
2005:118 SHU

B A C H E L O R ' S  T H E S I S

Sexually provocative advertising
How young men respond to it

 Jessica Enbom
 Stina Gustafsson

Luleå University of Technology

BSc and MSc Programmes in Business Administration and Economics
 BSc 

Department of Business Administration and Social Sciences
Division of Industrial marketing and e-commerce

2005:118 SHU - ISSN: 1404-5508 - ISRN: LTU-SHU-EX--05/118--SE



 PREFACE 

 

Preface 
 
This thesis is written as our Bachelor thesis in the Programme of International Business at 
Luleå University of Technology. It has been ten weeks of hard work, with long hours, during 
our spring term 2005. Even if the process has been demanding in many ways it has also been 
very interesting and rewarding.  
 
First, we would like to thank our supervisor professor Manucher Farhang, for his sense of 
humour and his good advice along the way. We would further like to thank our colleague 
William Jakoby for his professional assistance as a moderator and also show our appreciation 
to the focus group participants for sharing their opinions. Finally we would like to thank our 
boyfriends, family and friends for their support during this time. 
 
 
Luleå 050526 
 
 
 
 
Jessica Enbom           Stina Gustafsson  
 
 
 
 



 ABSTRACT 

 

Abstract  
 
During the past years provocative advertising has increased considerably and people are more 
concerned about their appearance. The focus of the media has for a long time been on women, 
and how they are affected by idealizing models and sexual appeal ads. The debate is still of 
interest and the question is if and how men are affected.  
 
The purpose of this study is to gain a deeper understanding of how sexually provocative 
advertising affects young men and their perception of themselves. In order to fulfil the 
purpose we have inspected previous studies and based on those studies we have conducted a  
focus group interview.  
 
The result of the study is not in line with previous research. Our study shows that young men 
– contrary to past findings – are affected positively by, and prefer, advertising that is partly 
provocative and contain idealized models. 



 SAMMANFATTNING 

 

Sammanfattning 
  
Under senare år har utmanande reklam ökat avsevärt och folk bryr sig mer om sitt utseende. 
Media har länge fokuserat på kvinnor och hur de är påverkade av modellernas ideal och 
sexuella anspelningar i reklam. Debatten är fortfarande aktuell och frågan är om och hur män 
är påverkade.  
 
Syftet med denna studie är att erhålla en bättre förståelse av hur utmanande reklam påverkar 
unga män och deras uppfattning av sig själva. För att uppnå syftet har vi granskat tidigare 
studier på det valda forsknings området. Baserat på dessa studier så har vi utfört en enkät och 
en fokus grupp intervju.  
 
 
Studiens resultat överensstämde inte helt med andra författares forskning. Vår studie visade 
att unga män är positivt påverkade av, och föredrar, lite utmanande reklam som innehåller 
ideal.
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CHAPTER 1: INTRODUCTION 
 
In the beginning of this chapter we will introduce the background to our research area 
focusing on provocative advertising and the idealized models of today. We will continue by 
providing a problem discussion about how young men are affected. The problem discussion 
will lead us to our purpose and research questions.      
 

1.1 Background    
 
Over the years advertising has increased considerably. Wells, Burnett and Moriarty (2000) 
claim that the first printed advertisement (hereafter referred to as ad) was constructed in a 
simple and informative way. After that, advertising has continued to develop into a complex 
multi-billion-dollar industry. Dávila and Rojas-Méndez (2001) state that the economic 
activity has globalized rapidly, which has lead to an increasing awareness of the need to keep 
advertising relevant and competitive among communicators. In an article published in 
Svenska Dagbladet, Sundén (2005) agrees by saying that the advertising upswing is 
continuing. Sundén refers to a questionnaire conducted by Annonsörföreningen and claims 
that the advertising investments in Sweden will increase during 2005. Today it is difficult to 
avoid impressions from advertising in magazines, newspapers, television and posters. 
Everywhere and everyday we are surrounded by ads that are telling us how to look and how 
to act (Gustafsson, 1994). The increase in advertising has resulted in problems for advertisers 
to be seen in all the clutter and stand out compared to their competitors. 
 
Gustafsson (1994) claim that in order to reach out in the increasing noise of the mass media, 
the pictures in the ads are getting more powerful and daring. Pope, Voges and Brown (2004) 
agree, and state that provocative advertising has become more common over the last twenty 
years. They define provocative advertising as “a deliberate attempt to gain attention through 
shock” (ibid.). Other researchers refer to provocative advertising as ‘advertising that allude to 
sex’, or ‘risqué advertising’. In this study provocative advertising refers to sexually 
provocative ads and ads that allude to sex. It could be everything from daring positions to 
naked bodies. There can be a subtle and subjective distinction between what is perceived as 
provocative advertising and not, and this risk can create problems for advertisers.  
 
According to Percy et al. (2001) advertising seems to be everywhere and they believe that 
people are concerned with the impact that advertising has on society. Advertising has been 
criticised for making people buy products they do not really need. Gustafsson (1994) claims 
that the message that a lot of advertising sends out is that people can buy in order to look 
better, be more attractive, sexier and happier. The ad says that men and women can be like 
them if they buy their products. Some writers believe that advertising affects people, because 
they compare themselves to the models and their lifestyle in the ads (Richins 1991). 
According to Lasch and Horney (1978, cited in Richins, 1991), idealized models in 
advertising can lead to unhappiness, anxiety and neuroticism, although, Richins points out, 
people understand that these images are unrealistic.  
 
Even if people know that the images in the ads are unrealistic the feeling about the ad can 
influence the way that they evaluate the product (Kim, Danhorst & Lee 2002). If women feel 
that they are portrayed unsuitable it can reduce purchase intention and/or damage brand 
images (Ford & LaTour 1993, cited in LaTour & Henthrone 1994). Customers often use the 
message in ads in order to make evaluations of brands or products; the text, colour and layout 
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are factors that may influence. Severn et al (1990) assert that ads that allude to sex can result 
in more favourable customer attitudes, which can lead to increased purchase opportunities. In 
contrast to Severen’s theory, other authors claim that provocative advertising can in some 
cases lead to more attention to the sexually appealing stimuli than to the product message 
(Edell and Staelin, 1986; Judd and Alexander, 1983 cited in Grazer et al. 1995). According to 
another study, conducted by Soley and Kurzbard (1986 cited in Grazer et al. 1995) the overall 
result showed that sex in print advertising is less effective than non-sex advertising. 
 
According to Goffman (1979 cited in Wiles, Wiles and Tjernlund 1995), there are stereotypes 
regarding men and women in ads, men often appear as superior compared to women. Women 
are often pictured as weaker and more helpless with dreamy eyes while men are instructing 
them while having a more focused look. Another stereotype in ads is the fact that people are 
always beautiful, fresh and fit. These types of provocative advertising are more influenced by 
sexual attributes and unreachable ideals and it has increased considerably over the last twenty 
years (Pope, Voges & Brown 2004).  
 
In an article published in Dagens Nyheter, Eriksson (2005) explains the development of 
stereotypes of men and women in ads. According to Ericsson the main focus in the media is 
on women, but now advertising for men and with men, is increasing. This has resulted in that 
men care more about their looks. The fact that more and more men are concerned about their 
appearance has led to that men are consuming more beauty products than ever. This has also 
resulted in a change of the typical man portrayal in advertising. Erikssson (2005) continue to 
describe that men are more often pictured as sex objects than before, but because men do not 
have a history of discrimination the tolerance level is higher than ads with women. But even 
though the tolerance level is higher, does it mean that men are not affected?  
 

1.2 Problem Discussion 
 
An article by Maciejewski (2004- who has written the most comprehensive article we have 
read on the topic) summarizes the work of previous researchers:  Paul (2001), Morton (2002), 
Janoff 1999, Shavitt, Lowerey and Haefner (1998). Thau (1996), Stapinski (1999), Wolberg 
and Pokrywczynski (2001). According to the article, young adults of today differ from 
previous generations. Advertising, media and the Internet increase young adults’ awareness, 
more than their forebears. This generation is believed to be one of the largest generations 
ever, with a significant spending power. Many researchers have discovered certain 
characteristics that distinguish young adults. This group of people seem to like advertising 
more than adults, and are less offended, insulted and misled by advertising. These individuals 
also usually care for practical ads that sell a lifestyle, instead than just a product. Other 
characteristics mentioned are: extremely literate, more positive, idealistic, and multicultural. 
There are also a number of characteristics that define college students apart from the already 
stated above. They are generally seen as trendsetters, early adopters, brand-loyal and will 
attain a high standard of living. Young people’s characteristics and their spending-power has 
made that young people make a suitable target group. It is towards this target group that a 
large number of advertisers are directing their ads, and it can result in a huge pressure on 
youths of today.  
 
According to Reichert (2003) the effects of provocative advertising may be stronger on young 
adults. The reasons for the increased effects can be that sexual expression and experiences are 
relatively new areas in their lives. At the same time, Reichert’s (ibid.) study show that 
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sexually dressed models are 65 percent more likely to show up in younger-, compared to 
older-audience magazines and that couples engaging in sexual behaviour is significantly more 
evident in young adult ads.  
 
The considerable increase in the volume of provocative advertising and all its consequences 
such as stress, low self-esteem and the pressure to always look good is what has motivated the 
present study. There are many indications that the authors have experienced to the effect that 
younger and younger people are using make-up, label clothing and are getting more 
concerned about their looks. The subject has created headlines and raised debates for a long 
time. Today, there are many organisations working against provocative advertising and 
idealized models, for example ‘Flicka’ in Sweden and ‘about-face’ in the USA. This pressure 
is not just influencing women; advertising directed to men that allude to sex is getting more 
common. As an example, when the Swedish football-player, Fredrik Ljungberg is advertising 
for Calvin Klein underwear he is totally nude except for a small pair of underpants, which he 
is pulling downwards while being very sweaty. The questions raised and what the authors 
believe deserve research are, what signals is this kind of ads sending to people, especially to 
young men, and how do young men actually respond to it? 

 

1.3 Purpose and Research Questions  
 
The purpose of the thesis is: 
 
To gain a deeper understanding of how sexually provocative advertising affects young men 
and their perception of themselves. 
 
In order to reach the purpose the following research questions will be examined: 
 

• How are young men affected by sexually provocative advertising and idealized 
models? 

 
• How do young men respond to brands and products used in sexually provocative 

advertising and ads involving idealized models? 
 

In our study the term “provocative advertising” always denote “sexually provocative 
advertising”. 

 
Delimitation:  
 
Due to limited time and resources our study will focus on only one segment of the young 
male market, namely university students in the Northern part of Sweden between 20-35 years. 
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CHAPTER 2: REVIEW OF LITERATURE 
 
Following some basic definitions, this chapter will present a literature review on previous 
studies regarding our research questions, namely how provocative advertising and idealized 
models affect young men and how they respond to the brand and product advertised.  
 
 
Provocative advertising: definition 
 
There are many definitions and different concepts of provocative advertising. Pope, Vogues 
and Brown (2004) define provocative advertising as “a deliberate attempt to gain attention 
through shock”. In their article, Pope et al (ibid) examine provocative advertising in forms of 
mild erotica, and they define mild erotica as “images that combine total or near-total nudity 
and overt sexual activity, with genitalia not visible”, further they point out the difference to 
nudity. Nudity involves bare bodies, including silhouettes (ibid.). Jones, Stanaland and Gelb 
(1998) use the term “sex appeals” when describing provocative advertising. Jones et al (ibid) 
refer to Kuriansky (1995) and Miller (1993) when they explain sex appeals as everything 
from an eye-catching male model to a cheesecake-sexy female model. Gould (1994) explains 
sexual appeals as “sexual appeals used in ads are of many types and consist of a variety of 
elements. They are often grounded in visual elements such as attractive models, and may 
portray varying degrees of nudity and suggestiveness” (cited in Maciejewski, 2004). As 
mentioned earlier this study define provocative advertising as sexually provocative ads and 
ads that allude to sex.  
 
Idealized models: definition 
 
The literature has not defined the term “idealized models”. However, there are a few 
descriptions used by other researchers in order to shed light on the term used in our research 
question. The idealized image of the models in advertising today is pictured different 
depending on gender. Men are often pictured as trendy, classic and upscale. On the other 
hand, women tend to be pictured as exotic, trendy, classic, girl-next-door, sex kitten or cute 
(Englis, Solomon and Ashmore 1994, cited in Gulas et al, 2000). According to Eriksson 
(2005) the male image is changing and men are more often portrayed as sex objects than 
before. This study defines idealized models as models with the optimal appearance according 
to media (e.g. slim women and fit men).  
 

 
2.1 Impact of Provocative Advertising and Idealising Models on Men. 
 
In the following section we shall review the contributions by LaTour & Henthorne, Richins, 
Häfner, Gulas, McKeage & Kim, Jones, Stanaland & Gelb, Maciejewski, Orth & Halancova,  
and LaTour and Pitt. 
 
LaTour and Henthornes’ study on ethical judgement about the use of sexual appeals in 
print advertising 
 
In an article by LaTour and Henthorne (1994), a research of consumers’ ethical judgments 
about the use of sexual appeals in print advertising is explored. A focus group of adults was 
given two ads, one perceived to have a strong sexual theme and the other perceived as having 
a mild sexual theme. Each ad contained the brand name at the bottom and the respondents 
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were given only one of the two ads followed by a questionnaire. They measured attitude 
toward the ad, attitude toward the brand and purchase intentions by using a 7-point scale 
where one equals “no, definitely not” and seven equals “yes, definitely”. The result of the 
questionnaire gives an understanding of how people perceive the ads independent of each 
other. In order to summarize the result from the questionnaire; the results for the negative 
variables were reversed. For attitude toward the ad and brand all points for each variable were 
added together and the mean is the result from all participants. A high mean score shows a 
general positive attitude towards the ad and the brand. In LaTour and Henthorne research the 
result shows a higher score for the mild sexual appeal ad than for the overt sexual appeal ad. 
The variables and result of the study is outlined in table 2.1 
 
Table 2.1: Variables and result from LaTour and Henthornes’ study on attitudes toward ads and 
brands 
Attitude Toward the Ad                                                         Mean 
 
1. Irritating (reversed scored) 
2. Good 
3. Informative 
4. Offensive (reversed scored) 
 

  
                Overt sexual appeal ad: 13.7 
                Mild Sexual appeal ad:  16.06 

Attitude Toward the Brand                                                          Mean 
 
1. High quality 
2. Unsatisfactory (reversed scored) 
3. Appealing 
4. Inferior (reversed scored) 
 

 
                 Over sexual appeal ad: 17.82  
                 Mild sexual appeal ad:  19.62  

Source: LaTour and Henthorne (1994) 
  
The result of the study showed that: 
 

• The attitude was higher, i.e. more positive, toward the mild sexual appeal ad, and 
towards the brand that used the mild sexual appeal ad.  

• The use of a highly sexual theme in a print ad was not as well received and was in 
fact viewed as less ethically “correct” than use of a mild sexual. In the sample both 
men and women expressed serious ethical concerns about the use of the sexual ad.   

•  Men had a more favourable response in terms of attitude toward the ad and that the 
       mild sexual appeal ad was more pleasant.  

 
Richin’s study on social comparison and the idealized images of advertising  
 
In an article by Richins (1991) theories that might explain how advertising causes 
dissatisfaction with the self, are reviewed. It is hypothesized that consumers compare 
themselves with idealized advertising images. These images can change comparison values 
for what people want or lower their perceptions about themselves.  
 
In Festinger´s original work (1954) he notes that comparison with others, whose abilities are 
better, can result in feelings of failure and insufficiency. More recently, Wood (1989) showed 
studies that suggested that social comparison could influence people’s feelings about 
themselves. Richins (ibid) states that satisfaction theory addresses the result from comparison. 
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Satisfaction refers to an evaluation of some characteristics, person, experience, relationship or 
other objects. It generally results from a conscious or unconscious comparison between a 
standard for performance with perception of performance (Oliver 1980; Thibaut and Kelley 
1959). If there is a larger negative difference between the standard and supposed performance 
the dissatisfaction is larger. Richins conducted a study based on focus group interviews to 
determine whether students compare themselves with models in apparel and cosmetics ads 
and to discover how these ads influence their feelings about themselves. Richins also 
conducted a survey to address some issues raised in the focus group interviews.   
 
The result of the studies showed that: 
 

• Female college students do compare themselves with models in ads. The comparison 
is described as both general and specific. The general comparison explained as “envy 
of the models because of their beauty”. The specific comparison was inspections of 
the models body part that the respondents themselves were dissatisfied with, searching 
for reassurance that their own body part is not “that bad”.  

• 50 percent of the respondents said that when they see clothing ads and personal care 
and cosmetics ads, they compare themselves with models in the ads about half the 
time or more frequently. About a third reported that ads make them feel dissatisfied 
with the way they look. 

• Satisfaction was lower among subjects exposed to idealized advertising images and a 
change in comparison standards was probably responsible for lower satisfaction. 

• Images of highly attractive models can cause viewers to rate the attractiveness of more 
ordinary people lower than they would otherwise. 

• Exposure to highly attractive images can negatively affect feelings about the self, such 
as satisfaction with appearance.  

 
Häftner’s study on assimilation and contrast after social comparison 
 
In an article by Häfner (2004), a research is conducted regarding social comparisons. The 
article focuses on the determinants of positive and negative self-evaluation after comparing 
with highly attractive models. The research examines the effects of advertising headlines on 
spontaneous comparisons to models in advertising campaigns. Ads with headlines that were 
giving an impression of similarity (e.g. “Same body-Same feeling”) were believed to lead to a 
general assessment of similarity with the image. This assessment was then believed to lead to 
a self-evaluative judgement. On the contrary, dissimilarities in the headlines (e.g. “Feel the 
difference!”) was expected to lead to a feeling of being different to the standard, which would 
lead to self-evaluative contrast with the same standard. 
 
The study, which was based on undergraduate students, examined the effect of two 
independent variables: type of headline and type of model. The ads were shown to the 
students where professionally prepared mock ads consisting of a headline, a model in the 
centre of the page, and a product. All the products promoted beauty-products such as 
shampoos and fragrances. The research was measured by the participants’ perceived athletic 
ability as measured by the estimated number of push-ups they thought they were capable of 
performing. Men were expected to indicate a higher number a push-ups when they saw 
similarity headlines as compared to dissimilarity headlines. 
 
The results of the study showed that: 
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• Subtle cues may influence the initial assessment of similarities, and shape the 
direction of comparison processes.  

•  The pattern of influence changed depending on whether the headlines in the ads 
cued similarities or differences.  

• After comparing with standard ideas in advertising images that created a feeling of 
contrast and differences might create negative consequences for the self.   

 
Gulas and McKeages’ study on the unintended consequences of idealized advertising 
imagery 
 
In an article by Gulas et al (2000), an extension on Richin’s study on female college students 
self comparison with images of attractive female models, is conducted. Gulas et al focus on 
males, and the effects on their self-evaluations. Participants were exposed to colour slides of 
print ads and had to answer questions, on a two item scale, such as “I am pretty satisfied with 
my level of physical attractiveness” and “I wish I could change the way I look” in order to 
measure their self-perceived attractiveness.  
 
The study found evidence that: 
 

• Men make social comparisons to advertising imagery.  
• These comparisons appear to affect male self-perception, especially their self-esteem 

rather than their perceptions of their physical attractiveness.  
 
Although, the research also discovered positive aspects such as: 

 
• Many consumers like idealized advertising imagery, in the same way they like movies 

and TV, and too realistic advertising could be less effective. 
• The difference between the nude and demure ads has a modest direct effect on ad 

impressions. 
 
 Jones et als’ study on responses to provocative advertising 
 
In an article by Jones et al (1998), the responses of men and women to a sexy female model 
and a sexy male model in an ad, are examined. Students were given an ad selected randomly 
and filled out a series of questionnaires. The first section of the questionnaire measured 
attitudes by asking for degree of agreement and disagreement with statement about 
perceptions of the brand and ad. They were asked to write information that they remembered 
about the ad, write in the brand name and describe the picture in the ad in their own words. 
The end of the questionnaire tested recognition of brand name and copy points with true and 
false questions.  Data were analyzed to determine the effect of the independent variables on 
attitude toward the ad, the brand and on recall and recognition. 
 
The result of the study showed that: 
 

• Men have more favourable attitudes than women toward the sexy female model ads.  
• Men have more favourable attitudes toward a sexy female model ad than to the sexy 

male model ad.  
• The research show no differences in men and women’s attitudes toward the sexy male 

model or the brand advertised in it. Men also have a higher recall scores for the ad 
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showing a non-sexy female model than for the sexy female model ad, but no higher 
recognition scores. 

 
Maciejewski’s study on moral evaluation by collage students of the use of sexual appeals 
 
In an article by Maciejewski (2004), research focus on sex appeals in advertising, due to the 
increasing appearance in media. Two concepts “Relativist” and “Idealist” are used in the 
research, proposing that the attitude toward risqué ads would depend on the individual’s 
ethical ideology. Relativism is defined as “the extent to which the individual rejects universal 
moral rules” (quoted by Forsyth 1980). Relativists are further explained as individuals who 
don’t believe that moral principles should be used all the time, instead every case should be 
judged on its own. The definition of the philosophy of idealism is “acts are to be judges as 
moral or immoral through their comparison with some universal moral rule that is absolute” 
(quoted by Forsyth 1980). Individuals are people who believe in that a certain moral rules 
should be followed, irrespective of the situation. The hypothesis was that relativists would 
rate the use of a sexual appeal as being more ethical than idealists and also that ethical 
evaluations of the sexual appeal will vary by gender. The research was based on 37 college 
students in the ages 18-24. The result from the study indicates that:  
 
 

• ‘Gen Y’ (i.e. individuals born between 1977 and 1994) college students may be 
sensitive to the use of certain appeals in advertising. They appear to be less tolerant to 
sexual appeals than to fear appeals.  

• Gender may be a more useful predictor of response than one’s moral ideology.  
• Men and women of the ‘Gen Y’ differ significantly in their assessments of sexual 

appeals. Men like appeals using sexy women regardless of their moral pre-
dispositions. 

 
Orth and Halancova’s study on responses to sex role portrayals in advertisements 
 
In an article by Orth and Holancova (2004), a research is conducted that examines men’s and 
women’s responses to sex role portrayals in ads. The experiment was divided into four 
variables: portrayal setting, sex role portrayal, and previous attitude toward sex role portrayals 
in advertising and respondent sex. The respondents were given an envelope with three ads and 
a questionnaire measuring emotional and attitudinal responses, consumer demographic 
characteristics, and previous attitude to sex role portrayal.  
 
The result of the study showed that: 
 

• Considering the sex and portrayal interaction, consumer showed significantly different 
reactions in terms of approval, disapproval and attitudes.  

• The sex role portrayal significantly affects the consumer emotional response. Men and 
women had different responses to different sex role portrayals, sex role portrayals that 
elicited the most favourable responses among women, elicited the least favourable 
responses among men. 

• With the female only portrayal, men’s response was consistently less favourable than 
female reactions in term of lower approval, higher disapproval and less positive 
attitude towards the ad. Male consumers responded significantly more favourable to 
the male/male portrayal. 
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LaTour and Pitts’ study on female nudity, arousal, and ad response: an experimental 
investigation 
 
In an article by LaTour and Pitts (1990) a research is conducted on the intervening factor 
between the ad nudity stimulus and resulting cognitive impressions of the ad. According to 
the article there is a great deal of controversy surrounding the use of female nudity in 
advertising. The results of the study support that since it demonstrated that:  
 

• Arousal can be an important mediating variable in the effects of female nudity and the 
advertising context on ad impressions. Arousal does not only absorb much of the 
effect of female nudity, age, and gender on ad impressions, but also the effects of 
complex interactions among these variables.  

 
 
2.2 How Young Men Respond to the Brands and Products Used in 
Provocative Advertising and Ads Involving Idealized Models 
 
In the following section we shall review the contributions by Pope, Voges & Brown, Grazer, 
Keesling & Garland, Rechert & Lambiases, Richins, Simpson, Brown & Winding, Severern, 
Belch & Belch, and Kim, Damhorst & Lee 
 
Pope et al’s study on the effects of provocation on the corporate image 
 
Pope et al (2004) examine, in a research article, individuals’ response to provocative ads for a 
cause as opposed to a provocative ad for a standard consumer product, using mild erotica as 
the element of provocative imagery. Consumer responses to different product types and their 
communication is an assumption that the product type contains signals that affect a 
respondent’s attitudes. They suggest that there is an underlying assumption; one individual’s 
attitude to the ad will differ from that of another. It is important to understand how the process 
of mild erotic sexual imagery influence brand attitudes, in order to appreciate its role. 
Gardener (1985) claims that there are two different models of how attitude to an ad affects 
attitude to a brand. The first one is the indirect effects model, which suggests that the attitude 
to the ad impacts the attitude to the brand through affect transfer. The attitude to the brand is 
formed from brand information consumers already have, combined with ad picture content. 
The second model is independent effects model, where the attitude to the ad transfers to the 
attitude to the brand (ibid). 
 
In the research a stated hypothesis is that the attitude toward a brand that uses mild erotica 
will be significantly less favourable when it is a consumer product that is advertised, than 
when it is a cause. The participants were showed several ads and immediately after they rated 
the ads in terms of provocation. 
 
There has been a change over the last 20-25 years and the result of the study showed that:  

 
• Individuals prefer provocative sexual stimuli in ad. Although, where the ad is a cause, 

the response is not so strong among men as compared to among women.  
• A mildly erotic ad creates a higher image of the cause than a non-erotic ad, and the use 

of mildly erotic material in advertising for certain types of products may be received 
favourably.  
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• Provocative advertising may be generally well regarded, particular among females.  
  
Grazer et als’ study on the effects of print advertising’s use of sexual themes 
 
In a research article by Grazer et al (1995), the effects of sexual stimuli in print advertising on 
brand recall and intention to purchase, is explored. The use of sexual stimuli in advertising 
can distract the viewer from the brand name.  
 
In the study, focusing on jeans and liquor products, the participants were shown ads, and 
afterwards they were given a three-part questionnaire about among other things, which brand 
name they could recall. The result of the study showed that: 
 

• The use of sexual stimuli in print ads creates favourable responses and intention to 
purchase.  

 
Other researches support this finding. According to LaTour and Henthornes’ (1998) research, 
“Ethical judgements of sexual appeals in print advertising”, the brand and purchase intention 
for the mild sexual appeal ad was evaluated as more favourable, when looking at the attitude. 
A group seeing the ad indicated a more positive brand attitude and stronger intention to 
purchase. According to another research conducted by Jones et al (1998), “Responses to 
provocative advertising”, the results differed between men and women. Men had more 
favourable attitudes than women toward the brand that had sexy women in their ads. 
However, the research showed no differences in men and women’s attitudes toward the brand 
advertised in an ad containing sexy men.  
 
Grazer et als’ study was not completely consistent though, the same research indicated that: 

 
• The use of non-sexual rather than higher levels of sexual stimuli may be generally 

more effective in affecting recall for liquor products and that the use of sexual stimuli 
in advertising can distract the viewer from the brand name.  

 
For the jeans example the result showed that: 
 

• It is most suitable to advertise at a moderate level of sexual intensity.  
 
The ads have become more daring over the past years, and that is probably the reason for the 
higher tolerance level among people. This can lead to a dilemma that a low level of sexual 
indication will fail to attract attention, while a too high level can bring too much attention 
from the actual brand and product. This hypothesis is supported by the fact that the tests for 
comparisons indicated no significant differences between low and high levels of sexual 
intensity and its effect on brand recall. 
 
Reichert and Lambiases’ book about sex in advertising 
 
Reichert and Lambiase (2003) show the result from several researches that sexual appeals in 
advertising increases the attention to the ad but not necessary to the product or brand 
information. Yoon et al (1998) found that ads containing sexual appeals created more positive 
attitudes toward the ads and brands and obtained better brand recall than ads that did not 
contain sexual appeals. 
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Richins study on social comparison and the idealized images of advertising 
 
Richins (1991) research article examines the social comparison and the idealized images of 
advertising. Even if ads with attractive models often resulted in lower satisfaction with the 
self, participants in the research found the ads appealing and liked the product feature in them. 
Research in general shows that ads with attractive models are more effective than those with 
less attractive models. The central goal of marketing is to satisfy customers and ads can 
sometime do the opposite. Although, some advertisers claim that temporary dissatisfaction is 
beneficial if it stimulates consumers to buy products that improve their appearance. 
 
Simpson et als’ study on association of ethical judgement of advertising and selected 
advertising effectiveness response variables. 
 
Simpson et al’s (1998) research article brings up potential effects of unethically perceived 
advertising on consumer responses to the ad. It is difficult to define unethical advertising 
since different people have different tolerance level. Belch and Belch define deceptive ads as: 
“ads that contain internationally false or misleading claims or that may lead reasonable 
consumers to act in a detrimental manner”. Consumers often view deceptive ads as unethical. 
Forsyth and Nye (1990) suggest a model of interpersonal moral choice where they state that 
moral beliefs, values and attitudes of an individual consist of a system of personal ethics. The 
system of personal ethics directs moral judgements and actions in ethical dilemmas. For 
example when consumers view an ad that they think is unethical they may face an ethical 
dilemma, to purchase or not to purchase the brand advertised. Individual ethical judgements 
may resolute the ethical dilemma.  
 
The studies measure antecedent variables (ad credibility, attitude toward advertising, attitude 
toward the advertiser, pleasure and mood), the response variable (attitude toward the ad, 
attitude toward the brand and purchase intention) and ethical judgment variables.  Many 
researchers have looked at the importance of attitude toward the ad, attitude toward the brand 
and purchase intention in advertising effectiveness research. Most of the result showed that 
these are related, and that it has an impact on consumers purchase behaviour.  
 
Few studies have been done and offer evidence about the relationship between ethical 
judgement of a misleading advertising execution and consumer responses to the ad. The result 
of Simpson et al study showed: 
 

• A strong effect of ethical judgement of an ad on the key consumer response variables 
purchases intention, attitude toward the brand, attitude toward the ad and the 
antecedent of variables.  

• The ethical judgment evoked by an ad has a significant influence on all consumer 
response measure used in the study. 

 
The ethical judgement is also an important factor regarding attitudes towards ads with sex role 
portrayals. Orth and Halancova (2004) research article, “Men’s and women’s responses to sex 
role portrayals in advertisements”, showed that portrayals gave clearly different attitudinal 
responses in terms of attitude toward the ad, brand attitude and purchase intention. Women 
and men respond different to the female/female and to the male/male portrayal. With the 
female only portrayal, men’s response was consistently less favourable than female reactions 
in term of, brand attitude, and purchase intention. 
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Severn et als’ study of the effects of sexual and non-sexual advertising appeals 
 
Severn et al (1990) examined in a research article the role of visually clear sexual stimuli 
when trying to convince the target group with verbal information. The impact of these factors 
on traditional effectiveness measures (i.e. recall, brand, attitudes, attitude toward the message, 
purchase intentions) is also examined. Finally, the study looks at cognitive response 
measures, as a way of better understand the process of sexual and nonsexual advertising 
appeals.  
 
The results of the study showed that: 
 

• The use of a clear sexual advertising appeal did not interfere with message receivers’ 
ability to recall brand name.  

• The use of a clear sexual appeal in advertising had a negative effect on verbal 
information recall; the clear sexual images seem to interfere with the remembrance of 
the text. Ad with a high level of information decreased the text recall of a clear sexual 
ad.  

• The findings indicated that the use of a sexual appeal interfered with comprehension, 
especially when it was a lot of information in the ads.  

• The use of sexual images interfered with the mediated message about the product. 
• Subjects viewing sexual appeals showed stronger purchase intentions than non-sexual 

appeals.     
 
The study also referred to other authors. Steadman (1969) claimed that nudity may increase 
attention but is less effective than non-sexual ads to create brand recall. The attention paid to 
the sexual ad reduces the attention to the brand name. Peterson and Kerin (1977) found that 
an ad using a nude model was judged least appealing, lower quality products and the company 
least reputable. The result was supported by other studies. Courtney and Whipple (1983) 
studied the effectiveness of sexual appeals and the result showed that: 
  

1) Attractive models lead to more attention  
2) The use of obvious sexual stimuli leads to lower levels of recall and appeal       

evaluation as well as poorer products and manufacturer perceptions  
3) Unless the product is sexually related, the use of sexual appeal must be questioned  

 
 
Kim et als’ study on attitudes about the advertised product  
 
Kim et al (2002) examined, in a research article, how consumer involvement with apparel 
influence perceptions of an apparel product presented in a print ad. The consumer processes 
ads and form an attitude about the advertised product. The consumer’s product attitude is a 
consequence of the ad. Consumers use the message in advertising supporting a brand or 
product to make evaluations about the product benefits. Explicit information concerning the 
product, for example a visual presentation, will be taken into consideration when the 
consumer evaluates the product.   
 
In the research data were collected from students in a classroom and the participants 
examined a stimulus ad and answered a questionnaire. The ad was a professionally developed 
ad for an invented brand of apparel. A questionnaire was conducted to measured four 
variables: apparel involvement, product attribute beliefs, ad attitude and product attitude 
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The result from the study showed that: 
 

• Apparel involvement had a significant effect on product attribute beliefs and an 
indirect effect on product attitude intervened by product attribute beliefs.  

• Product attribute beliefs had a significant effect on product attitude.  
• Ad attitude had an indirect effect on product attitude connected by product attitude 

beliefs. 
 
  
2.3 Conceptualization 
 
To be able to answer our research questions, we reviewed the relevant literature. In this 
section we shall select the part of the literature, which is recognized most relevant for our 
purpose and in order to construct a frame of reference, which we can use as basis of our data 
collection. Miles and Huberman (1994 p.18) explain conceptual framework as: “either 
graphically or in narrative form, the main things to be studied.”  
 
Several authors discuss the impact of provocative advertising and idealizing models, but due 
to our focus on young men we shall use only the ones directly relevant.   
 
2.3.1 Impact of provocative advertising and idealizing models on men 
 
The following theories are the relevant for our study: 
  

• LaTour and Henthorne (1994): The attitude toward the ad and the attitude toward the 
brand are measured by questionnaire using a 7-point scale were one equals “no, 
definitely not” and seven equals “yes definitely”. Respondents in the focus group 
compared an overt sexual appeal ad  with a mild sexual appeal ad (see table 2.1). The 
result showed that the respondents preferred the mild sexual appeal ad in both cases.   

• Richins (1991): People make face-to-face comparisons or in-group comparisons to 
members with other status and social categories, i.e. compare themselves with for 
example models in ads. 

• Lookwood and Kunda (1997, 1999 cited in Häfner, 2004): If the standard does not feel 
attainable it is more believable that the standard is experienced as threatening, which 
would lead to contrastive self-evaluations.  

• Richins (1991): People who are exposed to idealized models in advertising experience 
lower satisfaction, and can create negatively feelings about the self and their 
appearance. 

• Gulas et al (2000): Men make social comparisons to advertising imagery and that 
these comparisons appear to affect male self-perception, especially their self-esteem 
rather than their perceptions of their physical attractiveness.  

• Gulas et al (2000): Many experience ads with idealized models as positive since they 
understand that they are not realistic and they enjoy them like they enjoy a movie or 
television. 

• LaTour & Henthorne (1994): Men express serious ethical concerns towards sexual 
ads.  
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2.3.2 How young men respond to brands and products used in provocative advertising and 
ads involving idealized models 
 
The following theories are the relevant for our study: 

 
• Grazer et al (1995): The effect of sexual stimuli in print advertising creates 

favorable responses on brand recall and intention to purchase. 
• Yoon et al (1998 cited in Reichert & Lambiase, 2003): Ads containing sexual 

appeals create more positive attitudes towards the ads and brand. 
• Reichert and Lambiase (2003): Sexual appeals in advertising increase the attention 

to the ad but not necessarily to the product or brand information. 
• Richins (1991): Ads with attractive models are often found appealing and the 

subject like the products in the ads.  
• Courtney and Whipple (1983 cited in Severn 1990): Attractive models lead to 

more attention.  
• Kim et al (2002): Consumer’s product attitude is a consequence of the ad. 
• Courtney and Whipple (1983 cited in Severn 1990): The use of obvious sexual 

stimuli leads to lower levels of recall and appeal evaluation as well as poorer 
products and manufacturer perceptions.  

• Courtney and Whipple (1983 cited in Severn 1990): Unless the product is sexually 
related, the use of sexual appeal must be questioned. 
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The conceptual framework, which we have developed above, shall be shown in graphical 
form in Figure 2.2. 
 
 
Figure 2.2: Conceptual framework 

 
Source: Authors’ construction 
 

 
Provocative Advertising 

 

Young men's Response to  
Provocative Ads 

 
• Comparison to models in ads 
 
• Comparisons lead to contrastive  
         self-evaluations 
 
• Lower self esteem rather  
         than perceptions of their  physical 

attractiveness 
 
• Positive to ads, because their 

awareness that ads are not realistic 
 

 

 Impact of Products and Brands on 
Young Men 

 
• Sexual stimuli in ads creates positive 

responses to brand recall and 
intention to purchase   

 
• Sexual appeals in ads create positive 

attitudes 
  
• Sexual appeals do not increase 

attention to brand or product   
 
• Ads with attractive models makes 

men like the product 
  
• Consumers' product attitude is a 

consequence of the ad 
 
• The use of obvious sexual stimuli 

leads to lower levels of recall and 
appeal evaluation as well as poorer 
products and manufacturer 
perceptions. 

 
• LaTour and Henthorne’s attitude   

         factors 
 

• LaTour and Henthorne’s attitude  

      factors 



METHODOLOGY 

16 

CHAPTER 3: METHODOLOGY 
 
In this chapter, the methodology used to gather data for the research questions will be 
presented. The chapter begins with the purpose of the research and moving on with the 
research approach and research strategy. Following, a presentation of the data collection 
and sample selection are described. In the end we will explain the analytical strategy and 
quality standards of the research.  
 
 
3.1 Purpose of research: 
 
The purpose of research is to state what is to be accomplished by conducting research and see 
how the result of the research can be used (Eriksson and Wiedesheim-Paul, 1997).The 
research purpose can be divided into three different groups: exploratory, descriptive and 
explanatory research (Yin, 1994).  
 
Exploratory research is used when a problem is difficult to limit and when the researcher is 
uncertain what model to use and what characteristics that are important (Eriksson and 
Widersheim-Paul, 1997). It is also used when the researcher want to clarify the understanding 
of the problem. This kind of research is suitable to make questions for future investigations 
and can be seen as a pre-study to a more detailed study (Saunders, 1997). Emory and Cooper 
(1991 cited in Saunders et al, 1997) propose three ways of conducting exploratory research: 
 

• A search of the literature 
• Talking to experts on the subject 
• Conducting focus group interviews 

 
 
Descriptive research is used when there is a clear structured research problem and the 
information already exists. Description is often a necessary base when the researcher wants to 
explain, understand, predict or decide (Eriksson and Widersheim, 1997). The objective of 
descriptive research is to be able to describe how something is without explaining why it is in 
a certain way. It is most suitable to collect information when investigating a total random 
sample (ibid).   
 
Explanatory research is used when the researcher is looking for a cause and effect relationship 
(Eriksson and Wiedersheim-Paul, 1997). When explaining a certain phenomenon it is not only 
one model that is correct and the researcher has to consider using different models. Using one 
model will not be enough to reach a complete explanation. Explanatory studies are used when 
the aim is to describe the relationship between different variables and can be explained by for 
example hypothesis (ibid) 
 
In chapter one, we stated the research purpose: to gain a deeper understanding of how 
provocative advertising affects young men and their perception of themselves. 
 
We can define our study as being exploratory, descriptive and to some extent explanatory. 
The first stage is exploratory since we had limited knowledge and wanted to clarify our 
understanding of the problem. The exploratory phase is like a pre-study where we intended to 
look at provocative advertising, idealized models and how people are affected. The study is 
mainly descriptive because we studied an area with already existing information. Our study 
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will to some extent have explanatory research since we begin to explain the relationship 
between different variables when we are answering our research questions. 
 
 
3.2 Research approach  
  
There are two general approaches to a study based on the research’s type of data, quantitative 
and qualitative (Holme and Solvang, 1991).  
 
In a quantitative study the researcher tries to explain statistical data with numbers to obtain 
results. The conclusions are based on data that can be quantified (Lundahl and Skärvad, 
1992). Quantitative data is structured and is characterised by a high degree of control by the 
researcher. It is mostly used when trying to gain a broad understanding of the problem 
studied. The aim is to be able to draw generalized conclusions based on the collected 
information, and the findings can be presented in a numerical form (Holme and Solvand, 
1991).  
 
In a qualitative research the researcher refers to studies and gathers and analyses data of ideas, 
feelings and attitudes. Qualitative research is characterised by closeness between the source 
and the researcher. The researcher is not aiming to generalize since the number of objects are 
limited and studied more in depth. The purpose is to gain a deeper understanding of the 
problem studied (Holme and Solvang, 1991).  
 
In this study, a qualitative approach was found to be more suitable in order to deal with the 
research problem and research questions stated in chapter one. It is important to get a closer 
contact with the studied objects to gain a deeper understanding of the purpose and the aim is 
not to make any generalizations. Quantitative approach is not suitable since the data collected 
can only be expressed in words and contains ideas, feelings and attitudes.  
 
 
3.3 Research Strategy  
 
Yin (1994) states that there are five major research strategies that are suitable for social 
science: experiments, surveys, archival analyses, histories and case studies. There are not 
always clear boundaries between the different strategies, or when they should be used. 
Although there are distinguish characteristic to all strategies, they tend to overlap each other.  
The type of strategy to choose depends on three conditions:  
 

• The type of research question posed 
• The extent of control an investigator has over behavioural events  
• The degree of focus on contemporary events  
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Yin (1994) demonstrated an outline of the different available research strategies in relation to 
the conditions (See table 3.1). 
 
Table 3.1: Relevant situations for different research strategies              

Source: Yin, 1994, p.6   
 
Our study deals with contemporary events, with no requirement over behavioural events, 
which excludes experimental-, archival analysis- and history strategies. This leaves the choice 
between conducting a survey and making case study/studies (ibid). According to 
Wiedersheim-Paul and Eriksson (1997) survey is a more suitable strategy when the aim is to 
collect quantitative, standardised information. However, as mentioned earlier, the object with 
this study is to gain a deep understanding without generalising the data, which makes a survey 
inappropriate. Wiederheim-Paul and Eriksson (ibid) continue to explain the usage of case 
studies. Case studies investigate a few objects in a wide number of perspectives, and it is 
suitable when the aim is to gain thorough and in-depth understanding of a few objects where 
it is not possible to draw statistical generalisations (ibid). 
 
With reliance on the explanations of the strategies, a case study was therefore the most 
suitable approach to the chosen problem area. This could give us the in-depth information we 
needed in order to answer our stated research purpose and research questions.  
 
 
3.4 Data collection method: choice of focus group for our study 
 
According to Yin (1994) there are six different sources that data can be collected for case 
studies: documentation, archival records, interviews, direct observations, participant-
observation and physical artefacts. Yin (ibid) also points out that there is no single source that 
is superior to another. Instead, since the sources have different strengths and weaknesses they 
complement each other very well.  
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In order to collect data for our case study, we have chosen to use interviews and 
documentation.  We have chosen interviews as our primary data collection method since it 
focuses directly on the topic of the case study.  
 
There are different types of interviews, Yin (1994) explains three ways that the interview can 
take place: open-ended, focused and structured. Open-ended is the most common used type, 
in where the researcher asks the respondent unstructured questions, and in that way allowing 
the interview to be more of a discussion. Focused interviews take place during a brief period 
of time, but the interview should still be open. The purpose with a focused interview could be 
to confirm already known facts of the researcher. The outline of a focused interview should be 
somewhat like a conversation (open) between the researcher and the respondent, even though 
a questionnaire could be followed. A structured interview is different in the way that it 
contains structured questions, reminding of a survey (ibid).  
 
For this study, the focused type of interview will be used. An interview guide will be used to 
limit the discussion to the number of issues related to the conceptual framework in chapter 2. 
The focused interview can be used to verify or dismiss the theories of this study. One type of 
focused interview is the focus group and we will have one focus group interview session. 
 
According to Zikmund (2000), a focus group contains an interviewer or a moderator. The 
moderator’s role is to introduce the topic and encourages the participants to discuss the 
subject among each other. Recommendations on optimal focus group is 7 to 10 although the 
size can vary from 4 to 12 per session and the length of the session is usually about 1-2 hours 
(Marshall and Rossman, 1999) The size of the group must be small enough for everyone to 
have an opportunity to share insights and large enough to provide diversity of perceptions 
(Krueger, 1994). The participants should experience the moderator as neutral and also non-
judgemental, so the participants feel they can express themselves in a relaxed environment. It 
is also a possibility to have a moderator team, when the principal moderator main concern is 
to keep the discussion flowing and taking a few notes; the assistant moderator’s takes 
comprehensive notes and is in charge of recording equipment and distractions (ibid).  
 
This study will use one moderator and five male university students for the focus group 
interview session. The success of a focus interview is based on good questions asked to the 
right respondents, but also a skilful moderator (Krueger, 1994). In focus groups interviews 
people are allowed to discuss their true feelings and give in-depth to their convictions. People 
who are similar to each other compose focus groups and the homogeneity allows for a more 
relaxing and flowing conversation among the participants (Morgan, 1997). Zikmund (2000) 
summarized the primary advantages of a focus group as: relatively brief, easy to execute, 
quickly analyzed and inexpensive. In order to obtain as in-depth data as possible we chose to 
have a male moderator. We believed that the male students would be more comfortable and 
give more honest answer if a man asking the questions.  
 
It has been recommended, by authors with experience from focus groups, to provide the 
participants of the focus group with refreshments during discussion (Krueger, 1994). During 
our interview the respondents were offered coffee, tea, buns, biscuits, grapes and candy. In the 
beginning of the focus group two short questionnaires were handed out to the participants. 
The questionnaires were based on two different ads, one sexual appeal ad and one mild sexual 
appeal ad. The intention is to collect some data before the participants had a chance talk to 
each other about the topic. 
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A focus group interview is a very suitable method for this study since it gives insights to 
people believes, attitudes and convictions in an in-depth manner. It will give us the qualitative 
data that we need in order to fulfil our purpose and answer our research questions.  
 
As secondary data we used documentation in form of academic articles, previous studies in 
the research area and ads from magazines. 
 
 
3.5 Sample selection 
 
3.5.1 Choice of respondents 
 
We have chosen students at Luleå University of Technology as respondents. According to 
Zikmund (2000) it is best to have a homogenous group that have similar lifestyle, job 
classifications, experiences, and communications skills. This makes it very suitable to use 
students in this case, since they often share these criteria. The goal is that the focus group is 
homogenous in their lifestyle, but of course not in their attitudes. According to Morgan (1997) 
homogeneity can contribute to a better flow in the conversation and also facilitate analyses 
that examine differences in perspective between groups. Wide gaps in lifestyle and 
background can defeat the requirement of a conversation in day-to-day interaction between 
the respondents. Due to time constraints it is another advantage with choosing students as 
respondents, since we have good access to them. Other than being students, the respondents 
should also be men, since the focus in this study is on male’s attitudes. Having only men in 
the focus group could increase the comfort level (ibid.).  
 
According to Marshall and Rossman (1999) it is more preferable if the respondents are 
unfamiliar to each other, and in order to get the best data we have emphasized on that 
criterion, even though the possibility still remain since they all attend the same university. The 
focus group for this study contained of five respondents, seven agreed to participate but only 
five showed up. We had preferred to have seven participants, since it is recommended to have 
between seven and ten, but the fact that only five showed up can have helped to create a more 
relaxing environment. The male students were between 20-35 years old and gathered at 
random at the university campus. They were enquired if they wanted to participate in a focus 
group concerning males’ attitudes on advertising. The fact that the study concerned 
provocative advertising was not revealed, in order to get the most reliable result. 
 
3.5.2 Choice of documentation 
 
As documentation we have used academic research, previous studies in the research area and 
ads in magazines. The ads that we used are selected from magazines that you can buy in 
Sweden. The reason why we chose to use print ads from magazines is because that is a good 
tool to measure a societies attitudes regarding sex (Severen & Belch, 1990). We have chosen 
eight ads that we believe are provocative, and allude to sex (See appendix 3-12). Two of the 
ads were used for the questionnaire, and the other four were used for the open discussion.  
The first two ads, used for the questionnaire, were both in black and white and pictured a 
man. One of them, a mild sexual appeal ad, (see appendix A) was advertising for ‘Burberry 
Brit’ perfume with a fully dressed man sitting in front of a car. The other one, a sexual appeal 
ad, (appendix B) was advertising ‘Armani’ jeans with a man taking his sweater off.  For the 
discussion we used six ads. The first two were advertising ‘Björn Borg’ bags (appendix 1), 
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respectively ‘Sloggi’(appendix 2) underwear, both pictured two half naked women. The 
second two, ‘Espirit’ collection (appendix 3) and ‘Carolina Herrera’ perfume (appendix 4), 
both pictured a man and a women standing in provocative positions. The last two ads, 
‘Chanel’ perfume (appendix 5) and ‘Joop’ perfume (appendix 6), both pictured a half naked 
men. One of them was in black and white and the other one were more provocative.   
 
The reason that we chose these particular ads is because they all contain beautiful, attractive, 
fit men and women. Either they stand in positions that allude to sex and/or are sweaty and/or 
have a flirtatious look in their eyes.  
 
To make it more realistic we used the ads directly from the magazine. The risk that the 
participants would miss or do not perceive a clear look at an ad was non-existent since we 
knew that the group would contain a maximum of seven people.   
 
    
3.6 Analysis of data 
 
According to Yin (1994) every case study should start with a general analytical strategy, this 
will provide the researcher with what to analyse and why. The general analytical strategy will 
help the researcher to choose among different techniques and successfully complete the 
analysis part. Yin (1994) describes two general analytical strategies that can be used: relying 
on theoretical propositions or developing a case description. 
 

• Relying on theoretical proposition: is the most common strategy and the researcher 
collects data from previous studies. The result is based on research questions and 
compared with the previous studies. 

• Developing a case description: is the second general analytical strategy and researcher 
presents the data in a descriptive way. According to Yin (1994) this strategy should 
only be used when there are a little or no previous studies. The strategy is less 
preferable than theoretical proposition strategy.  

 
According to Miles and Huberman (1994) the most data in qualitative data analysis is in form 
of words. Two types of analysis are within-case analysis and cross-case analysis. In the 
within-case analysis the data collected will be compared with previous theories to highlight 
differences and similarities.  In the second analysis, cross-case analysis, the data in the case 
will be compared with data in another case to increase the ability to generalise (ibid).  
 
Miles and Huberman (1994, p.10) defines data analysis “as consisting of three concurrent 
flows activity: data reduction, data display and conclusion drawing/verification”. The authors 
explain the three stages:  
 

• Data reduction: helps to sharpen, sort focus, discard and organise the data to draw 
and verify conclusions. The data can be reduced and transformed through such 
means as selection, summery, paragraphing, or through being subsumed in a larger 
pattern. 

• Data display: is the second major activity. This means taking the reduced data and 
displaying it in an organised compressed way to easily draw conclusions. The 
authors explain that “humans are not powerful processors pf large amounts of 
information” and that “extended text can overload humans’ information processing 
capability” (Miles and Huberman, 1994, p.11).  
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• Conclusions drawing / Verification part: is the last analytical activity for a qualitative 
research. It is at this stage the researcher starts to decide what things mean. They do 
this by noting regularities, patterns, explanations, possible configurations, casual 
flows and propositions.  

 
In this study we have used theoretical proposition, where the data is collected from previous 
studies for research questions and literature review. According to Yin (1994) this is the most 
favourable strategy and there are plenty of previous studies in our research area. We have 
done a within-case analysis where we compared our data with the data collected from 
previous studies. The data was processed and reduced for each research question. The final 
analytical activity is the conclusion drawing that we will be present later.  
 
 
3.7 Quality standards 
 
In empirical studies, it is important that the questions and data collection is thoroughly 
prepared. To avoid errors and to increase the quality of the research two important factors are 
taken into consideration: reliability and validity. Validity is concerned with whether or not the 
method used really measures what it is supposed to measure. Reliability means that the 
measurement instrument shall produce real, reliable and stable results. In order to determine 
the quality of the data collected there are four aspects the researcher has to test: construct 
validity, internal validity, external validity and reliability. The four tactics are presented in 
table  3.2 (Yin, 1994). 
 
Table 3.2: Case study tactics for four design tests 

 
SOURCE: Yin, 1994, p.33 
 

 
Test 

 
Case study tactic 

 
Phase of research in which tactic  
occurs  
 

      
Construct validity 
 

Use multiple sources of 
evidence 

Data collection 

  Establish chain of 
evidence 

Data collection 

  Have key information 
review 

Composition 

  draft case study report   
Internal validity Do pattern-matching Data analysis 
  Do explanation building Data analysis 
  Do time-series analysis Data analysis 
External validity  
 

Use replication (logic in 
multiple- cases studies) 

Research design 
 

Reliability  Use case study protocol Data collection 
  Develop case study data 

base 
Data collection 
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Construct validity is when the researcher makes sure that the correct operational measures are 
utilised for the concept being studied. To increase construct validity there are three tactics that 
can be used: The first one is to use multiple sources of evidence, which is important when 
collecting data. If the same questions are asked to different sources and all point to the same 
answer the researcher has successfully triangulated the data. The second one is to establish a 
chain of evidence and keep research questions in focus. The last one is to have key informants 
review the draft case study report (Yin, 1994). 
 
Internal validity is only relevant when conducting explanatory studies. The researcher is 
trying to determine if one variable is shown to lead to another variable and separate true 
relationship from false. Tactics to increase the internal validity is difficult to define. One 
suggestion is pattern-matching, when the researcher compares an empirically based pattern 
with a predicted one. If the patterns coincide, the result strengthens the internal validity (Yin, 
1994).   

External validity deals with the problem of knowing whether a result of a study can be 
generalised beyond the immediate case study and the problems of selecting a representative 
case. The replication logic, the use of experiments (allows scientists to generalize from one 
experiment to another), is used in multiple case studies where the focus is on more than one 
case study. Replication can be achieved if a similar result are obtained through several case 
studies (Yin, 1994) 
 
Reliability is how reliable and exact the research methods and techniques for data collection 
are. It is a way of measuring how well a method provides a researcher with the same result if 
the same was repeated under the same conditions. To attain high reliability errors and biases 
should be minimized (Yin, 1994). 
 
To increase the construct validity in our study we have used multiple sources of evidence. The 
sources we have used are interviews and documentations. Before the interview we let other 
people read the interview guide to make sure it is easy to understand. We recorded the focus 
group interview, since we did not participate ourselves. The reasons why we did not 
participate was to increase validity; we wanted to create a more comfortable and relaxing 
environment for the men participating in the focus group, and that meant that we needed a 
male moderator and that we was not in the room and took notes during the discussion since 
we are females. The interview was in Swedish, which can reduce the validity when translating 
the discussion into English, We chose to use Swedish since it is the native language for the 
participants and the moderator, which would facilitate the flow of the discussion. 
 
The internal validity was increased by pattern-matching, we compared empirically based 
pattern with predicted ones. External validity deals with the problem of knowing whether a 
result of a study can be generalised beyond the immediate case study. In this case the fact that 
we only had five men participating, lower the possibility to generalise. It is also difficult for a 
researcher to achieve the same result since this research area is dependent of people’s 
perceptions, which can change over time. To increase the reliability we tried not to use 
questions that were leading and subjective, and the participant were not allowed to see the 
questions in advance.  
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CHAPTER 4: EMPIRICAL DATA 
 
In this chapter the empirical data will be presented that we have collected in order to answer 
our research questions. The data was obtained from an interview with a focus group. First, 
there will be a short introduction of the respondents in the focus group, and a description of 
the procedure of the interview. Then the chapter will continue with the empirical data.      
 
 
4.1 Introduction to the focus group 
  
The focus group interview was conducted with five men enrolled at Luleå University of 
Technology, studying international business economics and business economics. The men 
were all between the ages 20-35. The interview took place at a conference room, at the 
university, the 19th of April 2005. It took approximately one hour, and during the interview 
the respondents were offered refreshments as recommended by authors with experience from 
focus groups. The interview started with two questionnaires that the respondents were given. 
The questionnaires were based on two different ads, one mild sexual appeal ad and one sexual 
appeal ad. After the questionnaire the focus group were shown six different provocative ads in 
order to open up a discussion. A male moderator led the discussion to get as valid answer as 
possible. The ads were also used during the entire interview to facilitate the discussion. 

 
4.1.1 Impact of Provocative Advertising and Idealising Models on Men. 
 
Attitude toward the ad   
The first question in the questionnaire asked what the images in the ads resembled.  The 
participants’ descriptions of the images in the ads differed. They described the first ad, the 
mild sexual appeal ad (see appendix 3) as: 
“A stylish young man in front of a cool car” 
“An Englishman in front of an English-produced car for example MG or Jaguar. English 
houses in the background” 
“A man in a suit in front of an old car” 
“A young man sitting in front of a black car (black and white picture), a perfume bottle in the 
right corner, checked”  
“A man in a suit in front of a car”. 
 
The second picture, sexual appeal ad (see appendix 4), was described as:  
“A young man who is taking his sweater of (black and white picture) “An ad for Armani 
jeans” 
“Some dude with a sweater” 
“A half naked guy who is advertising jeans” 
“A young guy with a naked over body in a feminine pose with dreamy eyes”   
“A half naked man” 
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The result from the first part of the questionnaire, which concerned attitude towards the ad, is 
the mean from all participants’ points and for all four variables together. It is outlined in table 
4.1. 
 
Table 4.1: The variables and data from the present study on attitudes toward the ads. 

Attitude Toward the Ad                                                 Mean   
 
1.    Irritating (reversed scored) 
2.    Good 
3.    Informative 
4.    Offensive (reversed scored) 
 

  
          Overt sexual appeal ad: 15.8 
          Mild sexual appeal ad: 19.6 

Source:  Adapted from LaTour and Henthorne (1994) 
 
The points for all variables were added together and summarized for all participants. From the 
total a mean was calculated. The mean for the overt sexual appeal ad was 15.8 and the mean 
for the mild sexual appeal ad was 19.6. 
 
The data from the discussion showed: 
 
Do you compare yourself with models in the ads? Why/why not? 
The response were mixed, two answered sometimes, two answered no one of who said 
strongly no. The comments were: 
“It doesn’t feel like people in general look like people in the ads. Girls don’t look like that in 
general and boys don’t look like that in general. It feels like they are only exceptions”. 
“Sometimes, take Norrlandsguld (a Swedish beer company), it’s exactly right, it’s the typical 
man from the North (Norrland), and that is me I guess”  
“No, I think that people compare more with what the situation in the ad shows and what they 
do, not their appearance. Maybe more what product is used and if you use it yourself and 
what situation it’s used in. The feeling in the ad, what the person is doing, not the 
appearance.”    
 
How do you experience the ideal in the ads? Are they attainable and realistic? 
All participants agreed and said  
“The ads weren’t representative but realistic to the public”. 
 
How do you experience yourself compared to models in ads?  
The responses were: 
“Yes, I sometimes go to the gym to do some bench press and I honestly have to say that if I 
see a half naked man in an ad, I look and make sure that I still have bigger chest than he has. 
Of course the ideals affect you.”  
Two of the respondents agreed and a third one commented:  
“It’s more like a goal. It is not like a role model but somewhere on the way, kind of. I think 
that depends on to whom the ad is intended. For example the ‘Joop’ ad (see appendix 12), I 
draw more attention to why he is gold coloured and not to his body. I guess that it’s a perfume 
ad and I can’t really see what the gold colour has to do with it. On the other hand maybe they 
use his body due to the fact it shines and so on. It depends on the ad and what it shows if you 
compare yourself, I believe”.   
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What is your opinion concerning the ideal in advertising as positive or negative?  
Comments: 
“I don’t have an opinion, but if it sells perfume it is fine.  
“I think it is positive, since I prefer to look at young, fit women in a panties ad”. They all 
agreed and continued: 
“The ideal is beautiful to look at, that is just the way it is.”  
“I also think that you know, the more extreme media describe the models and so on, you 
know that the pictures are mostly retouched and maybe have that mind when you see the ad. I 
mean your girlfriend doesn’t look like the models - but that doesn’t make her less sexy. I 
don’t believe that it’s an ideal.”   
 
Do you think that men are affected in the same way as women by ideal? 
One comment was: 
 “I don’t believe that they are affected as negatively because men in advertising are not as thin 
and starved, they are more fit so maybe the viewer workout instead. I believe that advertising 
directed to men and the male ideal are more positive then women ideal.” 
 
Is it ethical correct to use sexual ads? Men? Women? 
Comments were:  
“I don’t see any major problem with it.” 
“To a certain limit, then there are always people crossing that limit.” 
“It should be a little bit provocative.” 
“I experience it like, if a company makes an ad that in some way exploits a woman or a girl it 
can create more outcry than if they do it to a man in the same way.” 
 
Other respondents agreed and continued to say: 
“That’s the way it is.” 
“It is women degradation and oppression of women and everything, but if you undress a man 
in his underwear and exploit him, it’s like ‘what’.”   
“Then he’s a hunk.” 
 
The respondents compare the ads. 
The comments were: 
“These ads (appendix 10-12) mediate a stronger feeling than the ‘Björn Borg’ ad (appendix 
5), because that ad is just girls in makeup that look in the camera and not so much more. It is 
the same with the ‘Sloggi’ ad (appendix 6-7), which also mediate more feeling than the ‘Björn 
Borg’ ad.” 
“These ads (appendix 10 and 11) mediate some sort of feeling with taste, compared to the 
‘Joop’ ad (appendix 12) which is more slimy. It is pretty erotic with the pubic-hair and the 
female hand going downwards on his body.” 
“The focus on the ‘Joop’ ad is not on his face as it is on the ‘Carolina Herrera’ and the 
‘Chanel’ ad.” 
“The ‘Joop’ is only a naked body.” (The other respondents agreed.) 
 
The respondents continue to discuss the ‘Joop’ ad by saying:  
“In the same time maybe you notice this ad more than the ‘Carolina Herrera’ and the ‘Chanel’ 
ad because they are more meaningless when they are in black and white.” 
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4.1.2 How men respond to the brands and products used in provocative advertising and 
advertising involving idealized models 
 
Attitude toward the brand 
The data from the second part of the questionnaire, which concerned attitude towards the 
brand, is outlined in table 4:2: 
 
Table 4.2: The variables and data from the present study on attitudes toward the brands.  

Attitude Toward the Brand                                            Mean  
 
1.   High quality 
2.   Unsatisfactory (reversed scored) 
3.   Appealing 
4.   Inferior (reversed scored) 
 

 
      Overt sexual appeal ad: 17.2   
      Mild Sexual appeal ad: 16.8 

Source: Adapted from LaTour and Henthorne (1994) 

 
The points for all variables were added together and summarized for all participants. From the 
total a mean was calculated. The mean for the overt sexual appeal ad was 17,2  and the mean 
for the mild sexual appeal ad was 16.8. 
 
What is your opinion about this statement? “The effect of sexual stimuli in print advertising 
creates favorable responses on brand recall and intention to purchase” 
Four agreed and one disagreed. Their responses were:  
“Yes, that is probably right but in the same way I think that advertising that make you happy 
or that you can laugh at can be remembered as well as provocative advertising.” 
“I think it depends on the product or service being sold.” 
“I even think when it comes to provocative advertising people look more at the picture, not 
the product or service advertised. Then you remember ‘Sure, the girls are beautiful in the 
picture but what are they promoting?’ On the other hand, if you look at H&M’s advertising, it 
is always very provocative and raises a debate every year but then you know from the 
beginning that it is H&M’s advertising.  
 
Do you believe that it would raise the same debate if they were men?  
The comments were:  
“I don’t think so; it is not the same discussion.” 
“Look at Fredrik Ljungbergs ad for example when he is advertising for Calvin Klein 
underwear, all the girls think he is handsome and cool. But if a girl would do the same thing 
way I believe that it would create more protests…only because they are women not because 
the ad is more provocative. The society debate seems to think it is oppression of women when 
a naked woman is showed.” 
 
How do you react to brands that use sexual appeals in their ads? 
The comments were:  
“I think it’s totally ok.” 
“I think that you are use to it and don’t notice the brand any more in some way. You are not 
offended anymore.” 
“You don’t get a negative feeling towards the brand and the company just because they use 
that kind of advertising.” 
“It’s so common; you look more at the picture because it’s a beautiful girl.” 
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The moderator continues to ask if the respondents are influenced by provocative advertising, 
when they for example are buying underwear for their partner. One of the respondents 
answered: 
“I can’t really say because I think that when you buy underwear for girls it’s so important 
how they feels and how they fit and so on. For me it’s more the look that is important if I buy 
it for her.”  
 
When looking at the pictures 4,5,6 (appendix 10-12) the respondents were asked if the ads 
influence their choice of perfume. All of them preferred 10 and 11 than 12 since they believed 
it was classier.  
 
Is the attention decreasing or increasing towards the brand or product by using provocative 
ads?  
The participants’ opinions differed; four think it increasing and one think it decreasing. The 
respondents had comments such as:  
“It is indifferent what kind of ads they use, a lot of ads look like this and I don’t notice them. 
H&M for example, that is the way they promote themselves.” 
“It depends on whose advertising it is, here (refers to appendix 5-12) it is underwear and 
perfume, and then the people are more undressed.” 
“You’re getting used to it! Provocative advertising doesn’t create as much awareness as in the 
beginning. When Anna-Nicole Smith was on the H&M’s ads it raised a major outcry.  People 
tore down posters and now they don’t care anymore. It doesn’t matter who is sitting there. 
Magazines, or above all, girl-magazines, have the same pictures as in Slitz (Swedish male 
magazines containing pin-up pictures) but if it is an ad it is more accepted.”  
“We are getting more blunted.” 
 
    
Do you like products more or less if they are advertised with attractive models? 
The comments were: 
“If it would be advertised with ugly models it wouldn’t be that exciting to have that product.” 
“It makes the product feel less serious.”  
“It depends on what product it concern; if it is underwear of course it sells more if the model 
is attractive.” 
 
 
Is your attitude towards the product affected by the ad? 
The respondents agree that their attitude toward a product is influenced by an ad.  
One of the respondents said: “A classy ad creates a higher value.” Another one agreed and 
added: “If you look at the pictures 4,5,6 (appendix 10-12) if feels like 4 (10) and 5 (11) are 
more expensive.” One of the respondents claimed: “If I like a certain product or brand, a good 
ad can strengthen my earlier beliefs. It takes much, and a very bad ad to make me dislike the 
brand. It’s easier to increase than decrease the liking.” The respondents claim that the limit for 
what is appropriate to show in ads is when the genitalia are showing.  
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What is your opinion about this statement? 
“Obvious sexual stimuli in ads lead to lower levels of recall and appeal evaluation as well as 
poorer product and manufacturer perceptions” 
One agreed and four were not really sure. One of the participants who agreed partly clarified 
the statements using own words “You focus to much on the sexual nudity so that you miss the 
product”. Another agreed fully by giving an example: 
“If you look at the Björn Borg ad (appendix 5) you focus on the girls, and not on the bags.” 
 
If the product is not sexual related should sexual in the ad be questioned? 
All respondents agreed.  
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CHAPTER 5: DATA ANALYSIS 
 

In this chapter, the empirical data that we presented in raw form in the previous chapter will 
be analysed in order of our research questions. We will use the conceptualization in chapter 
two, to analyse the data by conduct a within-case analysis. This will provide a foundation for 
future conclusions. The ads that the participants refer to are explained in the methodology 
chapter.    
 
 
5.1. Within-case analysis 
 
5.1.1 Impact of provocative advertising and idealising models on young men 
 
The first research question aims to describe how provocative advertising and idealising 
models affect young men. 
 
LaTour and Henthorne’s attitude factors  
According to LaTour and Henthornes’ (1994) research the attitude was higher, i.e. more 
positive, toward the mild sexual appeal ad. The present study also showed that the attitude 
toward the mild sexual appeal ad were more positive than the attitude toward the overt sexual 
appeal ad. LaTour and Henthornes’ study was supported by our data collection.  
 
Table 5.1: The variables and result from the present study on attitudes toward the ads. 

Attitude Toward the Ad                              Mean:  La Tour            Present study 
 
1.    Irritating (reversed scored) 
2.    Good 
3.    Informative 
4.    Offensive (reversed scored) 
 

  
  Overt sexual appeal ad:   13.7                  15.8 
  Mild Sexual appeal ad:    16.06                19.6 

Source:  Adapted from LaTour and Henthorne (1994) 
 
Comparison to models in ads 
According to Richins (1991) people compare themselves to members with other status and 
social categories, for example they compare themselves with models in ads. This was not 
supported by the focus group since some of them disagreed with the statement. One of the 
reasons was the belief that people in general do not look like models in ads and that the 
models are only exceptions. None of the participants fully agreed with Richins’ claim 
although some admitted that they sometimes compare themselves with the models but mainly 
with the feelings and the situations in the ads. One participant claimed that he could compare 
himself with models in ads but not the provocative ones.  
 
Comparisons lead to contrastive self-evaluations 
Lookwood and Kunda (1997) claim that if the standard is experienced unattainable it is more 
believable that the standard seems threatening which can lead to contrastive self-evaluation. 
This was not comparable with our data since all the participants in the focus group 
experienced the standards in ads as attainable All said that the ideal described in advertising 
were not representative but realistic to the public.  
 
Lower self esteem rather than perceptions of their physical attractiveness 
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Another theory by Richins (1991) is that people who are exposed to idealized models in 
advertising experience lower satisfaction with themselves, and can create negatively feelings 
about the self and their appearance. Gulas et al (2000) have studied the same research area, 
but with men instead. The result showed that men make social comparisons to advertising 
imagery and that these comparisons appear to affect male self-perceptions, especially their 
self-esteem rather than their perception of their physical attractiveness. The participants did 
not give a clear view on these statements. Most of the participants agreed with the fact that 
they are affected by ideal in advertising. One reply indicated that the comparison affect their 
perception of their appearance since the first comment concerned satisfaction with their own 
body and physical appraisal more than a negative psychic appraisal.  When discussing the 
models words such as “role model” and “goal” were brought up. The ideals seemed to posses 
something that the participants are striving for. A fit model encourages them to go to the gym 
and work out.  
 
Positive to ads, because their awareness that ads are not realistic 
Gulas et al (2000) also claim that many people experience ads with idealized models as 
positive since they understand that they are not realistic and they enjoy them like they enjoy a 
movie on television. This statement was party supported by the data collected from the focus 
group. The participants experience that the ideal is realistic, in the way that they are 
attainable, but they also highlight that they do not consider the ideal as representative for the 
public. All the participants had a positive attitude towards ideals in advertising since they 
preferred to look at young fit women in, for example, panties ads. Other comments were: 
“The ideal is beautiful, that is just the way it is” and “I think that you know, the more extreme 
media describe the models and so on, you know that the pictures are mostly retouched and 
maybe have that in mind when you see the ad, I mean, your girlfriend doesn’t look like the 
models - but that doesn’t make her less sexy”.  
  
Ethical concern towards sexual ads 
LaTour and Henthorne’s (1994) research showed evidence that men express serious ethical 
concern towards sexual ads. The participants neither agreed nor disagreed with this statement.  
They claimed that they do not se any major problem with it, and consider that advertising 
should be a little bit provocative – but only to a certain limit. The participants also expressed 
that a half naked women in an ad creates more outcry than using a man in the same ad. The 
ads were showed during the focus group opened up for a debate concerning ethics. When the 
participants compared the ‘Joop’ ad (a naked man in a sexual pose with pink background (see 
appendix 12)) to the ‘Carolina Herrera’-, and ‘Chanel’ ad (which both were in black and 
white, with the faces in focus (see appendix 10,11)) they all agreed. They all thought that the 
‘Carolina Herrera’ and the ‘Chanel’ ad mediated more taste and feeling compared to the 
‘Joop’ ad, which they experienced as slimy. The comments concerning the ‘Joop ad’ were: “ 
It’s pretty erotic with the pubic-hair and the female hand going downwards on his body”, 
“The focus on the ‘Joop’ ad is not on his face as it is on the ‘Carolina Herrera’ ad” and they 
all agreed with the comment “The ‘Joop’ ad is only a naked body”.  
 
5.1.2 How young men respond to the brand and products used in provocative advertising  
and ads involving idealized models 
 
The second research question aims to describe how young men respond to the brand and 
products used in provocative advertising and idealized models.  
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LaTour and Henthorne’s attitude factors 
According to LaTour and Henthornes’ (1994) research the attitude was higher, i.e. more 
positive, towards the brand that used the mild sexual appeal ad. The present study showed that 
the attitude toward the mild sexual appeal ad were less positive than the attitude toward the 
overt sexual appeal ad. LaTour and Henthornes’ study was not supported by our data 
collection. 
 
Table 5.2: The variables and result from the present study on attitudes toward the brands.  
Attitude Toward the Brand                           Mean:  La Tour            Present study  
 
1.   High quality 
2.   Unsatisfactory (reversed scored) 
3.   Appealing 
4.   Inferior (reversed scored) 
 

 
Overt sexual appeal ad:    17.82                 17.2   
Mild Sexual appeal ad:     19.67                 16.8 

Source: Adapted from LaTour and Henthorne (1994) 
 
Sexual stimuli in ads creates positive responses to brand recall and intention to purchase 
Grazer et al (1995) stated that the effect of sexual stimuli in print advertising creates 
favourable responses on brand recall and intention to purchase. Four of five participants 
supported this statement. One participant thought that funny and amusing advertising would 
be as easy to remember as provocative. Another one pointed out that it could depend on the 
product and service being sold. The risks with provocative advertising was also discussed, 
one disadvantage could be that people look more at the picture instead of the product or 
service being advertised. Although, they also pointed out an advantage: “If you look at 
H&M’s advertising it is always very provocative and raises a debate every year, but then you 
know from the beginning” 
 
Sexual appeals in ads create positive attitudes 
Yoon et al (1998) stated that ads containing sexual appeal create more positive attitude 
towards the ads and brands. The data from the focus group did not fully support this 
statement. Participants claimed that is it is “totally ok” and that they did not obtain a negative 
feeling towards the brand and the company just because they use sexual appeals in advertising 
and claimed that the feelings are neither more nor less positive since people are so used to 
sexual appeals in ads and don’t notice the brand easier than in nonsexual advertising. All of 
the participants believed that the attitude is not change for the worse, but not more positive 
either. They stated that it is so common nowadays and people look more at the picture, since 
it is for example a beautiful girl in it.   
   
Sexual appeals do not increase attention to brand or product   
Riechert and Lambiase’s (2003) theory suggested that sexual appeals in advertising increases 
the attention to the ad but not necessary to the product or brand information. This statement 
was supported by four of the five participants. The one who did not agree with the increase of 
attention said: “It is indifferent what kind of ads they use, a lot of ads look like this and I 
don’t notice them”.  Another participant agreed a little bit although he supported the 
statement, he admitted that: “You’re getting use to it. Provocative advertising doesn’t create 
as much attention as in the beginning when Anna-Nicole Smith was in the H&M ads, it raised 
a major outcry, and now they don’t care as much anymore”.     
 
Ads with attractive models make men like the product 
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Richins (1991) argue that ads with attractive models are often found appealing and the 
subjects like the products in the ad. Courtney and Whipple’s (1983) theory adds that attractive 
models lead to more attention. This statement was fully supported by all participants in the 
focus group. One claimed: “If it would be advertised with ugly models it wouldn’t be that 
exciting to have that product”. It was also said that the use of a less attractive model would 
make the product feel less serious. The participants also highlighted the importance of 
attractive models for certain types of products, such as underwear.  
 
Consumers' product attitude is a consequence of the ad 
Kim et al’s (2002) theory suggests that consumers’ product attitude is a consequence of the 
ad. The participant agreed that their attitude toward a product is influenced by the ad. One of 
the responses was that a product advertised with a classy ad obtains a higher value. The 
‘Carolina Herrera’- and the ‘Chanel’-ad, that earlier compared to the ‘Joop’ ad were classified 
as more classy now also were experienced as more expensive. They continue to discuss the 
subject, and one comment was “If I like a certain product or brand, a good ad can strengthen 
my earlier beliefs. It takes much, and a very bad ad to make me dislike the brand. It is easier 
to increase than decrease the liking”.  
 
Obvious sexual stimuli in ads lead to lower levels of recall and appeal evaluations as well as 
poorer product and manufacture perceptions” 
According to Courtney and Whipple (1993) the use of obvious sexual stimuli made it more 
difficult to remember and appeal evaluation as well as poorer products and manufacturer 
awareness. One fully agreed with this statement, while four was uncertain. The one who were 
fully certain gave an example: “If you look at the Björn Borg ad (appendix 5) you focus on 
the girls, and not on the bags.” 
 
Nonsexual related brand makes sexual ads questionable 
Courtney and Whipple (1983) also claim that unless the product is sexually related, the use of 
sexual appeal must be questioned. All participants agreed with this statement.      
 
 



CONCLUSIONS AND IMPLICATIONS  

34 

CHAPTER 6: CONCLUSIONS AND IMPLICATIONS 
 
In this chapter we will answer our research questions by presenting our findings. Thereafter 
the conclusions will be drawn based on the theory and the analysed data. Finally we will 
suggest implications for theory, practitioners and future research.  
 
 
6.1 Introduction   
 
The focus group interview worked well even though there are things that could be improved. 
It was positive to have a male moderator in order to obtain more honest answers and a more 
relaxing environment, although we did not have the same control of the interview and could 
not ask the following questions we wanted. It is good in one way since it did not make the 
moderator ask leading questions to get the answer wanted and that gives more valid result. 
The fact that we only had five young men participating in our study, and that they all were 
situated in Luleå in Sweden, reduce the possibility for generalization. None of the studies and 
theories that we have compared our data to was conducted in Sweden, and that is probably the 
main reason why this study did not reach the same conclusions as previous studies. Other 
reasons could be that most of the studies took place years ago and that advertising has 
changed a great deal in recent years.  
 
 
6.2 Conclusions  
 
6.2.1 How are young men affected by provocative advertising and idealized models? 
 
Regarding provocative advertising, men believe that they do not see a major problem with it. 
Most men are not specially affected since they are used to provocative advertising. They 
believe that it is acceptable to a certain limit but if it exaggerated they can experience it as 
slimy and meaningless. Based on our data we can conclude that men have a more positive 
attitude toward a mild sexual appeal ad than a strong sexual appeal ad. 
 
Our data showed that most men are affected by idealized models in advertising, but men do 
not compare themselves with models in ads. Men understand that the models in the ads are 
not realistic in the way that they are not representative to the public. Due to this fact, men are 
able to enjoy ads in the same way as they enjoy movies and television. Men believe that 
people in general do not look like models in ads and models are only exceptions. One finding 
was that men perceive idealized models as role models and goals more than threats. The 
ideals seem to posses something that men are striving for. Idealized models affect men in the 
way that they encourage them to go the gym and become more fit. Although men sometimes 
compare themselves with models, they mainly relate to the feeling and situation in the ad. 
Men show positive attitudes towards idealized female models in ads since they prefer to look 
at beautiful and fit models. Idealized models do not affect their perceptions of women in 
general. Even if they think that the models in the ads are looking good they do not comparing 
them, for example with their girlfriends because they know it is not realistic and most people 
do not look like models in ads and that do not make them less sexy.  
 
Based on this discussion the major conclusions regarding the effect of provocative and 
idealized models on men can be summarized as follows:  
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• Most men are not specially affected by provocative advertising. 
• Men can enjoy idealized models in ads in the same way as movies and television  
• Idealized models have a positive effect on men and encourage them to improve their 

appearance 
• Idealized models do not affect their perceptions of women in general 

 
6.2.2 How do young men respond to brands and products used in provocative ads and 
advertising involving idealized models? 
 
The data showed that the effect of sexual stimuli in print advertising often creates more 
favourable responses on the brand recall and intention to purchase. One risk with provocative 
advertising is that men would care more about the models in the ads than the actual product or 
brand advertised.  Based on our questionnaire we can conclude that men’s attitudes are more 
positive toward a brand that uses a sexual appeal ad than a brand that used a mild sexual 
appeal ad. When the same question is brought up in the focus group discussion the opinions 
changed partly, then the respondents considered that sexual appeal ads were acceptable and 
that they do not obtain a negative feeling towards the brand. Men’s feeling appeared to be 
neither positive nor negative since they are so used to sexual appeals in ads. Nowadays they 
do not notice the provocative in the ads, more the pictures and models. The fact that sexual 
appeals in ads have become more common has lead to that men sometimes overlook the brand 
and the product, and only give attention to the ad.   
 
Advertising involving idealized models leads to more attention and increase men’s liking of 
the products. In contrast, advertising using less attractive models could make the products feel 
less serious. The importance of using idealizing models differs depending on the products, for 
example it is more important to use an attractive model for an underwear ad.  
 
Men’s attitude toward products is influenced by the ad. Products that are advertised by more 
sophisticated and classy ads create a higher value for men, and will lead to that they 
experience the products as more expensive. One risk with sexual appeal ads is that men focus 
too much on the sexual nudity so that they miss the product.     
 
Based on this discussion the major conclusions regarding men’s respond to brands and 
products used in provocative advertising and advertising involving idealized models can be 
summarized as follows: 
 

• One risk with provocative advertising is that men would care more about the models 
in the ads than the actual product or brand advertised 

• Men show more favourable attitudes toward a brand that uses a sexual appeal ad than 
a brand that used a mild sexual appeal ad 

• Advertising using less attractive models could make the product feel less serious 
• It is more important to use an attractive model for an underwear ad 
• Products that are advertised in a more classy way are perceived as more expensive  
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6.3 Implications  
 
 
6.3.1 Implications for Practitioners 
 
The implications for practitioners can be seen as suggestions to companies involved in 
marketing, either internal within the company or external in form of advertising agencies. The 
following implications are based on the empirical data, analysis and conclusions of this study.  
 
Our recommendations to advertisers are to use provocative advertising and idealized models, 
but only to a certain limit, when targeting young men. One risk is that men can focus too 
much on the model and overlook the brand and the product.  Another risk with using too 
provocative ads is that men will perceive it as slimy and less expensive. The importance of 
using attractive models depends on the product. Young men believe that it is more important 
with an attractive model when advertising for example underwear.  
 
The overall conclusion for advertisers to be aware of is that young men are affected positively 
by, and prefer advertising to be a bit provocative and contain idealized models. 
 
6.3.2 Implications for Theory  
 
The purpose of this study, as stated in chapter 1, is to explore, describe and to some extent 
explain how provocative advertising affects men and their perception of themselves. The aim 
has been to increase this understanding by answering the research questions connected to the 
purpose. By increasing the understanding of this area of research we have made some 
contributions to previous studies by interviewing young men in a focus group. With the 
findings of this study as a base, this area of research can be further tested which is what we 
will purpose in the following section.  
 
6.3.3 Implications for Future Research  
 
During this study we have discovered the extensiveness of the topic Provocative Advertising. 
Since it is an interesting subject we believe that future research can be of interest in the 
following areas:  
 

• During our study we found that the negative effects of provocative advertising are 
strongly debated, however the result of this study showed that men are affected 
positively. It could therefore be interesting to for future research it there are similar 
positive effects on women. 

• An important factor that affects views and perceptions is age. Since this study focus 
on young men, it could be of interest to conduct the same study on older age groups 
with different set of values.  

• Since this study was conducted on only one focus group containing a few participants 
it is a highly qualitative research. It could be interesting to compare the research with a 
more quantitative research with a larger number of respondents, for example a survey.  

• This study was conducted on young male students in the northern part of Sweden, 
which could have a major affect on the result. Since provocative advertising is rather 
common in Sweden, future research could be conducted in another country with 
another culture.   
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Research question 1: How are young men affected by provocative advertising and 
idealized models? 
 

1. Do you compare yourselves with models in ads? Why/ Why not? 
 

2. How do you experience the ideal in the ads? Are they attainable and realistic? 
 

3. How do you perceive yourself compared to models in ads? 
 

4. Do you experience the models in advertising as positive or negative? Why? 
 

5. Is it ethical correct to use sexual ads? 
Men? Women? 

 
 
Research question 2: How do young men respond to brands and products used in 
provocative advertising and with idealized models? 
 
What is your opinion about this statement? 
“The effect of sexual stimuli in print advertising creates favorable responses on brand recall 
and intention to purchase” 
 
How do you react to brands that use sexual appeals in their ads? 
 
Is the awareness decreasing or increasing towards the brand or product by using provocative 
ads? 
 
Do you like products more or less if they are advertised with attractive models? 
 
 Is your attitude towards the product affected by the ad? 
 
 Does the information in the ad influence your evaluation of the product? 
 
What is your opinion about this statement? 
Obvious sexual stimuli in ads make it harder to remember the ad and the product? 
 
If the product is not sexual related should sexual in the ad be questioned? 
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Forskningsfråga 1: Hur påverkas unga men av utmanande reklam och modell ideal? 
 

1. Jämför ni er med modeller i reklam? Varför/Varför inte? 
 
2. Hur upplever ni idealen i reklamen? Är de realistiska och uppnåeliga ? 

 
3. Hur upplever ni er själva jämfört med modellerna i reklamen? 

 
4. Vad anser ni om idealen i reklamen? Positivt/Negativt?  

 
5. Anser ni att det är etiskt korrekt med utmanande reklam? 

Men? Kvinnor? 
 
 
Forskningsfråga 2: Hur reagerar unga men på varumärken och produkter som används 
i utmanande reklam och med modell ideal? 
 

6. Vad anser ni om detta påstående? 
”Utmanande reklam gör att man lättare kommer ihåg varumärket” 
 

7. Vad anser ni om varumärken som marknadsförs med utmanande reklam? 
 
8. Ökar eller minskar uppmärksamheten till varumärken eller produkter genom 

utmanande reklam? 
 

9. Tycker man mer eller mindre om produkter som marknadsförs med snygga modeller? 
 

10. Påverkas attityden till produkten av reklamen? 
 

11. Vad anser ni om detta påstående? 
”Uppenbar sexuell anspelning i reklam gör det svårt att komma ihåg reklamen och 
produkten” 
 

12. Är det mer etiskt korrekt att använda utmanande reklam när produkten har anknytning 
till sex?  
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QUESTIONNAIRE (English version) 
 
1. What did the image resemble?  
....................................................................................................................................................... 
....................................................................................................................................................... 
....................................................................................................................................................... 
....................................................................................................................................................... 
 
 
2. What is your attitude towards the ad? 
 
 

• Irritating?  
 
             1               2               3               4               5              6              7          
          
No, definitely not                   Yes, definitely 
 
 

• Good? 
 
             1               2               3               4               5              6              7          
          
No, definitely not                   Yes, definitely 
 

 
• Informative?  

 
             1               2               3               4               5              6              7          
          
No, definitely not                   Yes, definitely 
 
 

• Offensive? 
 
             1               2               3               4               5              6              7          
          
No, definitely not                   Yes, definitely 
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3.  What is your attitude towards the brand? 
 
 

• High quality?  
 

             1               2               3               4               5              6              7          
          
No, definitely not                   Yes, definitely 
 
 

• Unsatisfactory? 
 
             1               2               3               4               5              6              7          
          
No, definitely not                   Yes, definitely 
 

 
• Appealing?  

 
             1               2               3               4               5              6              7          
          
No, definitely not                   Yes, definitely 
 
 

• Inferior?  
 
             1               2               3               4               5              6              7          
          
No, definitely not                   Yes, definitely 
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ENKÄT (Svensk version) 
 
1. Vad föreställde bilden?  
....................................................................................................................................................... 
....................................................................................................................................................... 
....................................................................................................................................................... 
....................................................................................................................................................... 
 
 
2. Hur upplevde du reklamen? 
 
 

• Irriterande?  
 
            1               2               3               4               5              6              7          
          
Nej, verkligen inte                  Ja, verkligen 
 
 

• Bra? 
 
            1               2               3               4               5              6              7          
          
Nej, verkligen inte                  Ja, verkligen 
 
 

• Informativ?  
 
            1               2               3               4               5              6              7          
          
Nej, verkligen inte                  Ja, verkligen 
 
 

• Stötande? 
 

             1               2               3               4               5              6              7          
          
Nej, verkligen inte                  Ja, verkligen 
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3. Hur upplevde du varumärket ? 
 
 

•  Högkvalitativt?  
 
            1               2               3               4               5              6              7          
          
Nej, verkligen inte                  Ja, verkligen 
 

 
• Otillfredsställande? 

 
            1               2               3               4               5              6              7          
          
Nej, verkligen inte                  Ja, verkligen 
 

 
• Lockande?  

 
            1               2               3               4               5              6              7          
          
Nej, verkligen inte                  Ja, verkligen 
 
 

• Underlägsen, sämre? 
 
            1               2               3               4               5              6              7          
          
Nej, verkligen inte                  Ja, verkligen 
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