line with Liu et al., (2009) findings that different cultures are similar in 

their attitudes toward sexual advertising. Even if there is no clear connection interviewed Hong 

Kongers are the ones that were the most open to sexual appeal and the Swedes were the least open 

to it, while the Canadians placed in the middle. 

4.2.5 Personality of the Consumer 

Black et al. (2010) stated that personality is a factor with high influence on consumers’ attitude 

toward advertisements when sexual appeal is used, the data collected for this thesis support this 

statement. The theory conducted by Black et al. (2010) has been used to categorize personality 

traits into different groups, called Extraversion, Neuroticism and Openness. How respondents 

scored in these traits are displayed in Table 4.6: Personality Traits. As people can have high scores 

in several traits the same person can be placed in multiple categories, which is why the scored 

showed in this table is not equal with the number of participants interviewed.  

 

Level of Sexual Appeal Canada Hong Kong Sweden 

Level 0 1 - 2 

Level 1 1 - 1 

Level 2 - 1 - 

Level 3 1 2 1 

Level 4 / No Problem 2 2 1 
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Table 4.6: Personality Traits 

Extraversion Neuroticism Openness 

8 6 13 

 

Openness is a personality trait which according to the data collection can overlap with both the 

other personality traits, but it was often connected with extraversion. There are many differences 

between extroverted and neurotic people, which might be why only one person scored high in both 

these personality traits, further it is notable that the same individual also scored high in openness. 

Respondents who scored high in extraversion described themselves as people who does not easily 

get frustrated or nervous, and likes a good amount of variety in their everyday life. Neurotic 

respondents described that they often feel high levels of nervousness or anxiety, they often liked 

to plan their life and have routines to follow. The open-minded persons stated that they are easily 

persuaded by friends to participate in new things, and that they have high interests in discovering 

new places. 

 

Extraversion 

According to Black et al. (2010) the energetic and always in search for excitement individuals 

called extroverts were positively influenced by higher levels of sexual appeal. The data collected 

for this study supports this as all eight individuals who were interviewed and scored high in 

extraversion described that they generally have no major problems with the use of sexual appeal. 

It was a clear similarity regarding their attitude toward it, and it was argued in most cases that it 

was a method which gained their attention. This is supported by one of these respondents who said 

“I feel that I do not pay nearly as much attention to advertisements using lower levels of sexual 

appeal”. Another respondent was similar in her approach as she stated that advertisements using 

lower levels of sexual appeal are common and do not generate any strong feelings, which she 

argued to be a negative aspect as it therefore becomes uninteresting and do not attract her 

attention.   

 

The result of Black et al. (2010) regarding extraversion are much alike with the findings of this 

study. In their study did the connection between extraversion and sexual appeal show a clear 

correlation, and the data collected for this study is aligned with this as the extroverted respondents 

was open toward the use of sexual appeal and understood why it is used by marketers.   

 

Neuroticism 

It was stated in the study made by Black et al. (2010) that neurotic persons easily get frustrated 

which creates a risk of them being easily offended by sexual advertising. This is supported by this 
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study as the six persons who were considered to be neurotic mostly had negative views on the use 

of sexual appeal, five out of the six participants disliked advertisements using sexual messages. It 

was seen as unethical and unnecessary, or “misleading” as one of the participants mentioned. This 

is further supported by one of respondent who stated that “it is shameful that companies need to 

sell their products by using women as sexual objects”, this displays how neurotic people can feel 

that sexual advertising is unethical. Neurotic respondents mostly had a hard time to understand the 

reason to use sexual appeal toward consumers as they were more interested in the product being 

advertised and wanted a higher focus on that aspect. Worth to mention is that the only person who 

was positively affected by sexual messages among the neurotic respondents also scored high in 

both extraversion and openness.  

 

When Black et al. (2010) analyzed the data collected for their study they did not find any clear 

similarities between neurotic personal traits and their attitude toward sexual appeal. However, this 

study found data that supports the theories and hypotheses conducted by Black et al. (2010), which 

state that neurotic people react negatively toward the use of sexual appeal due to reasons such as 

being uncomfortable with the use of sexual appeal.  

 

Openness 

As most of respondents scored high in the trait of openness it is impractical to analyze these 13 

individuals, the two persons who was not considered open-minded only scored high in neuroticism. 

These two persons are included in the analyze of neurotics, and will therefore not be further 

investigated in this section.  
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5.  Findings and Conclusions 

This chapter will include a discussion of the findings of this study by providing a comparison to 

previous research in the subject. The chapter will end with suggestions for further research, 

implications for business managers and theory as well as limitations of this study. 

5.1. How are Different Factors Affecting Young Consumers’ 

Attitudes to Sexual Appeal in Advertising? 

The purpose of this study was to gain a deeper understanding of how sexual appeal in advertising 

is perceived by young consumers. This was achieved by concluding interviews with young 

consumers from several cultures, which means that all the conclusions made in this study are 

angled toward young consumers. It was found that several factors influence how consumers react 

toward sexual appeal in advertising.  

 

The level of nudity used in an advertisement is a factor that is influential for consumers’ attitudes 

toward advertisements. If a high level of nudity is used in advertisements there is a risk that the 

consumer will be offended and thereby reach negative feelings toward the advertisement. This 

finding is aligned with what Dudley (1999) stated, but other than the risk of using high levels of 

nudity there is also an increased possibility of receiving the attention of the consumer which can 

often be considered as a positive impact regarding the use of high levels of nudity. When the 

respondent was open to high levels of nudity it resulted in him or her having a higher focus on the 

general execution of the advertisement, such as the lightning and layout of the image rather the 

actual sexuality of it. The level of nudity is often connected  to other factors such as gender of the 

consumer (Paek & Nelson, 2007; Dudley, 1999; Klug & Vigar-Ellis, 2012) and the models being 

used in it (Liu et al., 2006; Black et al., 2010). As the level of sexual appeal in this study is 

measured through the level of nudity it means that this factor overlap with other factors, and it is 

therefore necessary to analyze the other factors to get a deeper understanding of why and how 

consumers react differently toward various levels of nudity.      

  

Another factor that has shown to be of influence on young consumers’ perception of sexual appeal 

is the gender of the consumer. Reichert et al. (2001) made a general statement that men are more 

open toward high levels of sexual appeal than women are, and even though the male respondents 

of this study were more open toward high levels of sexual appeal compared to women, this thesis 

cannot support Reichert et al. (2001) as this study is of a qualitative nature. However this study 

can analyze possibilities of why females could be less open toward high levels of sexual appeal. 

As Reid (2010) stated there is a high risk of using high levels of sexual appeal in advertisements 

targeting female consumers, as there is a higher possibility that women get offended by sexual 

advertising compared to men (Liu et al., 2009). This is in line with this study as many of the female 

respondents stated the importance of portraying the model in a respectable way, and that they at 
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times described advertisements as unethical. The men who did not like the use of sexual appeal in 

advertising were practical in their arguments, as they argued that there should be a higher focus on 

the product rather than the psychological aspects, such as the sexuality of the advertisement. Even 

if men were open to the use of sexual appeal they could often state that the use of it was 

unnecessary, and that they did not understand how they could be  affected positively by it.    

  

One factor that is closely connected to the gender of the consumer is gender of the model or models 

being used in the sexual advertisement. This study show that it is more preferred to include two 

models in an advertisement instead of one. There are several reasons for this, one of them is that 

by including another model of the opposite sex in the advertisement it neutralizes the attention of 

the single model. In other words, female models are less objectified if they are accompanied by a 

male model which was appreciated by female respondents. Furthermore, male respondents was 

bothered by male nudity and the focus of this feature became less prominent if a female model was 

also included in the advertisement, this was further suggested by Klug and Vigar-Ellis (2012) to 

be a strategic approach when targeting male consumers. This study also found that advertisements 

featuring two models were more likeable if it contained a romantic vibe over the ones that had a 

more sexualized content. Anne (1971) also found that particularly women would favor sexual 

advertisements with romantic elements. 

  

Young consumers have been raised in a digitalized (Gorman et al., 2004), globalized world which 

means that they are connected to each other in ways that earlier generations have not been (Bucic 

et al., 2012). Further this means that they are not affected by their cultural upbringing in the same 

way as their parents are, since young consumers are influenced by other cultures as well. This have 

an impact on the way young consumers act and respond to their surroundings which includes 

advertising and furthermore sexual advertising. It is commonly believed that Asians are less 

tolerant to controversial advertising such as advertisements with sexual appeal (Paek & Nelson, 

2007; Liu et al., 2009), this was not supported by this study as the respondents from Hong Kong 

was the least offended by the advertisements. The Swedish respondents were the ones who  got 

offended the easiest by the use of sexual appeal, they often had a hard time understanding how the 

use of it could make them want to buy the product or positively affect their attitude toward the 

advertisement. Since members from each of the three countries stated that they were used to the 

usage of sexual appeal in advertising, it might provide a reason for why they were similarly 

influenced by the sexual advertisements shown. It could further be argued that the cultural 

upbringing of the respondents is not as influential as previously stated.  This indicates that Dianoux 

and Linhart (2010) findings that culture might not be as influential as other factors to how 

consumers react toward sexual appeal in advertising.  

  

Regarding the personality of the consumer there was a clear difference between the attitudes of 

extrovert and neurotic respondents toward the use of sexual appeal in advertising. The attitude of 

extroverts were often positively affected by sexual appeal as it gained their attention and it kept 



Chapter 5. Findings and Conclusions 

 38 

their focus for a longer time, this is aligned with the study made by Black et al. (2010). It was 

further stated by Black et al. (2010) that neurotic individuals could easily get uncomfortable with 

sexual matters and therefore react negatively toward sexual advertising, this is supported by this 

study as the neurotic respondents often argued that the advertisements using sexual appeal was 

unethical and that the focus should be more on the product the advertisement is trying to promote 

instead of the sexuality of the models. High levels of sexual appeal in advertisements attracted the 

attention of neurotic respondents, but as they often were offended by it, it had a negative effect on 

their attitude toward the advertisement. In the study made by Black et al. (2010) neurotic 

respondents did not show a clear correlation with sexual appeal, which might be caused by not 

including enough factors in the shown advertisements to get frustrated or anxious over. The 

advertisements shown in this study could be considered to have used a more apparent sexuality 

and by that given the respondents more things to get frustrated over which resulted in clearer 

similarities. It became too complex to differ between people who were considered as open-minded 

and the ones that were not, which meant that no clear results were conducted on this aspect.  

  

The data collected in this study showed that respondents with a higher level of acceptance toward 

sexual appeal in advertisements had a higher focus on the execution of the advertisement, for 

example how an advertisement could be too dark or that environment was not suitable for the 

advertisement. When consumers do not spend time to reflect over the sexuality of an 

advertisement, it is possible that they give themselves a chance to focus on other aspects regarding 

the actual execution of the advertisement.  

5.2. Implications 

The findings of this study will leave an impact on theory for the topic of sexual appeal, in other 

words it provides a contribution to the theoretical platform that exists for sexual appeal in 

advertising. Further, marketing managers can find this study interesting for their approach to 

sexual appeal in advertising. 

5.2.1 Implications for Theory 

Implications for the theoretical platform of the topic is that there are several factors that influence 

consumers’ attitudes toward sexual appeal in advertising. This enables new aspects of research 

within the marketing area as young consumers are the target market for a lot of companies’ due to 

their large spending power. 

 

As this study have had another approach than previous research, who mainly uses standardized 

questionnaires as an answering method, it is found that qualitative research in the field of sexual 

appeal can provide more in-depth answers and explain underlying reasons of attitudinal differences 

for the topic. This is a method that could be further used in the future to develop a more detailed 

information base of the research area. 
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5.2.2 Implication for Management 

As this this indicates that culture is not very influential in younger consumers’ reasoning regarding 

the use of sexual appeal in advertising this gives marketers and advertisers an opportunity to not 

spend as much money and time in adapting to different geographical markets. It is possible that 

they instead should have higher focus on other factors such as gender and personality of the target 

group. 

  

Another important issue for practitioners to keep in mind is the increased risk of using a higher 

level of nudity, as it easily could be regarded as offensive. This is extra important when females 

are targeted, as the female respondents of this study often argued about the ethical issues of sexual 

advertising. Therefore, when both men and women are targeted it could be suitable to use a low or 

medium level of sexual appeal to not risk offending potential customers. To use two models instead 

of one also decreases the risk of offending individuals as it neutralizes the advertisement and could 

provide romantic elements.  

5.3.  Limitations 

There are some limitations to this study, the first one is that level of nudity is considered to be a 

factor that influences consumers’ attitudes toward sexual appeal in the Conceptual Framework, 

but at the same time level of nudity is used to evaluate the remaining factors. This makes it difficult 

to analyze level of nudity as an individual factor of influence for attitudes to sexual appeal as it is 

connected to the rest of the factors in the Conceptual Framework. This means that it is necessary 

to analyze the remaining factors identified throughout this thesis in order to say something detailed 

about level of nudity.  

 

The cultural background of the respondents of this study is another limitation. It was not taken into 

consideration if the respondent had parents that were raised in another culture than the respondent, 

which could have had an impact on the interviewed individual’s cultural values. This means that 

Hofstede’s cultural definition would not be accurate if a participant had parents from another 

culture. 

 

Another limitation for this study were that the interview respondents were not exposed to enough 

advertisement samples for each nudity level, which leads to the focus being on the execution of 

the advertisement instead of the sexual appeal of the advertisement. By including several 

advertisement samples on each level of sexual appeal it might have been possible to identify 

nuance differences in consumers’ attitudes connected to sexual appeal instead of the respondents’ 

opinions regarding the printed advertisement.  

 

The final limitation of this study was that the interview questions that regarded the personality trait 

openness were a bit too broad to categorize the respondents into this category as each respondent 
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answered favorably to it. The questions asked should have been more specific and only appealing 

to individuals that truly have openness as their personality trait.  

5.4.  Suggestions for Future Research 

For further research, it is suggested to focus an entire study on each of the factors presented 

throughout this study angled at young consumers’ attitudes toward sexual appeal in advertising. 

More specifically one study should be focusing on the relevance of culture, gender of the 

consumer, gender of the model, level of nudity or personality for young consumers’ attitudes to 

sexual appeal in advertising. The most important factors to evaluate further are personality of the 

consumer and gender of the consumer as these two factors are the ones that contribute the most to 

young consumers’ attitudes toward sexual appeal in advertising. 

 

It is suggested that further studies could concentrate on within gender differences, as both men and 

women differed in their arguments toward the use of sexual appeal. It would be interesting to 

investigate what drives these differences, and if other factors could be developed. 

  

Another suggestion for future research is to focus on how the attitude of the consumer leads to 

purchase intention, as this could be useful for management in various industries. Lastly, instead of 

focusing on print advertisement there is a possibility that research could focus on other mediums, 

such as television advertisements or radio commercials.   
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Appendix A: Interview Guide for Men 
 

Introduction 

We are investigating how young consumers’ attitudes to sexual appeal in advertising are expressed 

and why they are reflected in the way they are. For this interview, we will begin by asking you a 

few questions to determine your personality, then we will show you a few pictures and we would 

like you to tell us what your initial thoughts and feelings are as you see it. When all the pictures 

have been shown we will ask you a few more questions.  

 

Questions about demographics 

Name:  

Age:  

Sex:  

Country of residence:  

 

Questions about personality 

The questions are categorized under each personality but they will be asked in a different order.  

 

• Energetic, active, looking for excitement and joy 

• Do you tend to get bored in certain situations? 

• Are you a planner or more impulsive?  

• Do you like routines or variety in your everyday life?  

 

• Distressed, frustrated, easily annoyed  

• Do you tend to get easily frustrated if a bad song is on the radio?  

• How often do you feel some level of anxiety?  

• Do you tend to get easily annoyed when you are waiting in line?  

 

• Open to new ideas, flexible and curious 

• Do you like exploring new places and situations?  

• Are you easily persuaded to try new things?  

• How do you react when you do not have control over things?  
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Sexual Appeal: Level 0 

 
thehortusconclusus.blogspot.se 

 

Sexual Appeal: Level 1 

 
models.com                                             www.thefashionisto.com 

 

http://thehortusconclusus.blogspot.se/2010_06_05_archive.html
https://models.com/rankings/ui/Top50Men-All/9278
http://www.thefashionisto.com/ryan-burns-fronts-ermenegildo-zegnas-uomo-fragrance-campaign/
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Sexual Appeal: Level 2 

 
www.osmoz.com      www.theperfumegirl.com 

 

Sexual Appeal: Level 3 

 
www.cologneboutique.com      www.thefashionisto.com 

 

  

http://www.osmoz.com/perfumes/dolce-gabbana/6719/dolce-gabbana-pour-homme-2012
http://www.theperfumegirl.com/perfumes/fragrances/giorgio-armani/armani-code-for-men/
http://www.cologneboutique.com/blog/
http://www.thefashionisto.com/michael-kors-fragrance-campaign-featuring-benjamin-eidem/
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Sexual Appeal: Level 4 

 
www.pinterest.se    www.google.se 

 

 

Questions for Pictures 

 

• I will show you an ad, please tell me what you think when you look at it.  

• Ask follow-up questions based on the answer  

• Do you usually see advertisements like this in your home country?  

 

About model(s) 

• How do you feel about the woman/man in the advertisement?  

• Do you feel differently about the advertisement featuring two models?  

 

Questions for when all pictures are shown and displayed again 

 

• Do you feel that the advertisements are becoming inappropriate?  

o If yes, at what level?  

o Why? 

• Do you prefer advertisements that features one or two models?  

o Why? 

• Which advertisement do you like the least?  

o Why? 

• Which advertisement do you like the most? 

o Why? 

https://www.pinterest.se/beaumecs/fragrance/
https://www.google.se/search?q=perfume+commercial+men&rlz=1C5CHFA_enSE694SE694&source=lnms&tbm=isch&sa=X&ved=0ahUKEwjwr7GNgNHTAhVHjSwKHZQzCO4Q_AUICigB&biw=1440&bih=749#imgrc=zj2lXBN0VvUv4M
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Appendix B: Interview Guide for Women 
 

Introduction 

We are investigating how young consumers’ attitudes to sexual appeal in advertising are expressed 

and why they are reflected in the way they are. For this interview, we will begin by asking you a 

few questions to determine your personality, then we will show you a few pictures and we would 

like you to tell us what your initial thoughts and feelings are as you see it. When all the pictures 

have been shown we will ask you a few more questions.  

 

Questions about demographics 

Name:  

Age:  

Sex:  

Country of residence:  

 

Questions about personality 

The questions are categorized under each personality but they will be asked in a different order.  

 

• Energetic, active, looking for excitement and joy 

• Do you tend to get bored in certain situations?  

• Are you a planner or more impulsive?  

• Do you like routines or variety in your everyday life?  

 

• Distressed, frustrated, easily annoyed  

• Do you tend to get easily frustrated if a bad song is on the radio?  

• How often do you feel some level of anxiety?  

• Do you tend to get easily annoyed when you are waiting in line?  

 

• Open to new ideas, flexible and curious 

• Do you like exploring new places and situations?  

• Are you easily persuaded to try new things?  

• How do you react when you do not have control over things?  
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Sexual Appeal: Level 0 

 
www.vintageadbrowser.com 

 

Sexual Appeal: Level 1 

 
pamperedandpolished.co.uk                      www.google.se 

 

  

http://www.vintageadbrowser.com/perfume-ads-1970s/3
http://pamperedandpolished.co.uk/2010/08/calvin-klein-beauty-perfume/
https://www.google.se/search?q=hugo+boss+advertisement&source=lnms&tbm=isch&sa=X&ved=0ahUKEwjtuNj0-tDTAhXFCywKHWYDDv0Q_AUIBigB&biw=1280&bih=615#tbm=isch&q=female+and+male+model+perfume+advertisement&imgrc=RbBdn9jULjbvzM
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Sexual Appeal: Level 2 

 
www.pinterest.se                    m.dubaiprnetwork.com 

 

Sexual Appeal: Level 3 

 
www.wordsiseek.com                     www.thefashionisto.com 

 

  

https://www.pinterest.se/pin/557250153871471614/
https://www.pinterest.se/pin/557250153871471614/
http://m.dubaiprnetwork.com/pr.asp?pr=103137
http://www.wordsiseek.com/best-perfumes-for-men/
http://www.thefashionisto.com/david-gandy-2017-dolce-gabbana-light-blue-eau-intense-fragrance-campaign/
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Sexual Appeal: Level 4 

  
www.pinterest.se               www.independent.co.uk 

 

 

Questions for pictures 

 

• I will show you an ad, please tell me what you think when you look at it.  

• Ask follow-up questions based on the answer  

• Do you usually see advertisements like this in your home country?  

 

About model(s) 

• How do you feel about the woman/man in the advertisement?  

• Do you feel differently about the advertisement featuring two models?  

 

Questions for when all pictures are shown and displayed again 

 

• Do you feel that the advertisements are becoming inappropriate?  

o If yes, at what level?  

o Why? 

• Do you prefer advertisements that features one or two models? 

o Why? 

• Which advertisement do you like the least?  

o Why? 

• Which advertisement do you like the most?  

o Why? 

https://www.pinterest.se/pin/305118943474287860/
http://www.independent.co.uk/news/sexy-adverts-turn-women-off-research-shows-8985656.html

