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I. Introduction
1. Scientific and Social Relevance of the research
There is no doubt that advertising is a very “hot” topic in marketing. An interesting fact worth mentioning is that the average consumer in the Western world is exposed to approximately 5000 advertisements every day (Johnson, 2009). They are literally everywhere: in the newspapers and magazines, on TV, on billboards; you see them on your way to work in the bus or in the metro, you see them in the cinema or while surfing the Internet. Unfortunately, most of them remain unnoticed. In fact, clutter is a big challenge marketers face today. They try to overcome this obstacle by being more creative in their marketing campaigns and use number of techniques and approaches to attract consumers’ attention, build brand equity and make their products more successful. One of those approaches is sexual appeal which especially since the 1960s is becoming more and more employed. However, this technique has gained much controversy as many perceive it as unethical and inappropriate and doubt its effectiveness. 
Therefore, developing a good understanding of advertising and the sexual appeal that is so often used nowadays is a crucial step in understanding how marketing works as a whole. 
Furthermore, comprehending the usage of sex in advertising is crucial for advertising and marketing research, and practice as this approach is not as universal as humor for example. It is rather a risky approach: it could be very successful when used in the right way taken all its properties into account, or it could mean failure for the marketing campaign and even damage the brand name and lead to very negative consequences. The sexual appeal has limitations which need to be fully understood before employing the approach and necessary for achieving success.
2. Purpose and Nature of the research.
The purpose of this paper is to provide a comprehensive and integrated overview of academic research carried out on the sexual appeal approach and on advertising. By presenting answers to my research questions, I hope that this paper will provide the readers with a good understanding of sexual appeal and advertising as a whole. I use more than 40 sources of information including books, journals, databases and websites and I hope that my paper is interesting and enjoyable to read.
3. Research Questions
In order to achieve the purpose of the paper the following research questions are discussed:
1. What is central in developing an advertisement?
2. What are the strategies used in advertising?
3. What is sexual appeal in advertising?
4. How can sexual appeal be efficient?
5. What are the negative aspects of the sexual appeal approach?
6. How is sexual appeal interpreted by consumers and which variables have an impact on the interpretation?
4. Structure of the paper
The paper is structured as follows: first, I start building up on the topic by presenting some background information on the field of marketing and marketing communications and lead the reader to the topic of promotion. Then, I provide an extensive overview of advertising revealing its functions and two models used in developing an advertisement. In the same section, the advertising strategy is discussed in detail providing insights into the creative and message strategies. In the third part of the paper, I focus on sexual appeal. First, I introduce the topic and discuss its nature and typology. Second, I provide an overview of its effect and negative aspects. Then, the relevance theory of sexual appeal is presented. Next, I discuss the interpretation of the topic focusing on gender, age and cultural dimensions variables. Finally, the conclusion brings this paper to an end.
Some of the tables I used are included in the text and not in the Appendix as this way the reader is facilitated when making a reference to them. The tables of a bigger size as well as advertisements used as examples can be found in the Appendixes at the end of the paper.

II. Theoretical Framework
1. Marketing and Marketing Mix
Marketing is an essential part of every successful business. The American Marketing Association defines the marketing concept in the following way: “Marketing is the activity, set of institutions, and processes for creating, communicating, delivering, and exchanging offerings that have value for customers, clients, partners, and society at large” (AMA, 2007). In order to achieve that, a company comes up with a marketing strategy which plays a crucial role when designing the integrated marketing mix. The marketing mix is a major concept in modern marketing. It was first mentioned by Neil Borden after learning about it from James Cullion. Borden “liked his idea of calling a marketing executive a “mixer of ingredients”, one who is constantly engaged in fashioning creatively a mix of marketing procedures and policies in his effort to produce a profitable enterprise” (Borden, 1964, p.2). In his article “The Concept of the Marketing Mix” Borden lists influences on the market response to provide a better understanding of marketing activities (Borden, 1964.). Many other authors provided such a listing and classification but only the one of McCarthy has survived and has become the “dominant design” or “received view” (Van Waterschoot and Van den Bulte, 1992). He classifies all marketing activities that a company uses to create, communicate and deliver value to the customer as a marketing mix which he called the four Ps of marketing and which became “the most cited and the most often used classification system for the marketing mix, both in the marketing literature and in marketing practice” (Ibid., p.84). 
Essentially, the four Ps of the marketing mix are product, price, place and promotion.
Product: includes all the subcategories of the goods-and-services offered by the company. Those are product variety, quality, design, features, brand name, packaging, services, warranties, returns etc.
Price: represents the amount of money consumers must pay in order to obtain a product. Price characteristics are list price, discounts, payment period, credit terms.
Place: it is seen as the different ways the company makes its product available to consumers. Channels, coverage, assortments, locations are examples of place elements.
Promotion: represents the activities a company undertakes in order to communicate its products and persuade consumers of its merits. Subcategories of promotion are sales promotion, advertising and personal selling. 
2. Integrated Marketing Communication Approach
Even though the promotion component of the marketing mix was widespread in describing the activities a company undertakes in order to communicate with consumers, marketing communication is the expression most marketing practitioners and many educators prefer using nowadays (Shimp, 2010). Marketing communication is therefore defined as “the means by which firms attempt to inform persuade, and remind consumers-directly or indirectly- about the products and brands they sell… (it) represents the “voice” of the company and its brands and are a means by which it can establish a dialogue and build relationships with consumers” (Kotler & Keller, 2007, p.510). It is a crucial part of every company’s marketing mission and plays a major role in determining its success. The marketing communication is a mix of modes of communications such as: advertising, sales promotion, events and experiences, public relations and publicity, direct and interactive marketing, word-of-mouth marketing, personal selling. An integration of those modes of communication is essential for success and therefore companies use the Integrated Marketing Communication (IMC) approach where all elements of the marketing communication mix are unified and integrated rather than each of them used individually in isolation. Furthermore, Schulz (1993) defines the IMC as a process of developing and implementing all forms of communications programs with customers over time which has an ultimate goal to influence or directly affect the behaviour of the selected communications audience (p.17). The effectiveness of using the Integrated Marketing Communication approach is proved to be greater that the usage of individual tools only. A study conducted by Chang and Thorson (2004) compares the effectiveness of a combination of two different communication tools (a television commercial and a web commercial) with a repetition of a single television commercial. The results show that the television-web combination produces a synergy effect that is superior to the repetitive ad condition in terms of a higher attention, higher perceived message credibility, and a greater number of total and positive thoughts (Chang and Thorson, 2004). 
3. Marketing Communication Objectives
In his book “Integrated Marketing Communication in Advertising and Promotion” Terence Shimp outlines two major objectives of Marketing Communications: to enhance brand equity and affect the consumer behaviour (Shimp, 2010, p.34).
3.1 Brand Equity
Shimp (2010) describes four positive outcomes that result from an increase in the brand equity. Those are: (1) achieving a higher market share, (2) increasing brand loyalty, (3) charging premium prices, and (4) earning a revenue premium. Furthermore, he identifies two components of brand equity: brand awareness and brand image
Brand Awareness concerns the ability of the consumers to identify the brand and has two levels: brand recognition and recall where the latter indicates a deeper form. The goal of Marketing Communications is, therefore, to move brands from a state of unawareness, to recognition, on to recall, and ultimately to top-of-mind awareness where the brand is the first brand a consumer recalls when thinking about brands in a particular product category (Shimp, 2010).
Brand Image represents the perceptions and beliefs of the consumer about a particular brand, or the associations the consumer makes when thinking about the brand. These associations are conceptualized in terms of type, favourability, strength, and uniqueness and it is essential for the Marketing Communications to improve all these dimensions of the brand associations. 
Moreover, building brand loyalty is another objective marketers try to achieve through marketing communications which has a significant impact on long-term growth and profitability (Ibid.)
Brand equity can be enhanced in three major ways:
By Having a Brand Speak for Itself
In this approach consumers form their opinion about the brand from own experiences and marketing communications have a limited role.



By Creating Appealing Messages
Positive brand image is build through repeated claims about the brand and its benefits. In order for this approach to be successful marketing communications have to be creative, believable, attention-capturing, and memorable.

By Leveraging
In this approach marketing communications create brand associations by connecting the brand with other brands, people or places whose meanings are already well constituted. A good example is the celebrity endorsement technique.

Furthermore, a research by Boulding, Lee and Staelin (1994) examines whether the three elements of the marketing communications mix (advertising, sales force and promotion) have an impact on the company’s ability to differentiate and isolate itself from future price competitors. The results demonstrate that through marketing communications and by providing unique and positive messages to the consumers, a company can indeed isolate itself from competition and therefore gain a competitive advantage (Bouling, Lee, and Staelin, 1994).
3.2 Behaviour
The second objective of marketing communications is to affect the consumer behaviour in such a way that it will lead to actual purchases so that the generated revenues are able to justify the expenditures on marketing communications, i.e. the return on marketing investment. Such activities for example could be promotional offers in the form of two-for-one deals that will urge the consumer on making a purchase.





III. Advertising
There is no doubt that advertising is a very “hot” topic in marketing. We, as citizens of the world and consumers are exposed to thousands of advertisements every day. We are literally surrounded by them everywhere we go and we are exposed to them while doing regular daily activities. Since the topic of interest of this paper is “sexual appeal in advertising”, I would like to first to provide a detailed insight on Advertising.
1. Definition and Functions
1.1 What is advertising?
There are many different definitions of advertising out there and therefore at a first glance it might seem difficult to determine which one is the “correct one”. In an article in 2002 Jeff Richards and Catharine Curran review many existing definitions of advertising provided in textbooks, dictionaries, suggested by marketing practitioners from the American Marketing Association. The conducted study has the objective to identify the areas of agreement and disagreement about the existing definitions and come up with by evaluating responses. From the majority of opinions the authors derive the following definition of advertising:
“Advertising is a paid, mediated form of communication from an identifiable source, designed to persuade the receiver to take some action, now or in the future” (Richards and Curran, 2002, p. 74).
After that the definition was then presented to a panel where it had to be evaluated. The majority found the definition acceptable, however, some expressed disapproval of the word “mediated” as it was considered to be vague. As a response to this remark, the authors offered a footnote to the definition: “'”Mediated” communication is that which is conveyed to an audience through print, electronics, or any method other than direct person-to-person contact” (Ibid., p. 74).
1.2 Functions 
Lavidge and Steiner (1961) present a model for predictive measurements of advertising effectiveness. First, they list the three functions of advertising and then they relate those functions to a classic psychological model stating the hypothesis of the hierarchy of effects model.
(1) Information or Ideas
This first function of advertising relates to transforming the customer from completely unaware to aware of the existence of the product. Related to the marketing communications objectives discussed above, this function would further imply creating brand equity. Successful brands are said to have two characteristics: top-of-the mind and top choice, and advertising aims to achieve both. Furthermore, advertising serves the goal of providing information which can facilitate the purchasing process and thus entice the consumer to finalise the purchase.
(2) Favourable Attitudes or Feelings toward the Product
Making the customer aware of the brand however is not enough. Advertising therefore has the further objective to get the customer to like the product and to create a favourable attitude towards it in such a way so that the product will become the preferred option.
(3) Action- the acquisition of the product
The final objective of advertising is to couple the preference with a desire to buy, i.e. to persuade the consumer of purchasing a particular brand. Finally, this attitude is aimed to be transferred into an actual acquisition of the product.
The functions discussed above are not separate objectives but rather they work together for superior effects. For instance building brand equity and creating favourable attitudes are crucial for persuading the consumer. Furthermore, the advertising is only one part of the marketing communication mix: advertising, sales promotion, events and experiences, public relations and publicity, direct and interactive marketing, word-of-mouth marketing, personal selling. Usually the advertising efforts are combined with other marketing efforts into a more integrated effort and thus are part of the promotional campaign of the company.



2. Developing an Advertisement
2.1 Hierarchy of Effects Model Approach
The hierarchy of effects model clarifies what the goals of an advertising campaign are and thus assists the marketers in determining the best message strategy (Clow and Baack, 2007). 
The three advertising functions discussed above are related to a classic psychological model which divides behaviour into three components suggesting that there are six steps a consumer moves through when purchasing a product. Table 1, taken from Lavidge and Steiner’s article (1961) provides a good overview of the hierarchy of effects model:
           Table 1: Hierarchy of Effects Model (Lavidge and Steiner, 1961, p.61)
	Related Behavioural Dimensions
	Movement towards 
the purchase
	Examples of types of
 promotion or advertising 
relevant to various steps

	CONATIVE
· The realm of motives. Ads stimulate or direct desires.


AFFECTIVE
· The realm of emotions. Ads change attitudes and feelings.



COGNITIVE
· The realm of thoughts. Ads provide information and facts.
	PURCHASE 

CONVICTION


PREFERENCE

LIKING


KNOWLEDGE

AWARENESS
	Points-of-purchase
Retail store ads
Deals
“Last chance” offers
Price appeals
Testimonials


Competitive ads
Argumentative copy
“Image” ads
Status, glamour appeals



Announcements
Descriptive copy
Classified ads
Slogans and jungles
Sky writing
Teaser campaigns



1. The cognitive component is a person’s ideas, understanding and mental images about something. It includes the first two steps a consumer moves through when making a purchase: awareness and knowledge.
 2. The affective component represents the feelings and emotions an individual has about a particular issue and includes the third and fourth step: liking and preference.
3. The conative component contains the person’s motives and behaviour and comprises the last two steps: conviction and purchase.
The six steps are sequential, however, a purchase is still possible without all the steps being “made”. Examples are impulse purchases where consumers develop knowledge about the product once they buy it.  Nevertheless, the model serves a great benefit to marketers especially in their attempts to build brand loyalty where all the steps must be included.

2.2 Means-End Chain Model Approach
The means-end chain model suggests an association of means with advertising and links the consumption of products to the achievement of desired ends (Gutman, 1982). The theory behind it is that means are seen as brand’s attributes and consequences of using that brand for achieving a valued end state that results from these consequences. In other words, the means-end approach provides two important linkages:
- product attributes-consequences linkage
Attributes are features of a particular brand and consequences are what consumers expect to experience when using that brand. Consequences might be desirable (benefits) or undesirable (detriments), physiological (satisfying hunger), psychological (self-esteem) and sociological (enhanced status) (Gutman, 1982). People seek to experience benefits (desirable consequences) from a particular attribute of a brand and thus brand are selected on the basis of attributes it possesses. 


- consequences-values linkage 
This linkage represents people’s believe that through experiencing the consequences from a brand, they will be able to achieve valued ends. 
"A value is an enduring belief that a specific mode of conduct or end-state of existence is personally or socially preferable to an opposite or converse mode of conduct or end-state of existence" (Rokeach 1973, p.5). Thus, values influence the choice of consequences and are important in organizing the meanings for products and brands.
To summarise, consumer behaviour is determined to some extend by the pursuit of valued ends and brands and their consequences are seen as the means to achieving those valued ends.
Which values are relevant?
A study conducted by Chow and Amir tested 57 different values and included 1000 participants in 30 countries. It demonstrates that there exists a universal value structure of six types (Chow and Amir, 2006). The identified value dimensions are the following:

Striver: power, status, ambition, health and fitness, material security, courage, perseverance, public image, wealth
Fun-Seeker: excitements, leisure, individuality, pleasure, enjoying life, having fun, live for today, adventure, looking good, a varied life
Creative: open-mindedness, beauty, fulfilling work, self-esteem, freedom, curiosity, knowledge, wisdom, learning, internationalism, music
Devout: spirituality, tradition, duty, obedience, respecting ancestors, traditional gender roles, faith, modesty
Intimate: honesty, authenticity, protecting the family, personal support, stable personal relationships, enduring love, romance, friendship, sex
Altruist: being in tune with nature, preserving the environment, justice, social responsibility, helpfulness, equality, social tolerance, social stability (Chow and Amir, 2006, Table 1, p. 303).

Moreover, values exceptionally important in market segmentation as “each value system defines a group of consumers with similar underlying motivations who are more likely than other to engage in a common pattern of beliefs, attitudes, and behaviour” (Chow and Amir, 2006, p.302). Thus, having knowledge on the values of the segment while developing the advertising campaign, a marketer knows which brand attributes and consequences to emphasize on.

3. Advertising Strategy
The advertising strategy is a substantially big process in which marketers make decisions on: advertising objectives, advertising budget, creative strategy and media strategy. I will not examine the first two since advertising objectives were already discussed above and the advertising budget is not of a great interest regarding the main topic of this paper. Instead, I will first comment on the creative strategy which will be followed by examining the message strategy.
3.1 Creative Strategy
In his article Frazer provides a definition of a creative strategy suggested by review of literature: “Creative strategy is a policy or guiding principle which specifies the general nature and character of messages to be designed. Strategy states the means selected to achieve the desired audience effect over the terms of the campaign” (Frazer, 1983, p.36). Furthermore, he adds to the definition that the creative strategy is “not concerned with message elements or creative execution” (Ibid.). A great number of classifications have been suggested in order to provide an overview of the creative strategy. However, Clow and Baack suggest a categorization that gives the opportunity to be compared with the hierarchy-of-effects model discussed earlier (Clow and Baack, 2007). They provide three categories of creative strategy: Cognitive, Affective and Conative.

Cognative strategies
Going back to the hierarchy-of-effects model, it could be logically implied that the cognitive strategies aim to influence the consumers’ awareness, beliefs and knowledge and that the product’s attributes and benefits are central. Clow and Baack list five major forms of cognitive strategies: Generic Strategy, Preemptive Strategy, Unique selling proposition, Hyperbole, Comparative advertisements. 
a) Generic Strategy

The claim that is made using the generic strategy does not imply brand superiority but rather it aims only to promote the product’s attributes. It is most appropriate for companies that are brand leaders. Furthermore, those strategies could be used to create brand awareness without including substantial information about the product’s attributes: its main goal is to make the brand name stick into the cognitive memory of the consumer (Clow and Baack , 2007; Frazer, 1983).

b) Preemptive Strategy

This strategy makes a claim about a product’s superiority and prevents competitors from stating the same claim as they do not want to be seen as mimics (Ibid.). The following example illustrates the idea: the eye drops Visine were advertised as “gets the red out”: an attribute that all brands possess but no competitor would use the same claim. This way the claim made in the advertisement will only be associated with Visine.

c) Unique Selling Proposition Strategy

A unique selling proposition is a claim about a unique and meaningful product attribute and thus provides the consumer with a substantial reason for choosing the advertised product over the competitors. This strategy is very efficient, however, brand parity makes it difficult to identify a superior brand attribute.

d) Hyperbole

The claim that is made represents a superior brand’s attribute or benefit and is objectively unverifiable. This implies that overstatements are common when this approach is used.

e) Comparative Advertisements

This strategy provides a direct or indirect comparison of the product with the competition whose name may or may not be mentioned. Moreover, this approach increases brand and message awareness as it successfully captures the consumer’s attention. Despite the benefits it offers, this strategy implies some dangers in terms of believability and consumer attitudes, and thus it should be used with caution (Clow and Baack, 2007).

Affective Strategies
Following the hierarchy-of-effects model, the affective strategies invoke feelings and emotions aiming to achieve liking and preference. Those strategies have two sub-categories: resonance and emotional advertising.

a) Resonance Advertising

In this strategy the focus is not on claims about the product and its attributes but rather on presenting “circumstances, situations or emotions which find counterparts in the real or imagined experiences of specific groups of consumers” (Frazer, 1983, p.39). Developing a stronger tie between the consumer and the brand is done by making the consumer associate him or herself with the product and thus feeling more related to it.

a) Emotional Advertising

The main objective of the emotional advertising strategy is to elicit emotions which results in liking and positive feelings towards the brand and eventually in purchasing behaviour. Many human emotions can also be associated with a product: trust, happiness, luxury, pleasure etc. This strategy is particularly effective when used for products that are naturally associated with emotions: food, cosmetics, jewellery etc (Clow and Baack, 2007). A recent example of emotional advertising strategy is Coca-Cola’s relatively new global integrated marketing campaign “Open Happiness” whose slogan is “Enjoy life’s simple pleasures”. The campaign also includes many emotion evoking commercials (The Coca-Cola Company, 2009).

Conative Strategies
This last category of the creative strategy aims at leading to a purchase behaviour. There are two categories of conative strategies: Action-inducing and Promotional Support.

a) Action-inducing Conative Advertisement

The goal is to create situations where a purchase is made without the customer necessarily having cognitive knowledge of the product. Examples are buys where customers are convinced that the product is available only for limited time and impulse buys.

b) Promotional Support Conative Advertisement

This type of strategy is designed to support other promotional efforts such as coupons and point-of-purchase display.

3.2 Media Strategy
The second element of the developing advertising strategy is the media strategy. Creating an effective advertisement does not necessary lead to success, selecting the media which will carry it is very crucial as well and this process is represented by the media strategy.
The media strategy consists of three major activities: selecting target audience, specifying media objectives, and selecting the medium type (Shipm, 2010). 
Selecting Target Audience
The first step for a successful media strategy is to define the target audience that will be exposed to the advertising message. Four types of information are used in this process: buyographics, geographics, demographics and psychographics. Buyographics is considered the most important one since is represents information about the product usage. Georgraphics, on the other hand, concerns the physical location of the customers. Demographics is based on characteristics such as age, sex, education and income level, religion etc. Finally, the psychographics represents information about the customer’s personality, values and attitudes, and is concerned with her lifestyle.
Specifying Media Objectives
The second step in a media strategy is determining its objectives. There are six major issues marketers are facing: reach, frequency, weight, continuity and costs (Shimp, 2010).
a) Reach
One of the main objectives of the media strategy is the advertisement to get to the most of the target audience and reach deals with that goal. It “represents the percentage of the target audience that is exposed, at least once, during a specified time frame to the vehicles in which our advertising message is inserted” (Shipm, 2010, p.322). However, “exposed” does not necessarily mean “saw” or “heard” the advertisement but rather “had the opportunity’ to do so. Shimp specifies that the usage of multiple media, number and diversity of vehicles and variation of the day parts used to advertise the product eventually lead to a greater reach (2007, p.323).
b) Frequency
The number times people from the target audience have the opportunity to see or hear the advertisement is represented by the frequency component, which is actually the average frequency. The frequency distribution embodies the percentage of those cumulative exposures of the advertisement (Shimp, 2010).
c) Weight
Determining the weight of the marketing strategy simply means to decide on the quantity of the advertisement necessary to achieve the objectives of the marketers. There are three kinds of metrics used in determining the weight. The gross ratings indicate the total reach, the target ratings represent the consumers who fall into the target, and the effective ratings- the optimum range of exposures (Ibid.)
d) Continuity
Continuity represents the allocation or the schedule of the advertising campaign. There are three types of continuity patterns: continuous, pulsing, and flighting schedule. The pattern choice mainly depends on the product type that is advertised and on its consumption. For instance, ice cream consumption is higher in the summer period rather than in the winter season which would imply that this product will be more advertised during the summer.
Continuous schedule: Media usage under this pattern is spread equally throughout the advertising time frame. It is noteworthy to point that this requires usage of different advertisements in order to avoid boring the audience. The continuous schedule is greatly appropriate for products facing intense competition.

Pulsing schedule: The pulsing schedule implies a minimal advertising with periods where the amount is greater. The primary objective is to reach the consumers during the periods they are most likely to purchase the product.  
Flighting schedule: The last continuity pattern is similar to the pulsing but it instead of minimum it entails no advertisement exposure during particular time periods.

e) Costs
Cost considerations are an important component of the media objectives since marketers are striving for a cost-efficient advertising. A noteworthy indicator is the cost-per-thousand (CPT) criterion which measures the cost of reaching 1000 people. Slightly refined CPT is the cost-per-thousand target market indicator (CPT TM) which determines the costs of 1000 people who fall into the target audience. Both measures give the opportunity for comparing the cost-efficiency of different vehicles.

Selecting the Medium Type
The third component of the media strategy is the choice of media categories and vehicles that will carry the advertisement. As Table 2 below shows, the total global advertisement expenditures raise dramatically every year in the period between 2001 and 2007. In 2009 there is a remarkable decrease which may explained by the global financial crisis however in the following years a positive growth is noticed again. The data is taken from WARC: European Advertising and Media Forecast. 
















Table 2: Global adspend summary by region, 2001-2010 (WARC)
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Table 3 provides an overview of the seven globally most used mediums. As it could be seen, for the latest periods the major ones are newspapers, magazines, radio, television and internet. In this section I will discuss each of them.



Table 3: Global adspend summary by medium, 2001-2010 (WARC)

[image: ]
Print Media: newspapers and magazines
a) Newspapers
Newspapers have several advantages compared to the other medium possibilities. It is considerably appropriate for local companies, first of all, because the costs involved are relatively low compared to television advertising for instance and, second of all, because it offers geographic selectivity. Furthermore, reading prepossessed the audience to a higher concentration and thus consumers are already in an appropriate mental frame to process advertisement message. Another advantage of the newspapers as a medium is the fact that they are considered to have a high level of credibility. 
However, there are limitations and disadvantages. First of all, the usage of newspaper advertising implies an impossibility of targeting specific marketing segments. Secondly, the short life of newspapers and the poor print quality are further obstacles for successful advertising (Clow and Baack, 2007). Finally, perhaps the greatest challenge to newspaper advertising is the constant decline of the industry. According to the Newspaper Association of America, the circulation volume has been decreasing each year since 1990 (see Appendix, Table 4) and the trend is expected to continue in the future, especially in the digital era we currently live in.
b) Magazines
The opportunity of high market segmentation is only one advantage of magazine advertising. Moreover, they have a long life as consumers tend to keep, reread and share them with others. They also offer a high print quality which makes the creation of intriguing advertisements possible. Lastly, since magazines usually carry an authoritative image and represent a sense of expertise, the advertised products are positively associated with those virtues. In other words, this medium gives the opportunity to convey information authoritatively.
 Nonetheless, there are limitations associated with magazine advertising. First of all, long lead times which imply that the advertisements should be submitted long before the actual publication date make changes in ads practically impossible. In addition, the magazine industry is suffering from decline in circulation volume (Clow and Baack, 2007; Shimp, 2010).

Broadcast Media: radio and television
c) Radio
Radio is usually a low-cost option and is a very suitable manner of advertising for local companies Depending on the skills of the radio advertisers or through repetition, a recall could be achieved. Moreover, most radio stations have a definable target which makes it possible to reach segmented audiences. Another advantage of this medium is the fact that through radio advertisement intimacy between the narrower and the listener could be achieved. This implies that the radio personality has a high level of credibility which makes the advertisement more successful. Another relative benefits associated with this medium is the short lead times which means that changes are easily made even within a short notice. 
A major disadvantage of radio advertisement is the inability to employ visuals, however, usage of sound effects is aiming to compensate for this. Furthermore, the short exposure time also challenges the success of the media campaign. Another related issue is the fact that many people are switching to digital music players as a substitute of the radio (MP3, iPod etc) (Ibid).
d) Television
According to the consumer usage report of Nielsen for 2011, 114,7 million American households owe at least one TV which is more than 98% of all households. Furthermore, the majority: 35,9 mln owe more than four TV sets (see Appending, Table 5) (Nielsen, 2011). Only by judging by these figures it is clear that television is a powerful medium.
The advantages associated with TV advertising are several. First of all, it gives the opportunity the advertisement to be heard and at the same time seen by the consumer which implies demonstration ability. Secondly, the television medium has the benefit of intrusion value, i.e. the advertisement intrudes upon the viewer even if one prefers not to be exposed to it. While compared to print media, the consumer can easily choose not to see the ad. A third advantage is the fact that TV advertising can easily crab the attention by using a wide range of techniques such as musical, humour and sex appeals, and thus provide entertainment to the viewers. Therefore, the ability to achieve impact is a great TV advertising virtue. 
As we have seen about the previously discussed mediums, television advertising has disadvantages as well. Undoubtedly, the associated costs are of significant levels and are rapidly growing. A second problem is the great variety of channels available to viewers which makes it difficult to attract large audience to a single channel. Furthermore, having a wide range of channel options viewers change the channel during commercial break, also known as zapping (Clow and Baack, 2007; Shimp, 2010).
Clutter 
All of the above mentioned mediums share a mutual disadvantage: clutter which represents obstacles that prevent the marketing message from being effective. In the printed media, readers are exposed to many ads which implies the practical impossibility for all of them to be seen.  Furthermore, readers may simply ignore them. In radio advertising, listeners frequently switch stations or simply do not pay attention as they are focused on other things while exposed to the radio: driving, working etc. Clutter in television is associated with the increased frequency of advertising breaks and with the tendency of creating short commercials. This results in the viewers being “bombed” with advertisements and having a negative impression about advertising (Ibid.).
e) Internet
Using the data from table 3 on Global adspend summary by medium, the global total internet expenditures can easily be expressed in percentages of global total adspend, as shown in table 6 below:





Table 6: Global Total Internet expenditures as percentage of total adspend, 2001-2010 (WARC)
[image: ]
The graph below presents a better overview of the data

As it could be seen from table 6 and the graph above, there has been a constant increase in internet advertising expenditures for the period between the years 2001 and 2010 and thus it is a rapid growing medium. The Internet is considered to be a better advertising medium because of its flexibility and superiority at targeting customers (Mohammed et al., 2003). Moreover it possesses two key features that differentiate it from the traditional advertising media (television, radio, newspapers and magazines): individualisation and interactivity (Ibid.). Interactivity is defined as: “The  degree to  which  two  or  more  communication parties can  act  on  each  other,  on  the  communication  medium,  and  on  the  messages and  the  degree to  which  such  influences  are synchronized” (Liu and Shrum, 2002, p. 54) and has three characteristics: active control, two-way communication and synchronicity. The active control implies that the internet user has the ultimate control over the flow of information, compared to traditional advertising media where the consumers are engaged in a relatively passive way. The second characteristic of Internet interactivity, the two-way communication is of a significant importance. It entails reciprocal communication between consumers and companies. First of all, consumers have the ability to give instant feedback. This means that consumers’ online behaviour can be tracked by companies and thus behavioural targeting is possible. Behavioural targeting is a matter of reaching consumers with relevant advertisements using collected information about their preferences by tracking technology. The third characteristic of interactivity is synchronicity which implies that the user’s input to communication and the responses received are done simultaneously (Liu and Shrum, 2002).
There are various internet advertising formats marketers could use. Among the most popular ones are display or banner ads that appear on frequently visited web sites. Video ads are becoming very commonly used as well especially on websites like Youtube where the video the consumer wants to see is played only after the advertisement. Other frequently used formats are the search engine and e-mail advertising, but the social networks are becoming more popular with the tremendous success of Facebook. Most of the companies have fan pages and it is noteworthy to mention that the largest fan page on the social network is the one from Starbucks with more than 31 million fans. With more than 900 million monthly active members globally (Facebook, 2012) the platform is growing and thus becoming more and more attractive to marketers especially as targeting according age, location and interests is possible.



IV. Sexual appeal in advertising
As mentioned previously, advertisers face a big challenge: clutter and attracting the consumer attention, or stated otherwise, how to get the consumer to view the ad. There are many techniques used in advertising that help overcoming that obstacle. The most frequently used approaches are humour, appeals to fear, appeals to guilt, subliminal messages and celebrity endorsers, but none of these execution strategies have garnered as much controversy as sexual appeal. The topic of interest of this paper is sexual appeal and thus this approach will be further examined in detail.

1. What is sexual appeal?

Reichert et al. (2001) define sexual appeals as messages that are associated with sexual information and that evoke sexual thoughts or feelings. 
Reichert (2002) identifies five forms of sexual content in advertising: body display, sexual behaviour, contextual factors, sexual referents, and sexual embeds and symbolism.
1.2 Body display
Body display mainly refers to the model’s body or clothing, often defined in advertising as “nudity”. Soley and Reid (1988) identify four different dimensions of nudity. Demute dress is characterised by “everyday dress” excluding evening clothing such as mini-skirts. Suggestive dress is the one that exposes cleavage or chests and includes “mini-skirts, short shorts, muscle shirts” (p.962). Partially clad is defined as “models in bathing suits, wearing under apparel and three-quarter length or shorter lingerie”. And finally the nude category is characterized by unclothed models, including silhouettes, translucent under apparel and lingerie” (p.962) (see Appendix II, Exhibit 1).
In their study Reichert and Ramirez (2000) investigate the topic and research on how respondents identify an advertising they consider contains sexual appeal and which characteristics of the ad made them perceive it as such. The Physical Features characteristic (which is identical to the Body display) was mentioned by the majority of respondents, 65%, as decisive in perceiving an advertisement as “sexual”. 
1.2 Sexual Behaviour
In the same study (Reichert and Ramirez, 2000), sexual behaviour was mentioned by 39% of the respondents. Description of this characteristic included behaviour of the model in such a way that it evokes viewer’s sexual interest. Flirting, dancing and shaving were associated with sexual behaviour, as well as the nature of the model’s attitude which could be described as provocative, fun-loving etc. Furthermore, sexual behaviour includes type of voices, i.e. what or how something is said in the advertisement. A very popular commercial for Clairol’s Herbal Essences shampoo from 1995 illustrates the latter: it features a female model washing her hair in the shower who verbally expresses feelings of joy and finally loudly says “Yes! Yes! Yes” which clearly suggested sexual activity.
Another dimension of sexual behaviour in advertising is physical interaction between the models which could include “kissing, embracing, caressing, simulated oral or coital sex, stripping, and voyeurism” (Reichert, 2002, p. 246) (see Appendix II, Exhibit 2).
1.3 Contextual Factors
Respondents who characterised sexual appeal in terms of contextual features in Reichert and Ramirez’s study were 26% (2000). Photographic effects of the camera, setting, the music used as a background, lighting and black & white effects may contribute to the sexual context of the advertisement. 
1.4 Sexual Referents
This form of sexual content in advertising refers to “verbal elements, or the mix of verbal and visual message elements, include sexual innuendo and double entendre”, i.e. phrases that have multiple ways of interpretation, one of which is related to a sexual meaning (Reichert, 2002, p. 246). 
1.5 Sexual Embeds and Symbolism
The last type of sexual advertising content involves explicit sexual contents, embeds and subliminal elements. A sexual embed is “a small, imperceptible image of a naked person or sexual parts of a person” and object that are shaped as such are considered to be sexual symbols (Reichert, 2002, p.247) (see Appendix II, Exhibit 3).
2. Effects

The hierarchy-of-effects model that was discussed earlier suggests that there are six steps a consumer goes through when making a purchase. Those steps are related to three behavioural dimensions in the following way: cognitive (awareness and knowledge), affective (emotions) and conative (persuasion). The approach will be used in the following section to help explaining the effects of sexual content in advertising. 
2.1 Cognitive Effects
Researchers have generally hypothesized that sexual appeal in advertising does attract the consumer’s attention. Belch et al. conducted a research using one electrodermal (GSR) measure of psychophysiological response, where the respondents evaluated print ads with sexual content. The purpose was to understand the effectiveness of sexual content in advertising to elicit attention. The results show that use of sex in advertising indeed elicit psychophysiological reactions from the viewer. Furthermore, the authors concluded that sexual appeal elicits more attention and reaction to the advertisement (Belch et al, 1982). Reid and Soley (1983) confirmed the hypothesis in their study where they found that advertisements containing decorative models (sexually attractive individuals with no functional purpose) attract the attention of the respondents. Another research presented four different advertisements of the same product featuring different levels of sexual content: product only, swimsuit model, topless model and nude model.  Evaluations of the advertisements followed where respondents indicated that the nude model ad was the most appealing, interesting and memorable, and the most successful in attracting attention (Dudley, 1999).
In addition to being eye-catching, sexual content in advertising enhances recall of the ad and the message. Chestnut et al. conclude that at the process of recognition “the sexual stimulus appears to have its major effect. By activating stronger and more elaborate long-term memory for recognition, model-revealed elements achieve a greater degree of “processing” and, thus, are more likely to be “stored and retrieved” at a later point in time” (1986, p.13). Furthermore, the usage of decorative models improved ad recognition compared to advertisements excluding decorative models (Reid and Soley, 1983).
2.2 Affective Effects
Besides the positive effects on cognitive processing, sexual content is proven to evoke emotional responses, i.e. produce affective effects. As discussed earlier, the hierarchy-of-effects model’s affective component concerns emotions. Furthermore, one of the main objectives of marketers is to create favourable attitudes toward the product. Positive attitudes toward the advertisement are expected to result in positive attitudes toward the brand which eventually influences the purchase intention.
Three studies conducted by LaTour (1990; LaTour et al.1990; LaTour and Henthorne, 1993) investigate the issue of emotions as an effect of sexual appeal. What is explored is the arousal respondents experience as a consequence of viewing the ad and whether this arousal results in favourable or unfavourable feelings. Furthermore, the research looks at whether arousal has an impact on the attitude toward and ad and brand. LaTour employs Thayer’s model of activation (1978) that identifies four factors: High Activation (HA), General Activation (GA), General Deactivation (GD) and Deactivation Sleep (DS) (LaTour et al, 1990). Results suggest that GA arousal (regarded as positive arousal and associated with energy) leads to positive emotions which in turn lead to positive attitude toward the ad and the brand (LaTour and Henthome, 1993). Furthermore, the authors concluded that positive arousal was reported by male participants and negative arousal by female. Stated otherwise, the conclusion was that male react favourably to female nudity and females dislike it. It was suggested that female nudity should be employed in marketing strategies for products targeting males. However, we will look further into gender-related reactions later in the paper. 
In another study (Severn et al., 1990) results indicated that respondents view an ad with sexual content as more favourable, interesting and original than a non-sexual advertisement. Since those are positive qualities, the authors concluded that sexual appeal results in a positive attitude toward the ad and findings demonstrated the same pattern for brand attitude as well.
2.3 Conative Effects
The conative dimension refers to the persuasion and purchase steps in the hierarchy-of effects model and is the last phase. Although in the model “purchase” refers to actual buying behaviour, research in the field measures the purchase intention of consumers which could be also associated with persuasiveness of the ad. Several studies were conducted on the subject. Severn et al. (1990) for instance tested effects of sexual and non-sexual advertising appeals on behavioural intentions. The stimuli used were an advertisement for sport shoes and they tested 180 participants. The results supported the hypothesis that sexual content has a significant great effect on purchase intention. Furthermore, a correlation analysis was conducted which demonstrated that brand attitude and purchase intention are related to the attitude toward the advertisement. 
Another study’s findings (Dudley, 1999) support the notion of greater likeliness of sexual ads to influence purchase intention. The author testes the “interest in purchasing the brand” and the results indicated that the participants would “like to try”, “consider buying” and actively search for” the brand advertised with sexual appeal compared to the non-sexual ad. 
3. Negative Aspects

3.1 Distraction
Even though research supports the positive effect of sexual appeal on advertisement recall and recognition (Chestnut et al, 1986; Reid and Soley, 1983) there is strong evidence that it fails to affect brand recall.
Reid and Soley (1983) for example argue that the decorative models present in the advertisement do attract attention but affect the readership, i.e. most participants did not read the ad even though their “noted” it.
Severn et al. (1990) found that brand recall for an ad featuring sexual content was not significantly different than in the no-sex content. They conclude that “the ability to recall a brand name appears to be more a function of the information level of the ad than of its sexual explicitness” (p.18). Furthermore, the authors assert that more attention is given to the advertisement itself than to the message content. The results demonstrate that the use of sexual appeal interferes with message comprehension as respondents indicated less product-message related thinking for the sexual ad compared to the non-sexual ad. Thus, processing is related to a greater extend to the sexual content in the message rather on the message itself and on the product (Severn et al., 1990). Both studies suggest that sexual appeal in advertising has a negative effect since it is distractive and negatively affect processing and encoding of brand information.
3.2 Negative Attitude
As mentioned earlier, findings suggest that favourable attitudes toward the advertisement result in positive attitudes toward the brand and eventually influence purchase intention. 
The study of LaTour and Henthome (1993), for instance, demonstrates that positive arousal leads to positive attitudes toward the ad and the brand. However, respondents who experienced high activation arousal (regarded as negative arousal and associated with tension) evaluated the ad negatively which resulted in an unfavourable attitude. Therefore, negative emotions and unfavourable attitudes toward the ad have a negative effect and thus marketers should keep that in mind when developing advertisements.
4. Relevance

An important characteristic of the employment of sexual appeal in advertising is its relevance, i.e. whether it is appropriately used for the particular product. In fact, sexual content is considered to be most appropriate for product categories that represent positive purchase motivation such as entertainment, beauty and fashion, and health and hygiene (Reichert, 2000). All the positive effects of sexual appeal discussed above seem to be dependent on the relevance of the sexual content to the advertised product. A study by Peterson and Kerin (1997) demonstrates the assertion. In the paper they tested advertisements for two products: one with sexual relevance, a body oil, and one to which sexual appeal is irrelevant, a ratchet wrench set. Furthermore, four advertisement types were prepared for each product featuring demure, seductive and nude models, and one presenting the product only. The results indicated that the ad for the body oil featuring nudity was perceived most favourably by all respondents. Furthermore, with greater sexual content in the irrelevant ad evaluations of the ad, product quality and company reputation decreased.
5. Interpretation

Several variables have an impact on processing and evaluating advertisements featuring sexual appeal. Gender, age and cultural dimensions will be further discussed.
5.1 Gender
Gender of the models featuring the advertisement: Several studies have shown that individuals show more positive affective responses to an ad with sexual appeal featuring opposite-sex models, i.e. men react more positively to ads featuring women, and women evaluate more favourably ads featuring men. For instance, women experience negative arousal and a great amount of tension when viewing an ad featuring nude female models, and thus react more negatively than the male respondents who experienced a positive arousal (LaTour, 1990; LaTour and Henthorne, 1993). In another study (Reichert et al., 2007) the hypothesis that viewers respond much more favourably to opposite-sex sexual images than to the same-sex images is verified. Furthermore, the findings are extended to television advertisements compared to previous researches where only print ads were employed. Another interesting discovery is that females react more positively to same-sex images and men react more negatively to ads featuring men (Dudley, 1999).
Both genders feature in the advertisement: The stimuli used in Severn et al.’s research (1990) included two models: one male and one female, both showing their side profile from the chest down and completely nude. The models were shown in a sexual intercourse suggestive position. The authors tested the effectiveness of sexual appeal and their findings did not differ significantly by gender, i.e. male and female respondents reacted in a similar way. 
A recent study (Dahl et al., 2009) tests the role of relationship commitment in reactions to sexual appeal by males and females. In one of the experiments, the women’s attitude was tested and particularly the issue whether it will improve if the advertisement includes features that would suggest that the sexual behaviour demonstrated in the ad is taking place in the context of a committed relationship, rather than illustrating meaningless sex. The test was manipulated by including a gift in the ad as gifts are considered to be signs of commitment. Results indicated that women’s attitude toward the sexual advertisement improved when the gift manipulation was included, i.e. relationship commitment has a positive effect on women’s response to sexual appeal. Furthermore, the research outcomes showed that male attitude declined in the gift condition which indicates that the relationship commitment results in men to react negatively to advertisements with sexual content (Dahl et al., 2009).
Quantity of sexual content: Findings show that there are gender-related differences in the way individuals respond to the amount of sexuality used in the advertisements. As mentioned earlier, Soley and Reid (1988) identify four different dimensions of nudity: demure dress, suggestive dress, partially clad and nude. Research demonstrates that male positive evaluations are positively correlated to the amount and explicitness of sexuality employed in the ad. However, female evaluations follow a different pattern. Women have low evaluations to extremes in sexual appeal, i.e. completely demure and nude, but show favourable attitudes toward moderate sexual employment (LaTour and Henthorne, 1993) 
What is sexual? Research suggests that men and women share different opinions on what is sexual in advertising. Reichert and Ramirez (2000) investigate the issue. Their findings demonstrate that females are more likely to perceive physical distance and relative interaction between models as sexual content (28%) compared to 6% male respondents. The authors argue that this finding supports the hypothesis that females value emotional intimacy more than man as sexual appeal. Furthermore, another gender-related difference was found in references to contextual factors namely photographic effects, setting, music and lighting where 35% of the women indicated it as sexual compared to 20% of the men and therefore making it possible to conclude that romance contributes more to the female sexual perception. Although body display was reported to be an important component for both genders, it seems it refers more to men as they mentioned more sub-categories like clothing, attractiveness and physical descriptions.
5.2 Age
Reichert (2002) argues that the age of the consumers has impact on the evaluation of advertisements with sexual-appeal. He cites several researchers (Johnson&Satow, 1978; Wise, King and Merenski, 1974) whose studies indicated that college-age students respond more favourably to the sexual employment in advertising than older adults. Furthermore, Reichert asserts that “the tolerance for evaluation of sexual content in advertising decreases as respondent age increases” (p.262).
5.3 Cultural Dimensions 
Culture is an important interpretation variable given the globalisation we live in and the fact that what is acceptable in one cultures might be unacceptable in others. Hofstede developed a model of five dimensions of national culture: power distance, individualism/collectivism, masculinity/ femininity, uncertainty avoidance, and long-/short term orientation. The cultural values have an impact on the usage of the various appeals in advertising, however, I will provide insights into two of the dimensions: Individualism/Collectivism and Uncertainty Avoidance.
Individualism/Collectivism(IDV-COL)
In individualistic cultures people are “I”-conscious and one’s identity is a priority. Those countries are defined by low-context which implies explicit verbal communication. Individualists prefer living alone, being independent, highly value their privacy, and give priority to the task rather to the relationships with others. In those societies, product brands are favoured over corporate brands and people see brands as unique human personalities. The North American culture is individualistic (De Mooij, 2010)[footnoteRef:1]. [1:  The descriptions of the dimensions provided by De Mooij are summaries from Hofstede, G., & Hofstede, G.J. (2005), Cultures and organizations: Software of the mind. London: McGraw-Hill] 

In collectivistic cultures, however, people are “we”-conscious and people’s identity is based on the society. Furthermore, the goals, needs and views of people are based on societal norms. Those countries are defined by high-context and the relationships with people have priority. Collectivists dislike being alone and thus strive to spend time with families and friends. In addition, in those cultures corporate brands are preferred than product brands. Between 70% and 80% of the world is collectivistic, including Asia, Africa, and Latin America (De Mooij, 2010).
Sawang (2010) examines consumer attitudes toward the use of sexual appeal in advertising among three different cultural dimensions: individualistic, collectivistic and acculturation. 78 participants were exposed to 50 print advertisements featuring sexual content and 50 without. The respondents had to value the ads they saw on a rating sheet. 
North American males’ most popular advertisements are with sexual content and feature a female model. Furthermore, none of the selected ads depicted Asian-like female but the characteristics that were considered favourable are attributes of American women. Asian males’ responses, on the other hand, indicated that they respond more negatively to sexual advertisements, as two of the five selected ads did not contain any sexual content and the other three were of a more moderate sexual type. In addition, Asian males preferred ads featuring Asian-like female models. 
As far as the female respondents are concerned, the North American women were more likely to prefer ads with sexual content than Asian women. Furthermore, four out of the five most popular ads for Asian females lacked nudity and sexual imaginary. All of the selected ads were instead featuring caring and enjoyable emotions.
The research verified the hypothesis that North Americans react more favourably to sexual appeal advertisements that Asians and, thus sexual ads are better perceived in individualistic than in collectivistic cultures. Furthermore, both nations better evaluated models possessing physical characteristics from the correspondent culture (Sawang, 2010).
Uncertainty Avoidance (UAI)
This cultural dimension relates to the extent to which people accept and do not mind uncertainty and unpredictability. In countries with strong uncertainty avoidance the need for rules, search for truth and belief in experts are central. Furthermore, people dislike conflicts and competition. Those societies are characterised by high levels of tension and people express their emotions openly by talking loud, using gestures while talking and having a more aggressive driving behaviour. Furthermore, high uncertainty avoidance implies a limited openness to changes and innovation (De Mooij, 2010).
The issue whether this cultural dimension has an impact on people’s interpretation of advertisements with sexual appeal has been examined. Garcia and Yang (2006) hypothesize that UAI influences consumers’ attitude toward the ad and that individuals with a weak UAI will have a more positive attitude than the ones with a strong UAI. 168 individuals took part of the study from Mexico (UAIndex of 82) and from the United Stated (UAIndex of 46). The authors used previously published fashion print advertisements and used two levels of sexual appeals: mild and strong.  The results indicated that UAI has a significant effect on the attitude toward that advertisement. Furthermore, the findings demonstrated that high levels of uncertainty avoidance imply a more negative attitude toward the ad and that individuals with a weaker UAI evaluated the advertisement in a more favourable way (Garcia and Yang, 2006).


















V. Conclusion
Advertising is undoubtedly a “hot” topic in marketing. However, the field is very big and every advertising campaign requires a lot of research, planning in advance, creativity and budget of course. In fact, advertising is a major way for the companies to get in touch with the consumer. However, advertisers have to make a lot of important decisions about the creative strategy and the message strategy. The first dilemma that is faced is which creative strategy to be used. This merely depends on the purpose of the advertisement. Does it want just to inform about the product or actually convince the consumer? Those types of questions need to be answered first. Next, the media strategy determines how the message will get to the consumer. Advertisers have to choose among a variety of options: TV, radio, newspapers, magazines, or Internet. Other important decisions to be made are also what shall the target be and what is the media objective.
However, the competition is fierce, consumers are “bombed” with thousands of ads every day, and the clutter is an additional obstacle. That is why advertisers are seeking for new and original techniques that help the persuasive messages to be successful.
The main purpose of this paper was to provide the reader with an extensive understanding of the topic of sexual appeal approach used in advertising. As discussed in the paper, this approach is very successful in grabbing attention which is the first necessary step for the message to be heard or seen. Furthermore, consumers tend to value higher the advertisements featuring sexual content than the ones that do not as the approach seems to make the ad original and more interesting. In addition, this technique is proved to evoke positive attitudes toward the ad and the brand, which is an essential step toward the purchasing behaviour. Moreover, studies show that sexual appeal actually makes the advertisement more persuasive and thus has an impact on consumers’ buying intention. However, it has several limitations which should not be neglected. One of those is the fact that the appeal might be too attention grabbing, i.e. it distracts the consumer and interferes with message comprehension. Furthermore, its interpretation depends on several variables like gender, age and cultural dimension which have to be taken in consideration when creating the advertisement. 
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Appendix I
Table 4: Newspaper Circulation Volume: 1940-2009, Newspaper Association of America
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Table 5: American households with TV (Nielsen, 2011)
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Appendix II
Exhibit 1: Body display; source Calvin Klein, Mercedes Benz
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Exhibit 2: Sexual behaviour, source Calvin Klein, BMW, Gucci
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Exhibit 3: Sexual symbolism, source Volvo, BICE, Samantha, Ursus
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Global  North America Europe. Asia Pacific ~ Central & South Africa Middle East
TotalAdspend  Total Adspend  TotalAdspend  Total Adspend  Total Adspend  Total Adspend  Total Adspend

USD ($) (millions) USD () (milions) USD ($) (millions) USD ($) (millions) USD ($) (millions) USD ($) (millions) USD ($) (millions)

2001 285640,7 141980,4) 77878,1 551965 6858,9 1509,2 22177
2002 2918827 145716,3 811214 54986,0 49445 1579,5 35350
2003 3221259 150641,3 962457 637767 5582.4 19942 28856
2004 3626122 161954,0 113929,7 717939 70189 28209 5094,9
2005 2877923 169590,8 120754,6 781520 96537 39092 5732,1
2006 4146405 178024,1 132612,8 811733 115968 44821 67514
2007 457959,1 179885,0 1572955 886678 188556 52307 8024,5
2008 4700099 1718455 164669,0 96377,4 218733 53816 9863,1
2009 4061767 144720,1 130886,1 943210 202206 5368,7 10660,2

2010 4477544 1549456 135442,9 110196,6 267239 72257 132198
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USD (5) USD (5) USD (5) USD (5) USD (5) USD (5) USD (5) USD (5)

2001 285640,7 96534,1 371713 99757,4 26880,8 805,8 15678,0 8813,2
2002 291882,7 96056,8 36481,1 106180,5 28202,3 1037,9 15620,5 8303,6
2003 3221259 104088,0 39393,2 117647,3 30023,3 1298,5 18660,9 11014,6
2004 362612,2 114167,9 431419 1348450 32287,7 1599,4 21024,8 155456
2005 387792,3 118142,5 462149 142166,4 33316,7 1734,2 23655,5 22562,0
2006 414640,5 120091,5 479438 150507,5 341715 1830,6 25302,5 34793,0
2007 457959,1 125071,7 51258,6 165761,1 36015,9 2192,8 28504,8 49154,2
2008 470009,9 118871,9 50807,2 174571,0 35036,9 2198,4 30314,6 58209,8
2009 406176,7 93815,9 38326,1 157319,2 29627,2 2031,4 26350,5 58706,5
2010 4477544 94801,5 387725 181512,8 32021,2 2297,5 28096,2 70252,7




