(Sex in Advertising)
(Maslow’s Hierarchy of Human Needs)
(Freud’s Psychoanalytic Theory)
(Consumer Perception)
(Emoation)

(Attitude)

(Sex in Advertising)

(Emotional Appeals)

(2541)



(Sex in Advertising) 2

(Nudity) (Suggestive) (Shimp, 2000)

(2536)

(Sex Appeal)

(Product or

Brand Characteristic) (Beauty Product)

(Consumer Target Group)

(Marketing Situation and Competitors)

(Client Requirement)

Sex Appeal

(The Attitude of

Creative)



Shimp (2000) 3

1. (Stopping Power)

(Sexual Material)

2. (Enhance Recall of Message Points)

Bell (1988, :

2536)

. . 1960 . . 1970

(Sex Appeal) '



.. 2534

“ldentification Strategy”

, 2534)

(2541)

relevant Product)

13

(Sex Appeal)

(High Sexually-relevant Product)

(Medium Sexually-
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3. (Non-sexually-relevant Product)
(2542, "Sex is Sale
2542) 1.
2). 3). 4). 5). 6).
(Human) (Male Model)
(Female Model) (Both Male and Female
Models) (Non Human)
(Blatant and Obvious Sexual Appeals) (More Sophisticated Sexual Appeals)

(Both Blatant and More Sophisticated Sexual Appeals)

( , 2541)
()
(2541)
(Sex Appeal) ( 94.03)
( 5.97) 14 ( 11.10)
83 ( 65.87)
29 ( 23.02)
Riechert (1999)

(Cheesecake) (Beefcake)



15

.. 1983 .. 1993 John, stanaland Gelb (1998)
Cheesecake (Sexy
Female Model)
Beefcake (Sexy Male
Model)
(Cheesecake Beefcake)
4 1. bemure
(Everyday Dress)
2. Suggestive
3. Partially-clad
4. Nude
4 L
(No Contact) 2 (Simple Contact)
3. (Intimate Contact)
4, (Very Intimate Contact)
(Riechert et al., 1999)
(Cheesecake)
(Beefcake)
(Male
Nudity)

Polo Sport



(Brand Recall)

Seven, Belch Belch (1996)

(Sex Appeal)

(2542, “Sex is sale

2

(Maslow’s Hierarchy of Human Needs and Freud's Psychoanalytic Theory)

5

(Biogenic)

(Schiffman & Kanuk, 1996)

16

" 2542)
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21

(Maslow’s Hierarchy of Human Needs)

: Schiffman, L G., & Kanuk, L. L. (1996). Consumer Behavior. (6th ed.).Englewood

Cliffs, NJ : Prentice-Hall, p.109.

(Physiological Needs)

(Safety Needs) 1

(Driving Force)

(Physical Safety)



3. (Social Needs) (Love)

(Affection) (Acceptance) (Belonging)

4. (Esteem Needs)

(Egoistic Needs)

(Inward or Outward Orientation) Inward Directed Ego
Need
Outward Directed Ego Need
5. (Self-Actualization Needs)

(Physiological Needs)

Master Johnson (1996, cited in
Denney & Quadagno, 1992)
(Physical stimulation)

(Psychological stimulation)

4 1.
(The Excitement Phase) 2. (The Plateau Phase) 3.

(The Orgasmic Phase) 4, (The Resolution Phase)
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(Psychological stimulation)

(The Excitement Phase)

(Breast)
(Sex Flush) (Erection)
(Mytonia)
LC One
(Love) (Affection)
(Acceptance) (Belonging)
1
(Freud’s Psychoanalytic Theory)
(Schiffman & Kanuk, 1996)
Sex
Sexuality
(Petras, 1987)
(1d)
(Id)

(Instinctual Drive) (Id)
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(Primitive and Impulsive Drives)

(Schiffman & Kanuk,1996)

(1d) ,

(1d)

(Pleasure Principle) (Assael, 1998)

(Stages of Personality Development)

5 (Schiffman & Kanuk, 1996)
1. (Oral Stage)
1
2. (Anal stage)
1 -
3. (Phallic Stage)
3-6
4. (Latency stage) 5-11
5. ( Genital stage)



WBtfuflfitm " i~ IV
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(Oral

Stage)

5 (Genital stage)

3. I (Consumer Perception)

I (Perception)
(Asseal, 1998, p.205)

(Schiffman & Kanuk, 1996)

! !
(Selection) (Organization) (Interpretation)

(Stimuli)
(Primary/Instrinsic stimuli)

( : ) 2. (Secondary/Extrinsic

Stimuli)

(Sensory Receptors) 5



1)

2)

3)

(Secondary Stimuli)

(Motive)

(Schiffman & Kanuk, 1996)

(Perceptual Selection)

(Selection)

(Exposure)

(Attention)

(Selective Perception)

22



Organization)

1

(Closure)

(1983)

(Model Nudity)

(1987)

, 2538)

3.

23

(Organization) (Perceptual

(Integration)
Gestalt 3

(Figure and Ground) 2.

(Grouping)
(Assael, 1998)
(Recall) Davis Welsch
(Brand Recall)
Alexander Judd
(Brand Recall)
181
(Pasture)
(Perceptual Interpretation)
(Nudity)
(

Peterson Kerin (1977)



234
(Sex Appeal) 4
(Control Ad)
(Demure)
(Seductive)
(Nude) (Body oil)
(Ratchet)

(Seductive)

4. (Emotion)

24



25

(Emotion)
(Emotion)
(Holbrook & O’Shaughnessy, 1989)
(Needs) (Emotions)
(Needs)

(Negative Emotions)

(Positive Emotions) (Sheth étal., 1999)

Kleinginna Kleinginna (1981, cited in Villegas, 2001)

(Emotion)”

(Objective Factors) (Subjective Factors)

(Affective Experiences)

(Emotional Process)

(Physiological)

(Psychological)
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Stanley
Schachter (cited in Sheth et al., 1999) Schachter’s two-factor theory
2 ' I (Autonomic
Arousal) (Cognitive Interpretion)
2.2 (A Model of the Emotional

Process)

Sutamme

Bohaveenl

AR

: Sheth, J. N., Mittal B., & Newman, B. I. (1999). Customer Behavior : Consumer

Behavior, and Beyond. New York: Dryden Press, p. 357.

(Stimuli)
(Autonomic
Arousal) , (Meaning Analysis)
(Further Autonomic Arousal)
(Behavior Response) (Feeling

Experience)
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(Cognitive Components)
(Value) (Evaluation)
(Physiological Changes) (Feeling) (Desire)
(Expressive Behavior)

2.3

2.3 (Model of the Emotional

Process)

Personal Value

Message, Cogpnitive Physiological
Object or Event Beliefs ~ T Evaluation Changes Feeling
l Expressive
Desire .
Behavior

: Holbrook, M.B., & O'Shaughnessy, J. (1989). The role of emotion in advertising

Psychology & Marketing. 1(2), p. 51.

(Cognitive Appraisal)
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(Emotion in Advertising)

Ogilvy Raphaelson

(1982, cited in Nylen, 1993)

(Classical Conditioning)
( , 2543)

Kool (Emotion Cues)

Kool

24



29

24
Unconditioned Stimulus Unconditioned Response
Emotion Cues ' Emotional
> .
Experience
Pairing Conditioned Response

"KOOL" Package

Conditioned Stimulus

: Mizerski, R ., & White, J. . (1986). Understanding and using emotion in

advertising. Journal of Consumer Marketing. 3(4), p. 63.

(Repurchase)

(The Communication Model)

25
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2.5 (The Communication Model)
Ad Emotion Attitude Attitude
—_— > B ) —>
content responses toward toward
the ad the brand

2 s

: Holbrook, M. B., & Batra, R. (1987). Assessing the role of emotions as mediators of

consumer responses to advertising. Journal of Consumer Research.

14, p.406.
(The Communication Model)
(Ad Content)
(Emotional Response)
(Attitude toward the ad) (Attitude toward the brand)
Simpson,
Horton . Brown (1996)

(Male Nudity)



(Type of Emotions) 2

1. Plutchik’s Categories

Plutchik (1980, cited in Havlena & Holbrook, 1986; Sheth, et al., 1999)

8
1 (Fear) (Timidity)
(Terror)
2. (Anger) (Annoyance)
(Rage)
3. (Joy) (Serenity)
(Ecstasy)
4. (Sadness) (Pensiveness)
(Grief)
5. (Acceptance) (Tolerance)
(Adoration)
6. (Disgust) (Boredom)
(Loathing)
7. (Anticipation) (Mindfulness)
(Vigilance)
8. (Surprise) (Uncertainty)
(Amazement)

2. PAD Paradigm
Mehrabian Russell (1974, cited in Holbrook & O’Shaughnessy, 1989)

3

1 (Pleasure)
2. (Arousal)

3. (Dominance)

3l
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3 Mehrabian Russell
PAD
2.1)
21
Positive Negative
(Joy) (Sadness)
(Pleasure) (Friendliness) (Loneliness)
(Arousal) (Vitality) (Sluggishness)
(Liveliness)
(Overstimulation)
(Futility)

(Dominance) (Competence) (Ennui)

(Self-fulfillment)

. Holbrook, M. B., & O’Shaughnessy, J. (1989). The role of emotional  advertising.

Psychology & Marketing. 1(2), p. 55.

- (Pleasure)
(Hedonic Tone)

(Emotional Appeal)

Audi



- (Pleasure)

- (Dominance)

Havlena Batra (1986)
2 (Plutchik’s Categories PAD
Paradigm) PAD Paradigm
3 12 1. (Pleasure) /
( appy/Happy) / (Melancholic/Contented) /
(Annoyed/Please) / ( nsatisfied/Satisfied) 2. (Arousal)
/ (Sluggish/Frenzied) / (Clam/Excited) /
(Relaxed/stimulated) / (Unaroused/Aroused)
(Dominance) / (Controlled/Controlling) /
(Submissive/Dominant) / (Guided/Autonomous)
(Influenced/l fluential) Plutchik’s Categories
8 (Fear) (Anger) (Joy) (Sadness)
(Acceptance) (Disgust) (Expectancy) '(Surprise)
(Reliability) (Internal Validity)
(External Convergent Validity) PAD
Plutchik Havlena Batra PAD Paradigm

PAD Paradigm

33

PAD Paradigm
Plutchik’s Categories
Plutchik’s Categories

(Morris, 1995)
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(Measurement of Emotion)

1 (Verbal Measures)

(Adjective Checklists)
(Holbrook & O’Shaughnessy,
1989) (Rating Scale)
' Likert Scale Semantic Differential (Wiles & Cornwell, 1990, cited in .

Villegas, 2001)

2. (Nonverbal Measures)

SAM (The Self-Assessment Manikin)

PAD

“Magnitude Scaling Methods”

(Respondent)

(Aaker, Stayman, & Hagerty, 1986, cited in

Villegas, 2001)

(Shimp, 2000)

10

! (Morris, 1995)



3

3. (Psychophysiological Measures)

(Verbal Measures)

Electrodermal Activity (EDA), Electrocardiogram (EKG), Electromyogram
(EMG), Electrogastrogram (EGG), Electrooculogram (EOG), Electroencephalogram

(EEG) 1 Galvanic Skin Response (GSR)

Kroeber-Riel (1982, cited in

Holbrook & O’Shaughnessy, 1989)

PAD Paradigm

(Pleasure) (Arousal)
(Verbal Measures)

1 / /

(Dominance)

Holbrook Batra (1987)

Mehrabian Russell (PAD)
(Domination)
(Pleasure) 12
(Arousal) 69
(Domination)

16



Bradley (1992)
(Pleasure) (Arousal)
(Free Recall)
(Short - term Memory)
1 (Long-term Memory)
60
(Immediate Memory)
(Arousal)
(Pleasure)
(Long-term Memory)
1
(The Self-Assessment Manikin)
SAM
9 (Pleasure)
(Dominance)
( ) Morris (1995)

SAM 3

SAM-PAD

36

SAM

PAD

(Arousal)
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37

PAD
(Quadrants) X
4 2.6)
2.6 X (Pleasure X Arousal Space)
High Pleasure High Pleasure
Low Arousal High Arousal

Low Pleasure
Low Pleasure

Low Arousal High Arousal

: Morris, J. . (1995). Observations: SAM: The self-assesement and using emaotion in

advertsing. Journal of Consumer Research. 35 (6), p. 59.

(Quadrants)

Mehrabian Russell SAM

0.93

0.66

(Feeling)

(Morris.1995)



4. (Attitude)

Kinnear Taylor (1996)

Schiffman Kanuk (1996)

John Michael (1997,

2542; Loudon & Della, 1993)

1

(Object)

, 2543)

38
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2. (Attitudes are learned

predisposition)

3. (Attitudes have consistency)

4, (Attitudes occur within a situation)

, 2543; Assael, 1998)

- (Personal Experience)

- (External Influences)
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- (Culture Effects on Attitude

Formation)
(Theoretical Orientations of Attitudes)
1 3 (The Tripartite View of Attitude)
3 (Lutz,1991; Schiffman &
Kanuk,1996) ( 2.7)
11 (Cognitive
Component)
(Attitude Object) 1
(Beliefs)
1.2 (Affective Component)
(One Dimension)
(Feeling)
(Beliefs)
/ / /
13 (Conative Component)

(Intention to Buy)
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2.7 (Attitude Component)

fuansund

Affect

suaiiloyoyn

FumgAnsy

Cognition

S

\

Conation

: Schiffman, L G., & Kanuk, L. L. (1996). Consumer Behavior. (6th ed.).

Englewood Cliffs, NJ : Prentice-Hall, p. 239.

(The Tripartite View of Attitude)

(Lutz,1991)

(Brand Switching)

Gillete
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2. (The idimensionalist View of Attitude)
(Affect)
(Cognition) (Belief)
(Antecedents) (Intention to buy)
(Conation) (Lutz,1991)

2.8

2.8 (The Unidimensionalist View

of Attitude)
Beliefs Attitude Intentions Behavior

(Cognition) (Affect) (Conation) (Conation)

: Lutz, R J. (1991). The role of attitude theory in marketing. H. H. Kassarijian &
T. . Robertson (Eds.), Perspectives in Consumer Behavior. Englewood Cliffs,

NJ: Prentice Hall, p. 321.

(Attitude toward the Ad)

(Preference)

(Ajzen & Fishbein, 1980 cited in “Application

to Advertising: Attitude toward Ad and Brand Unidimension View,” 2001)

, (Assael,1998)
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MacKenzie, Lutz Belch (1986)

(Attitude toward the Ad)

Assael (1998) (Attitude toward the Ad)

(Attitude toward

the Ad Model)

(Edell & Burke, 1987 cited in Schiffman & Kanuk, 1996)

(Attitude toward the Ad Model)

2.9
2.9 (Attitude toward the Ad Model)
Exposure to
l the ad l
Judgments Feelings
about the ad from the ad
(Coanition) : (Affect)
Beliefs about Attitude toward
—>
The Brand the Ad
Behavior
| 2 <

: Schiffman, L. G., & Kanuk, L. L. (1996). Consumer Behavior. (6th ed).

Englewood Cliffs, NJ : Prentice-Hall, p. 251.
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(Affect)

(Cognition)

Batra (1984),
Bara  Ray (1986) Gardner (1985), Holbrook (1978), Lutz, MacKenzie ~ Belch
(1983), mitchell  olson (1981), Moore  Hutchison (1983), Park  Young (1986),
shimp (1981), shimp  Yokum (1982) (cited in Holbrook & Batra, 1987)

(Attitude toward the Brand) (Attitude
toward the Ad)
(Cognition)
2.10
2.10
(Message Effects) (Cognition) (AQ) (Behavior)
A
(A

. Holbrook, M. B,, & Batra, R (1987). Assessing the role of emotions as mediators of

consumer responses to advertising. Journal of Consumer Research. 14. p. 406.



(The

Assael (1998)

(Peripheral Factor)

Alexander (1978)

(1998)

et al.(1996)

(Male Nudity)

(Attitude toward the Ad)

(Affect)

idimensionalistView of Attitude)

Judd

45

John

Simpson,
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