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ABSTRACT 

THE DIFFERENT LEVEL OF SEX APPEAL ADVERTISEMENT THAT 

AFFECT PURCHASE INTENTION ON YOUNG CONSUMERS 

By 

Kong Yoke Kiew 

The use of sex appeal advertisement has been increase and became quite common in 

recent years. This scenario occurs due to sex appeal advertisement can draw the 

interest of customers and influence customer's purchase intention toward advertised 

product. However, Malaysia is an Islamic country which is very strict about the 

sexual advertisement. But, the young consumers in Malaysia are become more open- 

minded which able to accept the use of sex appeal advertisement. Therefore, this 

study was designed to examine the relationship between the customer attitude's and 

purchase intention for three different level of sex appeal advertisement which 

included low, medium, and high level of sex appeal advertisement. Hereby, a total of 

400 questionnaires were distributed to UNIMAS undergraduates from each faculty in 

Unimas Main campus. Therefore, the data collect were analysed by using 

Descriptive Statistics, T-test, Pearson Correlation and Multiple Regression Analysis. 

The finding of Multiple Regression Analysis shown that, all independent variables 

have a significant relationship with purchase intention for three different level of sex 

appeal advertisement (Please refer to Tablel6, 17 and 18). This finding suggests that 

the marketer and advertiser should understand the perception of young consumers 

toward different level of sexual appeal advertisement as it will influence the 

purchase intention and sale in the market.



ABSTRAK

KAJIAN TENTANG TAHAP IKLAN SEKS YANG BERBEZA 

MEMPENGAUHI NIAT MEMBELI PADA PENGGUNA MUDA 

oleh 

Kong Yoke Kiew 

Sejak kebelakangan tahun ini, penggunaan seks iklan telah meningkat dan menjadi 

perkara biasa. Situasi ini berlaku disebabkan ia boleh menarik minat pelanggan 

terhadap produk yang diiklankan. Walau bagaimanapun, Malaysia adalah sebuah 

negara Islam yang sangat ketat mengenai iklan seksual. Tetapi, pengguna muda di 

Malaysia menjadi lebih berfikiran terbuka dan dapat menerima penggunaan iklan 

seks. Oleh itu, kajian ini bertujuan untuk mengkaji hubungan antara sikap pelanggan 

dan niat membeli berdasarkan Liga tahap iklan seks iaitu tahap rendah, tahap 

sederhana dan tahap tinggi seks iklan. Dengan ini, sebanyak 400 soal selidik telah 

diedarkan kepada mahasiswa UNIMAS dari setiap fakulti di kampus Unimas Utama. 

Selepas itu, data akan dikumpul dan dianalisi dengan menggunakan kaedah statistik 

seperti Statistic Deskriptif, Analisis Pearson Korelasi, dan Analisis Regresi Berganda. 

Dengan itu, Analisis Regresi Berganda menunjukkan bahawa, semua pembolehubah 

bebas mempunyai hubungan yang signifikan ke arah tujuan pembelian untuk ketiga- 

tiga tahap seks Wan (Sila rujuk Jadual 16, 17 dan 18). Penemuan ini menunjukkan 

bahawa pemasar dan pengiklan perlu memahami persepsi pengguna muda tentang 

Wan seksual. Hal ini disebabkan ia akan mempengaruhi niat pembelian dan jualan di 

pasaran.
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CHAPTER 1

INTRODUCTION

1.0 Introduction 

This research proposes to identity the youths' purchase intention and attitude 

toward sex appeal advertisement in Malaysia. The explicit details of sex appeal 

advertisement and youth definition in Malaysia will be discusses on research 

background. In this chapter, the main areas are focuses on research background, 

problem statement, research questions, research objective, significance of the study, 

scope of the study, and will be ended with summarize for this chapter.

1.1 Research Background 

Advertising plays an important role to develop a strong brand name of 

company or products (Ezel & Lee, 2012). Advertising also can defined as any paid 

form and transfers the message through various media such as radio, television, 

newspaper, and magazine (Arens, Weigold & Arens, 2009). According to Kotler and 

Armstrong (2012), the advertising objective is a specific communication task with 

target audience. Also, the objective of advertising can be divided into three purposes 

which included create awareness, provide information of the product and service, 

and persuade the customer to purchase the product. 

Today, people around the world are exposed to hundred and maybe thousands 

of commercial messages in their daily life. According to Clow and Baack (2014), the 

average person encounters more than 600 advertisements per day through various 

media like television, radio, newspaper, magazine, or billboards. Besides that, the 

worldwide advertising spends exceeding an estimated $450 billion a year (Kotler &
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Armstrong, 2012). It means that advertising is an important way that used to 

communicate with customers and affect their intention to purchase the product. 

Furthermore, sex appeal advertising is an effective persuasive strategy which 

used to influence the customer's purchase intention. Sex appeal advertising is the 

sexual presentation for the advertised product and service. Besides that, the sex 

appeal can refer as approach used to draw the interest of consumers which influence 

their feeling and attitude toward the advertised product. According to Smith, 

Haugtvedt, Jadrich and Anton (1995) state that the sex appeal advertisement has 

become quite common for advertised the product. This means that sexuality is used 

as an effective tool to accomplish the successful in advertisement.

1.1.1 Malaysia Country 

In 1990, Malaysia has rated as upper-middle class country. Besides that, 

Malaysia is a multi-culture and multi-ethnic Asian country with four ethnic groups 

which included Malay, Chinese, India, and Native groups. Therefore, the culture and 

religiosity plays an important role in sex appeal advertisement. According to Frith 

and Muller (2003), the Asian countries will more conservative as compared to 

western countries. In addition, Brotto et al (2005) stated that the traditional Asian 

culture people such as Malaysia will less sexual experience and liberal attitudes than 

western culture people. 

As an Islamic country, the Malaysia government has revised the Malaysia 

Advertising Code which is greater influenced by Islamic value. According to 

Advertising Standard Authority Malaysia (2008), the Malaysia Advertising Code is 

used to controls the content of advertisement by restricting use sex appeal to sell the
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advertised product. Before the advertisement appear in media, the Malaysia 

government also will filter all advertisement especially advertisement from foreign 

country (Fam, Wallet & Erdogan, 2004). In addition, the female models must follow 

the advertising polite dress code for advertisement (Waller & Fam, 2000). The 

models must wear the clothes with cover from neckline to below the knees and 

doesn't allow nudity dressing. Besides that, the kiss scene, disco scene, and intimacy 

scene also not allow appear in advertisement.

1.1.2 Youth consumers 

Youth consumers can define as the stage in the life cycle before adult life 

begins. According to the Star online news (2011) stated that only those who are aged 

between 18 to 25 years old will be defined as youth. In today, the young consumers 

are quite liberal and able to accept the sex appeal advertisement. Since, the Malaysia 

government has imported western culture which aim to help individual has better 

access to culture diversity in globalization. However, it's may bring the 

westernization or culture exchange from local peoples especially for youth 

generation.

1.2 Problem of Statement 

According to Shimp (2003), the use of emotional appeal in advertisement is 

one of the effective persuasive strategies that use to increase the customer's purchase 

intention. Therefore, the sexual appeal advertisement is an effective approach to 

influence the customer purchase decision especially for fashion or beauty product, 

alcohol, fragrance and tobacco (Lambiase & Reichert, 2003).
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However, the issue of Malaysia is an Islamic country which government is 

very strict about the sexual advertisement. The Malaysia has revised the Malaysia 

Advertising Code of Ethics for television and radio to control the content of 

advertisement by restricting the use of sex appeal for promote their products. The 

previous research also stated that East Asian Culture is more conservative and 

doesn't like to use the sex appeal in advertising (Pendergast & Hwa, 2003). But, the 

Asian advertisers currently are more likely to choose the sex appeal advertisement. 

For example, the several advertising agency has choose to use the partially nude 

model for fashion or beauty product magazines like Female, Cleo and Elle. Thus, it 

is important to further study the youth attitude toward purchase intention for sex 

appeal advertisement. 

Furthermore, there are many previous research has study the comparison the 

effect between different level of sexiness female model (Judd & Alexander, 1983; 

LaTour & Henthore, 1993). The result has indicated that the people are more prefer 

the moderate level of sexiness female in advertisement. However, Liu, Li and Cheng 

(2006) mentioned that the different level of sexiness in advertisement may influence 

the different reaction and attitude toward the advertisement. In addition, there is a 

very little research has study about the three different level of sex appeal 

advertisement in Malaysia. Thus, it is important to further study the customer's 

attitude toward the purchase intention for three different level of sex appeal 

advertisement such as low level of sex appeal advertisement (fully clothes model), 

medium level of sex appeal advertisement (partially clothes model) and high level of 

sex appeal advertisement (nude clothes model).
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Reichert and Carpenter (2004) have found that the young people are more 

positively toward the sexual appeal as compared to older peoples. This is because 

young people are more open - minded which able to accept the sexual advertisement. 

Although there are many previous research studies on purchase intention for sex 

appeal advertisement (Reichert & Carpenter, 2004; Shimp, 1981; Maciejewski, 

2004). However, there is little research is focusing on youth groups. This research is 

focuses on youth consumers because they possessed important of future trend for sex 

appeal advertisement. Besides that, the youth consumers contribute a large part of 

the world's population because of their longer life expectancy. 

According to Cui and Yang (2009), the sexual advertising also possesses 

negative effect when the sexual appeal does not match with the product. Besides that, 

the Shimp (2003) also mentioned that the sex appeal advertisement will influence the 

positive or negative effect. It's depends on the appropriateness or relevance of the 

sexual content to the product. In addition, the Severn, Jessica, George and Michael 

(1990) also stated that the most effective sexual appeal advertisement occurs when 

sexuality is related to the product. Therefore, this research will choose to use the 

perfume as advertised product because it's a sexually relevance product. 

Consequently, different country has a different point of view toward the 

purchase intention for different level of sex appeal advertisement. Therefore, this 

research is to study the relationship between the factors that affect purchase intention 

on youth consumers for three different level of sex appeal advertisement. Also, due 

to limited previous studies in Malaysia, this research aim to take initiative to fill the 

gap of Malaysia context.
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1.3 Research question 

" Is there any relationship between attitudes toward advertisement, attitude 

toward product, reaction toward advertisement, ethical judgment and 

intention to purchase the advertised product for low level of sex appeal 

advertisement (model with fully clothes)? 

" Is there any relationship between attitude toward advertisement, attitude 

toward product, reaction toward advertisement, ethical judgment and 

intention to purchase the advertised product for medium level of sex appeal 

advertisement (model with partially clothes)? 

" Is there any relationship between attitudes toward advertisement, attitude 

toward product, reaction toward advertisement, ethical judgment and 

intention to purchase the advertised product for high level of sex appeal 

advertisement (model with nude clothes)?

1.4 Research Objective 

In this research, the objective can be divided into general objective and specific 

objective. 

1.4.1 General objective 

The main objective of this study is to identify whether the factors such as 

attitude toward the advertisement, attitude toward the product, reaction toward the 

advertisement and ethical judgment will affect youth consumers' purchase intention 

on advertised product for three different level of sex appeal advertisement.
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1.4.2 Specific Objective 

" To identify the relationship between attitudes toward advertisement, attitude 

toward product, reaction toward advertisement, ethical judgment and 

intention to purchase the advertised product for low level of sex appeal 

advertisement (model with fully clothes). 

" To identify the relationship between attitudes toward advertisement, attitude 

toward product, reaction toward advertisement, ethical judgment and 

intention to purchase the advertised product for medium level of sex appeal 

advertisement (model with partially clothes). 

" To identify the relationship between attitudes toward advertisement, attitude 

toward product, reaction toward advertisement, ethical judgment and 

intention to purchase the advertised product for high level of sex appeal 

advertisement (model with nude clothes).

1.5 Significance of research 

This study will give a brief view of impact of the sex appeal advertising to 

create the customers purchase intention. The purpose of this study is to examine 

whether the higher level of sex appeal advertisement will influence higher 

customer's purchase intention. Besides that, the customer's attitude toward 

advertisement and product, reaction toward advertisement, and ethical judgment 

toward the sex appeal advertising also is the purpose of the study. 

This study is worth to notice, the result will be significance and beneficial to 

marketers and advertiser in term of knowing the customer acceptance level,
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especially market targeted to youth consumers in Malaysia. Precisely, it is 

anticipated that the current study contributes to the following parts: 

i. To provide the deeper understanding of the underlying insight regarding what 

perception on young consumers in Malaysia towards the sexual appeal 

advertisement. 

ii. To support the business to better understanding the potential of sex appeal 

advertisement influence consumer's purchase intention. 

iii. How marketers or advertising agency design appropriateness of message 

appeal in advertisement for youth consumers in Malaysia.

1.6 Scope of research 

The purpose of this research is to determine the relationship between the 

effectiveness of sex appeal in advertisement toward consumers' purchase intention.

In other hand, the research also is to examine whether the high level of sex appeal 

will influence the high level of consumers' purchase intention. In this study, there 

have three different sex appeal advertisements which included low, medium and high 

sex appeal advertisement will be tested. Besides that, this research also studies that 

the consumer's attitude toward the advertisement, consumer's attitude toward 

product, reaction toward advertisement and ethical judgment that influence the 

purchase intention. 

In addition, the respondents in this research will be University Malaysia 

Sarawak (UNIMAS) main campus undergraduate students. Besides that, this 

research will collect the data from eight faculties in UNIMAS.
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