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Abstract

This qualitative research study thoroughly evaluates the concept of
‘sex appeal’ in advertising, with a view to revealing its critical
implications in marketing communication practice by incorporating
views of different scholars and professionals. The research delineates
that use of sex appeal messages in advertising is a relatively common
practice around the world. After realizing the psychological
chemistry of human beings the advertising practitioners consider
appropriate sexual stimuli or erotic imagery as a crucial motivating
appeal required to draw attention, create awareness among target
customers, increase the persuasive impact of promotional messages
and stand out in the cluttered media environment. However, findings
of this study reveal that sex appeal in advertising can be both
positive in terms of originality and effectiveness and negative in
terms of ethics and public sentiments from constructing cultural
perspectives. Basically, this research provides a clear picture of
multidimensional aspects of sex appeal in advertising from both
theoretical and practical points of view, thereby, bridging the gap
between theory and practice.
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1. Introduction

Advertising is the non-personal communication of information usually paid
for that attempt to inform, persuade, and remind customers in a positive way
to influence their buying behavior with a meaningful, attractive and
persuasive message regarding specific products, services or ideas offered by
a specific company through different selected media (Stanton, 1984; Bovee
and Arens, 1992; Richards and Curran, 2002; Kotler and Keller, 2012;
Dahlen and Rosengren, 2016). It is practically true that “doing business
without advertising is like winking at a girl in the dark. You know what you
are doing but nobody else does” (Britt, 1956). From advertising strategy
perspective different messages play a vital role in persuading the target
consumers for promoting a bundle of benefits associated with the product or
service that was intended to offer. The message could be in the form of a
jingle or an anthem, which is played every time to promote the brand or logo
on TV/Radio or displayed in below the line (BTL) activities. A harmonious
and catchy tune ensures that the product offered remains synonymous with
the consumers’ wishes and desires, helps in creating strong associations with
the brand. It has been observed that sex, fear, humor, music, emotion,
rationality and scarcity appeals used successfully in advertising (Clow and
Baack, 2007) that are very much associated with human beings and social
life. Evidences suggest that effectiveness of various types of advertisement
appeals have evored research interest among academicians in the recent
decade (Lee, 2018; Yousef, 2023). From a consumer psychology perspective,
professional advertisers are taking the innovative opportunity to consider sex
appeal as strategic tools for designing attractive messages that aim to draw
attention, inform, create awareness, persuade in a way to modify and change
customer behaviors as per their promotional intention (Reichert, 2002; Chang
and Tseng, 2013). Sex appeal in advertisement can draw more attention,
create interest with long lasting memorability among target customers as
compared to the common type of non-sex appeal advertisements (Samson,
2016). It has been noticed that in some advertisements when sexuality is
integrated with the message, specific values and attitudes linked with sex are
usually sold out together with products (Klug and Ellis, 2012). Sex appeal
tactics are commonly found in promoting and building brand of luxurious
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products (Zhurgenova, et-al; 2014), beauty products (Jung and Lee, 2009),
fragrances (Toncar and Fetscherin, 2012), fashionable clothing (Kiong et al.,
2015), alcoholic and non-alcoholic drinks (Friedman et al., 2018), birth
control elements (Sengupta and Dahl, 2008), high-tech automobiles (Wang
and Praet, 2013), fast foods (Poon, 2016), service products (Pritchard and
Morgan, 1996) such as - hotel, airline, tourism and entertainment services
and many others. Designing advertising messages by applying sexual passion
can have an incredible psychological effects on the consumer behavior
(Sawang, 2010). Significant amount of researches documented that sexual
passion played a positive role in determining effectiveness of marketing
communication in the diverse and competitive market (Thiyagarajan, et-al;
2012; Sari, et-al; 2015; Lascu, et-al; 2016). Sex appeal evokes emotional and
persuasive responses among customers in a distinctive way for taking
purchase decisions, practically, sexually attractive persons are usually more
desirable by a group of specific type of general public (Debevec, et-al; 1986).

In this competitive market situation along with the advancement of innovative
information technology, customers are bombarded with diverse type of
information through various channels such as TV, Radio, Newspaper, Internet
and other Social media. Therefore, marketers need to think strategically to
promote their products in such a complex market by designing pragmatic
message strategy with appropriate appeals. It is practically true that
advertisers are using various types of appeals to promote products from
different perspectives. Each appeal has its own merits and demerits from
applications, effectiveness, psychological, ethical and cultural standpoint. It is
also true that advertisements with sexual contents have been frequently
debated among academicians (Wirtz, ef-al., (2018) and media professionals
(Westenberg, et-al., 2017). Some research scholars codify that effectiveness
of sexual appeals ad has mixed results (Wietz, et-al., 2018). On the other
hand there is a gap between advertising theory and practice (Nyilasy and Reid,
2007) and the fundamental problem is that marketers are in dilemma to what
extent sex appeal can be applied in advertising for arousing attention of
audience in an acceptable manner.

363



The Chittagong University Journal of Business Administration

On the basis of the research problem this study has a number of specific
objectives: (a) to examine the effect of sex appeal in advertising messages and
the way ‘sex’ is used as an arousal technique for persuading the target
customers from the real world market situation; (b) to evaluate the critical
aspects of sex appeal from customers’ psychology point of view through the
illustration of models and to find out the possible links between consumer
attitudes and perceptions of sex appeal in advertising; and (c) to identify
ethical and moral issues regarding sex appeal advertising from socio-cultural
point of view.

2. Research Methodology

A qualitative method has been considered in this study to achieve
predetermined research objectives and to have in depth understanding of the
critical issues regarding sex appeals in advertising. This is a desk-based
research by nature which is one of the most cost effective methods to
integrate, evaluate and generate new insights in a synergetic manner from
previous multidimensional analysis (Ghauri and Gronhaug, 2010; Lopez,
2017). From research philosophy point of view priority has been given to
phenomenological paradigm (Gray, 2014: Bryman and Bell, 2011) with
inductive approach (Gary, 2014)). A framework of research philosophy along
with methodology for this study is illustrated below (Figure-1). Due to broad
scope and critical nature of the topic, quantitative data is difficult to organize
in a systematic fashion and there is no research intention to test any specific
theory by formulating specific hypotheses. Considering the practical and
complex situation along with resource constraints, this research study
concentrated on a well established model and academic literatures rather than
quantitative interpretation based on primary data. Relevant data have been
collected from multiple authentic secondary sources, such as international
indexed journals, internet, text books, seminar papers etc. for systematic
critical interpretation (Gray, 2014) and comprehensive analysis on the crucial
issues regarding sex appeals in advertising. A significant number of research
papers related to the topic have been gone through and a number of pictorial
evidences have (Illustrations 1 to Illustration 9) acquired from companies
‘websites, also been incorporated for through analysis in order to make the
paper understandable and presentable.
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3. Literature Review
3.1 Sex Appeal in Advertising

Sex appeal messages are considered as creative strategies developed by
accommodating display of vigorous nudity features along with sexual
attractiveness or suggestiveness (Bello, et-al; 1983) that revels brand related
information from advertising perspective or persuasive appeals in marketing
perspective (Reichert et al., 2001). The approach of sex appeal in advertising
intend to deliver any message regarding either product or brand information
with a belief that for promoting certain types of products such technique is
comparatively effective than other appeals to drive consumer behavior
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towards taking purchase decisions (Dahl, Sengupta and Vohs, 2009). The
fundamental aim of using sex appeal in advertisement are to gain a number of
specific advantages: (i) to draw attention (Reichart et al., 2001); (ii) to hold
attention for longer periods of time (Grossman and Till, 1998); (iii) to ensure
higher level of persuasion (LaTour, et-al., 1990); (iv) to create purchase
intentions (Dudley, 1999); (v) to drive emotional response in a positive way
(Meade and Zhou, 2017); and (v) to remind in a better way (Reid and Soley,
1983) in comparison to other appeals.

It is not wise to consider that the terms ‘nudity’ and ‘sexual stimuli’ are
synonymous. Rather sexual stimuli can be expressed in explicit or implicit
ways (Wilson and Moore, 1979). Nudity is one of the explicit elements
(display of body along with stimulating actions of the models in ads) of sexual
stimuli but there are some other implicit elements cannot be ignored such as —
sounds, lights, colors etc. that are also used individually or combinedly with
explicit stimuli in sex appeal advertisements. In a true sense, the application of
sex appeals in advertising can be extremely ‘overt’ or ‘subtle’ and to some
extent ‘subliminal’ (Reichert, 2003). Ouwersloot and Duncan (2008)
postulated that there are three specific categories of sexual appeals used in
advertising messages, such as - subliminal, nudity and eroticism. Subliminal
sex appeal portrayed sexual stimuli that subconsciously affect the audience, as
a result the viewers are not in a position to truly receiving and acknowledging
the message (Shimp, 2008). It has different forms such as - biological shapes
and sexual acts or positions (Reichert, 2003). Subliminal sex appeal
advertisements are extremely vague, as a result consumers usually pay less
attention to this type of advertising and thus it is practically not effective
(Clow and Baack, 2007). Nudity and partial nudity is the second category of
sex appeal where naked bodies are portrayed in advertisements (Ouwersloot
and Duncan, 2008). This type of appeal is frequently used to sell products
with extreme sexual link such as perfumes, undergarments, birth control
products (Clow and Baack, 2007) but it is similarly used to sell products that
are not related to sex such as automobiles, fast food (Ouwersloot and Duncan,
2008). Practically, such type of advertisements expect a positive sexual
response rather than highlighting the product to the target consumer (Clow
and Baack, 2007). Eroticism is the third and intense type of sex appeal
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focused on the sexual desire between opposite or same sex partners
(Ouwersloot and Duncan, 2008). Clow and Baack (2007) argued that sexual
behavior or explicit sexuality can be found in the form of individual or
interpersonal. Advertising adopting this type of appeal, demonstrating poses
or positions performed by a person or pairs (Reichert, 2003), may focus on
sexually aggressive behavior with, or without, the action of sexual
presentation. Reichert (2003) provides clear distinctions between the overt
sexual appeal and sexually suggestive appeal. Basically, in sexually
suggestive technique, the sexuality is more exquisite, but the sexual
appellation is still active and apparent (Reichert, 2003). Sexual
suggestiveness, that triggered sexual thoughts and make sexual references, is
less controversial compared to overt sexual approach because it does not
apply sex explicitly at high stream (Clow and Baack, 2007). Advertisers often
apply this appeal through allusion and delusion (Reichert, 2003).

From psychological perspective, sexual stimuli positively create excitements,
charms, emotions, erotic feelings in the human mind; as a result people will
think positively and relate advertising message with their lifestyle (Wilson and
Moore, 1979). Socio-culture is another important factor that drive consumer
responses towards advertisements that incorporates explicit or implicit
elements of sexual stimuli (Boddewyn and Kunz, 1991) and it varies between
collectivism/individualism and low/high context geographical territory
(Herrmann and Heitmann, 2006). Gregory and Munch (1996) delineated that
people in individualistic countries prefer variety and stimulation compared to
the people in collectivistic countries. Collectivism or individualism in the
cultural setting of different countries play a significant role regarding
consumers’ positive or negative perceptions towards representation of the
sexual stimuli in the advertisement for economic gain.

3.2 Theories and Models Related to Sex Appeal

3.2.1 The Evolutionary Theory

To have a solid understanding, researchers find it worthwhile to evaluate the
evolutionary theory from the perspective of sex appeals in advertising and
gender differences due to various mating strategies. Basically, sex is related to
biological system and need of human being. The biological privilege of the
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male to reproduce with his counterpart (opposite gender) as many as possible,
as this enhances his possibility of sexual reproduction (Crosby et al., 2021).
Due to this specific reason, males eagerly and emotionally search for cues
which indicate opposite sex are available, accessible, and achievable (such as
- provocative behavior), as well as other cues that are meaningful from the
viewpoint of good health, gorgeous body shape, facial erotic expression, shiny
hair and attractive boobs (Gallup and Frederick, 2010). Advertisers are using
the theme of evolutionary theory that help them to create an association
between their product features and sex appeal in order to psychologically
persuade men. On the other hand evolutionary research into female sex
strategies revealed that women are giving more importance to long term
prospects, comfortable lifestyle and mates’ resources rather showing less
importance in good health, body structure, facial expression and other typical
male requirements (Gallup and Frederick, 2010). The root of this theory has
strategic importance because it reveals the role of different gender on the
effectiveness of sex appeal advertisements (Klug and Ellis, 2012). From
physiological and psychological perspective, this theory established the fact
that sex appeal advertisements are more effective to persuade male customers,
on the other hand, advertisements showing romantic imagery, wealth,
intelligence and power of male are more preferable to persuade female
customers (Lanseng, 2016).

3.2.2 The Arousal Model

The arousal model in Figure-1, adopted from Thayer (1978), illustrates that
arousal plays an important role in generating feelings and thoughts. The model
reveals that arousal involves the interactions of two dimensions: the first (A)
is a continuum ranging from an energized feeling to an object, the second (B)
ranges from inner tension to a feeling of placidity. The dimension ‘A’ is
associated with positive feelings; whereas dimension ‘B’ corresponds to
negative ones. The model proposes that the dominating dimension of arousal
(energy versus tension) depends on the individual. Consequently, arousing
advertising messages lead to no feeling of tension in some people and energy
in others. The interesting finding here is that, a strong correlation between
energized feeling and product awareness that are associated with the
advertising message. Hence, marketers should place a particular emphasis on
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creating energy stimulating messages rather than tension stimulating ones
(Thayer, 1978).

Dimension A
(Energy)

Stimuli Cognition
(Perceived Threat) (Ad Impressions)

Dimension B
(Tension)

Figure-1: The Arousal Model
Source: Adopted from Thayer (1978)

Advertising is about two things: attention and decision-making. It is clear that
sex attracts attention. Naked men, women, suggestive poses, implied sex - all
of it. Arousal - the ideal reaction to sexual ads - influences our decision-
making. The arousal theory of motivation proposed by Thayer (1978) is
closely associated with central states of general bodily arousal, and involves
conscious components of energy (vs. tiredness) and tension (vs. calmness).
The theory suggests that people are driven to perform actions in order to
maintain an optimum level of physiological arousal. For example, when we
feel bored, we seek activities that will increase our level of arousal. When we
are too tense and anxious, we seek activities that will decrease our level of
arousal. In neurological terms, the arousal theory states that part of our
motivation is influenced by the mesolimbic dopamine system, responsible for
our reward sensitivity. This reward system influences our physiological
craving for more stimuli, which in turn makes us behave in a certain way, in
the direction of a goal. And here it’s important to note that each person has a
different optimum level of arousal, or in other words, a different level of
excitement in which a person feels comfortable and performs better. When we
are at the optimum level of arousal, we feel neither overly bored nor stressed
and are thus able to perform tasks better]
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3.2.2.1 Sex Arousal and Persuasion in Advertising

Severin and Tankard (2001) revealed that persuasion is one of the basic forms
of communication, which influences people into an attitude change. LaTour
(1990) argued that sex appeal is widely used by the marketer to change
behavioral components evoke affective responses of consumers due to the fact
that it has psychological implications. Arousal can be considered as critical
mediator of advertisement response. Arousal that drive positive valence will
result in positive behavioral responses (LaTour, Pitts and Snook-Luther,
1990). Tuerck (1978) states that persuasion and influence in the world of
advertising is heavily dependent upon how and what the message actually
says. Leigh (1994) argued that persuasion depends on several factors, which
may range from the actual duration of the advertising message to the number
of visual shots that are changed in it. Lighting, direction and the eventual
follow up of the ad are also very significant here. When one talk about the
print media, typography, colors, graphics and other features are essential in
creating a single unified message that persuades the consumer for buying a
particular product (Leigh, 1994). Apart from the ‘what’ and the ‘how’ factors,
the number of times the actual message is run on television or radio is crucial
in persuading the public. Furthermore, the size of the print ads in newspapers
and magazines, as well as the placement of the billboard or shop sign in the
outdoor medium may be critical in determining the favorable or unfavorable
response from the audience. Sex stimuli containing messages as a way of
influencing people are no exception to these rules (Leigh, 1994). When the
persuasion has taken place, a person will move on to the next step of
purchasing the product. This could happen on a relevant stage for the high
involvement product compared to low involvement ones. According to
O’Shaugnessy and O’Shaughnessy (2003), it is necessary to understand the
psyche of the consumers as well as their buying/spending patterns on a
consistent basis, to avoid straying away from the already drawn out strategy
and misunderstanding the target market. Cook (2001) logically argued that
persuasion and influence in advertising world is an art rather than science
itself. These research findings support the idea that accommodating sex appeal
with product information are generally connected with changes in behavior,
attitudes and intentions. If the intensity of the sex appeal becomes too high,
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some consumers may feel embarrassed, and as a consequence will try to avoid
the ad instead of following the recommendations proposed.

3.3 Constructing Views on the Use of Sex Appeals

Marketing communication play a very vital role in promoting products,
services and ideas by applying various types of appeals in the ever changing
competitive market. Among these appeals, the use of sex appeal can be
considered as an effective technique. It can be individually or collectively
used to a greater or lesser degree by advertisers (Reichert, 2002) in the form
of persuasive mediated message to grab the attention of customers
emotionally, such as — visual sexual cues, verbal expression, display of nude
body, sexual imagery and innuendo (Reichert, 2005). Customers are
psychologically more attracted to those advertisements that are sexually
entreating, interesting, meaningful and arouse inner feelings (Thiyagarajan, et-
al; 2012; Sugiarto and Barnier, 2013; Lascu, et-al; 2016). Sex appeal has been
applied by the marketers aim to achieve predetermined advertising objectives
because it has several level of marketing communication effect, such as (i)
emotional effects of customers on message exposure, (ii) sex effects on
attracting and persuading customers to brand recall (Bax, 2015), and (iii) sex
effects on purchase action of customers (Lascu, et-al; 2016). Previous research
findings revealed that using sex appeal in advertisement have both positive
and negative effects on customer behavior from national culture, demography
and ethical standpoint. The following Table - 1(A) summarizes the research
findings that conclude on the positive effects of sex appeal on customer
behavior; whereas, Table - 1(B) presents the research summaries that find the
same to have a negative influence on customers.

Table- 1(A): The Research Findings that Conclude on the Positive Effects
of Sex Appeal

Authors and Area of Research Findings

Yoo et-al.,(2022), investigated the | The study reveals that the
association of intrusive and sex appeal | effectiveness of ads mostly
driven advertisements applied in | depends on instructive
mobile news in Korea in order to find | manifestation and sexual contents.

out audience perception and reactive
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behaviors.

Lawrence, et-al., (2021), critically
evaluate implicit and explicit memory
effects of sex appeal related and non-
sexual advertisements among female

Findings reveal that sex appealing
advertisements do increase
memory of viewers at the cost of
recalling the brand advertised.

students (having different cultural

background) of University College

London (UCL) in the UK.

Oniku and Joaquim, (2021), | Result of the study suggest that
investigate the relationship between | purchasing behaviors of customers
sexual images of female in |are significantly influenced by
advertisements and customers | various dimensions of female

purchase decisions in the fashion
industry of Nigeria.

sexuality. As a result such kind of
behaviors have positive impact on
market development.

Choi, et-al; (2020), evaluate the
complex philosophy of feminist
attitude among Korean people who
have distinct type of cultural origin in
comparison to consumers of US.

Their study confirm that feminist
consumers in the Korea responses
positively to sexual image of
females in advertisements.
Though it was believed by group
of people earlier that response will
be negative towards such kind of
advertising.

Kordrostami and Kordrostami
(2020), examine the effectiveness of

The study established the fact that
in the US culture consumer show

advertisement incorporating female | positive attitudes toward female
sexual images in the clothing industry | sexual empowerment in the
of United States of America. clothing industry.

Lascu, et-al.,(2016) evaluated the | Sex appeal advertisement 1is
effectiveness of online fashion | effective in the USA but emotional

magazine advertisement in France and
USA.

appeal is effective in France.

Sari, et-al; (2015) investigated
consumer perception of sex appeal

advertisement has
positive relationship

Sex appeal
significant
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advertisement and purchase decision
in Indonesia.

with consumer purchase decision.

Khan and Munoz (2015) studied the
influence of sex appeal advertisement
on female consumer attitude and
purchase decision.

Sex appeal advertisement can
motivate female consumers in
purchasing perfumes and other
types of luxury products.

Sugiarto and Barnier (2013) | Indonesian customers are highly
investigated consumers’ perception | moderate in mild sex appeal
and thinking about sex appeal | advertisement than overt or
advertisement by taking 319 sample | aggressive sex appeal
from various age group in Indonesia. advertisement.

Thiyagaraja et-al; (2012) examined | A  significant  number  of
perception of Indian youth (male and | respondent (61%) agreed that
female) towards sex appeal | sexual stimuli in advertisement
advertisement and its effect on |really play a vital role in
consumers’ purchase decision. promoting product.

Grazer and Kessling (2011) | A  significant  number  of
investigated the effect of sex appeal | respondents (70%) reveal that

advertisement in print media on
purchase intention using only male
models.

moderate level of sex appeal in
advertisement are preferable for
recalling Jeans brand.

Sawang (2010) examined consumer

Americans and North Americans

intention and motive towards use of | shows more positive response
sex stimuli in advertisement among |towards sex appeal type of
different ethnic group in Oklahoma | advertisements  compared to
City (USA). culturally conservative Asians.

Dianoux and Linhart (2010) | Male respondents prefer sex
investigated the effect of nude |stimuli type advertisement in

advertisement in the print media in the
context of three European countries
(Czech Republic, Spain and France).

comparison to female counterpart.
Furthermore, research finding also
reveal that respondents from all
these three countries have almost
similar type of view.
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Table-1(B): The Research Findings that Conclude on the Negative Effects
of Sex Appeals

Authors and Area of Research Findings

Adomaitis, et-al., (2024), investigate, | The result suggest that it is better
whether different levels of sexual |to have less sexuality in

contents in advertisements help to | advertisement for  gaining
create brand attractiveness luxury | attractiveness of luxury fashionable
fashion items among existing | products among both men and
customers in the USA. women customers.

. Gramazio, et-al., (2020), investigate | Their empirical research suggest
mental reaction of men and women of | that both men and women show
Italy towards adverting having sexual | lower level of buying intentions

images. while sexualized adverting are used
for any kind of product.

Cummins, et-al., (2020), investigate | Their research evidence

to find out how sex appeals draw | demonstrate the fact that

attention to surrounding advertising | advertisers who want to adopt
elements. Sample taken from 120 |overt sex appeals for attaining
undergraduate students of | strategic messaging objectives
Southwestern University, USA. should be cautious.

Fidelis et al. (2017) studied the role of | Sex appeals have limited power to
sex appeal  advertisement for | emotionally motivate customers for
recognizing brand in the media by | brand recall but in some cases such
applying quantitative techniques kind of ad should be used very
cautiously

Li and Rodriguez (2015) investigated | Humor appeal in advertisement is
sex and humor stimuli type | more effective to attract customers
advertisements in Europe, Asia, North | and promote condom rather than
and South America. sex stimuli type advertisement.

Lull and Bushman (2015) conducted | Findings revel that sex appeal ad is
a meta analysis review to examine the | neither really effective for creating
effectiveness of  sex appeal | brand awareness nor in influencing
advertisement from brand building | purchase decision.

perspective.
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Raghuram et al. (2015) investigated
consumer buying intention of Indian
customers on a particular brand or

The purchase decisions of 90%
customers are not influenced by
advertising with sex stimuli and

product where sex appeal | such ads have very less impact on
advertisement are used. customers purchase decision.
Ajay, (2014) investigated the | Finding revels that 90% of the

perception of Indian customers from
ethical point of view about
advertisement in the print media and
TV.

advertisement in various media are
unethically demonstrated.

Nooh, et al. (2014) conducted a
quantitative research in Malaysia to
find out the relationship between
religiosity and sensitive type of sex
appeal advertisement.

Most of the customers are not in a
position to accept offensive type of
advertisements  because  their
perceptions are driven by cultural
conservativeness.

Ismail and Melewar (2014)
investigated the behavior of Malaysian
Muslim and non-Muslim consumers

The attitude of Muslim customers
are less significant than non-
Muslim customers.

towards sex stimuli type
advertisement.
Bayraktar (2012) examined the | Muslims in such developed country

Muslim consumers’ reactions towards
sex appeal advertisement in New

show negative attitude towards the
brand and organizations that have

Jersey, USA. adopted sex appeal in
advertisement.
Klug and Ellis (2012) studied the | Sexual explicit elements in

effect of sex appeal advertisement on

commercials do not create any

the basis of gender differences. positive  repercussion ~ among
respondents.
Wazir and Ezaz (2012) evaluated | Respondents have negative

Pakistani consumers’ attitude towards
advertisement with sex stimuli.

perception about brand that have
intended to promote through sex
appeal advertisement.

Akhter, et-al; (2011) investigated
whether cultural issues play critical

Respondents are culturally
conservative and they think sexual
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role in shaping consumer behavior
through sex appeal advertisement in
Pakistan.

image in advertisement can create
offensive thoughts and social
problems.

4. Pictorial Illustration of Sex Appeal in Advertisements

Sex appeal in advertisement is not only commonly used for sex related
products but also in many cases used for non-sex types of products. Many
innovative companies are applying sex appeal for their products/services to
deliver message in a different way. To established the evidence from real
world situation a number of commercial advertisements of different
companies are accommodated and demonstrated below with rational

explanation for in depth understanding.

IMlustration 1

GIORGIO ARMANI

Giorgio Armani is an Italian luxury fashion house. One of its famous brands
‘Armani Code’ is an amber spicy fragrance for men. As a strategic approach

376




Sex Appeal in Advertising: A Critical Evaluation

through the above ad of Armani Code, the company employed sexually erotic
women by showing her physical attractiveness along with sensual poses and
sexual gestures to draw attention and create awareness of their target
customers. Though it is an effective ad to motivate customers towards
purchase decision, it is criticized from gender stereotypes point of view.

Illustration 2

YOU'RE NOT YOU WHEN YOU'RE III.IIIIT'“

’, :

y \

SNICNERS)

SATISFIES

The brand ‘Snickers’ is a chocolate bar made by the American company Mars,
Incorporated. The brand has achieved its popularity due to the advertising
slogan “You’re not you when you’re hungry” in a commercial where a sexy
female is demonstrated who is about to undress. The inner meaning of the
slogan could be interpreted that male or female would act out of character and
become violent when their hunger is not satisfied by a Snickers bar. Initially,
Snickers chocolate bar is popular among children. By applying this ad the
company may be actively trying to promote the chocolate bar among different
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age groups. This advertisement has been criticized for a number of reasons,
which are — (i) inappropriate for children and culturally sensitive consumers,
(1) applying mostly irrelevant and inappropriate contents and (iii) presenting
women in a way that they are always be slick and alluring which is not
rational from behavioral point of view.

Illustration 3

Calvin Klein has a remarkable history of sexy advertisements presenting both
male and female in synergistic positions. The company has the intention to
promote the product (Jeans) by applying provocative and aggressive
advertisement that tend to be sexy and semi-controversial where world
famous young hot models or celebrities are demonstrated in suggestive
positions to acquire psychological acceptance of young generation that will
drive their motive towards purchase intention. The company believes that
modern generation uniquely approaches sexual association with product in the
modern world. It is observed that by applying sex appeals in advertisements
the company boost up their sales of Jeans, even though such campaign of
Calvin Klein are criticized for its overt use of sex appeal, wherein male and
female display nudity and suggestive sex (Kazmi and Batra, 2009).

378



Sex Appeal in Advertising: A Critical Evaluation

Illustration 4

The advertisement of Levi’s Jeans is quite appealing and promising, which
intend to apply sex appeal to attract customers for buying denim products. The
company intentionally adopted eye catching, highly inducing, overt sex
appeals as polarizing technique in the competitive fashion and clothing
market. Such kind of overt sex appeals in advertisements of denim products is
highly provocative and supportive to demonstrate the product in a more
dynamic and acceptable way even though it should be kept in mind that such
type of appeal may have a high negative impact on the mind of the culturally
sensitive generation.
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Illustration 5

Heineken, the well reputed Dutch company, is aiming to attract its target
audience, particularly the male that fall under the age between 21 to 40, by
using sex in their advertisements in an intelligent manner. The above
advertisement incorporated two bottles that revealed a portion of the female
figure because the company believes that “Sex Sells”. Heineken is applying
value proposition strategy by showing their product in the advertisement as
sexy, young, and tempting. Around the centuries the beer industry has been
facing tough competition as a result prominent companies are struggling to
find out innovative ways to differentiate their products. At this stage,
Heineken has adopted different approaches to differentiate their product by
using sex in their advertisements by giving less importance on taste and
physical attributes (such as calories) rather more on the experience of drinking
1t.
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Illustration 6

—— ;
g FRST THNG e noneeg... ARE 2ouR, WoES

Adidas is a German multinational corporation started its journey in 1949 that
designs and manufactures shoes, clothing and accessories. Adidas usually
apply value proposition strategy to create brand by focusing on teamwork and
the value of sports. But recently the company slightly change their positioning
strategy by incorporating sex appeal craze in their advertisement to promote
Adidas shoes among younger men who feel interested to present themselves
in a attractive manner through their style in the society. Through this
advertisement Adidas tried to rebrand the product in the competitive market in
a distinctive way but this ad is criticized in the social community due to
representing a gender stereotype that women will strip their clothes as soon as
they see a pair of elegant type of shoes.
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Illustration 7

SKYY Vodka is a spirits brand company based in America. The company
particularly focusing on suggestive advertisement by incorporating sex appeal
to promote their product. It has been observed that the company’s advertising
approach is quite different and they repeatedly focusing slim, sexy, young and
attractive women who usually used provocative dresses and most of the
occasion the model usually has a sexual dominance over the psychology of
male counterpart. The aim of such kind of sex appeal advertisement is to
generate a sense of correlation between dominance and sexual stimuli
associated with their SKYY Infusions Natural Coconut Vodka. The company
applied various techniques in their advertisements, such as - distorted
presentations, intriguing visual imagery, amped up usage of what it’s like to
drink their product, sexual innuendos, and above all to draw the attention of
the audience with the intention of turning that audience into a prospective
consumer.
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Illustration 8

She’ll tell you
size doesn’t matter.
She’s lying.

Carl's Jr. is an American fast food restaurant chain operated by CKE
Restaurant Holdings, Inc. The company introduce famous TV star Paris Hilton
as a model in their ad where somehow sex appeal is given priority with a
slogan “She’ll tell you size doesn’t matter. She’s lying” to promote Spicy
BBQ burger to male customers particularly. The ad message can also draw
attention of female customers by creating the feeling that fit girls can still
indulge a greasy cheeseburgers. This ad has been criticized for portraying
female as sexual objects which is considered as disregarding the female in the
society.
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Illustration 9

Manforce condom is a recognized brand and captured large market share that
has been launched by an Indian company ‘Mankind Pharma Limited.” The
company has the intension to position the product in a distinctive way by
giving the flavor of appeal to enthusiastic male who wants to love and satisfy
their counterpart as per their expected desire and ensure scintillating protected
sex. Condom is a sexual type of product. There is a good reason from
marketing point of view to use sex appeal in advertising message for
persuading such kind of product among the target market. Even though from
ethical perspective marketer should very much conscious to demonstrate such
kind of ad in mass media. Adult customers will understand the reason behind
using sex stimuli in advertising, but immature and innocent children will be
badly affected psychologically. It is very common that loving children watch
and enjoy TV programs with their parents. In such a situation parents will feel
embarrassed if this kind of ad appears during any interval of TV programs.
That’s why time and situation need to be considered while showing such kind
of advertisements.
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5. Ethical Issues in Using Sex Appeal:

Considerable amount of debates are found in interrelated literatures regarding
sex appeals from socio-cultural, ethical, application and effectiveness point
of view in particular and overall advertising strategy in general (Moses and
Charles, 2014; Alam, Aliyu, and Shahriar, 2019; Jiménez, Dittmar, and
Portillo, 2021). Sex stimuli is considered as a mainstay of advertising
message which is kind of sexual harassment where male or female are
disregarded. By doing this advertisers are violating social rules and values
which is not acceptable from ethical point of view indeed (Boddewyn, 2013).
Since last few decades a significant number of empirical studies revealed that
the use of sex related stimuli in advertisements sometimes have kind of
mixed consumer response in the form of evoking positive and negative
reactions (Alexander and Judd, 1986; LaTour, 1990). Advertisers are in
serious dilemma to what extent they can apply sex stimuli in their adverting
messages to create attention, arouse interest, evoke desire among customers
followed by purchase actions (Clow and Baack, 2007) without creating any
serious controversy in the society. A number of evidences revealed that in
some situation sex appeal can be considered as a persuasive technique, even
though from strategic perspective marketers should be cautions while using
such kind of techniques. The ethical consideration of advertisement is
crucially important for restoration of particular culture, norms, values, ethics
and heritage (Singal and Kamara, 2012). It should be noted here that there are
a number of ethical questions about the implementation of sex appeal
strategies. Akhter, Abassi, and Umar (2011) postulated that from the view
point of ethical theory and professional codes there are potential dangers
associated with the use of sex appeals in adverting message due to cultural
sensibility and social conservativeness in different region of the world
because cultural norms drive in shaping the behavior of customers. There
must be measures, mechanisms and counter mechanisms to check for the
violations in terms of ethical norms and routines (McCullough, 1996). Singal
and Kamra (2012) pointed out some important ethical issues regarding
advertising which are related to sex appeal message, such as (a) advertising
message should not endanger the safety of children or reveal any sort of
prevention or interest that insist them to adopt unhealthy or unsocial
practices, (b) advertising should not create problems for those people who are
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not in a position to accept sex in a particular time or situation (c) both men
and women have their own ego, personality, prestige and status in the
society, it is not ethically wise for advertiser to treat or use human being as a
product by displaying their private parts or underestimate their inner feeling.
(d) advertising appeals should not create harmful effect to innocent
communities of the society.

6. Findings and Discussion

The basic theme of sex appeal in advertising derived from the ‘evolutionary
theory’ and its cause and effect relationship logically illustrated through the
‘arousal model’. For promoting specific type of products, employing sex
stimuli in advertising is somehow considered as innovative strategy applied
to create awareness, gain attention of customers in the dynamic and cluttered
market environment. Advertisers have the specific intention to drive the
customer psychology in a positive way towards purchase decision of a
product/ service that has already offered in the competitive market by
incorporating sex image in the ad message along with the product. Every
marketer has predetermined strategic marketing communication objectives.
To achieve these objectives, marketers are planning to use sex stimuli in their
advert to position the brand or logo in the mind of customer for long run.
Whenever marketers intend to apply sex appeal they should have clear
understanding about function of the brand/ product, competitive market
mechanism, cultural constituents, gender variation, customer perception and
preferences, moral issues and other stakeholders’ expectations.

It has been observed that male usually like to find sex stimuli in advertising
compared to female counterpart ( ). Men not only show positive attitude than
women towards a nude female model but also prefer the brand that is offered
by integrating sex appeal (Sengupta and Vohs, 2009). Some types of sex
appeals are really effective for man but may be offensive for women
(Heckler and Jackson, 2001). Though female customers are usually less
interested to sex appeal, in some specific cases, female accept sex appeal in
advertisements that drive their purchase decisions of  luxurious or
fashionable products (Khan and Munoz, 2015).
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From country perspective, it really does not have noticeable influence on
advertisement that incorporate sex stimuli (Sharma and Gupta, 2015), but it is
also true that cultural practices in different societies play an important role in
the perception of male and female customers regarding nudity or sex models
(Sawang, 2010). From socio-cultural perspective, Americans and European
are mostly open-minded or non-conservative and Asians are conservative,
that is the reason Americans and European are found more progressive and
show more interest in sexual contents in advertisement than Asian
counterpart (Lascu, et-al; 2016).

The culture that is driven by Islamic rules, regulations, and practices where
particularly Muslim customers have very negative perception towards sex
appeal in ad as well as brand. Again, many Muslims practicing in Indonesia
are found to be quite moderate in accepting mild type of sex stimuli in
advertisements (Sugiarto and Barrier, 2013). On the other hand non-Muslim
customers’ attitude towards sex appeal is significantly higher than Muslim
customers. That means sex appeal cannot play significant role where
customers are associated with a strong religious sentiment (Ismail and
Melewar, 2014).

Ajay (2014) and Moses and Chartes (2014) postulated that in some situations
sex appeal ads create negative repercussions or offensive thought in the mind
of customers for products or brands offered in the markets. As a result, if
customers have negative perception about particular ad, it is not possible to
build sustainable brand in the markets. Many male and female customers
have the strong mindset, that introducing sex appeals in ads is an unethical
practice and such stimuli is not an effective technique in enhancing brands or
image of the companies (Wazir and Ezaz, 2012). To some extent moderate
level of sex appeal or mild type of sex stimuli in advertisement can gain
acceptability among customers and drive them to select and buy products
offered by the company due to the fact that certain types of audience realize
the practical marketing situation and liberal towards accommodating these
types of sex appeal in their mindset (Thiyagarajan, et-al; 2012). It is worth to
add that when marketers have the intension to sell sex related products such
as — condom, birth control pill, sex toys, they can apply explicit sex appeal to
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promote those products successfully (Chang and Tseng, 2013).

When sex appeal is applied in advertisement, certain types of values and

attitudes are particularly ‘sold” associated with the product. A well decorated

meaningful sex appeal advertisement creates positive interest or emotional

response (Meade and Zhou, 2017) and ensures brand recall and recognition

in the ever changing competitive market structure (Bax, 2015). Due to the

conservative culture and complex customer behavior some of sex appeal

based adverts become prohibited in the society, even though the ad message

and products will still be discussed with interest among inquisitive

customers. It is believed that sexual stimuli in advertisement has the sharp

and sweeping effect on consumer purchasing behavior (Sarpal et al., 2018). It

is also been argued that customers attention can be drawn by prolific use of
sex appeal, even though it is less effective than non sex appeal ad in gaining

brand recall and reinforce existing consumption pattern as per expectation of
advertiser (Sarpal et- al; 2018).

Putrevu (2008) postulated that when advertiser apply sex appeals, that can
effectively attract and change purchase intention of low involvement
customer. Severn, et-al; (1990) argued that more sexual explicit stimuli can
drive the attitudes of customers toward the adverts and greater buying
intentions, but it does not mean that it will create favorable brand attitudes.
Bello, et-al; (1983) mentioned that effectiveness of sex appeal ads depend on
recipients perception, product advertised and the use of different measurement
techniques such as sexual attractiveness, or suggestiveness, nudity etc.

So it can be concluded that the effectiveness of sex appeal advertisements
depend on many micro and macro factors such as types of products,
companies’ ad objectives, cultural heritages, gender variation, geographical
territory, demographic constituents, customers’ perceptions’ communication
channels, synergy between message and appeals etc.

7. Implications of the study
7.1 Theoretical Implications
Though there a good number of theories regarding applications of different
types of advertising appeals from marketing approaches, consumer
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perceptions and various countries’ cultural perspectives. Sophisticated
theories are developed through continuous innovative academic researches.
This qualitative research with indeed add further value in the academic
literature. The critical analysis supported by pictorial illustration will enrich
the theory regarding advertising in particular and marketing communication in
general. Readers in the academia can gain clear conceptual ideas from this
research and interpret findings of this research with existing advertising
theories.

7.2 Managerial Implications

The use of sex appeals in advertisement may be tentatively proven in
academic researches, but considering the real world situation there is a big
question mark about the use of sex which remains unexplored. It is necessary
to thoroughly evaluate the cause and effect of sex appeal messages on actual
target consumer, in natural settings (Zachari, ef-al; 2018). To ensure
effectiveness of the advertisement by incorporating sex stimuli, the marketers
must strive to find the perfect balance between ‘exposing’ and ‘educating’ the
target customers in their advertising messages. When using sex appeals
marketing managers must aim at designing excitement evoking advertising
messages rather than irritation evoking ones. Marketers should periodically
evaluate the effectiveness of advertising strategies along with appeals used
and finally come up with an innovative well accepted techniques that will not
create controversy in society or bring disaster in the resourceful cultural
heritage. Moreover, the focus of adverts may shift to more appealing images
rather than over exposing ones. Over exposed sex appeals may undermine
consumers’ sense of cultural values and cause a negative perception of the
advert. To mitigate negative perceptions of consumers regarding the use of
sex appeals in advertisements, all stakeholders in the industry should think
strategically to introduce a best practice by following standard code of ethics.
Both commercial and social marketers should exercise caution and discretion
over the use of persuasive sex appeals. Marketers should apply appropriate
techniques for segmenting the market and find groups for which relatively
high sex appeal is effective. There are two key success factors that drive the
effectiveness of sex appeal advertisement: (i) designing advertising message
in such a manner that can motivate the audience in a positive way to bring
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change in their behavior, (ii) channeling the advert message to appropriate
target audience at the right time, at the right place for the right purpose by
applying effective communication media and techniques.

8. Conclusions and Limitations

In a nutshell, it can be concluded by saying that in order to make the product
preferable, presentable and lucrative compare to competitors’ products,
advertisers have the predetermined intention to persuade the target consumers
in the form of sexual excitement, sexual attractiveness and sex esteem.
Nudity, sexual embeds and decorative model are fundamental constituents of
sex appeal advertising. Whether the sexual stimuli in advertisement is very
significant or not depends on interrelated multiple factors such as —
company’s objectives, product types, culture of the particular territory, market
dynamic, changes in competitive market structure, consumer demography and
consumer psychology etc. From advertising strategy perspective, the value
and effectiveness of an advertisement is not judged on the basis of how
frequently it appears in the media, rather it can only be judged on the basis of
constructive appealing advertising message that can attract viewers and
psychologically encourage them to accept and follow action as recommended
by the advertiser.

Finally, it should be kept in mind that this purely qualitative research has a
number of limitations. No predetermine hypotheses have been tested by
applying quantitative tools and techniques. While existing academic research
delivers a good quality source of readily available secondary information, they
are geared towards a specific purpose based on sex appeals in advertising,
which may vary from situation to situation and culture to culture, thus offer an
incomplete picture of real world marketing situation. The nature of the subject
under investigation is such that confirmatory or causal conclusions are
difficult to be drawn. The theoretical orientation based on an individual paper
is neither mutually exclusive nor universally generalizable. Although
extensive research has been carried out based on the qualitative interpretations
on this subject area but it is preferable to apply quantitative analysis for valid
and meaningful conclusions which was not possible due to resource
constraints.
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9. Future Research Avenues

To achieve research objectives, qualitative method has been applied to
critically evaluate the effects of sex appeal in advertising. It is worth to
mention here that evidences from a few developed and developing countries
within four continents (North American, European, Asian and Africa) have
been incorporated for through investigation. Therefore, there is huge scope
for further research on this topic by considering other countries of the world
such as Bangladesh, Japan, United Arab Emirate, France, Spain, Brazil,
Egypt and many others.

As mentioned earlier this is purely a qualitative research without having
critical quantitative analysis. In the future there is a scope for further research
to evaluate the effectiveness and impact of sex appeals in advertisements by
formulating a number of hypotheses and testing those by applying
sophisticated statistical tools and techniques for quantitative evaluation. A
rigorous systematic quantitative interpretation could obviously enhance the
strength of further studies.

References

Adomaitis, A. D., Saiki, D. and Severino, J. P. (2024). Impact of Sex in
Luxury Fashion Advertisements on Brand Attractiveness and
Identification. Journal of Fashion Marketing and Management. 23(3):
pp.426-443.

Ajay, V. (2014). Perception of Indian Consumers towards Indian
Advertisements. International Journal of Research in Humanities, Arts
and Literature. 2(2): 89-114.

Akhter, W., Abassi, A. S., and Umar, S. (2011). Ethical Issues in Advertising
in Pakistan: An Islamic Perspective. World Applied Sciences Journal.
13(3): 444-452.

Alam, M.M., Aliyu, A., and Shahriar, S.M. (2019). Presenting Women as
Sexual Objects in Marketing Communications: Perspective of
Morality, Ethics and Religion. Journal of Islamic Marketing. 10(3):
911-927.

Alexander, M.W. and Judd, B.B. (1986). Differences in Attitudes Toward
Nudity in Advertising. Psychology: A Journal of Human Behavior.

391



The Chittagong University Journal of Business Administration

23(1): 26-29.

Bax, A. (2015). Using Sex Appeal in Advertising. Retrieved from
http://www.gaebler.com/Using-Sex-Appeal-in-Advertising. htm
Bayraktar, A. (2012). Does Sexuality in Ads Works for Everyone: Muslim
Consumers’ Reactions to Sexuality in Ads. Review of Business &

Finance Case Studies. 3(1): 53-60.

Bello, D.C., Pitts, R.E. and Etzel, M.J. (1983). The Communication Effects
of Controversial Sexual Content in Television Programs and
Commercials. Journal of Advertising. 12(3): 32-42.

Boddewyn, J.J. (2013). Controlling Sex and Decency in Advertising Around
the World. Journal of Advertising. 20: 25-35.

Bovee, C.L. and Arens, W.F. (1992).Contemporary Advertising. Fourth
Edition. Irwin.

Britt, S.H. (1956). New York Herald Tribune. 30 October 1956.

Bryman, A. and Bell, E. (2011). Business Research Methods. (3™ ed.) Oxford
University Press.

Chang, C.T. and Tseng, C.H. (2013). Can Sex Sell Bread? The Impacts of
Sexual Appeal Type, Product Type and Sensation Seeking.
International Journal of Advertising, 32(4): 559-585.

Choi, H., Yoo, K., Reichert, T. and Northup, T. (2020). Feminism and
Advertising: Responses to Sexual Ads Featuring Women: How the
Differential Influence of Feminist Perspectives Can Inform Targeting
Strategies. Journal of Advertising Research. 1-16

Clow, K.E. and Baack, D.E. (2007). Integrated Advertising, Promotion, and
Marketing Communications. Third Edition. Pearson.

Cook, G. (2001). The Discourse of Advertising. Second Edition. London:
Routledge.

Crosby, C.L., Buss, D.M., Cormack, L.K. and Meston, C.M. (2021). Sex,
Sexual Arousal, and Sexual Decision Making: An Evolutionary
Perspective. Personality and Individual Differences. 177: 1-5.

Cummins, R. G., Gong, Z. H. and Reichert (2020). The Impact of Visual
Sexual Appeals on Attention Allocation within Advertisement: An
Eye-tracking Study. International Journal of Advertising. 1-25.

Dahl, D.W., Sengupta, J. and Vohs, K.D. (2009). Sex in Advertising: Gender
Differences and the Role of Relationship Commitment. Journal of

392



Sex Appeal in Advertising: A Critical Evaluation

Consumer Research. 36(2): 215-231.

Dahl, D.W., Sengupta, J. and Vohs, K.D. (2009). Sex in Advertising: Gender
Differences and the Role of Relationship Commitment. Journal of
Consumer Research. 36(2): 215-231.

Dahlen, M. and Rosengren, S. (2016). If Advertising Won’t Die, What Will
It Be? Toward a Working Definition of Advertising. Journal of
Advertising. 45: 1-12.

Debevec, K., Madden, T.J. and Kernan, J.B. (1986). Physical Attractiveness,
Message Evaluation, and Compliance: A Structural Examination.
Psychological Reports. 58(2): 503-508.

Dianoux, C. and Linhart, Z. (2010). The Effectiveness of Female Nudity in
Advertising in Three European Countries. International Marketing
Review. 27(5): 562-578.

Dudley, S.C. (1999). Consumer Attitudes toward Nudity in Advertising.
Journal of Marketing Theory and Practice. 7(4): 89-96.

Fidelis, B.T., Oliveira, J.H.C., Giraldi, J.d.M.E. and Santos, R.O.J. (2017).
Sexual Appeal in Print Media Advertising: Effects on Brand Recall
and Fixation Time. Research Journal of Textile and Apparel. 21(1):
42-58.

Friedman, K.L., Roberts, M.E., Keller-Hamilton, B., Yates, K.A., Paskett,
E.D., Berman, M.L., Slater, M.D., Lu, B. and Ferketich, A.K. (2018).
Attitudes toward Tobacco, Alcohol, and Non-Alcoholic Beverage
Advertisement Themes among Adolescent Boys. Substance use &
misuse, 53(10): 1706-1714.

Gallup, G.G. and Frederick, D.A. (2010). The Science of Sex Appeal: An
Evolutionary Perspective. Review of General Psychology. 14(3): 240-
250.

Ghauri, P. and Gronhaug, K. (2010). Research Method in Business Studies.
Fourth Edition, Pearson, London.

Gramazio, S., Cadinu, M., Guizzo, F. and Camaghi, A. (2021). Does Sex
Really Sell? Paradoxical Effects of Sexualization in Advertising on
Product Attractiveness and Purchase Intentions. Sex Roles. 84: 701-
719.

Gray, D. E. (2014). Doing Research in the Real World, Sage Publications
Ltd. London.

393



The Chittagong University Journal of Business Administration

Gregory, G.D. and Munch, J.M. (1996). Reconceptualizing Individualism-
Collectivism in Consumer Behavior. Advances in consumer research.
23(1): 104-110.

Grossman, R.P. and Till, B.D. (1998). The Persistence of Classically
Conditioned Brand Attitudes. Journal of Advertising. 27(1): 23-31.

Herrmann, A. and Heitmann, M. (2006). Providing More or Providing Less?
Accounting for Cultural Differences in Consumers Preference for
Variety. International Marketing Review. 23: 7-24.

Ismail, A.R. and Melewar, T.C. (2014). Attitude of Muslim Consumers
Toward Sex Appeal in Advertising: A Comparative Study Between
Subcultures in Malaysia. Journal of Promotion Management. 20(5):
553-570.

Jiménez, D.L., Dittmar, E.C. and Portillo, J.P.V. (2021). Self-regulation of
Sexist Digital Advertising: From Ethics to Law. Journal of Business
Ethics. 171(4): 709-718.

Jung, J. and Lee, Y.J. (2009). Cross-Cultural Examination of Women’s
Fashion and Beauty Magazine Advertisements in the United States
and South Korea. Clothing and Textiles Research Journal. 27(4):
274-286.

Kassem, S. and St. John, D. (1973). Sex in Advertising: Its Relevance, Use,
and Effects. Management Decision. 11(3): 145-158.

Kazmi, S.H.H. and Batra, S.K. (2009). Advertising and Sales Promotion.
Third Edition. Excel Books India.

Khan, N. and Munoz, D.S. (2015). To what extent does sex appeal in
advertising influence female consumers’ attitudes and final
purchasing intentions? A cross-cultural investigation. In proceedings
of The 14th International Marketing Trends Conference. Paris:
University College Birmingham.

Kiong, T.P., Gharleghi, B., Yin-Fah, B.C., Samadi, B. and Balahmar, A.A.
(2015). Purchase Intention of International Branded Clothes Fashion
among Younger's in Jakarta. International Journal of Business and
Social Research. 5(8): 8-17.

Klug, P. and Ellis, D. (2012). Gender Differences in Student Attitudes
Towards Sexual Appeal in Print Advertising. South African Journal
of Economic and Management Sciences. 15(4): 367-380.

394



Sex Appeal in Advertising: A Critical Evaluation

Kordrostami, E. and Kordrostami, M. (2020). A Brave New World;
Embracing Sexuality in Advertising for Apparel. Journal of Fashion
Marketing and Management: An International Journal.

Kotler, P. and Keller, K.L. (2012). Marketing Management. 14" Edition,
Pearson Education.

Lanseng, E.J. (2016). Relevant Sex Appeals in Advertising: Gender and
Commitment Context Differences. Frontiers in Psychology. 7: 268-
314.

Lascu, D.N., Marcheva, M., and Thieringer, K. (2016). Magazine online
advertising in France and the United States. Journal of Fashion
Marketing and Management. 20 (1), 120-135.

LaTour, M.S. (1990). Female Nudity in Print Advertising: An Analysis of
Gender Differences in Arousal and Ad Response. Psychology and
Marketing. 7(1): 65-81.

LaTour, M.S., Pitts, R.E. and Snook-Luther, D.C. (1990). Female Nudity,
Arousal, and Ad Response: An Experimental Investigation. Journal
of Advertising. 19(4): 51-62.

Lawrence, H., Furnham. A. and McClelland, A. (2021). Sex Does Not Sell:
Effects of Sexual Advertising Parameters on Women Viewers’
Implicit and Explicit Recall of Ads and Brand. Perceptual and Motor
Skills. 128(2): 692-713.

Lee, M. J. (2018). College Students’ Responses to Emotional Anti-alcohol
Abuse Media Messages: Should We Scare or Amuse Them? Health
Promotion Practice. 19: 465-474.

Leigh, J.H. (1994). The Use of Figures of Speech in Print Ad Headlines.
Journal of Advertising. 23(2): 17-33.

Li, J.Y. and Rodriguez, L. (2015). Appeals, Sexual Images, Visual
Metaphors and Themes: Differences in Condom Print Ads across
Four Continents. Journal of Communication and Media Technologies.
5(3), 37-66.

Lopez, X.S.P (2017). Secondary Data: sources, advantages and
Disadvantages. The SAGE Encyclopedia of Communication Research
Methods. SAGE Publications, Inc., 1578-1579.

Lull, R. and Bushman, B. (2015). Do Sex and Violence Sell? A Meta-
Analytic Review of the Effects of Sexual and Violent Media and Ad

395



The Chittagong University Journal of Business Administration

Content on Memory, Attitudes, and Buying Intentions. Psychological
Bulletin. 141(5): 1022-1048.

McCullough, W.R. (1996). Global Advertising Which Acts Locally: The
IBM subtitles campaign. Journal of Advertising Research. 36(3): 11-
16.

Meade, T. and Zhou, S. (2017), “Testing television advertising and news
crawls with competing appeals: how does an aversive crawl affect an
appetitive commercial?”, China Media Research, Vol. 13 No. 1, pp.
52-62.

Moses, A., & Charles, M. (2014). Sex as an Advertising Appeal: A Review
of Its Ethical Basis, Functions and Effects. International Journal of
Management Sciences, 4 (1), 25-34.

Nooh, M. N., Shukor, S. A., Ab.Aziz, M. R., Khairi, K. F., & Abdullah, M.
(2014). Relationship between Religiosity and Controversial Products
and Offensive Nature of Advertising Appeals. Journal of Marketing
Management, 2 (2), 113-128.

Nyilasy, G. and Reid, L.N. (2007). The academician-practitioner gap in
advertising. International Journal of Advertising: The Quarterly
Review of Marketing Communications, 26(4), 425-445.

O’Shaugnessy, J. and O’Shaughnessy, N. (2003). Persuasion in Advertising.
First Edition. Routledge. London.

Ouwersloot, H. and Duncan, T. (2008). Integrated Marketing
Communication. European Edition. McGraw-Hill. London.

Poon, S.T.F. (2016). The Function of Sexual Imagery and Visual Seduction
in Food Advertising. International Journal of Advances in Social
Science and Humanities. 4(3): 22-27.

Pritchard, A. and Morgan, N.J. (1996). Sex still sells to Generation X:
Promotional practice and the youth package holiday market. Journal
of Vacation Marketing. 3(1): 68—80.

Putrevu, S. (2008). Consumer responses toward sexual and nonsexual
appeals: The influence of involvement, need for cognition and gender.
Journal of Advertising, 37(2): 57-69.

Reichert, T. (2002). Sex in Advertising Research: A Review of Content,
Effects, and Functions of Sexual Information in Consumer
Advertising. Annual Review of Sex Research. 13(1): 241-273.

396



Sex Appeal in Advertising: A Critical Evaluation

Reichert, T. (2003). The prevalence of sexual imagery in ads targeted to
young adults. Journal of Consumer Affairs. 37(2): 403-412.

Reichert, T. (2005). Do Sexy Cover Models Increase Magazine Sales?.
Journal of Promotion Management. 11(2/3): 113-130.

Reichert, T., Heckler, S.E. and Jackson, S. (2001). The effects of sexual
social marketing appeals on cognitive processing and persuasion.
Journal of Advertising, 30(1), 13-27.

Reid, L.N. and Soley, L.C. (1983). Decorative models and the relationship of
magazine ads. Journal of Advertising Research. 23(2): 27-32.

Richards, J.I. and Curran, C.M. (2002). Oracles on “Advertising”: Searching
for a Definition. Journal of Advertising. 31(2): 63-77.

Samson, L. (2016). The Effectiveness of Using Sexual Appeals in
Advertising: Memory for Sexual and Nonsexual Visual Content
Across Genders. Journal of Media Psychology. 30(4): 1-12.

Sari, D., Winton, W. and Trebilcock, P. (2015). How Sensitive are
Indonesian Customers to Sexual Appeal Advertising?. Mediterranean
Journal of Social Sciences. 6(2): 149-154.

Sarpal, R., Saleh, R., Teck, T.S., Chia, K.M. and Yee, L.M. (2018).
Literature Review on the Use of Sex Appeal vs Non-Sex Appeal
Advertising in the Malaysian Context. International Journal of
Marketing Studies. 10(2): 28-35.

Sawang, S. (2010). Sex Appeal in Advertising: What Consumers Think.
Journal of Promotion Management, 16 (1/2): 167-187.

Sengupta, J. and Dahl, D.W. (2008). Gender-Related Reactions to Gratuitous
Sex Appeals in Advertising. Journal of Consumer Psychology. 18(1):
62-78.

Severn, J., Belch, G.E. and Belch, M.A. (1990). The effects of sexual and
non-sexual advertising appeals and information level on cognitive
processing and communication effectiveness. Journal of Advertising.
19(1): 14-22.

Sharma, P. and Gupta, P. (2015). Semiotic analysis of Indian television
Advertisements and its impact on consumers: an exploratory study.
Journal for Communication Studies. 8(1): 71-90.

Shimp, T.A. (2008). Integrated marketing communications in advertising and
promotion. Thomson South-Western.

397



The Chittagong University Journal of Business Administration

Singal, R. and Kamra, G. (2012). Ethical Issues in Advertising. International
Journal of Engineering, Science and Metallurgy. 2(3): 689-694.
Stanton, W.J. (1984). Fundamentals of Marketing. 7™ Edition. McGraw-Hill.
Sugiarto, C. and Barnier, V.D. (2013). Sexually Appealing Ads Effectiveness
on Indonesian Customers. European Journal of Business and

Management. 5(9): 125-135.

Thayer, R.E. (1978). Toward A Psychological Theory of Multidimensional
Activation (Arousal). Motivation and Emotion. 2: 1-34.

Thiyagarajan, S., Shanthi, P. and Naresh, G. (2012). Viewers’ Perception of
TV Ads: The Role of Sex Appeal. Psychology Research, 2 (8), 452-
460.

Toncar, M. and Fetscherin, M. (2012). A Study of Visual Puffery in
Fragrance Advertising: Is the message sent stronger than the actual
scent?. European Journal of Marketing. 46(1/2): 52-72. Tuerck, D.G.
(1978). Issues in Advertising: The Economics of Persuasion.
American Enterprise Institute for Public Policy Research.

Wang, L. and Praet, C.L.C. (2013). Value Appeals in Chinese Television
Advertising for Automobiles: A Content Analysis. Advances in
Advertising Research. 4: 245-259.

Wazir, M.I. and Ezaz, E.U. (2012). Impact of Sex Appeals in TV
Advertisement. International Conference on Arts and
Business Information Systems. Malaysia.

Wilson, R.D. and Moore, N.K. (1979). The Role of Sexually-Oriented
Stimuli in Advertising: Theory and Literature Review. Advances in
Consumer Research. 6(1): 55-61.

Wirtz, J.G., Sparks, J.V., & Zimbres, T.M. (2018). The effect of exposure to
sexual appeals in advertisements on memory, attitude, and purchase
intention: A meta-analytic review. International Journal Advertising,
37(2), 168-198.

Yoo, Joseph, Lee, D. and Park, J. (2022). Are Intrusiveness and Sexual
Images Effective in Advertisements? The Influence of Ad Format and
Sexual Appealing Content on Mobile News Consumers. Journal of
Interactive Advertising. 22 (2): 113-124.

Yousef, M., Rundle-Thiele, S. and Dietrich, T. (2023). Advertising Appeals
Effectiveness: A Systematic Literature Review. Health Promotion

398



Sex Appeal in Advertising: A Critical Evaluation

International. 38: 1-14.

Zachari, A., Nawar, Y.S. and Javaherizadeh, E. (2018). The impact of
sexuality in advertisements on consumers purchase behaviour: A
social media perspective. The Business and Management Review.
9(4): 488-505. 8th International Conference on Restructuring of the
Global Economy, University of Oxford, UK.

Zhurgenova, D., Chan, B.Y. and Wern, W.H. (2014). A Study on Luxury and
Non Luxury Product Purchasing Intention by Sexual and Non Sexual
Appeal Marketing Strategies. Asian Journal of Business and

Management. 2(5): 433-438.

399



The Chittagong University Journal of Business Administration

400



