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A Study on the Attitude Effect of Sex Appeal Advertising

Back, Jung-Hyun

Department of Business Administration, Graduate School,

Pukyong National University

Abstract

Although there were a lot of debates and studies about the effects of sex
appeal advertising in many countries, not much of it has been done in Korea.

Sex appeal advertising is a type of a advertising appeal to get more
reaction from customers through a sexuval stimulus. The purpose of this
study is to measure the effects of advertising by model type and advertising
copy in sex appeal advertising affects on the recall, attitude and purchase
intention to a brand and a product.

The 3(model Type) X 2(copy ads, without-copy ads) experimental design
was used. Model type subdivided into female model sex appeal ad, male
model sex appeal ad, and non-sex appeal ad. We measured attitude toward

the ad(Aa) and brand(Ay) as well as recall and purchase intention of Ad and
brand.

The subjects were undergraduate students of both sexes. The product for
the experiment had to be ones that most undergraduate students had
purchased or used so they would have enough knowledge about the product

and the product should have a sex appeal. The fashion watch was chosen as
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the experimental product.

If a test has been done with an existing advertising, there could be some
difficulties in measuring experimental test effect accurately for effects of
pre-recognition, preference trend and royalty to the existing brand. Then a
new advertising product (fictitious brand) has been created for this
experimental research: fashion watch named A.toll. Since it is a fictitious
brand, it minimizes the familiarity effect of the existing brand.

The experiment was done in three steps: (1} pre-exposure measurement, (2)
exposure, and (3) post-exposure measurement. To measure the each status,
questionnaire was given to answer as a survey form. Two factors ANOVA
and T-test with SPSS statistics software package were conducted for statistical
analysis.

From the results of this experiment, we could make two conclusions; first,
it can be estimated that sex-appeal advertising is effective.  The effect
comparison of sex appeal and non sex appeal advertising showed that sex
appeal advertising has higher effect than non sex appeal advertising on all
factors except the brand recognition factor.  Second, speaking generally,
advertising copy(headline) the informational factors was not effective. The
effectiveness analysis result of sex-appeal advertising to advertising copy
informational factors showed that there are some difficuities in measuring the
effectiveness of advertisement with informational factors advertising copy
alone. In other words, consumers recognize all advertising factors together
(message, visual, model and color), not any of them alone.

Future research could address experiment with other product type, other

target consumer group rather than college students on their 20s, and other
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advertising type rather than printed advertising material. Furthermore, future
studies should be similarly carried out in more than two kinds of different
type of product with various time intervals between exposing and measuring

time.

Key words: sex appeal advertising, attitude effect, model body exposure,

advertising copy
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