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Abstract 

With the increasing normalcy of using sex in advertising, the consumer responses have 

evolved over the decades. Viewer attitude for sexual advertising and effects on purchase 

intention have changed for the digital native generation. The sexual socialisation of 

adolescents has been analysed in this paper in the context of an all-pervasive sexualised 

environment that is unique to each user and is constructed by the user itself. In light of 

increasing adolescent sexual aggression perpetration, this study aims to analyse the effects of 

continued sexual advertising on attitudes towards sexual aggression and the effects on the 

brand. Results confirm that increased exposure is enhances anti-social attitudes and is 

detrimental to brand equity. The study also analyses sexual aggression as a mediator in the 

relationship between exposure to sexualised advertising and aggressive attitudes.  

 

Keywords: sex in advertising, adolescents, sexual aggression, brand equity 
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1. Introduction 

�³�:�H���G�R�Q�¶�W���P�L�Q�G���L�I���\�R�X���W�R�X�F�K���R�X�U���E�X�Q�V�����R�U���E�U�H�D�V�W�V�����R�U���H�Y�H�Q���R�X�U���W�K�L�J�K�V�«�´���U�H�D�G���D�Q���,�Q�G�L�D�Q���S�U�L�Q�W��
�D�G�Y�H�U�W�L�V�H�P�H�Q�W���I�R�U���D�Q���L�Q�W�H�U�Q�D�W�L�R�Q�D�O���I�D�V�W���I�R�R�G���F�K�D�L�Q���N�Q�R�Z�Q���I�R�U���L�W�V���V�L�J�Q�D�W�X�U�H���J�U�L�O�O�H�G���F�K�L�F�N�H�Q����

�7�K�H���E�U�D�Q�G���I�D�F�H�G���E�D�F�N�O�D�V�K���D�Q�G���L�V�V�X�H�G���D�Q���D�S�R�O�R�J�\ 

(�%�%�&���:�R�U�O�G���6�H�U�Y�L�F�H�������µ�:�R�P�H�Q���$�U�H���1�R�W���0�H�D�W�����1�D�Q�G�R�¶�V���¶, ��������) 

 

Marketers using sex in advertisements is a common practice. Since sex sells, the application of 

sexual appeal and sexual cues has increased considerably in contemporary advertising and 

approaches pornography in some cases, glorifying the violent exploitation of women (Capella 

et al., 2010; Gurrieri et al., 2016; Lanis & Covell, 1995)
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and consideration they deserve. Most studies for advertising focus on the revenue or brand 

promotional aspects, and practitioners’ primary intention is that consumers buy their products 

or services (Pollay, 1986). Children as young as 10-11 years old can learn behaviour from 

advertisements. Advertisements help form an attitude towards the brand and impact viewers' 

purchase intention. Like adults, children split information into smaller units to make 

information processing easier (Bakir & Palan, 2010). In advertisements targeted at children, 

boys are often shown to be aggressive, dominant, more knowledgeable, while girls are 

cooperative and shy (Browne, 1998). The influence of such portrayals on children is 

substantial. Adolescents are at an information driven transformational stage and are vulnerable 

to scripts around them. Adolescents are also a crucial consumer segment and household 

decision-makers, and brands spend large amounts of cash on this consumer stratum. Thus, it is 

pertinent to understand adolescents' reactions to advertisements so that managers can better 

predict and align their campaigns. 

Sex in advertisements is worthy of consideration given its pervasive use and misuse (Blair et 

al., 2006). The use of sex has been broad and combined with other emotional appeals like 

humour and violence. A sexual appeal has been used to sell products that are fit to use sex in 
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neutral ads. However, men with hostile sexism display higher purchase intention for sexualized 

advertisements. Sexual appeal using male models garners negative purchase intention 

responses from both men and women (Gramazio et al., 2021). Therefore, the following 

hypotheses: 

 

H4a. High (low) sexual aggression has a negative (positive) influence on brand equity 

H4b. High (low) attraction to sexual aggression has a negative (positive) influence on brand 

equity 

Respondents were exposed twice to the stimuli to capture the effects of repeated exposure. In 

one instance, product ads were shown, while service ads were shown on the other. The 

following products categories were chosen for the experiment: perfume, apparel, car, and fruit 

juice; and service categories chosen were: restaurant, gymnasium, dating app, and video game. 

Fictitious brands were created for the experiment that the respondent would not have previously 

known. 

After filling up this information, de-sensitization material was handed out to each participant, 

and they were asked to read the material in the presence of the experimenter. They were also 
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Aggression 

Aggression was captured using indirect measures. Two measures were used for the purpose. 

First, a word completion task was used, which has earlier been used to measure the effects of 

exposure to violent video games on aggression and related variables (Anderson, Carnagey, et 

al., 2003). It has also been used in music lyrics studies. The participants were given a list of 

incomplete words with missing letters. They were given 5 minutes to complete these words 

and fill in the missing letters. Each incomplete word could be filled in to form an aggressive, 

non-neutral, ambiguous, or invalid word. This measure was not translated to Hindi. The second 

measure was based on the works of Kristofferson et al., (2017) and used words from the 

Anderson Word Completion list. Participants were given a word search puzzle with ten 

aggressive words. The time for finding these words was recorded, and words found per minute 

was considered for analysis. The puzzle was made in English and Hindi. 

Attitude towards Brand 

A bi-polar adjective item scale measured attitudes towards brands using sexual appeal in 

advertisements (Latour & Henthorne, 1994). The scale consists of 4 items, measured on a 7-

point Likert scale (1 = “Definitely Not”; 7 = “Yes, Definitely”). The items include �+�L�J�K���4�X�D�O�L�W�\����
�8�Q�V�D�W�L�V�I�D�F�W�R�U�\��(reverse coded)���� �$�S�S�H�D�O�L�Q�J����and �,�Q�I�H�U�L�R�U��(reverse coded). The Pearson 

Correlation Coefficient for the scale was r(50, 0.50) > 0.231 and p-value < 0.01. The Cronbach 

Alpha was 0.836 for the English version and 0.891 for the Hindi version. Hence, the scale is 

valid and reliable.  

Brand Equity 

The scale for purchase intention was taken from the Consumer-Based Brand Equity scale 

(Baalbaki & Guzmán, 2016), and the brand preference items were chosen. The scale includes 

four items like �³�%�U�D�Q�G���;�� �Z�R�X�O�G���E�H���P�\�� �I�L�U�V�W���F�K�R�L�F�H���´��and responses were taken on a 7-point 

Likert scale (1 = Strongly Disagree; 7 = Strongly Agree). The Pearson Correlation Coefficient 

for the scale was r(50, 0.50) > 0.231 and p-value < 0.01. The Cronbach Alpha for the English,” 
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validity where the value for each scale item was higher than other discriminant values for 

related variables. 

Fornell-Larcker Criterion 

(Discriminant Validity) 

ASA BA PI SA 

0.910 
   

-0.448 0.973 
  

-0.390 0.786 0.934 







16 
 



17 
 

influences Attitude towards the Brand at a p-value = 0.000 and effect size of 0.513. Hence, high 

sexual aggression scores (SA, ASA) harm the Attitude towards Brand. A higher frequency of 

longer overt appeal advertisements negatively impacted attitude towards the brand. Thus, H3a 

and H3b are supported.  

 

Figure 5. Exp-3: Effects of Sexual Aggression and Attraction to Sexual Aggression on 
Attitude towards the Brand 

The above plot “a” denotes the effect of Sexual Aggression (SA) on Attitude towards the Brand 

(Att). SA is on the X-axis, and Attitude towards the Brand is plotted on the Y-axis. Plot “b” 

denotes the effect of Attraction to Sexual Aggression (ASA) on Attitude towards the Brand 

(Att). ASA is on the X-axis, and Attitude towards the Brand is plotted on the Y-axis. 

A similar negative effect of sexual aggression variables was observed for purchase intention. 

High Sexual Aggression and Attraction to Sexual Aggression negatively influence Brand 

Equity with p-values of 0.000 and effect sizes of 0.410 and 0.387, respectively. Hence, high 

sexual aggression scores (SA, ASA) lead to lower purchase intention. Thus, H4 a and H4b are 

supported. 

 

Figure 6. Exp-3: Effects of Sexual Aggression and Attraction to Sexual Aggression on Brand 
Equity 

The above plot “a” denotes the effect of Sexual Aggression (SA) on Purchase Intention (PI). 

SA is on the X-axis, and PI is plotted on the Y-axis. Plot “b” denotes the effect of Attraction to 

Sexual Aggression (ASA) on Purchase Intention (PI). ASA is on the X-axis, and PI is plotted 

on the Y-axis. 

�6�H�[�X�D�O���$�J�J�U�H�V�V�L�R�Q���D�V���D���0�H�G�L�D�W�R�U 

Sexual Aggression was studied as a mediator in the relationship between exposure to sexual 

appeal in marketing communication and the dependent variables, �Y�L�]��, Aggression, Information 

Sharing Behaviour, Brand Recall, Advertisement Recall, Attitude towards Brand, and Brand 
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Equity. The analysis was conducted using PROCESS Macro Model-4 on SPSS 24. The indirect 

effects considered for each dependent variable were significant. The confidence intervals for 

Aggression were studied for both measures separately and were (3.136, 5.624) for Words 

Completed and (0.352, 2.439) for Words found per minute. Information sharing fell within CI 

(0.790, 2.720). Brand Recall with a negative relationship exhibited CI (-3.183, -1.279). The 
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5. Conclusions 

The research primarily intends to contribute towards the social impact of continued exposure 
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signifying potential and vulnerability. Sex education during adolescence, 10-19 years, is a 

crucial intervention to develop healthy sexual relationships (Ismail et al., 2015; Udoh & Okoro, 

2015). Studies report that students who have access to sexual education programs show lower 

risk of risky sexual behaviour. Given their connectedness to social media, researchers and 

practitioners must focus on its significance and may develop social media interventions for 

global impact on sexual health promotion (Cornelius et al., 2019). Sex education programs 

promote respectful relationships, consent, non-discrimination, and gender equality and enables 

adolescents to navigate their transition to adulthood. The study concludes that there is an 

emerging need for a regulatory authority to curb the social cost incurred by the use of sex 

appeal in advertisements; and highlights the need for sex education programs in schools, 

communities, and homes for vulnerable and impressionable adolescents to promote an 

environment of respectful relationships, consent, non-discrimination, and gender equality.    
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