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Abstract 

Problem: Consumer characteristics have proved to be important influencers in how adver-
tisements are perceived among consumers. Researchers have started to investigate if this 
assumption is valuable also in special and uncommon marketing strategies. A new field of 
research regarding advertising is the study of taboo themes. Researchers have so far mainly 
investigated how consumer respond to advertisements containing themes of taboo, but less 
research examines the influence of consumer characteristics. The questions is to which de-
gree, characteristics like age and gender affect the response consumers have towards taboo 
advertising. This question is of importance, as it will impact the strategy marketers can use 
when deciding which consumers to target. 

Purpose: The purpose of this study is to investigate how age and gender of Swedish con-
sumers influence how they respond to sexual appeal and violence within advertising. To 
add further depth to the study, three research questions have been constructed. 

Method: In order to draw a conclusion that gives answers to our purpose, a quantitative 
research approach has been employed. The data was collected through a questionnaire 
among Swedish consumers, with 190 respondents. This primary data collection was per-
formed over an online survey tool and the result was later investigated in SPSS. The ques-
tionnaire included advertisements that contain themes of sexual appeal and violence, in a 
way to measure consumers response. 

Conclusion: The conclusion succeeds to answer the purpose of the study as well as the 
three research questions. The main findings are that the characteristics age and gender have 
an influence on the response most of the times. However, this influence seems not to be 
the only factor, but instead other characteristics and aspects seem also to contribute to the 
response of consumers. Two cases which both affect the outcome is if a product is of high- 
or low-involvement or if the taboo used is congruent with the product. The influence is 
different depending on investigating age or gender. 
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1 Introduction 

The introductory chapter will provide the reader with a general background about taboo advertising and 
problem definition. Subsequently, the purpose is defined and related research questions are given. The chap-
ter is then concluded with the relevance and contribution of the study together with the delimitations. 

1.1 Background 

In today’s highly competitive marketplace it gets more and more difficult for companies to 
adapt their advertisement so it catches the attention of consumers. Therefore it is im-
portant to advertise a company’s products in a way that makes them special and unique. 
The use of taboo themes as a tool to provoke consumers’ attention is one way to achieve 
this. Taboo themes are found everyday in our western society and advertisements represent 
one of the strongest proofs for this fact. European researchers, who were one of the first 
to deal with the subject of taboo topics in advertising, defined it as "something that should 
not be touched” (Freitas, 2008:1). The problem is that things that should not be touched 
can often be more attractive than anything else. The forbidden contents of taboo some-
times lead to shock and provocation (Sabri, 2012). Most times advertisers use different 
strategies where they try to hide or not confront the different taboos which exist in their 
current society. In other cases taboo is used intentionally within advertising, even if the 
product itself is not perceived as something that seems to be related to fields of taboo top-
ics. The application of taboo themes in advertisements used to be associated with luxury or 
fashion products, but nowadays it is more and more used for many different product types 
(Sabri & Obermiller, 2012). 
 
The main topics which have been discussed in taboo advertising are sexual appeal, improp-
er language, violence, death and disease (Peterson & Kerin, 1977; Sabri, 2012). Even in the 
open-minded western society we are living in today, marketers often carefully choose the 
advertisement in order to prevent too much provocative content for the public. One im-
portant issue that should be concerned is sexism within advertising (Boddewyn, 1991). In 
many markets today there are a lot of considerations taken when a product is advertised 
together with sexual taboo themes. The results of how customers respond to sex and sexu-
al appeal within advertising are diverse.  For instance, Manceau & Tissier-Desbordes (2006) 
find that individual variables from consumers in the French market have a discriminating 
effect on taboo themes concerning sex. According to Peterson and Kerin (1977) the diver-
sity in results might be explained by the strengthening value of the taboo and the degree to 
which it is congruent with the product, i.e. if it is matching the perceived attributes of the 
product.  
 
The effectiveness of using taboo in advertising can also be affected by different characteris-
tics among customers (Zhurgenova, Chan & Wern, 2014). Previous research put high em-
phasis on the characteristics age and gender. According to the study of Sabri (2012) which 
focused on the French market, women respond more negatively than men, when adver-
tisements contain taboos. Also age affects the response style towards different advertise-
ments, especially because taboos are changing over time (Sabri, 2012). Taboo is a cyclical 
issue which is influenced by the time it finds itself within. The importance of being adap-
tive in advertising must therefore be underlined. The general belief within our society is 
that it is considered to be harder to provoke the younger generations than the older ones. 
Again, the results can vary between different advertisement campaigns, but age is still one 
of the most relevant characteristics to consider. 
 



  

 
5 

Cultural differences are one of the most important factors within marketing. In order to 
enhance the growth rate of a company and to target as many customers as possible, it is a 
necessity to adapt to new situations and cultures. One of the issues concerned are taboos 
and how the taboos are changing from one culture to another. The use of variables sur-
rounding the subjects of sex and decency within advertising vary a lot depending on the 
country (Boddewyn, 1991). Already Hofstede (1998) investigated the affect of situations 
within the country concerning issues around masculinity and femininity on  how the di-
mensions of taboo will vary, but also the range of different needs which are the most vital 
to satisfy in the particular culture. Thus, Sweden is an example of highly interest, as it is one 
of the most feminine countries on earth (Hofstede, 1998).  It is interesting to see how mes-
sages that include themes of taboo are interpreted by the Swedish consumers. 

1.2 Problem definition 

Over the years, much research has already focused on the importance of the cultural back-
ground as religion, language, traditions or education as an impact on how people respond 
to advertising (Sabri, 2012). However, the authors perceive that too less research is made 
within the demographics of a country like Sweden. As we outlined above, taboos can 
change over time. With a constantly aging society like Sweden has it, the average age of the 
population is increasing over time, and with it the attitude towards taboos, especially to-
wards advertisement taboos, might change over time. Therefore it is important to test, if 
age has an influence after all among the Swedish population on advertisements. Also the 
consumer characteristic `gender´ is of interest to the authors. When looking at products 
and their corresponding marketing activities, often they seem to target one or the other 
gender in a sometimes stereotypic way (Oswald, 2010). The reason might be the different 
perception between the gender groups towards the product. Referring to this assumption, 
it should be tested if gender consequently is an influencing variable on taboo advertisement 
in particular. Moreover, earlier research in other countries put already emphasis on the rel-
evance of age and gender regarding the response and perception of advertising. These 
characteristics have sometimes proved to be important aspects in the considerations of ad-
vertising (Sabri, 2012). However the authors find it relevant to further analyze the influence 
of age and gender on consumers from other cultural backgrounds than the one already re-
searched. Therefore this thesis seek to evaluate if young men, young women, old men and 
old women in Sweden respond differently towards taboo advertising. All in all, the authors 
discovered a research gap that narrows down the research area by choosing one single 
country only (Sweden), and that focuses on two important consumer characteristics (age 
and gender) in order to test their influence on the perception of taboo advertisement.  
 
Another limitation in research so far is that it focuses mainly on sex and death as themes 
within taboo, which both contains very strong level of taboo. In existing research there is a 
lack of studies analyzing other fields of forbidden content. To investigate if also lighter ver-
sions of taboo will be viewed differently depending on the consumer characteristics the au-
thors choose to focus on sexual appeal and violence. 
 
In earlier studies, the advertisement used has in many cases been manipulated or it con-
tained an imaginary product. The authors find this incomplete due to the lack of rein-
forcement value in the advertisement. This means that the taboo theme used is not viewed 
in its natural form. Therefore, we find it highly relevant to make a similar study but with 
existing advertisement where it can be tested if the response differs when the taboo used is 
congruent with the product. The authors are also adding another dimension in to the study 
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by testing if consumers respond differently to taboo advertising if the product is of high or 
low involvement.  

1.3 Purpose and research questions 

The problem discussion explains that there exist previous research in the topic of taboo 
advertising, but what is also mentioned is the lack of research, in which existing companies 
and products are used, and in particular among Swedish consumers. Earlier research focus-
es mainly on the fragrance sector and has left a gap in the literature of how consumers with 
different characteristics respond to taboo advertising in other fields of the market. 
 
The purpose of this study is therefore to investigate how age and gender of Swedish consumers influence how 
they respond to sexual appeal and violence within advertising. With response it will be measured if consum-
ers have a positive or negative attitude towards the advertisements and if they believe the advertisements to 
contain too much taboo. 
 
This thesis will consider the following research questions among Swedish consumers: 

- How do age and gender influence the response to taboo themes in advertisement? 
- How do the response differ between high and low involvement products? 
- How does the response differ if the taboo used is congruent with the product? 

1.4 Contribution 

The concept of taboo advertising is relatively new and not fully explored. There still exist 
several gaps in this area which can be filled. This study contributes to previous research by 
using real advertisements that are not manipulated and by focusing on Swedish consumers 
to obtain a less wide cultural scope. Earlier research has mainly focused on provocative ad-
vertising, and even if this many times is used as a synonymous for taboo advertising there 
exist important differences between the two concepts. It is also relatively unexplored how 
consumer characteristics influences the way consumers respond to taboo advertising. The 
main focus in earlier research is about acceptance towards sexist advertisements. The con-
clusions on how age and gender influence the way consumers respond to sexual appeal and 
violence are relatively diverse and this study will add knowledge to this topic. 
 
The study contributes to existing research by investigating how consumers respond to ta-
boo advertising in Sweden, which later can be compared to other studies, for example to 
the French consumers. Research has shown that the French show historically more ac-
ceptance (Manceau & Tissier-Desbordes, 2006) and many previous studies are focusing on 
that market. This thesis also investigates two relatively unexplored topics regarding re-
sponse to taboo advertisement. The authors analyze if the influence of age and gender dif-
fer regarding if the product is of high- or low-involvement. By doing this it is possible to 
reach a conclusion on when and if taboo is more accepted for specific products. Further-
more, the authors investigate if the response also differs if the taboo used is congruent with 
the product. This means that consumer characteristics can have a greater impact on the re-
sponse if the taboo topic and product are closely related. 

1.5 Delimitations 

To better understand the content of this study and to make the thesis more specific, the au-
thors have chosen to limit the product range used. The fields of products that will be inves-
tigated are clothing and car industry. The reasons why the authors will work specifically 
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with these two product ranges are to easier choose advertisement that contains specifically 
the themes of sexual appeal and violence. Furthermore, since taboo is a very wide concept 
we have chosen to only focus on two different types. Due to the limitations concerning 
time frame and length of the paper, the two categories in this thesis are sexual appeal and 
violence.  
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2 Frame of Reference 

The aim of this chapter is to convey the reader with a deeper understanding concerning taboo advertising and 
to present existing theories and models relevant for the analytical section.  

2.1 Market communication process 

The process of communication is often depicted within models that are trying to express 
this procedure. An accurate model will here explain the communication process and how a 
message is interpreted by the receiver. William Schramm (1954) developed a model con-
cerning the communication and the message. Schramm had a conviction that each individ-
ual message is an interaction between the sender and the receiver. The communication be-
tween these sources are always consisting of “message loops” (Botwman & Targowski, 
1987). Schramm’s communication model does in a great extent consist out of different 
channels. In the world of marketing this can be described as the upstream channels which 
consist out of suppliers and the downstream channels which consist out of distributors. 
(Duncan & Moriarty, 1998). The theory involves encoding and decoding a transmission of 
a message, and this message is shared in an experience which the person involved is partic-
ipating in. 
 
The communication is not only a one-way processs, but an emission. Instead of focus on 
the message, which is transmitted as a one way process, it can take on a completely sender 
oriented approach when its viewed as an emission. Schramm described this as a magic bul-
let (Van Ruler, 2004). The basics of the communication model can be summarized with a 
source that encodes a message, followed by the disturbances in the communication pro-
cess, a receiver which decodes the message and also the feedback which will send back the 
response to the source. The whole process of communication is performed when market-
ing is practiced (Duncan & Moriarty, 1987). This process can be translated into the lan-
guage of marketing. The source is then the company, the product symbolize the message 
which the company is trying to mediate, the different channels are the distribution of the 
product, the disturbances in the process are competitive companies or products, the receiv-
er is the costumer, and the feedback is the customer service which is provided and the 
marketing itself (Duncan & Moriarty, 1998). 
 
The link between the communication process and the work in marketing and advertising is 
strong. Feedback is an important part of the communication. Schramm described the feed-
back as “reversal of the flow, an opportunity for communicators to react quickly to signs 
resulting from the signs they have out” (Duncan & Moriarty, 1998:4). Feedback has a cen-
tral part within two-way communication and traditional marketing have always used feed-
back as an essential tool to succeed with their marketing strategies. The feedback has been 
a tool to develop and to become even more persuasive, because it's important within adver-
tising to always try to be persuasive and this can in a great extent be developed from the 
feedback which you will receive (Van Ruler, 2004). 
 
Within marketing the communication process is often planned and contains many different 
measures which are used, such as sales activities, mass communication activities, and inter-
active or direct communication. The interaction within the communication process does al-
so have many different stages and one of them is when the message is sent. The sources of 
messages can be divided into four different groups (Gröönroos, 2004). Two of these are 
planned messages and unplanned messages. Planned messages are sent as a part of the pro-
cesses while unplanned messages can be communicated through news stories, word to 
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mouth or employee gossip. The message can be mediated in many different ways but will 
always reach the receiver with a certain message. 
 
Concerning taboo and the communication process it is still unclear which communication 
processes that might lead to that people have an agreement to declare a topic or a theme as 
a taboo. Speculations say that it might be implicit content in a message which tend to create 
implicit agreements when the topic in question is being discussed (Petronio, 2000). Com-
munications have always played an central part in attracting but also keeping the customer. 
Today is the communication process getting even more important when social media and 
internet have a vital part within this practices, and this contributes to the importance of the 
unplanned message (Duncan & Moriarty, 1998). 

 

Figure 2.1: Schramm’s Model of Communication 

 
(From Wilbur Schramm, “How Communication Works” in The Process and Effects of Commu-
nication, ed. Wilbur Schramm (Urbana: University of Illinois Press, 1954), pp. 3-26) Taken 
from the website 
http://www.shkaminski.com/Classes/Handouts/Communication%20Models.htm 

 

2.2 Provocative advertising 

The goal of advertisers is to break through the clutter and create ads that catch customers’ 
attention. To convey a message that customers will remember gets more and more im-
portant due to the high competition marketers are facing. Many different strategies are used 
to adapt to this competition and advertisers have been using the qualities of the product or 
increased the aesthetic message as a way to stand out. The use of provocative ads is some-
thing that has occurred much more in later years. Provocative advertising should not be 
used as a synonym for taboo advertising. Provocation is a strategy that use themes that 
shock the audience, for example taboo themes, while taboo itself is the stimuli used to 
make the strategy (Vézina & Paul, 1997; Manceau & Tissier-Desbordes, 2006). According 
to Vézina and Paul (1997) provocation can be explained as a communication strategy with 

http://www.shkaminski.com/Classes/Handouts/Communication%20Models.htm
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the intention to shock particular groups of the market to increase attention. The goal is that 
more steps will be taken by the customer after that the advertisement is noticed (Dahl, 
Frankenberger & Manchanda, 2003). Therefore provocation can include many different 
appeals and works as a provocative strategy when the appeals used has very little to do with 
the advertised product. This is the reason why we can distinguish for example sexual appeal 
from provocative appeal, since the first one mentioned will have a higher provocation ef-
fect if it has no connection to the product. However, using sex in advertising has proved to 
be an important factor in provocation, with both female and male images (Ford and 
LaTour 1993; Jones, Stanaland, and Gelb 1998; Simpson, Horton, and Brown 1996; Smith 
et al. 1995). 

Further on Vézina and Paul (1997) define provocation in advertising as “a deliberate appeal, 
within the content of an advertisement, to stimuli that are expected to shock at least a portion of the audi-
ence, both because they are associated with values, norms or taboos that are habitually not challenged or 
transgressed in advertising, and because of their distinctiveness and ambiguity.” (Vézina & Paul, 
1997:179). Therefore provocative advertising is made up by ambiguity, distinctiveness and 
transgression of norms and taboos. For something to be provocative it needs to leave 
space for interpretations. The viewer should wonder what the message is about. Distinc-
tiveness is important because of its originality and an ad similar to others will most likely 
not provoke customers as much. The component of taboo is however the key to a provoc-
ative ad, and ambiguity and distinctiveness will not succeed to shock without the use of 
these themes.  

2.3 Taboo advertising 

Freud (1928) was one of the first to distinct the meaning of taboo. According to Freud the 
importance to describe taboo is to understand its normative nature and the movement, 
sensual pleasure, and communication that it serves to restrain. The two main categories are 
topics related to sex, with incest being the worst, and death, which also includes the dis-
tance taken to violence and suffering (Freud, 1928).  

The old way of describing taboo as something that is prohibited and prevents people from 
acting in ways that are not socially accepted (Webster, 1942) was expanded by Walter 
(1991) to also include its limitations to be expressed in communications. Goodwin (1990) 
and Walter (1991) imply that because of moral, decency or religious reasons the conversa-
tional norm should restrict people from speaking about taboo.  Sabri and Obermiller (2012: 
870) define taboo as “a behavioral or verbal act that societal norms prohibit and generally 
considered to be publicly unmentionable”. Furthermore, Sabri (2012a:217) define taboo 
advertising as “is that which uses images, words or settings to evoke a taboo for a propor-
tion of the target audience. It can shock or offend by transgressing internalized norms or 
by triggering emotionally ambivalent responses, such as simultaneous excitement and 
guilt”. 

Earlier literature put high emphasis on the distinction between advertisements on taboo 
topics (Waller, 1999; Wilson & West, 1981) and the use of taboo themes in the implemen-
tation of ads (Dahl et al., 2003; Vézina & Paul, 1997). The two different contexts of taboo 
in advertising can be explained as the promotion of a product that is considered taboo, this 
can be related to sex or death, or in the second case when taboo themes are used as a way 
to communicate, even though the product itself is not considered taboo (Manceau & 
Tissier-Desbordes, 2006; Sabri & Obermiller, 2012). Thereby the advertisers choose to 
work with a taboo-themed ad that present topics such as sexual appeal or violence as a 
strategy to communicate a stronger message and enhance attention on the ad, without be-
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ing forced to this because of the topic of the product itself. It is the latter way of using ta-
boo that the authors focus on within this study. 

The strategic use of taboo in advertising as a communication strategy to provoke has be-
come a common practice (Vézina & Paul, 1997) and to use this strategy have shown to in-
crease attention (Manceau and Tissier-Desbordes, 2006). However, the gained attention 
does not mean that the response will be positive to such stimuli. 

2.3.1 Sexual Appeal 

The use of sex is one of the major parts of taboo and frequently used in different commer-
cials and advertisements as a way to break through the clutter and arouse emotions and in-
crease attention among consumers (Hyllegard, Yan, Ogle, & Attmann, 2010). Sex appeal 
can be found in many different appearances but is mainly originated from nudity and the 
use of sexual attractiveness (Bello, Etzel & Pitz, 1983). Sexual appeals are defined as “brand 
information messages in an advertising context that are associated with sexual information 
represented as either images, verbal elements, or both” (Reichert, Heckler & Jackson, 
2001:14). The degree of sexual appeal is an important factor to whether or not the adver-
tisement will be perceived as sexy and appealing to consumers or if it will have an effect of 
offending and upsetting the audience. The authors classify a high degree of sexual appeal to 
be considered as taboo with considerations taken to the study of Freud (1928). This means 
that the sexual appeal use explicit sexual stimuli. 

The result of the studied research in the area of how sexual appeal influences the consumer 
differs. Empirical research provides support for both negative and positive features to the 
attention given to the product. Some studies show that sexual appeal increases the attention 
and interest to advertisements (Putrevu, 2008) while other researchers state that it stimu-
lates negative reactions among consumer (Gould, 1994). Furthermore, Pollay (1986) mean 
that sexual appeal challenges consumer sense of decency. The reason for these differences 
are many but Dahl, Sengupta and Vohs (2009) mean that the main reason depends on the 
context of sexual appeal, the audience targeted and the intensity of the sexual stimuli.  

2.3.2 Violence 

Except sexual appeal the authors have chosen to focus on violence as the second type of 
taboo. According to Gerbner, Gross, Singorelli and Morgan (1980) violence in media can 
be defined as “the overt expression of physical force compelling action against one’s will 
on pain of being hurt or killed and actually hurting or killing” (Gerbner et al., 1980, p. 705). 
As sexual appeal, also this definition of violence is consistent with Freud’s (1928) descrip-
tion of taboo, that death also includes the distance taken to violence.  This means that for 
an advertisement to be seen as violent it should be against the will of the victim and the 
shown violence should be tied to the victim. Forsman (1996) mean that the most common 
element within violence is physical violence. 

The same as with other themes of taboo, violence is also mainly used as a way to shock the 
consumer and in this way increase the attention toward the advertisement. However, in ear-
lier research this type of taboo advertising has many times been seen as offensive (Waller, 
2007). 
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2.4 Target audience 

2.4.1 Gender 

Gender is an important characteristic when you're trying to confront taboo advertising. 
When you're watching an advertisement the processing of the advertisement is an im-
portant factor. According to various research the processing is supposed to use different 
strategies from females to males (Darley & Smith, 1995). With gender as key variable in the 
processing of commercials it is important for advertisers to understand the processing dif-
ferences to be able to confront the different segments with the best possible outcome 
(Darley & Smith, 1995). Many are the discussions about this differences and why they exist. 
One theory can be find from the french film theorist Christian Metz. Christan Metz did 
bring up a gender dimension which were existing within the imaginary signifier of advertis-
ing. According to Metz this process start when the children are recognizing sexual differ-
ences between their parents and can start to form symbols and building their own reality 
(Oswald, 2010). This differences are later used within the world of advertising were sym-
bolic traits from the genders can be used to approach the different genders in different 
ways. Within the field of luxury marketing the aim is to approach different genders in dif-
ferent ways always present and the force of physic drives internalize the consumers (Os-
wald, 2010). 
 
Research has later investigated differences in how segments within the society are reacting 
towards this provocative advertisements. Two variables did play a particular important role 
in the response of the advertisement. This two variables showed to be age and gender 
(Vezina & Paul, 1997). The fact that there are differences between the genders in how to 
process sex appeal and violence also creates uncertainty about the use of sex appeal for the 
advertisers (Liu, Cheng, & Li, 2009). 
 
Another important factor is that commercials which sometimes seems to be provocative to 
one of the genders can appear to be appealing to the other gender (Liu et al., 2009). There 
is also differences in the perceptions of different commercials between the two genders. 
For example perception of what is the meaning of being “sexy” is different from males to 
females (Liu et al., 2009). When the perceptions of the advertisements tend to be this dif-
ferent from one gender to the other it is important to the advertisers to pay attention to 
not provoke the “target audience” which they have in mind and use the provocation in the 
best possible way. 

2.4.2 Age 

Age is a factor which has a strong relationship with certain implications to advertising. 
There's many theories which are indicating that what aims you have are changing when 
people age and grew older (Fung and Carstensen, 2003). When the goals are changing do 
many things in life changes but on of them is how you perceive advertisements. For exam-
ple is there analysis which shows that age has an momentous impact in the evaluation of 
taboo advertising and especially within violation within advertising (Sabri,2012). Sometimes 
can differences also exist within the age segments, because the cognitive age varies. Re-
search within advertising uncover that when humans are processing advertising is it not 
their chronological but their cognitive age which will interact with the advertisement 
(Chang, 2009). Differences in the response of advertisements will therefore be seen within 
age segments (Chang, 2009). 
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Younger adults do in general find emotional appeal more compelling than rational appeal 
and to older adults was it more appealing with rational advertisements than commercials 
which highlighted emotional appeals (Mckay-Nesbitt, Manchanda, Smith & Humann, 
2011). According to Sabri (2012a) advertisement which contains taboo tend to create emo-
tions to the viewer. What is sensitive to different age segments can vary in a great extent. 
When it comes to older people have advertisers been recommended to avoid stereotyping 
them as powerless and sick. This is one of the themes which tend to provoke the elderly 
the most (Stephens, 1991). 
 
It is important for the advertisers to approach the differences between the age segments in 
a careful way. Advertisers need to carefully evoke certain emotional effects which belong to 
different individuals (Mckay,Nesbritt et al., 2011). Another issue which is concerning taboo 
is what you term as “private sphere”, which means  topics or themes which you concern as 
to sensitive to be spoken about in public (Dickson-Swift, James, Kippen & Liamputtong, 
2007). What this themes are is something that in a great extent varies between different age 
groups, but also between different cultures. From stereotyping the elderly as powerless and 
sick to themes about nudity, the variations between the age segments are always present. 
Sometimes older people can also be attracted my themes which brings back feelings about 
when they were young. Advertisers which are targeting age groups above 55 have for ex-
ample been advised to use actors in the commercials which are 10-15 year younger than 
themselves (Stephens, 1991). This is also one variable which extends the variation in the 
perceptions of different age groups and individuals, also between people which are in the 
same age but feel differently about their cognitive age. 
 

2.5 High or low involvement product 

Different source factors which can be related to persuasion are discussed through the con-
cept of the Elaboration likelihood model (Petty, Kasmer, Haugtvedt & Cacioppo, 1987). 
Within the elaboration likelihood model you have different stages in how high or low the 
involvement will be from the customer for a certain product. 
 
The motivation to process information is an important part of the elaboration likelihood 
model and will often change depending on the product (Gordon, McKeage & Fox, 1998). 
An advertisement about a product is trying to tell us different things through a message 
which the advertisement is trying to mediate. If the involvement is high are the costumer 
more motivated to resist this particular message and stay critical towards the message. On 
the other hand, if the product involvement is low is the commitment to the case not that 
strong to the customer and there is a higher risk that the customer will be convinced by the 
message which are conveyed out (Gordon, McKeage, Fox, 1998). When the product has a 
higher relevance or consequences to the customer it will increase the  importance of build-
ing a reasoned and more legitimate opinion about the mediated message (Petty, Cacioppo 
& Schumann, 1993). 
 
Different factors will interact in how involved the costumer will be in the decision and 
price is one of those factors (Morris, Woo & Singh, 2005). When a costumer is buying a 
house they often want their high expectations to be confirmed. For example even if they 
paid a high price can the high price they are paying for a custom-built home be legitimate 
to the customer if their high specifications and standard are satisfied. A house is one item 
which many times require high involvement, another item which often requires high in-
volvement is when you buy yourself a new car (Molesworth & Suortti, 2002). Clothing is an 
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item which often in a great extent can vary in involvement from case to case. When a con-
sumer is purchasing new clothes for an important event can sometimes the involvement 
increase and it is these times important to the customer to be provided the best possible 
service (Morris et al., 2005). When it comes to high-involvement products will the price 
serve as-well as a factor in the involvement of the purchase. There is often for example 
high expectations on the buying process when it comes to cars, and therefore does the 
consumer need to feel that they have negotiated themselves into the best possible price 
(Molesworth & Suortti, 2002). Within fashion clothing involvement has been said to be uti-
lized in a great extent. Some people will engage in very high involvement when it comes to 
fashion clothing but on the other hand will there sometimes be cases when the involve-
ment is lower, in comparison to  when a costumer is making a car purchase. Many con-
sumers see fashion clothing as important but they will still not feel the real attachment or 
significance of the product. This is a case of low-involvement decision making within fash-
ion clothing (O’Cass, 2000). It is important to add that clothes is an item which will switch 
in importance and involvement from one customer to another. It is said to be an item 
which have an “heart of the person relationship” to the customer (O’Cass, 2000). Here can 
there be variations between different age segments and also between the genders in what 
level of involvement that is reached for a particular clothing item. For example are females 
supposed to be more involved within fashion clothing than males and it’s also said that 
younger consumers shows a greater level of involvement than older consumers (O,Cass.A, 
2000).  
 
Related to the theories around high-involvment processing and low-involvment processing 
it is important to include the central and peripheral route (Petty.R, Heesacker. M, Hughes, 
J., 1997). During the central route does the consumer more actively thinking about the 
message and this will generate in a positive or negative response about the message which 
is mediated. The central route is related to higher motivation to think criticially about the 
underlying meaning of the message and this route can related to high-involvement pro-
cessing and high-involvement decission-making (Petty, Heesacker & Hughes, 1997). The 
peripheral route is in a great extent the opposite of the central route. When the peripheral 
route is viable the consumer don’t have much credence to the information and the con-
sumer do not spend much time on issue-relevant thinking towards the message. For exam-
ple, when the peripheral route is viable can the consumer without the need to spend any 
time on critical thinking accept the opinion of the expert as correct. The peripheral route 
can be related to low-involvement processing and decission making and the lower level of 
critical thinking which is occuring during this stage (Petty, Heesacker & Hughes, 1997). 
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Figure 2.2: Elaboration Likelihood Model 

 
(Model from Petty and Cacioppo, website: Floris Wolswijk, 2014) 

2.6 Fit between product and taboo used 

One issue within advertising is when and if there's a fit between the product which is ad-
vertised and the taboo which is used to attract the attention of the consumer. Symbols 
which are related to death are sometimes used in advertising, and the best relation to death 
can get within advertising is to alcohol and cigarettes, two products which are actually legal 
in most countries and have the ability to kill you (Sabri & Obermiller, 2012). Death is often 
used as a tool in advertisements which are concerning products which maybe do not have 
any relation to death. For example is the use of death in perfume commercials an example 
of when taboo is used without any reinforcement value, most times to attract the attention 
of the viewer (Sabri & Obermiller, 2012). The clothing company Benetton used death ta-
boos in their European commercials for women fashion clothing. The commercial received 
a lot of critics and were seen as extremely controversial. This is an example of where an ad-
vertisement use a taboo theme when presenting a product which is not itself a taboo (Sabri 
& Obermiller, 2012). 
 
The advertisements of Benetton continued to mediate controversial themes about death, 
capital punishment, homosexuality and racism. When violence is contained within an ad-
vertisement there is often a high risk that the response will be negative concerning the vio-
lence which are used within the advertisement (Söderlund & Dahlen, 2009). It has also 
been seen as provocative that many violent advertisements mediate the wrong messages 
concerning gender, where the messages sometimes show women as a object for violence 
which is later carried out by men. 
 
The relevance between the taboo used and the product which is advertised can affect the 
reactions of the consumers. When you are using sex appeal when you are trying to adver-
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tise a car is an example of this. If a woman is wrapped over a car might this be seen as 
more provocative than if sex appeal is used in an advertisement which is within fashion 
clothing (Gill, 2008). This might not be the best strategy if you want to sell the car to a 
woman and this example brings up the importance of congruence between the taboo used 
and the product which is advertised. 
 
Within fashion clothing is the absence of congruence sometimes present as well, Benetton 
has as earlier mentioned used this kind of advertising but also Diesel and Sisley have in an 
provocative way used violence within their clothing advertisements and this with a mixed 
response (Andersson, Hedelin, Nilsson & Welander, 2004). Diesel did use pictures of muti-
lated body parts and the advertisements of Sisley were accused of being violent and insult-
ing. An advertisement company named Quick did make a survey where 500 people did 
gave their response towards the violent advertisements of Sisley. The survey showed that 
about 44 people no longer were interested in buying this products, and only 30 percent did 
not bother about the advertisements. This kind of advertisements use a concept which is 
called shock advertising where violence is used to create reactions from different shocking 
contents (Andersson, Hedelin, Nilsson & Welander, 2004). 
 
Cars are an item which have often been used in more violent and aggressive ways, and can 
in a larger extent be related to violence (Redshaw, 2007). The car can many times be seen 
used as a weapon and the aggressive approach of car advertisements are in a great extent 
used in current car advertisin. Extreme advertising which brings up contents with includes 
violence can be seen as less controversial within car advertising than within clothing adver-
tising (Redshow, 2007). 
 
The congruence of sex appeal advertising can be found within the world of fashion and 
fashion clothing. For example has the fashion company Vogue used sex appeal in 178 of 
their advertisements, a number which shows the strength of sex appeal within fashion 
(Park, 2014). With the history of fashion marketing in our mind it is hard to deny that sex 
appeal always have been an important tool to use within fashion advertising and it is also 
hard to deny the fact that the beauty of the woman have been important to the success of 
the advertisements in this field. “Sex sells” still stands within the fashion and beauty indus-
try (Park, 2014). 
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3 Method 

In this section of the thesis the methodology is described and arguments for the choice of research design is 
provided. Furthermore, the method for the data collection is explained, as well as a description of the process 
of data collection. The chapter ends with an argumentation on how the data will be analyzed. 

3.1 Research approach 

Research approach can be seen as different actions which are taken by different stakehold-
ers to improve particular situations. The research approach is founded on quantitative or 
qualitative methods and sometimes a combination of them both (Malhotra et al., 2012). 
There are many different factors which can be seen as contributors to the final research 
approach. The strategies, the knowledge claims and the methods can be seen as some of 
the most important factors to the final research approach (Creswell, 2003). The quantitative 
approach is directed towards different claims to develop further knowledge and the quanti-
tative approach does often include surveys or experiments where you have the ability to 
collect information which will turn into statistical data (Creswell, 2003). 
 
The quantitative approach often consists out of specific variables and hypothesis, and the 
use of observations and measurements are palpable within the quantitative research ap-
proach (Creswell, 2003). Quantitative research have during time been used in science and 
within business, but sometimes may the context have a high amount of complexity and this 
attracted researchers to search for a method which the quantitative research not were able 
to explain sufficiently (Newman & Benz, 1998). This made researchers and professional 
journals to point more towards the qualitative research method (Newman & Benz, 1998). 
The qualitative research method does in a greater extent use different constructive perspec-
tives to make different knowledge claims and different meanings, and individual experience 
play a bigger part in the configuration of the research (Creswell, 2003). The qualitative re-
search method often focuses on different elements such as grounded theory studies, eth-
nographies or phenomenologies. Different research methods suits different kinds of stud-
ies and in our case are the concrete figures within quantitative research more suitable than 
what the qualitative research has to offer. Qualitative research tends to contain more open-
ended data with the aim of developing themes which can be based on the data (Creswell, 
2003). Qualitative research often seek towards the different nuances and are often trying to 
find life experiences instead of aggregate evidence (Whittemore, Chase, Mandle, 2001). 
This is also why we chose to not include qualitative data within our research, because our 
main target is to find out the actual differences in response between our target groups and 
how these differences can relate to applied models. Life experiences and different nuances 
are factors which we therefore must set aside. 
 
The final approach is the mixed method approach. This approach is based on pragmatic 
foundations and is trying to use both methods in the best possible way to understand dif-
ferent research problems (Creswell, 2003). The mixed approach uses both text information, 
as for example interviews, and numeric information as in data collection. In this way will 
the mixed approach contain both qualitative and quantitative data (Creswell, 2003). The 
mixed method has sometimes been said to have an advantage within advertising because it 
can be a great asset when it comes to the creative advertising strategy (Arora & Stoner, 
2009). Within the world of advertising is it important to make the consumers feel the 
product as meaningful. Quantitative data provides a good objective insight within this field 
and the qualitative data involves creative richness into the research (Arora & Stoner, 2009). 
As earlier mentioned is our choice to only use quantitative data because this data will be 
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sufficient for the purpose of our study. Our choice to only focus on quantitative data and 
not qualitative data also excludes the mixed method approach because we do not think we 
need the qualitative content to successfully compile our study. Different ways may be used 
when a researcher is trying to form legitimacy around their approach and one way to do 
this is through deduction. Deduction is one kind of reasoning where some premises helps 
to validly indicate a conclusion (Malhotra et al., 2012). The process of deductive reasoning 
most times starts from some principles where the deduction is created and will continue 
towards a conclusion which relates the deduction to the particular question in mind 
(Malhotra et al., 2012). 
 
Another method which is used when a researcher is trying to form legitimacy around their 
approach is abductive reasoning. Within abductive reasoning is explanatory hypothesis 
evaluated and formed (Thagard & Shelley, 1997). Abductive reasoning does not follow log-
ical processes but does instead achieve its advances through intuitive progress which comes 
forth as whole, which often contains unexpected observations which cannot be explained 
through established theory (Kovacs & Spens, 2005). The third way that researchers are able 
to form their legitimacy around is induction. Induction is a way of reasoning that believes 
that a combination which is repeated can be universally generalized (Malhotra et al., 2012). 
For example can the deductive approach be unfolded in a field where questions are identi-
fied without any theoretical framework. Theoretical frameworks can sometimes be seen as 
narrowing and restrictive towards the researcher’s perspective and may these times limit the 
creativity (Malhotra et al., 2012). The research will be based on quantitative research, be-
cause the quantitative research will be able to measure the response on the advertisements 
in a satisfactory way because our purpose is to measure a response which will be compara-
ble between the different segments which we are targeting. The technique which we here 
will use is to conduct a survey which is a technique which is based on a structured ques-
tionnaire which is distributed out to a sample of the population which you want to collect 
data from (Malhotra et al., 2012). During a survey is many different questions asked to the 
respondents and the subjects which are concerned can vary widely (Malhotra et al., 2012). 
A survey is an efficient method for us to gather the statistics we need to be able to measure 
the response from the different target group we chose to include.  
 
The quantitative approach will be the best way for us to receive the information which we 
need in a convenient way and still be able to do the analysis which we want to do. In this 
way we can get an exact response on different advertisements which can be measured for 
comparability purposes. In which extent an advertisement can be ranked in different levels 
of taboo is something that actually can be measured in numbers, for example 1 to 5, and 
what we want to find out is what specific taboo that is sensitive to different genders and 
age groups. This will show us the response from this specific target group. This is some-
thing that is measurable through the quantitative research approach.  
 
There are some general advantages of the survey method, which also are applicable in our 
case. One of the advantages are that the survey is easy to manage but also that the answers 
are limited to the ones we choose to include, in our case 1 to 5, which makes it easy to 
compile the research (Malhotra et al., 2012). The fixed response is an advantage to use and 
will make it easy to measure in what extent different advertisements are seen as taboo from 
the view of different target groups. A qualitative approach would in this respect maybe give 
us more information about why different groups might have different views on advertise-
ments, but our aim is not to understand exactly why, but which the differences in reactions 
are concerning advertisements that include taboo contents. The quantitative method will 
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give us the answer we need to measure these differences in a good way, and to include a 
qualitative approach would complicate the results more than they would give us valuable 
information. These are the main reasons why we chose to confront our research question 
with the help of a quantitative approach. Our research will be directed towards a deductive 
approach. Within the deductive approach it is more common that the respondents answer 
specific questions with a consistent language and logic (Malhotra et al., 2012). This will also 
be the case in our research and our research is also based on some premises which we will 
see as true if the premises will be true (Malhotra et al., 2012). We will also use specific 
numbers to measure our results, which also is an approach which can be related to deduc-
tion (Malhotra et al., 2012). This way of making the research will fit us better, because what 
we want to measure is the perception of what taboo is from different perspectives, and 
which kind of taboo that is provoking to much to meet its purpose, that is to attract and 
gain consumers. If the response is to negative towards one advertisement is there a general 
understanding that this advertisement is too provocative to be able to meet its purpose. 
This can be measured in numbers, and the numbers are the different levels which the re-
spondents chose from. These are the instruments which we use to measure specific varia-
bles which will be developed through our research (Malhotra et al., 2012). Deduction is in a 
larger extent related to the quantitative approach that we use in our research to create a 
measurable research.   
 

3.2 Research design 

Research design is a framework which explains how you will conduct the research to your 
marketing project. The research design contains different details and important information 
which concerns the obtaining of information which you need to solve your marketing re-
search problem (Malhotra et al., 2012). The aim which the research design is pointing to-
wards is to be able to avouch that the project will be conducted in a way which is effective 
and efficient (Malhotra et al., 2012). 
 
Two types of research design can be defined as the basic foundations within research de-
sign and are of particular importance within the science of marketing. These two types of 
research design are exploratory and conclusive research design (Malhotra et al., 2012). By 
definition exploratory research design can be described as a design which is often charac-
terized by more evolving and flexible approaches where attempts are made to understand 
different marketing issues which sometimes are difficult to measure. On the other hand, 
conclusive research design is more characterized by being measured from more clearly de-
fined marketing issues (Malhotra et al., 2012). In this thesis we discuss a clearly defined 
marketing issue concerning taboo advertising with focus on measureable results. We have 
made this delimitation in order to implement a study where different characteristics will be 
comparable. The conclusive research design is here the most viable method to include in 
our study.  
 
Within the field of exploratory research the information can be loosely defined and the re-
search process tends to be flexible, while it within the field of conclusive research is neces-
sary that the information is clearly defined and that the research process is formal and 
structured. There are many examples of what may be an exploratory research design and a 
conclusive research design, but two essential examples of either kind are qualitative inter-
views within the field of exploratory research design and surveys within the field of conclu-
sive research design (Malhotra et al., 2004). Qualitative methods are used more within the 
field of exploratory research when an issue not can be measured in quantitative numbers 
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and exploratory research is characterized by flexibility and does most times not include 
structured questionnaires or large samples (Malhotra et al., 2012). The main target of the 
conclusive research design is easier to measure and can often include variables such as to 
test a specific hypothesis or to investigate specific relationships more closely. Attributes 
which are typical within conclusive research is formality and structure (Malhotra et al., 
2012). 
 
Even though Malhotra et al. (2012) state that both an exploratory design and a descriptive 
research design sometimes tend to feed in to each other and that it often might be good to 
have a mix of them both, the authors have decided to only take on a conclusive research 
design. The purpose of this study is to examine if age and gender influence the response 
which the consumer has regarding sex appeal and violence within advertising. Since the aim 
is to closely investigate if there exist a difference in the response is a measurable design to 
examine relationships more relevant than to understand the nature of an issue with a flexi-
ble approach. Hence, a conclusive research design is the best option and the one that will 
be used in this thesis. However, a conclusive design consists of two different types of de-
sign. These two parts are descriptive and causal. 
 
The aim of a descriptive research design is to be able to make a description of the market 
characteristics and different functions. It is also always trying to formulate a specific hy-
pothesis or research question (Malhotra et al., 2012). A descriptive research design is most 
times well-structured and often based on large representative samples. A causal research 
design differs from a descriptive design in the way that the aim is more to collect various 
evidence which are concerning ‘cause-and-effect relationships’ (Malhotra et al., 2012). A lot 
of decisions within marketing are based on ‘cause and effect relationships’ and the causal 
research design is a good way to examine the validity of this relationship with the help of 
formal research. It is important to use the causal research design when you are trying to 
understand different variables that are the causes and the effects within different marketing 
issues (Malhotra et al., 2012). In this thesis, we have not adopted that there is a cause and 
effect relationship between age and gender and the response concerning taboo advertising. 
Instead the authors are investigating a potential relationship between the characteristics of 
the consumers and the response. With this in hand it comes natural to use a descriptive re-
search design where the objective is to use research questions to describe a market phe-
nomenon. The descriptive research will take on a single cross-sectional design which means 
that information is gathered only once and that only one group of participants will be used 
from the target population (Malhotra et al., 2012). By using a descriptive research design 
the focus for the empirical study lies in a quantitative survey. This means that the questions 
will be well structured and include closed-end questions which will take on a larger sample. 
This method suits our research and will contribute to the measurability of this study. 

3.2.1 Primary/secondary data 

The collection of data analysis is often divided into primary and secondary data. Primary 
data does most times originate from the researcher itself and does most times contain in-
formation which the researcher have collected to fit the specific problem or issue which the 
focus is pointing towards (Malhotra et al., 2012). The primary data is harder to collect than 
secondary data and may sometimes generate in higher costs and the process of collecting 
the data can sometimes also be very time-consuming (Malhotra et al., 2012). The primary 
data is always information that is collected for the specific research problem of the re-
searcher. Secondary data consist out of data which have already been collected in earlier re-
search, and those times were the aims different to the researcher than it is for the particular 
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research which the researcher now is trying to execute. Secondary data is used to reanalyze 
data with the aim of answering a new research question with the help of old information 
(Glass, 1976). 
 
In this study are both primary and secondary data used. Secondary data is retrieved from 
earlier research to get more information about our theme and to support our research 
question with essential information. Primary data is in our study retrieved from the survey 
we conduct ourselves which completely focus on our specific research question. The sec-
ondary data is collected before we start to collect the results for our primary data (Malhotra 
et al., 2012). It is important to be able to back up your study with a good combination of 
primary and secondary data. Our primary data will be discussed contra our secondary data 
and comparisons may be executed.  

3.3 Questionnaire 

It is important that the marketers are trying to see their questionnaire from the view of the 
respondents of the questionnaire (Malhotra et al., 2012). In this way will the researcher be 
able to create a more effective design that have an approach which relates to the respond-
ents. There are no general guidelines about how you make a questionnaire in a good or bad 
way, instead it is more about experience and timing (Malhotra et al., 2012). A questionnaire 
needs to involve decision-makers that support the characteristics of the target group which 
you are aiming towards and there are some objectives which you need to take into account 
to make this process progressed in a successful way. The questionnaire is defined as a cer-
tain technique where the data collection consists out of different questions which are pre-
sented to the respondent in a certain way (Malhotra et al., 2012).  
 
Our research will be based on an online survey which is a great tool to use to be able to 
overcome geographic boundaries and reach many people in an efficient way (Malhotra et 
al., 2012). The survey is also easy to conduct with digital tools. Online and postal surveys 
are self-administered, so the questions need to be simple and it is also important to provide 
with detailed instructions (Malhotra et al., 2012). When it comes to the questions can they 
either be structured or unstructured. If the questions are unstructured questions are they 
asked with an open answer which the respondent is supposed to answer with own words 
(Malhotra et al., 2012). Unstructured questions do not suit our research because it would 
generate in too much responses that would have been hard to measure. It might have add-
ed more depth to our study, but sometimes you have to know where the study must be de-
limited.  If you instead use structured questions you will have a pre-specified response on 
different questions which is based on different alternatives which the respondents have to 
choose from. This can vary from multiple-choice questions to a scale and even further al-
ternatives (Malhotra et al., 2012). In our case will we use structured questions where the re-
spondents have the ability to choose from a scale how they want to rank the different ad-
vertisements which will be in the survey. Scales can be used in many different ways and we 
have decided that this is the best way for us to get measurable numbers for our research 
(Malhotra et al., 2012). 
 
In a questionnaire you sometimes use pilot-testing, which is when you test a questionnaire 
on a small sample of the respondents.  In this way can you be able to identify different 
problems and also eliminate them. In a pilot-test it is important to be extensive and all the 
different aspects which can be taken into consideration around the questionnaire should be 
covered (Malhotra et al., 2012). Different aspects which here can be taken into considera-
tion can include layout, instructions, content, wording sequence and others. Different par-
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ticipants for the pilot test and later on the actual survey should be picked up from the same 
population. The tests will later on be done in the best possible way if you use face to face 
interviews even if the actual survey is going to be done in other ways, for example on the 
internet or by telephone, as is the case in our study which is executed through internet. 
(Malhotra et al., 2012). 
 
It is important to collect a certain amount of answers from the respondents if the survey is 
going to be seen as valid. The aim for the survey is to reach at least 100 respondents. With 
100 respondents would we manage to get below 10 percent margin of error 
(Sciencebuddies.org, 2015). Instead we managed to reach as much as 190 respondents 
which gave us a margin of error about 7 percent (200=7.1%) which of course for us can be 
seen as a great achievement that strengthens our survey (Sciencebuddies.org, 2015). To 
achieve this we shared the survey with potential sample groups over Facebook and email. 
We also tried to reach our different age segments by sharing it with our family who later 
forwarded it to employees and friends. By doing so we could manage to reach the older 
segments because our friends on Facebook tend to be around our age and for this survey it 
is important to collect scattered responses from different age segments.  

3.3.1 Selection of sample and sample composition 

An important element when conducting a survey is sampling. The process of sampling is a 
vital tool in the selection of groups from the population. Population is an important ele-
ment and consists in this study of Swedish consumers. This is the group which makes up 
the purpose of the research which will be investigated (Malhotra et al., 2012). To be able to 
obtain necessary information about the population it is essential to take either a census or a 
sample. A census consist out of a full numbering of all the elements within the population, 
in other words all the different participants. The sample is the group which has been col-
lected to be involved in the research. Since it would be impossible to conduct a survey with 
the whole population the authors chose a smaller sample to participate. It is important here 
that the chosen sample represent the characteristics of the population (Sarstedt & Mooi, 
2014). 
 
As specified in the introduction chapter the purpose is to investigate the influence of age 
and gender in the response towards taboo advertising. More specifically, age will be limited 
and divided into three groups. The first group is people between the age of 18-29, the se-
cond group is people between 30-49, and the third group is people above 50. The reason 
why people under 18 are excluded from the survey is because they have not as high rele-
vance to the chosen advertisements.  Since the study wants to look at both genders the 
chosen sample of the empirical investigation consists of both men and women above 18 
that live in Sweden. 
 
According to Malhotra et al. (2012) there exist different sampling techniques. The one used 
in this thesis is non-probability sampling. This technique includes convenience sampling 
and rely more on the judgment of the researcher than on chance when choosing the right 
sample. The reason why the authors will be using non-probability sampling is because the 
sampling units will be easy to access and measure. Therefore it is less costly and less time 
consuming than other sampling techniques (Sarstedt & Mooi, 2014). By using the tech-
nique of convenience sampling the authors will select participants after convenience and 
therefore they will consist of people that are easy to target but still fulfill the necessary 
characteristics to engage in the study. Among the younger people participating in the sur-
vey are students making up the biggest part, both because of the convenience to reach 
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them and also because they typically reflect different areas in Sweden. We will also include 
a method called snowball sampling when collecting statistics from different age groups and 
genders (Malhotra et al., 2012). A snowball sampling technique uses a strategy where a 
group of respondents initially is selected randomly. This is done by targeting groups which 
will possess the desired characteristics of the population we are looking for (Malhotra et al., 
2012).  The rest of the sample will be selected after their accessibility, this to achieve the 
best possible mixture of sampling methods.  

3.3.2 Ethical considerations 

Ethical issues are an important element within marketing research. Marketing research of-
ten involves contact with people and different methods are used to collect data which later 
are used in different ways, for example in advertisements (Malhotra et al., 2012). To be able 
to have an ethical approach it is important to avoid abusing the people involved in any way, 
this may be done if you for example use misrepresentation of the findings in advertising 
(Malhotra et al., 2012). 
 
There are many different guidelines which you need to follow to be within the ethical spec-
tra, but one of the most important when it comes to our research are issues concerning 
privacy and confidentiality (Smythe & Murray, 2000). This is concerning the privacy of the 
participants within the study and this can sometimes be values which are important to pro-
tect for the researcher (Smythe & Murray, 2000). In our case will all the respondents in our 
survey be anonymous and it is important that we respect this. Therefore will this be one of 
the most important ethical considerations which we have to consider. The promise that all 
personal information and the collected and identified information will stay private and 
closed is here important to follow from an ethical standpoint (Smythe & Murray, 2000). It 
is important to ensure that the procedures of the confidentiality are clearly communicated 
out to the participants. This is one of the most important factors if the relationship be-
tween the researcher and the participants are going to be trustful and reliable (Smythe & 
Murray, 2000). 

3.3.3 Description of advertisements 

Saab 

The Saab car crash is an advertisement which the car company SAAB presented during 
June 1999 (McCann & Erickson, 1999). The advertisement was done by the McCann Er-
ickson Geneva advertising and was directed towards the product SAAB 9-5 and their mar-
ket in Switzerland. On the advertisement it is written in the middle of the picture: "You're 
looking at the toughest rival of the SAAB 9-5: The SAAB 9-5"(Advertolog, 2015). This 
gives us a hint that the advertisement want to tell us that this is a strong car which will have 
good safety features and be able to handle the car crash which is occurring on the picture. 
This advertisement contains heavy violence because it includes a car crash and it is a car 
advertisement. A new car can most times be seen as a high-involvement product because 
of its generally high value. The violence is here supposed to make us calm and trustful to-
wards the safety features of the SAAB 9-5. This is an interesting theme which also influ-
enced us to choose this particular advertisement. The theme concerns how violence can be 
used as a tool to gain trust in the safety features of SAAB 9-5 and what reactions this will 
induce from our respondents. Violence is often a provocative tool to use within advertising 
and a car crash is one of the worst fears that are chasing many people. A car is also an ex-
pensive item which will be considered as a high-involvement product to most people. Vio-
lence within car advertisements can most times be seen as congruent with the product. We 
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chose an advertisement with congruence concerning the product, and in this case does also 
the car crash involve vehicles from SAAB which gives a strong feeling of congruence be-
tween the taboo which is used and the product. The car crash which the image contains 
shows us that this product itself can be used as a violent tool.  
 
Lamborghini 
 
This commercial is done for the car company Lamborghini and their model Aventador 
(adglitz.com, 2011). The advertisement was done by the German advertising agency Philipp 
und Keuntje GmbH from Hamburg, Germany, and was published during September 2011. 
This car is an expensive car and will include high-involvement decision-making. The adver-
tisement compares the car to a weapon and we can on the picture see an illustration of a 
man with an arrow straight through his head. On the picture is it also written ”It's like a 
weapon. Sounds like a gunshot. And feels like one too” (adglitz.com, 2011). This adver-
tisement contain violence but no car compared to the SAAB advertisement, still can vio-
lence used in car advertisements always be seen as congruent with the product which 
makes the image interesting to us.  
 
United Colors of Benetton 
 
In 1994 the clothing company United Colors of Benetton provoked many people by in-
cluding bloody clothes from a fallen Bosnian soldier and the clothes did also contains bul-
let holes (top10buzz.com, 2012). The commercial draw a lot of attention and Benetton 
admitted that they had crossed the boundaries of unconventional advertising (Crito.uci.edu, 
2015). The purchase of clothing from United Colors of Benetton will be considered as low 
involvement compared to the purchasing of a car. This advertisement of Benetton contains 
heavy violence and this is not congruent with the product it is trying to promote. This gives 
us a low-involvement product which is using a taboo which cannot be seen as congruent 
with the product, and this is also what makes this advertisement particularly interesting to 
us.  
 
Valentino 
 
This advertisement is targeting women and the product which it is trying to merchandise is 
a red dress (PR Women, 2012). The advertisement is done by the clothing company Valen-
tino and was released during 2012 (Heaney, 2013). The advertisement shows a police which 
in a violent way is abusing a woman. The content of this advertisement is violent, especially 
towards women, but still is women the official target group of the dress. The heavy vio-
lence which can be found in the advertisement is not congruent with the product. Even if 
Valentino is an expensive clothing brand it can be seen as a low-involvement product 
compared to the purchase of a car. This gives us an interesting angle where we have a low-
involvement product which is not congruent with the taboo used.  
 
BMW 

This BMW advertisement was created in 2008 and had the intention to sell more cars with 
the text “You know you're not the first” (Flavin, 2014). The advertisement was created by 
the advertising agency BBDO in Greece (Buzzfed, 2012). The advertisement is trying to 
approach us with the help of sexual appeal, both in the case of the picture and the text 
which includes a sexist message. The advertisement is supposed to advertise BMW premi-
um selection of used cars, but no car can be seen on the picture. The advertisement is di-
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rected towards used cars from BMW which can be seen as high-involvement products. The 
use of sexual appeal in a car advertisement can not be seen as congruent with the product 
and this together with the fact that BMW is a high-involvement product makes this adver-
tisement particularly interesting to us.  
 
Fisker 

This is an advertisement which was done by the American car company Fisker and their 
cars can be seen as high-involvement products. This advertisement was included within a 
campaign which was launched by Fisker during 2010 (Seriouswheels.com, 2015). The cam-
paign was called “Pure Driving Passion Campaign” by Fisker. This advertisement uses a 
high degree of sexual appeal as taboo theme. It is a high high-involvement product which is 
using a taboo which is not congruent with the product and these facts make this advertise-
ment relevant for our study.  
 
SuitSupply 

This advertisement was included in the shameless campaign which was launched by the 
company SuitSupply. This particular advertisement could be found on their website and 
were uploaded during 2010 as a part of the Shameless campaign (The Huffington Post, 
2010). The Dutch company SuitSupply created headlines about their shameless campaign 
and it were by many people deemed as offensive (The Huffington Post, 2010). The adver-
tisement shows how sexual appeal can be used within clothing advertisements and involves 
both a picture which includes sex appeal and it also want to send us a message which in-
cludes sex. As a clothing item this can be seen as a low-involvement product which is using 
a taboo which is congruent with the product. We wanted to conclude an advertisement 
based on these criterias.  
 
Diesel 

This Diesel advertisement was a part of the “be stupid” campaign which Diesel launched 
during the fall and winter of 2010/2011 (The Huffington Post, 2011). The ad has a sexual 
message but still leaves a lot to interpretation from the beholder. It is still an advertisement 
with a concrete sexual message and which includes sex appeal in its strategy. Diesel can be 
seen as a low-involvement product and the sexua appeal used can be seen as congruent 
with the product, which makes this advertisement relevant for our study.  

3.4 Data analysis 

As mentioned the empirical research of this paper will consist of a quantitative study. A 
quantitative study can be analyzed in many different ways depending on its purpose. In this 
thesis the authors are using a descriptive research design as explained earlier. A descriptive 
research can be measured and scaled in different ways. Measurement is a way to assign 
symbols or numbers to characteristics of an object. It is however not the objects that get 
measured, instead it is the characteristics like attitudes, response or perceptions of the con-
sumers that get measured (Malhotra et al., 2012). The scaling works as an extension of the 
measurement and specifies the placing of the respondents on a continuum, which can be 
classified as disagree, neutral and agree. The scaling technique that the authors will take on 
in this research is the likert scale. The likert scale is a common tool used for stimulus ob-
jects (Malhotra et al., 2012). The most common practice is that each question consist of 
five response categories, and each scale item range from strongly disagree to strongly agree. 
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This technique will be used throughout the survey in this study, but the response categories 
will differ depending on the question. 
 
For the questionnaire a software tool named Qualtrics will be used. With this tool the au-
thors will be able to set up an online questionnaire and distribute it over email and social 
media sites. The results will be saved within Qualtrics and then transferred to Excel for a 
descriptive analysis. Excel will be used to adapt the results from the respondent into dia-
grams for further investigation and to become easier to present for the reader. Since the 
questions from the survey will take on a likert scale model (1-5) an average value will be 
calculated for both male and female and the different age segments. An average over 2.5 on 
the likert scale for the first question will then be supporting a positive attitude towards the 
advertisement and an acceptance to it. In the second question an average value over 2.5 will 
support a negative attitude. By calculating an average value for all the different questions 
for each group of respondents the authors will be able to analyze the influence of age and 
gender. Furthermore, by comparing the values from the different advertisements it will also 
be possible to analyze if the response differ if the product advertised is of high or low in-
volvement and if the taboo used is congruent with the product or not. Since all questions 
will be answered by all respondents, it will be possible to compare the outcome of all ques-
tions with each other. Focus lies in the comparisons between the groups in gender and age, 
the level of involvement of the product and the congruence between taboo and product. 

To be able to analyze if the result from the different respondents are of  significant differ-
ence and if any significant relationships exists, the data from Qualtrics will also be trans-
ferred to SPSS. SPSS is a common tool when interpreting results from quantitative studies 
(Green & Salkind, 2005). In SPSS it is possible to perform suitable T-tests and regression 
analysis to investigate our output on a deeper level. For this study we will use Independent 
samples T-test as well as regression analysis. The Independent samples T-test will be used 
to analyze the result from gender. The reason is because for gender we simply want to in-
vestigate if the difference in response between male and femalre are of signfiance. When 
investigating the results for the different age groups we will instead run a regression 
analasis. With a regression analysis it is possible to analyze if age has a significant influence 
on the response towards taboo advertising. The two tests are performed differently and an 
exact description of the process of running these tests will be explained in the empirical 
findings. 
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4 Empirical findings 

In the following chapter a presentation of the empirical data retrieved from the questionnaire is presented. 
Firstly, the findings are presented with the use of comments and bar charts to clarify and describe the re-
sponses from the questionnaire. Following, the output of the significance testing is presented. 

 
The results from the questionnaire have been gathered by the software tool Qualtrics and 
then transferred to excel for further investigation. In excel, bar charts were created so the 
reader can get an overview of the results and in a more convenient way understand the 
outcome. The questionnaire was published on the 26th of March and was sent out via Fa-
cebook and email to potential sample groups. At the 7th of April the questionnaire was 
submitted and then a total of 190 people had completed the questionnaire and this group 
makes up our actual sample. As mentioned in the method part the goal of the questionnaire 
was to get at least a hundred respondents to be able to get a margin of error below 10%. 
With 190 respondents we have a margin of error at almost 7%. 

4.1 Gender and age 

The total sample of respondents was as mentioned 190 people. Those were spread out on 
six different groups depending on their age and gender. In all groups with the same age the 
number of responses was equal between men and women, except for the youngest group, 
people between 18-29 years old. In this age men was the most frequent participants. 46 of 
the responses came from the group of male 18-29 and made up 24% of the total amount. 
This compared to the female group of the same age which consisted of 40 respondents 
which equals 21% of the total amount. The other sample groups were very similar with 
people over 50 years making up 15% each for men and women and people 30-49 contrib-
uting to 13% each for both male and female participants.  

Diagram 4.1: Divition of gender and age 

 

4.2 Demonstration of questionnaire responses 

The survey consisted of eight advertisements, four of these were for car companies and 
four were for clothing companies. Two advertisements for both car and clothing made up 
the part about violence and the other two from both car and clothing made up the part 
about sexual appeal. In the first four figures below the results from the advertisements for 
gender are presented. Every diagram presents the advertisements relevant to the theme of 
taboo. The first two diagrams show the advertisements with violence and the third and 
fourth diagram presents the advertisements consisting of sexual appeal. The average re-
sponse for both male and female on the questions are presented for all of the advertise-
ments. Each diagram shows the result from one of the repeating questions. The answers to 
the questions was made on a likert scale from 1-5 where 1 symbolized a very negative 
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(strongly disagree) response and 5 symbolized a very positive (strongly agree) response. 
The blue bar symbolizes male respondents and the females are marked with a red bar. 

In figure eight, nine, ten and eleven the results from the different age segments are present-
ed. In the same way as the mean values was displayed in the four first diagrams the average 
response for the different ages are also here presented for all of the advertisements. The re-
sults follow the same concepts as mentioned above. The black bar symbolizes respondents 
18-29 years, the yellow bar respondents 30-49 years, and the green bar marks respondents 
50 years or older. 

4.2.1 Gender 

4.2.1.1 Advertisements containing violence 

Diagram 4.2: Gender – Attitude towards ads containing violence 

 

The statistics shows us that males had a more positive attitude towards the advertisement 
every time except concerning the advertisement from Benetton where the figures were the 
opposite.  The biggest difference between males and females could also be found within 
the Benetton advertisement and it was in the favor of the females. 
 

SAAB - Attitude 
towards ad 

Lamborghini - 
Attitude 

towards ad 

Benetton - 
Attitude 

towards ad 

Valentino - 
Attitude 

towards ad 

Male 2,13 1,913 1,563 1,863 

Female 2,086 1,686 1,946 1,663 

1,00 
1,50 
2,00 
2,50 
3,00 
3,50 
4,00 
4,50 
5,00 

Attitude towards ad 
[1: Very negative - 5: Very positive 
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Diagram 4.3: Gender – Too much violence 

 
 
Concerning if the advertisement included too much violence were females the gender 
which agreed the most except concerning the Benetton advertisement were males agreed 
more to the statement than females. The biggest difference in response was concerning if 
the SAAB advertisement contained too violence and it was in the favor of the females 

4.2.1.2 Advertisements containing sexual appeal 

Diagram 4.4: Gender – Attitude towards ads containing sexual appeal 

 

Concerning the attitude towards the advertisements containing sex appeal was the attitude 
more positive from males than females on every advertisement. The biggest difference be-
tween males and females were concerning the attitude towards the advertisement from 
BMW. 

SAAB - Too 
much violence 

Lamborghini - 
Too much 
violence 

Benetton - Too 
much violence 

Valentino - Too 
much violence 

Male 3,46 3,86 4,083 3,893 

Female 3,926 4,246 3,856 4,24 

1,00 
1,50 
2,00 
2,50 
3,00 
3,50 
4,00 
4,50 
5,00 

Too much violence 
[1: Strongly disagree - 5: Strongly agree] 

BMW - 
Attitude 

towards ad 

Fisker - 
Attitude 

towards ad 

SuitSupply - 
Attitude 

towards ad 

Diesel - 
Attitude 

towards ad 

Male 2,426 2,316 2,146 2,146 

Female 1,97 1,836 1,706 2,083 

1,00 
1,50 
2,00 
2,50 
3,00 
3,50 
4,00 
4,50 
5,00 

Attitude towards ad 
[1: Very negative - 5: Very positive] 
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Diagram 4.5: Gender – Too much sexual appeal 

 

Concerning the statement if the advertisement contains too much sex appeal were females 
the gender that agreed the most on every advertisement. The biggest difference in response 
could be found in the advertisement from SuitSupply. 

4.2.2 Age 

4.2.2.1 Advertisements containing violence 

Diagram 4.6: Age – Attitude towards ads containing violence 

 

Concerning the attitude towards the advertisement we can see that the age segment 18-29 
was the most positive towards the advertisements from SAAB and Lamborghini. The Ben-
etton advertisement had the most positive attitude from the age segment above 50 and the 
Valentino advertisement was most positively responded from people between 30-49. The 
age segments above 50 had the most negative attitude towards the advertisement every 
time except the Benetton advertisement where it instead was the most positive age seg-

BMW - Too 
much sexual 

appeal 

Fisker - Too 
much sexual 

appeal 

SuitSupply - 
Too much 

sexual appeal 

Diesel - Too 
much sexual 

appeal 

Male 3,543 3,736 3,966 3,68 

Female 3,986 4,026 4,496 3,886 

1,00 
1,50 
2,00 
2,50 
3,00 
3,50 
4,00 
4,50 
5,00 

Too much sexual appeal 
[1: Strongly disagree - 5: Strongly agree] 

SAAB - Attitude 
towards ad 

Lamborghini - 
Attitude 

towardsa ad 

Benetton - 
Attitude 

towards ad 

Valentino - 
Attitude 

towards ad 

18-29 2,38 2,03 1,67 1,76 

30-49 2,04 1,79 1,67 1,77 

50+ 1,91 1,58 1,93 1,75 

1,00 
1,50 
2,00 
2,50 
3,00 
3,50 
4,00 
4,50 
5,00 

Attitude towards ad 
[1: Very negative - 5: Very positive] 
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ment. Concerning the advertisement from Benetton had the age segments between 18-29 
and 30-49 the same result and were both the most negative towards the advertisement. 

Diagram 4.7: Age – Too much violence 

 
 
Concerning if the advertisement contained too much violence was the age segment 18-29 
the one to most strongly disagree on every advertisement. The consumers above 50 were 
the age segment to most strongly agree to the statement on every advertisement. 

4.2.2.2 Advertisements containing sexual appeal 

Diagram 4.8: Age – Attitude towards ads containing sexual appeal 

 

Concerning the attitude towards advertisements containing sex appeal was the age segment 
18-29 the most positive on every advertisement. The age segment above 50 was the most 
negative on every advertisement except the BMW advertisement where the age segment 
30-49 were the most negative. 

SAAB - Too 
much violence 

Lamborghini - 
Too much 
violence 

Benetton - Too 
much violence 

Valentino - Too 
much violence 

18-29 3,11 3,74 3,86 3,80 

30-49 3,79 3,94 3,98 4,10 

50+ 4,18 4,49 4,09 4,30 

1,00 
1,50 
2,00 
2,50 
3,00 
3,50 
4,00 
4,50 
5,00 

Too much violence 
[1: Strongly disagree - 5: Strongly agree] 

BMW - Attitude 
towards ad 

Fisker - 
Attitude 

towards ad 

SuitSupply - 
Attitude 

towards ad 

Diesel - 
Attitude 

towards ad 

18-29 2,31 2,48 2,09 2,53 

30-49 2,11 1,94 1,94 2,05 

50+ 2,19 1,81 1,75 1,77 

1,00 
1,50 
2,00 
2,50 
3,00 
3,50 
4,00 
4,50 
5,00 

Attitude towards ad 
[1: Very negative - 5: Very positive] 
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Diagram 4.9: Age – Too much sexual appeal 

 
 
Concerning if the advertisements contained too much sex appeal was the age segment 18-
29 the one to most strongly disagree to the statement on every advertisement. The age 
segment above 50 was the one that most strongly agreed to that the advertisement con-
tained too much sex appeal on every advertisement. 

4.3 Significance test 

4.3.1 Gender 

When looking at the mean values of the answers of male (1) and female (2) from the dia-
grams presented in the result above we can see that they differ in all of the cases. Accord-
ing to the mean value, male respondents are in general more positive towards the adver-
tisements in comparison to female respondents. What we want to test now is if the differ-
ences between the genders are of significance. To do this we have run an Independent 
samples T-test. All of the data from SPSS regarding gender can be found in Appendix 2.  
 
In the survey we conducted, each advertisement is followed by two questions. The first 
question is “What is your attitude towards this advertisement?”. To test in SPSS if the difference 
between the genders is of significance a null- and alternative hypothesis is proposed. Refer-
ring to question number one, the null hypothesis states that there is no difference in atti-
tude towards the ad between males and females, while the alternative hypothesis supports a 
difference in attitude towards the ad between males and females. The second question that 
followed each advertisement is “I perceive this advertisement to contain too much violence (sexual ap-
peal)”. Also here a null- and alternative hypothesis are proposed. In this question the null 
hypothesis states that there is no difference in opinion of too much violence (sexual appeal) 
in the ad between males and females, while the alternative hypothesis supports a difference 
in opinion of too much violence (sexual appeal) in the ad between males and females. 
 
The above stated hypothesis all have the following formula: 
 

         

         

BMW - Too 
much sexual 

appeal 

Fisker - Too 
much sexual 

appeal 

SuitSupply - 
Too much 

sexual appeal 

Diesel - Too 
much sexual 

appeal 

18-29 3,56 3,45 4,04 3,19 

30-49 3,79 3,98 4,21 3,90 

50+ 3,95 4,21 4,45 4,27 

1,00 
1,50 
2,00 
2,50 
3,00 
3,50 
4,00 
4,50 
5,00 

Too much sexual appeal 
[1: Strongly disagree - 5: Strongly agree] 
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With a total sample size of 190 respondents we are working with an alpha value of 0.1 

(     ) and a confidence interval of 90%. 
 
An Independent samples T-test assumes, that the two groups –male and female- which are 
tested are of equal variances (Green & Salkind, 2005). If the variances that are tested would 
be unequal instead, it can affect the Type 1 error rate. In order to test if the Independent 
samples T-test is based on equal variance or not, as a first step it is important to run a 
Levene’s test for equality of variances (Green & Salkind, 2005). To decide the equality of 

variances the p-value (significance level) has to be compared to the alpha value ( ). If the 
p-value is greater than the alpha value the group variances can be treated as equal and the 
test is based on equal variances. However, if the p-value is smaller than the alpha value the 
test is not based on equal variances. If we have unequal variances, the violation of the as-
sumption that homogeneity of variance exists, is corrected by using a different p-value. 
Depending on the outcome from the Levene’s test, the according p-value will be used in 
the next step. The following step is therefore to compare the p-value resulting from the test 
for equality of variances, against the significance level (alpha value). This time we can find 
the p-value under the column Sig. (2-tailed). Depending on the outcome in the Levene’s 
test we will get a different value, as mentioned above. If the p-value is greater than the al-
pha value we do not reject the null hypothesis and if the p-value is smaller than the alpha 
value we reject the null hypothesis. When the null hypothesis not is rejected, it can be con-
cluded that there is no significant difference in the mean values between the genders. How-
ever, when rejecting the null hypothesis, a significant difference exists in the mean values 
and the difference that exists between male and female is of importance. The authors will 
now test if the difference in mean values between the genders in each question and for 
each advertisement is of significance. Below, an explaining summary is showed. In Appen-
dix 2 the reader can see a detailed exposition of the authors’ hypotheses testing and the 
SPSS data output the authors refer to. 
 
SAAB 
 
The test is based on equal variance and the p-value used from Table 1 is 0,494. This is 
greater than the alpha value of 0,1 which means that we do not reject the null hypothesis. 
This concludes that there is no significant difference in the attitude towards the advertise-
ment from SAAB between male and female respondents. Even though the group of fe-
males voted slightly more negatively with a mean value of 2,11 compared to the mean value 
of 2,20 for the males, the t-test indicates that the difference between the means is not sig-
nificant. The difference in mean value can therefore not be explained because of gender. 
The test for the second question is also based on equal variance and the p-value we use 
from Table 2 is 0,002. This is smaller than the alpha of 0,1 and we can therefore reject the 
null hypothesis. Since we reject the null hypothesis we can conclude that there is a signifi-
cant difference in opinion of too much violence in the advertisement from SAAB between 
male and female respondents. The mean value for the female group is 3,87 and this is sig-
nificantly greater than the mean value for the male group which is 3,33. The difference is 
big enough to be of importance and can be explained because of gender. 
All in all, it can be interpreted that the difference of the attitude towards the ad cannot be 
explained by the variable ‘gender’, however the different opinions regarding the perception 
of too much violence can be explained by the variable ‘gender’.  
 
Lamborghini 
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As in Table 1 equal variance is assumed, we have a p-value of 0,066. This is smaller than 
the alpha value of 0,1 and we can reject the null hypothesis that there is no significant dif-
ference in the attitude towards the advertisement from Lamborghini. The mean value of 
the female respondents is therefore significantly different from the mean value of the male 
respondents. In the advertisement from Lamborghini this means that females have a signif-
icantly more negative attitude towards the advertisement because of its lower mean value. 
Also regarding the second question, if the advertisement contains too much violence, again 
the female respondents were significantly more negative than the males. The p-value of 

0,035 in Table 2 is smaller than our significance level ( =0,1) and we reject the null hy-
pothesis. The conclusion is that there is a significant difference in the opinion of too much 
sexual appeal in Lamborghini’s advertisement between male and female respondents. 
 
Benetton 
 
As in Table 3 equal variance is assumed we work with a p-value of 0,004 for further analy-
sis. This is much smaller than the alpha value of 0,1 and we can reject the null hypothesis 
that there is no significant difference in the attitude towards the advertisement from Benet-
ton. The mean value of the male respondents is therefore significantly different from the 
mean value of the female respondents. In the advertisement from Benetton this means that 
males have a significantly more negative attitude towards the advertisement because of its 
lower mean value. Regarding the second question, if the advertisement contains too much 
violence, again the male respondents were significantly more negative than the females. 
The p-value of 0,080 in Table 4 is smaller than our significance level and we reject the null 
hypothesis. It can be concluded that there is a significant difference in the opinion of too 
much violence in Benetton’s advertisement between male and female respondents. 
 
Valentino 
 
The attitude towards Valentino’s advertisement showed a mean value of 1,87 for males and 
1,66 for females. However, the data from SPSS do not support a significant difference be-
tween the means. The p-value of 0,135 from Table 3 is greater than the alpha value of 0,1 
and therefore the null hypothesis is not rejected. This means that the average value of 
males’ is not significantly different from the average value of females’ attitude towards the 
Valentino advertisement. Contrary to that, in the second question regarding the opinion of 
too much violence we can still find a significant difference between the genders. The p-
value is here smaller than the alpha value and the null hypothesis is therefore rejected. We 
can conclude that contrary to men, women are of the opinion that the Valentino adver-
tisement contains too much violence and that this difference is of significance.  
 
BMW 
 
The mean values for male and female respondents differs both in the attitude towards the 
advertisement and also on the questions if it contained too much sexual appeal. In the in-
dependent samples T-test we could prove that this difference is of significance in both cas-
es. The p-values from both Table 5 and Table 6 is smaller than our alpha value of 0,1. The 
null hypothesis is therefore rejected in the two hypotheses and a significant difference ex-
ists. Thus, we can conclude that females are significantly more negative in their attitude to-
wards the BMW advertisement than the males and they are on a greater extent of the opin-
ion that it contains too much sexual appeal. 
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Fisker 
 
As in Table 5 equal variance is not assumed we have a p-value of 0,001 for further analysis. 
This is much smaller than the alpha value of 0,1 and we can reject the null hypothesis that 
there is no significant difference in the attitude towards Fisker’s advertisement. The mean 
value of the female respondents is therefore significantly different from the mean value of 
the male respondents. According to that, females have a significantly more negative attitude 
towards the advertisement because of its lower mean value. Also in question number two, 
if the advertisement contains too much sexual appeal the female respondents are signifi-
cantly more negative than the males. The p-value of 0,053 in Table 6 is smaller than our 
significance level and we reject the null hypothesis. The conclusion is that there is a signifi-
cant difference in opinion of too much sexual appeal in Fisker’s advertisement between 
male and female respondents. 
 
SuitSupply 
 
This advertisement also provides results from the two genders that are of significant differ-
ence in both questions. The mean values for male and female respondents differ a lot for 
both question one and question two. The p-values from Table 7 and Table 8 are both 
smaller than our alpha value of 0,1 and the null hypothesis can be rejected in both ques-
tions. We can therefore conclude that females are significantly more negative in their atti-
tude towards the SuitSupply advertisement than the males and they are on a greater extent 
of the opinion that it contains too much sexual appeal. 
 
Diesel 
 
The attitude towards the advertisement from Diesel shows a mean value of 2,26 for males 
and 2,11 for females. The data from SPSS do not support a significant difference between 
the means. The p-value of 0,324 from Table 7 is greater than the alpha value of 0,1 and 
therefore the null hypothesis is not rejected. Following that, there is no significant differ-
ence in response styles and the difference in the mean value can therefore not be explained 
because of gender. In the second question regarding the opinion of too much sexual ap-
peal, the difference in mean values is not of significance either. Also here the p-value is 
greater than the alpha value and the null hypothesis is not rejected. The difference is not of 
importance since it is not proved to be explained by gender. 
 
In the table below a summary of the outcome from the significance testing are provided. 
The table show when a significance difference between male and female respondents are 
existing. 
 

Table 4.1: Summary of the independent samples t-tests 

Advertisement Taboo Question Signficance Test 

SAAB Violence Attitude towards ad No significant difference 

  
Too much violence Signficant difference 

    Lamborghini Violence Attitude towards ad Signficant difference 

  
Too much violence Signficant difference 
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    Benetton Violence Attitude towards ad Signficant difference 

  
Too much violence Signficant difference 

    Valentino Violence Attitude towards ad No significant difference 

  
Too much violence Signficant difference 

    BMW Sexual appeal Attitude towards ad Signficant difference 

  
Too much violence Signficant difference 

    Fisker Sexual appeal Attitude towards ad Signficant difference 

  
Too much violence Signficant difference 

    SuitSupply Sexual appeal Attitude towards ad Signficant difference 

  
Too much violence Signficant difference 

    Diesel Sexual appeal Attitude towards ad No significant difference 

  
Too much violence No significant difference 

 

4.3.2 Age 

The tests conducted above investigate if there is a significant difference in the response 
style between male and female respondents. This was done through an independent sam-
ples t-test where the answers from the males were tested towards the answers from the fe-
males. Using now the results from the different age groups, a similar test will be conducted. 
Instead of comparing the groups towards each other we will now test if there is a relation-
ship between age and the response style. In other words, we will investigate if an increase 
in age affects the response towards the advertisements, and if this is of significance. This 
will be done using a regression analysis (Green & Salkind, 2005). The test is made both be-
tween age and attitude towards the advertisement, and between age and opinion of too 
much violence (sexual appeal) in the advertisement.  

Again, the first question for every advertisement is “What is your attitude towards this advertise-
ment?” To test in SPSS if there is a significant relationship between age and response a null- 
and alternative hypothesis are used. In this question the null hypothesis states that there is 
no significant relationship between age and the attitude towards the ad, while the alterna-
tive hypothesis states that there is a significant relationship between age and attitude to-
wards the ad. And again, as used for the variable of gender, the second question for the dif-
ferent advertisements is “I perceive this advertisement to contain too much violence (sexual appeal)”. 
Here again, a null- and alternative hypothesis is used. In this question the null hypothesis 
states that there is no significant relationship between age and opinion of too much vio-
lence (sexual appeal), while the alternative hypothesis states that there is a significant rela-
tionship between age and the opinion of too much violence (sexual appeal). 
 
The above stated hypothesis all have the following formula: 
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In the same way as in the independent samples t-test we will also here use an alpha value of 

0,1 (      .  
 
The process when running a regression analysis differs in some parts compared to the one 
in the independent samples T-test (Green & Salkind, 2005). A Levene’s test for equality of 
variances is not necessary in a regression analysis. Instead, the first step is to compare the 
p-value to the alpha value. If the p-value is greater than the alpha value we do not reject the 
null hypothesis and if the p-value is smaller than the alpha value we reject the null hypothe-
sis. When the null hypothesis is not rejected we can conclude that there is no significant re-
lationship between the variables. However, when we reject the null hypothesis a significant 
relationship exist between the variables and this concludes that when age increases the re-
sponse will change. Vice versa, if the null hypothesis is rejected after comparing the p-value 
to the significance level, the slope of the relationship has to be investigated. To find out if 
the relationship between the variables is positive or negative we have to look at the B-value 
from the table ‘Coefficients’. If the B-value is negative (-), a negative relationship exists be-
tween age and response and if it is positive (+), a positive relationship exists between the 
variables. The interpretation of the relationship differs depending on the first or second 
question.  
 
The following interpretations can be made: The first question is describing the attitude to-
wards the advertisement. A positive relationship means that when age increases by one 
“age group”, the attitude towards the ad becomes more positive. A negative relationship 
means that when age increases, the attitude towards the advertisement becomes more nega-
tive. However, it has to be noticed that in the second question regarding the opinion if the 
advertisement contains too much violence (sexual appeal) the relationship between the var-
iables is the opposite, because of the composition of the likert scale in the survey. That is, a 
positive relationship indicates that when age increases by one “age group” the response be-
comes more negative and a negative relationship means that when age increases the re-
sponse becomes more positive. 
 
In a next step, after the relationship between the variables is calculated the goodness of fit 
for the regression analysis is assessed. This explains how well our estimated equation ex-
plains the response (Green & Salkind, 2005). The R-square (R2) in the table called ‘Model 
summary’ clarifies this fit. The R-square explains the percentage of the variance in response 
style that is explained by the variance in age. A high R-square is more favorable than a low 
R-square, since it supports the equation. The authors will now test if the relationship be-
tween age and response in each question and for each advertisement is of significance. Be-
low, an explaining summary is showed and therefore all steps in the calculations do not ap-
pear. In Appendix 2 the reader can see a detailed exposition of the authors’ hypotheses 
testing and the SPSS data output the authors refer to. 
 
SAAB 
 
In the first question regarding the attitude towards the SAAB advertisement we can reject 
the null hypothesis and state that there is a significant relationship between the variables 
age and response style. The B-value in Table 9 is -0,245 and the direction of the relation-
ship is negative. This means that when age increases by one “age group” the attitude to-
wards advertisement decreases by -0,245 standard deviations. The respondents have a more 
negative attitude towards the ad the older they get. The R-square in Table 9 shows a value 
of 0,049 which is indicating that 4,9 % of the variance in attitude towards the advertise-
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ment is explained by the variance in age. The null hypothesis can be rejected in the second 
question as well but here the relationship is positive. The B-value in Table 10 is 0,557 
which mean that when age increases by one “age group” the opinion of too much violence 
in the SAAB advertisement increases by 0,557 standard deviation. The older the respond-
ents get the more they believe the advertisement contains too much violence. From Table 
10 we can see that 15,3 % of the variance in opinion of too much violence are explained by 
the variance in age. 
 
Lamborghini 
 
In the questions regarding the response towards the Lamborghini advertisement a signifi-
cant relationship between the variable exists in both cases. In Table 11 the B-value of -
0,228 shows that there is a negative direction of the relationship between the variables in 
attitude towards the advertisement. When age increases by one “age group” the attitude 
towards the advertisement decreases by -0,228 standard deviation. Instead, for question 
two, the direction of the relationship is positive, which means that the opinion of too much 
violence increases when age increases. This is supported by the B-value of 0,377 in Table 
12. The variance in response style that is explained by the variance in age is 4,4 % in the 
first question and 9 % in the second question. 
 
Benetton 
 
In the advertisement from Benetton the output differs compared to the two results above. 
The p-value of 0,112 in Table 13 and 0,223 in Table 14 are both greater than the alpha val-
ue of 0,1. The null hypothesis can therefore not be rejected in neither of the questions. 
Since we do not reject the null hypothesis we can conclude that there is no significant rela-
tionship between the variables. Age has no influence on the attitude towards Benetton’s 
advertisement or on the opinion that it contains too much violence. 
 
Valentino 
 
There is no significant relationship between age and attitude towards the advertisement 
from Valentino. The p-value is greater than the alpha and consequently the null hypothesis 
is not rejected. Age has therefore no influence on the response in this question. In the se-
cond question the p-value is smaller than the alpha and the null hypothesis is therefore re-
jected. The B-value of 0,262 from Table 16 supports a positive direction of the relationship 
between the variables. When age increases by one “age group” the opinion of too much vi-
olence in the advertisement increases by 0,262 standard deviation. This means, the older 
the respondent, the more negative is the attitude towards the ad. 
 
BMW 
 
The p-value of 0,370 in Table 17 is greater than the alpha, and the null hypothesis that 
there is no significant relationship between age and attitude towards the ad is not rejected. 
We can conclude that there is no significant relationship between the variables. In the se-
cond question the p-value is smaller than the alpha and the null hypothesis is rejected. The 
B-value of 0,214 from Table 18 supports a positive direction of the relationship between 
the variables. When age increases by one “age group” the opinion of too much sexual ap-
peal in the advertisement increases by 0,214 standard deviation. This means, the older the 
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respondent, the more negative is the attitude towards the ad. The percentage of the vari-
ance in response that are explained by the variance in age is 2,5 %, as seen in Table 18. 
 
Fisker 
 
In the first question regarding the attitude towards Fiskers’ advertisement we can reject the 
null hypothesis and state that there is a significant relationship between the variables age 
and response. The B-value in Table 19 is -0,359 and the direction of the relationship is neg-
ative. This means that when age increases by one “age group” the attitude towards adver-
tisement decreases by -0,359 standard deviation. The respondents have a more negative at-
titude the older they get. The R-square in Table 19 have a value of 0,070 which is indicating 
that 7% of the variance in attitude towards the advertisement is explained by the variance 
in age. The null hypothesis can be rejected in the second question as well, but here the rela-
tionship is positive. The B-value in Table 20 is 0,389 which mean that when age increases 
by one “age group”, the opinion of too much sexual appeal in Fiskers’ advertisement in-
creases by 0,389 standard deviation. It can be interpreted that the older the respondents 
get, the more they believe the advertisement contains too much sexual appeal. From Table 
20 we can see that 8,5 % of the variance in opinion of too much violence are explained by 
the variance in age. 
 
SuitSupply 
 
In the questions regarding the response towards the SuitSupply advertisement, a significant 
relationship between the variable exists in both cases. In Table 21 the B-value of -0,184 
shows that there is a negative direction of the relationship between the variables in attitude 
towards the advertisement. When age increases by one “age group” the attitude towards 
the advertisement decreases by -0,184 standard deviation. In question two, the direction of 
the relationship is positive, which means that the opinion of too much violence increases 
when age increases. This is supported by the B-value of 0,216 in Table 22. The percentage 
of the variance in response that are explained by the variance in age is 2,2 % in the first 
question and 3,3 % in the second question. 
 
Diesel 
 
The regression analysis conducted for the questions regarding Diesels’ advertisement also 
support a significant relationship between the variables. The p-values in Table 23 and Table 
24 are both smaller than the alpha value and we can reject the two null hypotheses. The B-
value of -0,396 in Table 23 supports a negative direction of the relationship between age 
and attitude towards the advertisement. When age increases by one “age group” the atti-
tude towards the advertisement decreases by -0,396 standard deviation. This means that the 
older the respondents are, the more negatively the response. The B-value in Table 24 for 
the second question states that there is a positive direction of the relationship between the 
variables. When age increases by one “age group” the opinion of too much sexual appeal in 
the ad increases by 0,560 standard deviation. The percentage of the variance in response 
that are explained by the variance in age is 10,8 % in the first question and 16,7% in the se-
cond question. 
 
In the table below a summary of the outcome from the significance testing are provided. 
The table show when a significance relationship exist between the variables age and re-
sponse. 
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Table 4.2: Summary of the regression analysis 

Advertisement Taboo Question Signficance Test 

SAAB Violence Attitude towards ad Significant relationship 

  
Too much violence Significant relationship 

    Lamborghini Violence Attitude towards ad Significant relationship 

  
Too much violence Significant relationship 

    Benetton Violence Attitude towards ad No significant relationship 

  
Too much violence No significant relationship 

    Valentino Violence Attitude towards ad No significant relationship 

  
Too much violence Significant relationship 

    BMW Sexual appeal Attitude towards ad No significant relationship 

  
Too much violence Significant relationship 

    Fisker Sexual appeal Attitude towards ad Significant relationship 

  
Too much violence Significant relationship 

    SuitSupply Sexual appeal Attitude towards ad Significant relationship 

  
Too much violence Significant relationship 

    Diesel Sexual appeal Attitude towards ad Significant relationship 

  
Too much violence Significant relationship 
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5 Analysis 

This section will use the conducted theoretical framework to analyze the empirical findings derived from the 
the questionnaire. The analysis takes on the structure after the three research questions. The first research 
question regarding how age and gender influence the response to taboo themes in advertisement is analyzed 
first. Subsequently, the question how the response differ between high- and low-involvement products are in-
vestigated, as well as how the response differ if the taboo used is congruent with the product. The chapter 
ends with an analysis on the main findings. 

5.1 How do age and gender influence the response to taboo 

themes in advertisement? 

5.1.1 Gender 

In the frame of reference we discussed the fact that that there are two variables which plays 
a particularly important role in how consumers respond to advertising. One of these varia-
bles was gender (Vezina & Paul, 1997). To examine in what extent gender affect the re-
sponse on different advertisements with taboo content, it is important to focus on the cas-
es where a significant difference between genders could be proved. The mean values from 
the male and female respondents show that males tend to possess an overall more positive 
view towards the advertisements, compared to females.  
 
The two first advertisements from SAAB and Lamborghini both include violent elements. 
The questions were concerning the attitude towards the advertisement and if the adver-
tisement included too much violent content. Regarding the attitude towards the SAAB ad-
vertisement, is there as shown in Table 4.1 no significant difference in the response be-
tween the genders. The same question for Lamborghini’s advertisement proves that there is 
a significant difference between the genders.  In Table 4.1, we can also see that this is the 
case for the questions concerning the opinion of too much violence in the advertisement 
from both Lamborghini and SAAB. It is important to underline, that even if there exist a 
significant difference between the male and female respondents in three out of for ques-
tions for car advertisements containing violence, the mean values in Diagram 4.2 and 4.3 
still states that both genders have a negative response. In the question regarding the opin-
ion of too much violence both genders have mean values of 3 on the likert scale, which 
supports a negative attitude. Even if the difference is significant both genders might be 
positive or negative in their attitude, but with a statistically significant difference. The gen-
der differences in response which are highlighted in the frame of reference, makes no ex-
ception in this case, except when it comes to the SAAB advertisement. This might depend 
on the heavy proportion of violence that SAAB’s advertisement contains, which contrib-
utes to the similar response between the two genders. The violence in the advertisement 
might have reached a level where both the genders arrive to the conclusion that the limit is 
passed. 
 
For Benetton and Valentino, which are the two clothing advertisements that contain vio-
lence, a significant difference exists in three out of 4 occasions. Table 4.1 shows that only 
in the attitude towards Valentino’s advertisements a significant difference between the gen-
ders is missing. Again, we can underline that even if a significant difference is present, 
males in general also have negative attitude towards the advertisements. Concerning the 
Benetton advertisement, males are even more negative towards the ad when comparing to 
the female respondents. Diagram 4.3 shows that concerning the opinion of too much vio-
lence in the ad, males have a mean value of 4,083 compared to 3,856 for females. This 



  

 
42 

means that men are more sensitive to the violence used. This is interesting, because most 
times males are the most positive ones to violence. This exception might be explained by 
the differences in processing between the genders that sometimes turn the other way 
around (Liu, Cheng & Li, 2009). 
 
The difference between the responses including violence is noteworthy, but as discussed in 
the frame of reference genders are often approached in different ways when it comes to 
advertisements within clothing. The Benetton advertisement contains violence but without 
any sexual appeal involved, which may be one reason to why males generally were more 
negative towards it. In the Valentino advertisement, there are except violence also trace of 
sexual appeal, which may be one reason why females generally were more negative towards 
the Valentino advertisement. Advertisements which are provoking to one of the genders 
can sometimes be appealing to the other (Liu, et al., 2009), and this can be one factor when 
it comes to the significant difference concerning if the Valentino advertisement is including 
too much violence. There is not any significant difference between the genders regarding 
the attitude towards the Valentino advertisement, while the difference is significant on both 
questions concerning the Benetton advertisement. 
 
The use of sexual appeal tends to create a difference in the response and it is a factor which 
is supposed to create uncertainty to the advertisers (Liu, Cheng & Li). It is instead the Ben-
etton advertisement which has the most significant difference in response this time, despite 
the fact that the advertisement does not include sexual appeal. This outcome depends on 
many different factors but the importance of the product should be considered and yet the 
general difference that exists in how different genders are processing violence (Liu, Cheng 
& Li, 2009). The statistics show that it is not only when the advertisement is including sex-
ual appeal the response between the genders are different, but also advertisements that in-
cludes general violence tend to have differences between the genders and the response to-
wards the Benetton advertisement shows us that general violence not always has the most 
positive response from males.  
 
The two car advertisements from BMW and Fisker contained sexual appeal to attract the 
respondents, and as seen in Table 4.1 a significant difference between the genders is ap-
pearing in all questions. The difference between the genders is here remarkable and can be 
related to if the product is congruent with the taboo used, one issue which we will return to 
later in the analysis. In Diagram 4.4 and 4.5 it is stated that all mean values regarding the at-
titude towards the ad were lower than 2,5, and all mean values regarding the opinion of too 
much sexual appeal in the ad were greater than 3,5. This output shows that both genders 
had a more negative than positive attitude towards the advertisements, and they also agreed 
about that the advertisements contained too much sex appeal. However, the difference in 
response is still significant in each question. In Diagram 4.4, the largest difference in re-
sponse between the genders is concerning the attitude towards the BMW advertisement. 
Here the mean value for males are 2,426 compared to 1,97 for females, which states a no-
table difference in response between the genders. The statistics states that the differences 
in response between the genders concerning sexual appeal in car advertisements are big, 
which match the theory from the frame of reference. In our frame of reference the issues is 
raised concerning differences in how genders process sexual appeal and violence (Liu, 
Cheng & Li, 2009). Our study shows that concerning sexual appeal in car advertising, this 
difference in processing is very clear. In this case it may be that males disregard the lack of 
product congruence, but females react more intensely. This angle shows us how different 
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the perceptions can be between the genders in how they respond towards an advertise-
ment. 
 
The last advertisements from SuitSupply and Diesel are containing sexual appeal. Table 4.1 
presents for SuitSupply’s advertisement a significant difference between the genders for 
both questions. However, in Diesel’s advertisement no significant difference between the 
mean values exists. This might be related to the fact that the sexual appeal present in the 
advertisement of Diesel has a softer image and is left to interpretations of the viewer, while 
the one from SuitSupply possess strong images. Concerning SuitSupply, is the mean value 
2,146 for males and 1,706 for females when it comes to the attitude towards the advertise-
ments. For the second question the values are 3,966 for males and 4,496 for females. Once 
again were the genders “on the same side” in their response, but still with notable differ-
ences. The overall pattern is that males are more accepting towards the advertisements, ex-

cept in the case of the Benetton advertisement where there is a reversal of roles.   

5.1.2 Age 

Age has been explained as playing a big role in how consumers perceive and respond to 
advertising. Sabri (2012) not only show that age influence how consumers respond to ad-
vertising, but more specifically that it makes them respond differently to advertising con-
taining taboo. Furthermore, he state that younger consumers respond more positively to 
taboo than older consumers. From our empirical findings we can conclude that this result 
also appear in our study concerning Swedish consumers. When examining the output from 
our SPSS data we can see that there exists a significant relationship between the variables in 
twelve out of sixteen cases. In all of these cases where a significant relationship exists the 
connection always follow the same pattern, that when age increases the response towards 
the advertisement become more negative. At a first look our findings therefore seem to ful-
ly support the study of Sabri (2012). However, as mentioned there is not existing a signifi-
cant relationship for all of the advertisements presented in our survey and it is here inter-
esting to look deeper in to where the difference lie. Also in the cases where a significant re-
lationship exists it is important to investigate how big of a difference there actually is. 
 
Analyzing the result of the two first advertisements in the survey which contained violence 
within car commercials we can see that a significant relationship exists between the varia-
bles for both questions in both ads. This means that when age increases by one “age 
group” the attitude towards the ad (opinion of too much violence) decreases (increases). 
This difference in response is clear also by looking at the mean values. However, just be-
cause a significant difference exists between the groups it doesn’t mean that the younger 
age group is positive towards the ads. When investigating the mean values for consumers 
18-29 years old we can see that they had a result of 2,38 and 2,03 in attitude towards the ad. 
This means that they on both ads were close to 2 which indicate a negative attitude. Closer 
investigation on the second question on the other hand which asked the respondents if the 
ads contains too much violence the younger people where more neutral in their response. 
They do not appreciate the commercials but at the same time they have not such big prob-
lems handling the level of violence.  
 
The advertisement of Benetton and Valentino also contained violence as taboo theme but 
here the relationship between age and response differed compared to the ones mentioned 
above. In these advertisements it turned out to be no significant relationship between the 
variables in three out of four questions. It was only in the opinion of too much violence in 
the Valentino ad where age had a significant relationship with the response. In the other 
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cases age had no effect. The younger age group responded in the same way as the two old-
er ones. The mean values clearly shows that all the age groups have a very strong negative 
attitude towards the ads and the advertisements turned out to contain such a high level of 
taboo that it shocked consumers in all ages to an extent that they end up at the same level. 
In the frame of reference it is argued that taboo is used as a strategy to provoke and shock 
the consumers to gain more attention (Manceau & Tissier-Desbordes, 2006). In the case of 
Benetton and Valentino it provokes the consumers in all age groups too much, which lead 
to a negative attitude from all the respondents and the outcome that age has no influence 
on the response. Vézina and Paul (1997) states that taboo that is used to provoke leaves 
space for interpretations of the ad. When studying the ad of Benetton and Valentino own 
interpretations of the viewer are highly present. This can be a reason towards the high neg-
ative response were a piece of clothes from a soldier or a policeman abusing a woman 
leaves a high impact on our conscious. 
 
The result from the respondents’ attitude towards the advertisements and their opinions of 
too much violence in the first four ads explain a significant relationship between the varia-
bles in only five out of eight questions. The value of R-square from the output where a sig-
nificant relationship exists are ,049; ,153; ,044; ,090; ,047. R-square explains how much of 
the variance in attitude towards the ad (opinion of too much violence) are explained by the 
variance in age. In the ad of SAAB, Lamborghini and Valentino where a significant rela-
tionship exist, age still have a very low influence. Only 4,4%-15,3% of the variance are ex-
plained by age. This means that there is a significant relationship between age and the re-
sponse but there are mostly other aspects that influence the response, and not age. This can 
be explained by the theory of Chang (2009) that people use their cognitive age instead of 
their chronological age when processing advertisement. The response to taboo advertising 
can therefore differ highly also in each age segment which will lead to a low R-square value. 
 
The four last advertisements contained sexual appeal as taboo theme and when analyzing 
the result from the questions belonging to these ads a significant relationship exist between 
the variables in seven out of eight times. The mean values of the three different age groups 
also shows a clear difference and follow the same pattern as mentioned in the first part, 
that when age increases the response gets more negative. When looking at the mean values 
we can also see that the two older age groups of people 30-49 and 50+ are very negative 
towards the advertisements and many times strongly agree that the advertisements contain 
too much sexual appeal. The biggest difference between the ages can be seen in the adver-
tisement from Diesel where the respondents 50 years and older had a mean value of 4,27 
on the question regarding if the ad is containing too much violence. This can be compared 
to the mean value of 3,19 from the age group 18-29 years old. The opinion of the younger 
consumers was therefore almost neutral. This can connect to that the advertisement from 
Diesel is referring its message to masturbation, a topic which is more taboo for older gen-
erations than younger. Overall all of the respondents showed a negative and almost a very 
negative attitude towards the advertisements even if there is a significant relationship be-
tween age and response. In the same way as in the advertisements containing violence the 
R-square values are very low also in the ads with sexual appeal as taboo. The highest R-
square found in these ads were 16,7% which means that there is a significant relationship 
between age and response to sexual appeal, but there are mostly other aspects that influ-
ence the response. 
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5.2 How do the response differ between high- and low-

involvement products? 

5.2.1 Gender 

The processing can change many times depending on the product which is promoted and 
this will affect the result of the response (Gordon et al., 1998). The way in which consum-
ers process products and the procedure they go through before buying them will determine 
if the product is considered to be of high- or low-involvement. In this study the authors 
have chosen to delimit the study so that all car advertisements are seen as high-involvement 
products and all clothing advertisements are seen as low-involvement products. The cars 
used in the advertisements of this thesis are all very expensive items which requires 
thoughtful decision making. The clothes used in the advertisements are all much cheaper 
and therefore tend to be items where impulsive buying is a more common occurrence. 
 
According to Gordon et al. (1998) a careful decision making process are following the pro-
cess of high-involvement while a reckless decision making process takes the route of low-
involvement. When the product involvement is low the customer is less critical towards the 
message of the advertisement and the risk that the customer will be convinced by the mes-
sage of the advertisement is significantly higher (Gordon et al., 1998). As stated in the 
frame of reference, customers are more motivated to stay critical towards an advertisement 
when it is promoting a high-involvement product (Gordon et al., 1998). The advertise-
ments from SAAB and Lamborghini are both considered to be high-involvement products. 
For the two advertisements, the differences in response between the genders are significant 
on each response except the one regarding the attitude towards the SAAB advertisement. 
Concerning this question no significant difference between males and females respondents 
could be identified. The advertisements from Benetton and Valentino, which are consid-
ered to be low-involvement products, gave a similar response as the advertisements from 
SAAB and Lamborghini. In three out of four questions for these two advertisements a sig-
nificant difference in response between the genders could be found. This concludes that 
there is no difference in influence of gender on the response towards violence in adver-
tisement with products of high- and low-involvement. Gender has an influence on re-
sponse for both involvement categories. Even though gender has an influence on response 
for both high- and low- involvement products containing violence, the result that appear 
differ between the two involvements categories. In the advertisements from SAAB and 
Lamborghini, the male respondents had a more positive result than the female respondents 
on all questions that shows a significant difference, which we can see in Diagram 4.2 and 
4.3 in the empirical findings. This means that when advertisements target high-involvement 
products and contain themes of violence the female respondents are the most negative 
ones towards the advertisement and think that it contains too much violence.  
 
When instead analyzing the advertisements of Benetton and Valentino the result in Figure 
4 and Figure 5 state that male respondents are more negative towards the Benetton adver-
tisement while female respondents are the most negative towards the Valentino advertise-
ment. It can therefore be concluded that in advertisements of low involvement products 
containing themes of violence there is no difference identified between males and females, 
because of its shift depending on the advertisement. A potential explanation for this out-
come is that clothing is an item which in a great extent can vary in involvement and this 
can have an influence on the result depending on the product which is advertised (Morris 
et al., 2005). This can also be a reason to the variance which is present in the response from 
the advertisements of SuitSupply and Diesel in Diagram 4.4 and 4.5. The difference be-
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tween the genders is significant in both questions concerning SuitSupply, while there is no 
significant difference on any of the questions regarding Diesel. During low-involvement 
processing the peripheral route is viable and the consumer can during this stage many times 
accept the message as correct without spending much time examining the underlying mean-
ing of the message (Petty et al., 1997). Hence, the fact that Diesel is a low-involvement 
product can be one of the strongest reasons to that there is no significant difference be-
tween the genders on neither of the questions. It is also striking that the response in the 
four car advertisements always resulted in a significant difference between the genders on 
at least one of the questions. This can be linked to their high-involvement product affilia-
tion and the higher level of critical thinking which occurs during this stage (Petty et al., 
1997). 
 
The two other high-involvement product advertisements in the study are promoting BMW 
and Fisker. Diagram 4.4 and 4.5 in the empirical findings, shows that the difference in re-
sponse from males and females are significant on every question. This outcome follows the 
result from the two other advertisements with high-involvement products and supports the 
fact that a significant difference exist in the response between the genders concerning high-
involvement products. High-involvement processing is related to the central route where 
the consumer is supposed to actively think about the underlying message of the advertise-
ment which is mediated. This will also generate in a certain response (Petty et al., 1997). 
When comparing this to the two advertisements with low-involvement products from 
SuitSupply and Diesel we can conclude that there is a difference in influence of gender in 
response to sexual appeal in advertisements with products of high- and low-involvement. 
The results from SuitSupply and Diesel shows as mentioned earlier only a significant dif-
ference between the genders concerning the advertisement of SuitSupply. Therefore gender 
has a bigger impact on the response to sexual appeal in advertisements from high-
involvement products than low-involvement products. 
 
Even if gender seems to have more influence on how consumers respond to sexual appeal 
on advertisements when the product is of high-involvement, the result is quite similar to 
the one appearing for low-involvement products. In Diagram 4.4 and 4.5 are male re-
spondents more positive in their response than the female respondents concerning all the 
advertisements. Concerning BMW and Fisker males shows a mixture of negative and neu-
tral response in their attitude towards the advertisements. Their mean values are 2.43 and 
2.32 respectively. Concerning the low-involvement products from SuitSupply and Diesel, 
males are also less negative than the women, but with mean value of 2.15 in attitude to-
wards the advertisements. 
The high-involvement products in our research tends to get a more positive response from 
males and this can be related to that advertisements often use different strategies to con-
front females and males, and the differences that is prevailing between the genders (Darley 
& Smith, 1995). The different genders are both actively thinking about the underlying mes-
sage of the advertisement when high-involvement products are concerned but our studies 
shows that their interpretation of the advertisements still are very different. 

The response concerning high-involvement products are usually well-founded which can 
be linked to that the cognitive response is the first step to be processed during the central 
route (Petty & Cacioppo, 2014). This can influence the genders to view the advertisements 
differently because the cognitive response during the central route sharpens their critical in-
sights and make them think about how this specific advertisement affects them. The signif-
icance of the product needs to carefully be taken under consideration concerning the cog-
nitive response of the customer. 
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5.2.2 Age 

Age is a factor which has a big impact on how you interpret different advertisements (Fung 
& Carstensen, 2003). Young adults tend to be more attracted to emotional content within 
advertisements than older age groups (McKay-Nesbitt, Manchanda, Smith & Humann, 
2011). From our studies about the relationship between high-involvement products from 
SAAB, Lamborghini, BMW and Fisker and the age variables, we can see a significant dif-
ference between the different age groups. The relationship between the variables is actually 
significant on each response except when the attitude towards the advertisement is asked 
concerning the BMW advertisement.  
 
The relationship concerning high-involvement products between age and your attitude to-
wards the advertisement is most times significant according to our studies. The attitude to-
wards the advertisements tends to be more negative the older the person gets. In this case 
it is also high-involvement products which are concerned which mean that the customer 
tries to use reason and build a legitimate opinion about the advertised product (Petty, 
Cacioppo & Schumann, 1993). There is often high expectations on the buying process 
when it comes to cars (Molesworth & Suortti, 2002) and to this can also be added that 
what aims you have are changing when you grew older (Fung & Carstensen, 2003). The 
more negative view which can be found in older age segments might in this case be affect-
ed by that this are high-involvement products and the high exceptions in relation to the 
changes from aging might be factors which influence the older age segments to hold a 
more negative attitude towards the advertisements of high-involvement products.   
 
Concerning low-involvement products we could see a correlation between increasing age 
and negative attitude towards the advertisements but concerning clothing items was the 
correlation less palpable compared to high-involvement products. The advertisements from 
Benetton and Valentiono have no significant relationship between age and attitude towards 
the advertisement except on one of the questions concerning the Valentino advertisement 
which has a significant relationship between the variables. The result continues to state that 
the low-involvement products tend to have less significant differences between the genders 
and age segments than high-involvement products. 
 
Concerning the advertisements from SuitSupply and Diesel are there a significant relation-
ship between the age variables on every response. The respondents tend to have a more 
negative attitude towards the advertisements the older they get. Clothing is an item which 
can change rapidly in importance to the customer (O'Cass, 2000) and this can also be a 
contributor to the major changes in attitude from one clothing item to another in our 
study. However, it is still important to state that the significant differences are much more 
tangible concerning the high-involvement products compared to the low-involvement 
products. The lower interest towards the product which is present during the peripheral 
route tends to affect the customer in their critical review concerning the advertisement and 
the customer may overlook the personal disadvantages the message might include. The first 
step during the peripheral route is belief change and we can through the differences in re-
sponse between high and low involvement products see that elaboration likehood model 
tend to be correct about its differences in processing from on product to another (Petty, 
Cacioppo, 2014). 
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5.3 How does the response differ if the taboo used is congru-

ent with the product? 

5.3.1 Product is congruent with the taboo 

If the product is congruent with the taboo used or not may affect the response from the 
consumers. What product that has a fit between the product and the taboo used can some-
times be hard to define but in our studies we chose to make a distinction regarding which 
products that is congruent with the taboo and which products that is not congruent with 
the taboo. We chose to make the delimitation that clothing advertisements including sex 
appeal and car advertisements including violence can be seen as advertisements where the 
product is congruent with the taboo used. This advertisement comprises of the advertise-
ments from SAAB, Lamborghini, SuitSupply and Diesel. 
 
Cars have during time in a greater extent been related to violence with its naturally aggres-
sive appearance (Redshaw, 2007). The SAAB advertisement shows us the actual violence 
that a car is capable of executing and that a car can actually be used as a weapon (Redshaw, 
2007). Clothing can in a greater extent be related to sex appeal because clothing it is actual-
ly trying to emphasize a look. Concerning the gender differences between the products of 
SAAB and Lamborghini are there as the statistics shows us in Table 4.1 a significant differ-
ence in response on each answer except the attitude towards the SAAB advertisement, 
where there is no significant difference between the genders.  
 
This may be related to the fact that violent advertisements many times mediate a false mes-
sage concerning the gender which leads to differences in the interpretation of the adver-
tisement from one gender to the other (Söderlund & Dahlen, 2009).  Concerning age is 
there a significant relationship between age and the response on each question as shown 
Table 4.2. The attitude towards the advertisements including violence tend to get a more 
negative response with increasing age, even if the taboo used is congruent with the prod-
uct. Younger adults still have more acceptances towards extreme violence even if it can be 
seen as less controversial than it would have been in a clothing advertisement (Redshow, 
2007). For example was the mean value 3,11 for people between 18-29 compared to 4,18 
for people above 50 concerning if the SAAB advertisement included too much violence. 
This is a pretty distinct difference which describes the negative response as follows increas-
ing age.  
 
Concerning the advertisement from SuitSupply is there a significant difference in response 
between the genders on both questions, but in the case of Diesel is there no significant dif-
ference on any of the questions as shown in Table 4.1. This might be related to the extreme 
sex appeal which is mediated in the advertisement of SuitSupply compared to the Diesel 
advertisement and this can also affect the respondents to question the product congruence 
highlighted in the advertisement. Another interesting aspect is the clear difference in re-
sponse when you use sex appeal when the product is congruent with the taboo used and 
when it is not congruent with the taboo used, an aspect we will return to later in the analy-
sis.  
Concerning age is there a clear a significant relationship between the variables on each re-
sponse concerning these two advertisements. Younger age segments tend to have a more 
positive view towards products which are congruent with the use of sex appeal taboos.   
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5.3.2 Product is not congruent with the taboo 

The advertisements which we have chosen to define as not congruent with the taboo used 
are the advertisements from Benetton, Valentino, BMW and Fisker. Benetton and Valenti-
no are two clothing advertisements which are including violence which is a taboo without 
product congruence concerning clothing. Accordingly have BMW and Fisker used sex ap-
peal in their advertisement which nor can be seen as a taboo which is congruent with the 
product. Concerning the advertisements from Benetton and Valentino are there as shown 
in Table 4.1 a significant difference between the genders on every response except the atti-
tude regarding the Valentino advertisement. When you use violence within clothing adver-
tisements is there a high risk that the response will be negative (Söderlund & Dahlen) and 
we can also see that the difference between the genders were more frequent when the ta-
boo was not congruent with the taboo used than the opposite. Another factor which might 
have been a influence to the differences in response between the genders is that there many 
times have been violent advertisements which are accused of mediating the wrong message 
concerning gender (Söderlund & Dahlen, 2009). 
 
The two car advertisements from BMW and Fisker that included sex appeal have as we can 
see in Table 4.1 a significant difference in response between the genders on each response. 
The difference in response between the genders is not surprisingly very similar to the theo-
ries in our frame of reference. To use sexual appeal within a car advertisement cannot be 
seen as congruent with the product and it will be seen as more provocative than if sex ap-
peal is used within a clothing advertisement (Gill, 2008). Another interesting aspect regard-
ing the differences in the results is that there is a significant difference on every response 
concerning sex appeal when the taboo is not congruent with the product but when we 
measured sex appeal when the taboo was congruent with the product is there no significant 
difference at half of the questions. This difference in response states the importance of that 
the product is congruent with the taboo used concerning the use of sex appeal taboo. 
 
Concerning the advertisements from Benetton and Valentino are there as we can see in 
Table 4.2 no significant relationship between age and the variables, except on the response 
concerning if the advertisement from Valentino included too much violence. The violence 
regarding the Valentino advertisement has a more negative approach from older respond-
ents but in the case of Benetton is there not any significant difference in the response, 
which might be related to the very strong violence which is included in the advertisement 
which contributes to that the different age segments agree about the excess of violence in 
the advertisement. 
 
The car advertisements from BMW and Fisker contained as we can see in Table 4.2 a sig-
nificant difference between the age variables on each response except regarding the attitude 
towards the advertisement from BMW. When we examined the advertisements from 
SAAB and Lamborghini, two advertisements where the taboo was congruent with the 
product, are there as we can see in figure 8 and 9 a significant difference on each response 
compared to the advertisements from BMW and Fisker which only includes one answer 
with no significant difference between the age segments. Another interesting aspect is that 
concerning the Benetton and Valentino advertisements are there only one question which 
had a significant difference and concerning the BMW and Fisker advertisements are the re-
sults the complete opposite. We can find this statistics in the figures related to the age vari-
ables, in Table 4.2. This states that according to our studies is the disagreement between 
different age segments in response more widespread within car advertisements including 
sex appeal than clothing advertisements including violence. Hence, car advertisements in-
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cluding sex appeal had more occasions of significant differences, both concerning the gen-
ders and the different age segments. One reason for these differences might be that it is 
easier to be united in the condemnation concerning violence while the views tend to be 
more divergent concerning sex appeal (Söderlund & Dahlen, 2009). Accordingly we can 
state that the different age segments and genders still have difficulties to agree about where 
advertisements including sexual appeal enter provocation. According to our studies we can 
also add that it is not only if the taboo is congruent or not with the advertised product that 
matters but also which taboo you use, congruent or not.   

5.4 Findings in analysis 

Violence is a type of taboo advertising which often may be seen as offensive (Waller, 2007) 
and the advertisement of Benetton is no exception with its extremely violent content. The 
most interesting aspect of the Benetton advertisement is that the response was more posi-
tive from females than males and sometimes it may be the unexpected conclusions that re-
quire the most analysis. In our frame of reference we discussed the differences in pro-
cessing of taboos between females and males (Liu, Cheng & Li, 2009) but our prediction 
was that males would have a more positive attitude towards violence in ads than females. It 
may be important to mention that most times in our studies males are more positive to-
wards violent advertisements than females, but we will now focus on the exception from 
this trend. 
 
One of the reasons why differences in processing exist between the genders is because how 
people are approached during their childhood by their parents (Oswald, 2010). Violence 
has stereotypically been related to boys and men, and this tendency is partly reflected in our 
responses of the survey. None of the clothing advertisements showed in the final response 
that females are more positive than males towards the advertisement. This may be because 
of the fact that these advertisements actually are including offending stereotypes of women 
while the advertisement from Benetton does not include any content which is referring to 
the female gender. One possible explanation is that the fewer females feel attacked and of-
fended by an advertisement, the higher the possibility that they feel slightly more positive 
towards it. It is still important to state that most times males are more positive towards vio-
lent advertisements than females are, but the response towards the advertisement of Benet-
ton shows us that the pattern may change. Assumed that there might be a consistent trend 
in the society where violence is seen as less masculine this may lead to a clear difference in 
marketers’ strategies. 
 
Another finding from our studies is that the differences between the genders are less signif-
icant when the product was congruent with the taboo used than when the product was not 
congruent with the taboo used. In our frame of reference we discussed the fact that if the 
product is not congruent with the taboo used this may provoke either of the groups (Gill, 
2008). We discussed how for example female nudity in a car advertisement can provoke the 
females. When the product is congruent with the taboo, the taboo may be as provocative 
but the different genders are more united in their response.  
 
Concerning age, there is a more significant difference between the age segments when the 
product is congruent with the taboo used than the opposite. This results deviates from a 
theory in the frame of reference that the relevance between the taboo used and the product 
which is advertised should affect the reactions of the consumers (Gill, 2008). Hence, there 
is a deviation from previous research concerning age while the results concerning gender 
were consistent with our results. This may lead to the conclusion that product congruency 
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is more crucial concerning the outcome between different genders than it is between dif-
ferent age segments. This may depend on the fact that sexual appeal is a sensitive taboo 
which is very gender-based and may lead to bigger differences in response between the 
genders than between different age segments.  
 
The significant difference in response styles is in general higher concerning high-
involvement products than low-involvement products. This may be linked to the fact that 
most times consumers are more critical towards messages concerning high-involvement 
products and this includes critical eyes towards how the advertisement targets the consum-
ers (Gordon, McKeage, Fox, 1998).  
 
When the product is of higher importance to the consumer it will increase the importance 
of giving a legitimate opinion about the advertisement (Petty, Cacioppo & Schumann, 
1993). Even if an advertisement is provocative, the advertisement might feel less provoca-
tive because the product is not important enough. This can lead to a simplified usage of ta-
boo in advertisements including low-involvement products, because during the peripheral 
route there is a higher chance that the consumer will accept the message as correct (Petty, 
Heesacker & Hughes, 1997).  
 
A consistent trend throughout our results is that the age groups and both genders generally 
have a more negative than positive view towards the content of the advertisements. Males 
are in general more positive towards the advertisements and the younger age segments are 
in general more positive than the older age segments, but they are still not very positive. In 
other words can we say that males and younger age segments are less negative towards the 
advertisements, but still not positive. On every response the age segments and genders are 
more negative than positive towards the content of the advertisement. The most positive 
response concerned the attitude towards the Diesel advertisement and refers to the age 
segment between 18-29 with a mean value of 2,53.  
 
When every response is more negative than positive concerning the content of the adver-
tisement there is one relevant question which needs to be asked: Is there any reason to use 
taboo advertising when you target the Swedish market and the Swedish consumers? . The 
constant negative attitude which is visible among both age and gender groups, should give 
marketers to think about the general usefulness of sexual and violent taboos. We make the 
statement that the sole fact that marketers might draw the attention on a company’s prod-
uct is argument enough to make use of taboos in advertisements. According to our results, 
the Swedish consumers are sensitive towards taboo advertising and consequently, this af-
fects their response. Males between 18-29 are the least negative segment and would be the 
best segment to target from a marketing perspective. There are some lessons which can be 
retrieved from our studies concerning the general view on taboo advertising from Swedish 
consumers. It is still important to take into consideration that the response from this seg-
ment are predominantly negative and it may be that Sweden is not the best place to use ta-
boo advertising at all. This is an issue which will be important to consider for marketers in 
the future. If marketers are intending to use taboo advertising in Sweden, a careful ap-
proach should be used. 
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6 Conclusion 

To fulfill and answer the purpose of the thesis, this chapter will summmarize the main findings from the 
analysis in an attempt to answers the research questions.  

In the beginning of this thesis the purpose of the study was stated together with different 
research questions. With this study the authors wanted to investigate how consumer char-
acteristics like age and gender influence how people respond to taboo advertising. This has 
been done by looking specifically at the taboo themes violence and sexual appeal. The dif-
ferent research questions have provided depth in the analysis and have contributed with 
new information in this field. It may be concluded that depending on if consumers are 
males or females, young or old the response towards taboo advertisement is different. This 
study supports some of the existing research in this matter. In the analysis it is stated that 
male respondents are in general throughout all of the different advertisements more posi-
tive than the female group. With the regression analysis it could also be stated that many 
times age has a significant relationship with the attitude towards the advertisement. The 
biggest differences could be found within the advertisements that contained sexual appeal. 
Age and gender therefore seem to have a greater influence in themes of sexual appeal 
compared to violence. Where this study differs from previous research is that the influence 
of age and gender among the Swedish consumers is very small. As mentioned in the analy-
sis, the difference is existing but in a very small degree. Even in the cases when age had a 
significant relationship with the response style, age could only explain a very small part of 
the attitude. There seem to be other factors that have a greater impact on the way consum-
ers respond to taboo advertising. Other characteristics of consumers and cultural aspects 
such as religion and traditions might be other factors that have a stronger influence, which 
will later be mentioned in further readings to suggest more research on this topic. 
 
This study succeeds to bring new findings in the topic of taboo advertising. The research 
proves that there is a difference in how age and gender influence the response towards ta-
boo, if the product in the advertisement is of high- or low-involvement. In advertisements 
with products of high-involvement, gender has a significant influence on response. This is 
connected to the actively thinking about the message which appears for a product of high 
value. Gender seems to play a greater role when the respondents evaluate the message on a 
deeper level. Regarding the characteristic age, the responses were more fluctuating and 
therefore it is harder to draw a clear conclusion. Most of the time, a greater impact was 
recognized when the product was of high-involvement. Still, we could also see the relation-
ship in the cases of low-involvement, especially when it came to sexual appeal. In adver-
tisements with sexual appeal the difference between the genders was clear for both high- 
and low-involvement products. The effect of congruence between product and taboo topic 
differed between gender and age. The analysis showed that gender is not affected by con-
gruency, but age is. If product and taboo topic are not congruent, male and female re-
spondents do not respond in the same way, i.e. gender has an influence because the an-
swers are of a significant difference. This leads to the conclusion that the importance that 
taboo match the attributes of the product, to a great extent depends on the characteristics. 
Product congruence is an element which can vary greatly in importance from one factor to 
the other.  
 
The conclusion we can make after this study, is that overall, Swedish consumers have a 
negative attitude towards advertisement containing sexual appeal or violence. Even if age 
and gender affect the specific response each consumer has, they are all negative but in dif-
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ferent degrees. Therefore the authors conclude that using taboo advertising as a way to 
provoke or target consumers is not a good strategy for the Swedish market. This study 
shows that no matter if age or gender, consumers have a negative attitude towards these 
advertisements and they are of the opinion that they contain too much violence or sexual 
appeal. Therefore, a negative tendency among both groups is definitely visible, however in 
most, but not all of the cases, there is a significant difference in the response within age and 
gender groups. With these results in hand it has to be mentioned that it is hard to draw a 
clear pattern of the influence age and gender have on all of the advertisements. Besides the 
persistent negative attitude, it can be concluded that in evaluation against all comparison 
groups, young men are the best target group regarding taboo advertising as they are the one 
who show most acceptances towards this type of marketing. 
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7 Discussion 

This part discusses how the findings from the conducted research are relevant to marketers that are targeting 
customers with the use of taboo advertising. Furthermore, the limitations of the study are being discussed 
and suggestions are made for future research. 

7.1 Relevance of the study 

As already discussed in the part problem definition there exists a need to further investigate 
the influence of age and gender for consumers from other cultural backgrounds. When do-
ing this, it is possible to analyze if there exists a pattern on how characteristics influence the 
response or if this differs between markets. This study is able to bring a new aspect in to 
existing research and put a ground base where comparisons can be made. When analyzing 
the result from this thesis it shows that age and gender have in most cases an influence, al-
beit a small influence on the response consumers have towards taboo advertising. This 
brings valuable information to marketers that are targeting Swedish consumers. 
 
Our research focuses on three different research questions and by using existing literature 
as mentioned in the frame of reference together with our empirical study we are able to 
contribute interesting findings. On the basis of this study we can clearly see that Swedish 
consumers have a negative attitude towards taboo advertising. The age segment between 
18-29 years old has a less negative view than other age segments and males are in general 
more positive than females. Another interesting element in our study is that product con-
gruence has different effects on how the differences in response are affected by age and 
gender. The importance of product congruence depending on different characteristics is an 
interesting issue that emerges from the results. 

According to our research the use of taboo advertising seems to be difficult to adapt suc-
cessfully in the Swedish market. It can be seen as a hesitant method to use on the Swedish 
market and to target Swedish consumers. Therefore, this study does not only provide an 
overview about perceptions in taboo advertising in general, it also highlights relevant mar-
keting facts by providing deeper insight into different involvement categories and congru-
encies. These findings do not only offer an understanding for Swedish marketers, it can al-
so serve as a starting point and inspiration for marketers worldwide.  

7.2 Limitations 

Limitations will always exist in a study because researchers have to delimit their study to a 
certain field which they are putting focus on. Our focus lies on sexual appeal and violence 
in advertising, and this is only two out of many taboos that can be use within advertising. 
Hence, it is hard to say that the Swedish consumers dismiss all taboo advertising in general, 
because there may be many taboos that might be used with great success on the Swedish 
market, but which are not included in our study. Since sexual appeal and violence are ta-
boos which are often used within advertising, this is the criteria on which we chose to de-
limit our study.  
 
Another limitation in our study is that we chose taboos that may be uneven in their level of 
provocation and that they could have been more even in the amount of provocation used. 
We have to take into consideration that how “provocative” a taboo is, can sometimes be 
hard to measure, and we have done the delimitation which we think is the best for our 
purpose. In an effort to make up for the limitation, we designed the survey by always using 
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two advertisements in the same category to see a clearer pattern. However, different levels 
of provocation are hard to avoid completely, and therefore it is still an important element 
to include as a limitation within our study.  
 
In our research we had to limit the study by referring to general conclusions from existing 
theory about advertisements containing high- and low-involvement. That means, in our 
study we prescribed what consumers see as high and low involvement products combined 
with their response towards taboo advertising. 

7.3 Suggestions for future research 

Even if this thesis proves that in most cases age and gender influence consumers’ response 
towards taboo advertising, it opens up for future research. The result in this study is fluctu-
ating and the outcome seems to be affected by many different aspects.  Also, the regression 
analysis shows that even if a significant relationship exists between age and the response 
towards taboo advertising, the variance in age only explains a small part of the variance in 
response. Therefore there seem to be other characteristics that have a greater influence on 
the response. It will be interesting to investigate in further research, what kind of other 
characteristics has an explaining effect. 
 
Furthermore, the study only focuses on the taboos sexual appeal and violence. Therefore, 
we propose to investigate how age and gender will influence the response towards the use 
of other taboos. If the study is conducted on the Swedish market it would be possible to 
analyze if there is a general trend of skepticism towards taboo advertising in Sweden, or if 
the skepticism found in this research is concerning only sexual appeal and violence. There-
fore, this advice is especially concerning future studies that apply a similar research in Swe-
den, but with focus on other taboos. It would be interesting to implement the same studies 
in other countries and compare results. Nevertheless, to be able to find out the reaction of 
Swedish consumers and discover trends, it is important that the research is done in the tar-
get country and therefore solely includes Swedish consumers. 
 
Another interesting aspect the authors want to propose is to examine the effect in case re-
searchers let the respondents decide themselves when the taboo is congruent with the ta-
boo used and when it is not. Since our studies urged on the differences in response be-
tween gender and age concerning this matter it would be interesting to see why the view is 
so different depending on the characteristics. 

In Benetton’s advertisement which includes heavy violence the result show that females are 
more positive towards the advertisement compared to the male respondents. Therefore, a 
last suggestion for future resrearch would be to see if this result is an exception or if we 
have a pervading trend in the society that the response concerning violence in advertising is 
changing. Since our frame of reference mediated that males are more positive towards vio-
lence in advertising may this exception be a part of an interesting trend that will have clear 
effects on the strategies of the marketers. 
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Appendices 

Appendix 1 - Questionnaire 

Q1 Gender & Age? 

 Male 18-29 (1) 

 Female 18-29 (2) 

 Male 30-49 (3) 

 Female 30-49 (4) 

 Male 50+ (5) 

 Female 50+ (6) 

 

The advertisement below belongs to question 2 & 3. This advertisement is from the former 
car company SAAB and was published in 1999. The product which the advertisement is 
trying to sell is the model SAAB 9-5. Due to the bad quality and the problem reading what 
is written in the middle of the picture comes here a correction; "You're are looking at the 
toughest rival of the SAAB 9-5: The SAAB 9-5" 

 

 

Q2 What is your attitude towards this advertisement? 

 1 (1) 2 (2) 3 (3) 4 (4) 5 (5) 

Click to write 
Statement (1)           
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Q3 I perceive this advertisement to contain too much violence 

 1 (1) 2 (2) 3 (3) 4 (4) 5 (5) 

Click to write 
Statement (1)           

 

 

The advertisement below belongs to question 4 & 5.  This advertisement is from the car 
company Lamborghini and was published in 2011. The product which the advertisement is 
trying to sell is the model Lamborghini Aventador.   

 

 

 

Q4 What is your attitude towards this advertisement? 

 1 (1) 2 (2) 3 (3) 4 (4) 5 (5) 

Click to write 
Statement (1)           

 

 

Q5 I perceive this advertisement to contain too much violence 

 1 (1) 2 (2) 3 (3) 4 (4) 5 (5) 

Click to write 
Statement (1)           
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The advertisement below belongs to question 6 & 7. This advertisement is from the cloth-
ing company United Colors of Benetton and was published in 1994. It includes clothes 
from a fallen Bosnian soldier and were launched during the war in Bosnia in 1994. 

 

 

 

Q6 What is your attitude towards this advertisement? 

 1 (1) 2 (2) 3 (3) 4 (4) 5 (5) 

Click to write 
Statement (1)           

 

 

Q7 I perceive this advertisement to contain too much violence 

 1 (1) 2 (2) 3 (3) 4 (4) 5 (5) 

Click to write 
Statement (1)           
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The advertisement below belongs to question 8 & 9. This advertisement is from the cloth-
ing company Valentino and was published in 2012. The product which the advertisement is 
trying to sell is the red dress.  

 

 

 

Q8 What is your attitude towards this advertisement? 

 1 (1) 2 (2) 3 (3) 4 (4) 5 (5) 

Click to write 
Statement (1)           

 

 

Q9 I perceive this advertisement to contain too much violence 

 1 (1) 2 (2) 3 (3) 4 (4) 5 (5) 

Click to write 
Statement (1)           
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The advertisement below belongs to question 10 & 11. This advertisement is from the car 
company BMW and was published in 2008. The product which the advertisement is trying 
to sell is BMW premium selection of used cars. 

 

 

 

Q10 What is your attitude towards this advertisement? 

 1 (1) 2 (2) 3 (3) 4 (4) 5 (5) 

Click to write 
Statement (1)           

 

 

Q11 I perceive this advertisement to contain too much sexual appeal 

 1 (1) 2 (2) 3 (3) 4 (4) 5 (5) 

Click to write 
Statement (1)           
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The advertisement below belongs to question 12 & 13.  This advertisement is from the car 
company Fisker Automotive and was published in 2010. The product which the advertise-
ment is trying to sell is the car model Fisker Karma. 

 

 

 

Q12 What is your attitude towards this advertisement? 

 1 (1) 2 (2) 3 (3) 4 (4) 5 (5) 

Click to write 
Statement (1)           

 

 

Q13 I perceive this advertisement to contain too much sexual appeal 

 1 (1) 2 (2) 3 (3) 4 (4) 5 (5) 

Click to write 
Statement (1)           
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The advertisement below belongs to question 14 & 15.  This advertisement is from the 
male clothing company SuitSupply and was published in 2010. The product which the ad-
vertisement is trying to sell is the suit of the man in the picture. 

 

 

 

Q14 What is your attitude towards this advertisement? 

 1 (1) 2 (2) 3 (3) 4 (4) 5 (5) 

Click to write 
Statement (1)           

 

 

Q15 I perceive this advertisement to contain too much sexual appeal 

 1 (1) 2 (2) 3 (3) 4 (4) 5 (5) 

Click to write 
Statement (1)           
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The advertisement below belongs to question 16 & 17. This advertisement is from the 
clothing company Diesel and was published in 2010. The product which the advertisement 
is trying to sell is the Diesel collection of jeans. 

 

 

 

Q16 What is your attitude towards this advertisement? 

 1 (1) 2 (2) 3 (3) 4 (4) 5 (5) 

Click to write 
Statement (1)           

 

 

Q17 I perceive this advertisement to contain too much sexual appeal 

 1 (1) 2 (2) 3 (3) 4 (4) 5 (5) 

Click to write 
Statement (1)           

 

 

  



  

 
69 

Appendix 2 – SPSS output and the authors’ hypotheses testing 

Table 1 

Group Statistics 

 
Gender N Mean Std. Deviation Std. Error Mean 

Attitude towards ad 1 

(car/violence) 

1 98 2,20 ,837 ,085 

2 91 2,11 1,048 ,110 

Attitude towards ad 2 

(car/violence) 

1 97 1,96 ,946 ,096 

2 90 1,71 ,877 ,092 

Independent Samples Test 

 

Levene's Test 

for Equality of 

Variances t-test for Equality of Means 

F Sig. t df 

Sig. 

(2-

tailed) 

Mean Dif-

ference 

Std. Error 

Difference 

90% Confi-

dence Interval 

of the Differ-

ence 

Lower Upper 

Attitude to-

wards ad 1 

(car/violence) 

Equal vari-

ances as-

sumed 

1,990 ,160 ,685 187 ,494 ,094 ,137 -,133 ,321 

Equal vari-

ances not 

assumed 

  ,679 172,105 ,498 ,094 ,139 -,135 ,323 

Attitude to-

wards ad 2 

(car/violence) 

Equal vari-

ances as-

sumed 

,150 ,699 1,853 185 ,066 ,248 ,134 ,027 ,469 

Equal vari-

ances not 

assumed 

  1,858 185,000 ,065 ,248 ,133 ,027 ,468 

 

The null hypothesis states that there is no difference in attitude towards the ad between 
males and females, while the alternative hypothesis supports a difference in attitude to-
wards the ad between males and females. 
 
SAAB (ad 1) 
 

         

         
 

Calculate the test statistic:                      

  Test is based on equal variance 



  

 
70 

Compare the p-value with the significance level:                      

  Do not reject    

Since we do not reject    we can conclude that there is no significant difference in attitude 
towards ad 1 between male and female respondents. 
 
Lamborghini (ad 2) 
 

         

         
 

Calculate the test statistic:                      

  Test is based on equal variances 

Compare the p-value with the significance level:                      

  Reject     

Since we reject    we can conclude that there is a significant difference in attitude towards 
ad 2 between male and female respondents. 
 
Table 2 

Group Statistics 

 
Gender N Mean Std. Deviation Std. Error Mean 

Too much violence in ad 1 

(car/violence) 

1 98 3,33 1,225 ,124 

2 91 3,87 1,137 ,119 

Too much violence in ad 2 

(car/violence) 

1 97 3,79 1,172 ,119 

2 90 4,22 ,909 ,096 

Independent Samples Test 

 

Levene's Test 

for Equality of 

Variances t-test for Equality of Means 

F Sig. t df 

Sig. 

(2-

tailed) 

Mean Dif-

ference 

Std. Error 

Difference 

90% Confi-

dence Interval 

of the Differ-

ence 

Lower Upper 

Too much vi-

olence in ad 

1 

(car/violence) 

Equal vari-

ances as-

sumed 

1,512 ,220 
-

3,143 
187 ,002 -,542 ,172 -,826 -,257 

Equal vari-

ances not 

assumed 

  
-

3,152 
187,000 ,002 -,542 ,172 -,826 -,258 

Too much vi-

olence in ad 

2 

Equal vari-

ances as-

sumed 

4,507 ,035 
-

2,778 
185 ,006 -,428 ,154 -,683 -,173 
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(car/violence) Equal vari-

ances not 

assumed 

  
-

2,804 
179,468 ,006 -,428 ,153 -,681 -,176 

 

The null hypothesis states that there is no difference in opinion of too much violence in 
the ad between males and females, while the alternative hypothesis supports a difference in 
opinion of too much violence in the ad between males and females. 
 
SAAB (ad 1) 
 

         

         
 

Calculate the test statistic:                      

  Test is based on equal variances 

Compare the p-value with the significance level:                      

  Reject    

Since we reject    we can conclude that there is a significant difference in opinion of too 
much violence in ad 1 between male and female respondents. 
 
Lamborghini (ad 2) 
 

         

         
 

Calculate the test statistic:                      

  Test is not based on equal variances 

Compare the p-value with the significance level:                      

  Reject    

Since we reject    we can conclude that there is a significant difference in opinion of too 
much violence in ad 2 between male and female respondents. 

Table 3 

Group Statistics 

 
Gender N Mean Std. Deviation Std. Error Mean 

Attitude towards ad 3 

(Clothes/violence) 

1 97 1,55 ,829 ,084 

2 91 1,95 1,037 ,109 

Attitude towards ad 4 

(Clothes/violence) 

1 97 1,87 ,931 ,095 

2 91 1,66 ,957 ,100 

Independent Samples Test 

 

Levene's 

Test for 

Equality of 

Variances t-test for Equality of Means 
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F Sig. t df 

Sig. 

(2-

tailed) 

Mean Dif-

ference 

Std. Error 

Difference 

90% Confi-

dence Inter-

val of the Dif-

ference 

Lower Upper 

Attitude towards 

ad 3 

(Clothes/violence) 

Equal vari-

ances as-

sumed 

1,816 ,179 
-

2,920 
186 ,004 -,399 ,137 -,624 -,173 

Equal vari-

ances not 

assumed 

  
-

2,900 
172,297 ,004 -,399 ,137 -,626 -,171 

Attitude towards 

ad 4 

(Clothes/violence) 

Equal vari-

ances as-

sumed 

,036 ,850 1,500 186 ,135 ,207 ,138 -,021 ,434 

Equal vari-

ances not 

assumed 

  1,499 184,456 ,136 ,207 ,138 -,021 ,435 

 

The null hypothesis states that there is no difference in attitude towards the ad between 
males and females, while the alternative hypothesis supports a difference in attitude to-
wards the ad between males and females. 
 
Benetton (ad 3) 
 

         

         
 

Calculate the test statistic:                      

  Test is based on equal variances 

Compare the p-value with the significance level:                      

  Reject    

Since we reject    we can conclude that there is a significant difference in attitude towards 
ad 3 between male and female respondents. 
 
Valentino (ad 4) 
 

         

         
 

Calculate the test statistic:                      

  Test is based on equal variances 

Compare the p-value with the significance level:                      

  Do not reject    

Since we do not reject    we can conclude that there is no significant difference in attitude 
towards ad 4 between male and female respondents. 
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Table 4 

Group Statistics 

 
Gender N Mean Std. Deviation Std. Error Mean 

Too much violence in ad 3 

(Clothes/violence) 

1 97 4,09 1,001 ,102 

2 91 3,82 1,091 ,114 

Too much violence in ad 4 

(Clothes/violence) 

1 97 3,86 1,051 ,107 

2 91 4,20 ,980 ,103 

Independent Samples Test 

 

Levene's 

Test for 

Equality of 

Variances t-test for Equality of Means 

F Sig. t df 

Sig. 

(2-

tailed) 

Mean Dif-

ference 

Std. Error 

Difference 

90% Confi-

dence Inter-

val of the Dif-

ference 

Lower Upper 

Too much vio-

lence in ad 3 

(Clothes/violence) 

Equal vari-

ances as-

sumed 

1,279 ,259 1,760 186 ,080 ,269 ,153 ,016 ,521 

Equal vari-

ances not 

assumed 

  1,755 181,895 ,081 ,269 ,153 ,016 ,522 

Too much vio-

lence in ad 4 

(Clothes/violence) 

Equal vari-

ances as-

sumed 

,095 ,758 
-

2,305 
186 ,022 -,342 ,148 -,588 -,097 

Equal vari-

ances not 

assumed 

  
-

2,310 
185,995 ,022 -,342 ,148 -,587 -,097 

 

The null hypothesis states that there is no difference in opinion of too much violence in 
the ad between males and females, while the alternative hypothesis supports a difference in 
opinion of too much violence in the ad between males and females. 
 
Benetton (ad 3) 
 

         

         
 

Calculate the test statistic:                      

  Test is based on equal variances 
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Compare the p-value with the significance level:                      

  Reject    

Since we reject    we can conclude that there is a significant difference in opinion of too 
much violence in ad 3 between male and female respondents. 
 
Valentino (ad 4) 
 

         

         
 

Calculate the test statistic:                      

  Test is based on equal variances 

Compare the p-value with the significance level:                      

  Reject    

Since we reject    we can conclude that there is a significant difference in opinion of too 
much violence in ad 4 between male and female respondents. 

Table 5 

Group Statistics 

 
Gender N Mean Std. Deviation Std. Error Mean 

Attitude towards ad 5 

(car/sexual appeal) 

1 97 2,51 1,234 ,125 

2 90 1,94 1,021 ,108 

Attitude towards ad 6 

(car/sexual appeal) 

1 97 2,43 1,249 ,127 

2 90 1,87 ,974 ,103 

Independent Samples Test 

 

Levene's Test 

for Equality of 

Variances t-test for Equality of Means 

F Sig. t df 

Sig. 

(2-

tailed) 

Mean Dif-

ference 

Std. Error 

Difference 

90% Confi-

dence Interval 

of the Differ-

ence 

Lower Upper 

Attitude to-

wards ad 5 

(car/sexual 

appeal) 

Equal vari-

ances as-

sumed 

6,976 ,009 3,371 185 ,001 ,561 ,166 ,286 ,836 

Equal vari-

ances not 

assumed 

  3,395 182,643 ,001 ,561 ,165 ,288 ,834 

Attitude to-

wards ad 6 

(car/sexual 

Equal vari-

ances as-

sumed 

9,272 ,003 3,439 185 ,001 ,566 ,165 ,294 ,839 
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appeal) Equal vari-

ances not 

assumed 

  3,471 179,757 ,001 ,566 ,163 ,297 ,836 

 

The null hypothesis states that there is no difference in attitude towards the ad between 
males and females, while the alternative hypothesis supports a difference in attitude to-
wards the ad between males and females. 
 
BMW (ad 5) 
 

         

         
 

Calculate the test statistic:                      

  Test is not based on equal variances 

Compare the p-value with the significance level:                      

  Reject    

Since we reject    we can conclude that there is a significant difference in attitude towards 
ad 5 between male and female respondents. 
 
Fisker (ad 6) 
 

         

         
 

Calculate the test statistic:                      

  Test is not based on equal variances 

Compare the p-value with the significance level:                      

  Reject    

Since we reject    we can conclude that there is a significant difference in attitude towards 
ad 6 between male and female respondents. 
 
Table 6 

Group Statistics 

 
Gender N Mean Std. Deviation Std. Error Mean 

Too much sexual appeal in 

ad 5 (car/sexual appeal) 

1 97 3,45 1,233 ,125 

2 91 4,00 1,000 ,105 

Too much sexual appeal in 

ad 6 (car/sexual appeal) 

1 97 3,65 1,234 ,125 

2 90 3,98 1,070 ,113 

Independent Samples Test 

 

Levene's Test 

for Equality of 

Variances t-test for Equality of Means 
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F Sig. t df 

Sig. 

(2-

tailed) 

Mean Dif-

ference 

Std. Error 

Difference 

90% Confi-

dence Interval 

of the Differ-

ence 

Lower Upper 

Too much 

sexual ap-

peal in ad 5 

(car/sexual 

appeal) 

Equal vari-

ances as-

sumed 

10,513 ,001 
-

3,323 
186 ,001 -,546 ,164 -,818 -,275 

Equal vari-

ances not 

assumed 

  
-

3,346 
182,231 ,001 -,546 ,163 -,816 -,276 

Too much 

sexual ap-

peal in ad 6 

(car/sexual 

appeal) 

Equal vari-

ances as-

sumed 

5,314 ,022 
-

1,937 
185 ,054 -,328 ,169 -,608 -,048 

Equal vari-

ances not 

assumed 

  
-

1,948 
184,189 ,053 -,328 ,169 -,607 -,050 

 

The null hypothesis states that there is no difference in opinion of too much sexual appeal 
in the ad between males and females, while the alternative hypothesis supports a difference 
in opinion of too much sexual in the ad between males and females. 
 
BMW (ad 5) 
 

         

         
 

Calculate the test statistic:                      

  Test is not based on equal variances 

Compare the p-value with the significance level:                      

  Reject    

Since we reject    we can conclude that there is a significant difference in opinion of too 
much sexual appeal in ad 5 between male and female respondents. 
 
Fisker (ad 6) 
 

         

         
 

Calculate the test statistic:                      

  Test is not based on equal variances 

Compare the p-value with the significance level:                      

  Reject    

Since we reject    we can conclude that there is a significant difference in opinion of too 
much sexual appeal in ad 6 between male and female respondents. 
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Table 7 

Group Statistics 

 
Gender N Mean Std. Deviation Std. Error Mean 

Attitude towards ad 7 

(clothes/sexual appeal) 

1 97 2,21 1,089 ,111 

2 91 1,70 ,972 ,102 

Attitude towards ad 8 

(clothes/sexual appeal) 

1 97 2,26 1,073 ,109 

2 91 2,11 ,971 ,102 

Independent Samples Test 

 

Levene's Test 

for Equality of 

Variances t-test for Equality of Means 

F Sig. t df 

Sig. 

(2-

tailed) 

Mean Dif-

ference 

Std. Error 

Difference 

90% Confi-

dence Interval 

of the Differ-

ence 

Lower Upper 

Attitude to-

wards ad 7 

(clothes/sexual 

appeal) 

Equal vari-

ances as-

sumed 

1,411 ,236 3,333 186 ,001 ,503 ,151 ,253 ,752 

Equal vari-

ances not 

assumed 

  3,345 185,542 ,001 ,503 ,150 ,254 ,751 

Attitude to-

wards ad 8 

(clothes/sexual 

appeal) 

Equal vari-

ances as-

sumed 

1,659 ,199 ,988 186 ,324 ,148 ,150 -,099 ,395 

Equal vari-

ances not 

assumed 

  ,991 185,766 ,323 ,148 ,149 -,099 ,394 

 

The null hypothesis states that there is no difference in attitude towards the ad between 
males and females, while the alternative hypothesis supports a difference in attitude to-
wards the ad between males and females. 
 
SuitSupply (ad 7) 
 

         

         
 

Calculate the test statistic:                      

  Test is based on equal variances 

Compare the p-value with the significance level:                      
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  Reject    

Since we reject    we can conclude that there is a significant difference in attitude towards 
ad 7 between male and female respondents. 
 
Diesel (ad 8) 
 

         

         
 

Calculate the test statistic:                      

  Test is based on equal variances 

Compare the p-value with the significance level:                      

  Do no reject    

Since we do not reject    we can conclude that there is no significant difference in attitude 
towards ad 8 between male and female respondents. 
 
Table 8 

Group Statistics 

 
Gender N Mean Std. Deviation Std. Error Mean 

Too much sexual appeal in 

ad 7 (clothes/sexual appeal) 

1 97 3,91 1,119 ,114 

2 91 4,49 ,794 ,083 

Too much sexual appeal in 

ad 8 (clothes/sexual appeal) 

1 97 3,55 1,216 ,124 

2 91 3,82 1,101 ,115 

Independent Samples Test 

 

Levene's Test 

for Equality of 

Variances t-test for Equality of Means 

F Sig. t df 

Sig. 

(2-

tailed) 

Mean Dif-

ference 

Std. Error 

Difference 

90% Confi-

dence Interval 

of the Differ-

ence 

Lower Upper 

Too much 

sexual appeal 

in ad 7 

(clothes/sexual 

appeal) 

Equal vari-

ances as-

sumed 

8,380 ,004 
-

4,126 
186 ,000 -,587 ,142 -,823 -,352 

Equal vari-

ances not 

assumed 

  
-

4,170 
173,434 ,000 -,587 ,141 -,820 -,354 

Too much 

sexual appeal 

in ad 8 

Equal vari-

ances as-

sumed 

1,111 ,293 
-

1,638 
186 ,103 -,278 ,170 -,558 ,003 
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(clothes/sexual 

appeal) 

Equal vari-

ances not 

assumed 

  
-

1,643 
185,773 ,102 -,278 ,169 -,557 ,002 

 

The null hypothesis states that there is no difference in opinion of too much sexual appeal 
in the ad between males and females, while the alternative hypothesis supports a difference 
in opinion of too much sexual in the ad between males and females. 
 
SuitSupply (ad 7) 
 

         

         
 

Calculate the test statistic:                      

  Test is not based on equal variances 

Compare the p-value with the significance level:                      

  Reject    

Since we reject    we can conclude that there is a significant difference in opinion of too 
much sexual appeal in ad 7 between male and female respondents. 
 
Diesel (ad 8) 
 

         

         
 

Calculate the test statistic:                      

  Test is based on equal variances 

Compare the p-value with the significance level:                      

  Do not reject    

Since we do not reject    we can conclude that there is no significant difference in opinion 
of too much sexual appeal in ad 8 between male and female respondents. 
 
Table 9 

Descriptive Statistics 

 Mean Std. Deviation N 

Attitude towards ad 1 

(car/violence) 
2,16 ,943 189 

Age 1,85 ,852 189 

Model Summary 

Model R R Square 

Adjusted R 

Square 

Std. Error of the 

Estimate 

1 ,221
a
 ,049 ,044 ,922 

a. Predictors: (Constant), Age 

ANOVA
a
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Model Sum of Squares df Mean Square F Sig. 

1 Regression 8,168 1 8,168 9,602 ,002
b
 

Residual 159,070 187 ,851   

Total 167,238 188    

a. Dependent Variable: Attitude towards ad 1 (car/violence) 

b. Predictors: (Constant), Age 

Coefficients
a
 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 2,610 ,160  16,270 ,000 

Age -,245 ,079 -,221 -3,099 ,002 

a. Dependent Variable: Attitude towards ad 1 (car/violence) 

 

SAAB (ad 1) 

The null hypothesis states that there is no significant relationship between age and attitude 
towards the ad, while the alternative hypothesis states that there is a significant relationship 
between age and attitude towards the ad. 

        
        

Significance level:       

Compare the p-value with the significance level:                      

→ Reject    

Since we reject    we can conclude that there is a significant relationship between the vari-
ables. With a B-value of -0,245 we have a negative direction of the relationship between the 
variables. This means that when age increases by 1 “age group” the attitude towards ad de-
creases by -0,245 standard deviation. 

          

An R square value of 0,049 is indicating that 4,9% of the variance in attitude towards the ad 
are explained by the variance in age. 

Table 10 

Descriptive Statistics 

 Mean Std. Deviation N 

Too much violence in ad 1 

(car/violence) 
3,59 1,211 189 

Age 1,85 ,852 189 

Model Summary 
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Model R R Square 

Adjusted R 

Square 

Std. Error of the 

Estimate 

1 ,392
a
 ,153 ,149 1,117 

a. Predictors: (Constant), Age 

ANOVA
a
 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 42,335 1 42,335 33,908 ,000
b
 

Residual 233,475 187 1,249   

Total 275,810 188    

a. Dependent Variable: Too much violence in ad 1 (car/violence) 

b. Predictors: (Constant), Age 

Coefficients
a
 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 2,559 ,194  13,166 ,000 

Age ,557 ,096 ,392 5,823 ,000 

a. Dependent Variable: Too much violence in ad 1 (car/violence) 

 

SAAB (ad 1) 

The null hypothesis states that there is no positive relationship between age and opinion of 
too much violence, while the alternative hypothesis states that there is a positive relation-
ship between age and opinion of too much violence. 

        
        

Significance level:       

Compare the p-value with the significance level:                      

→ Reject    

Since we reject    we can conclude that there is a significant relationship between the vari-
ables. With a B-value of 0,557 we have a positive direction of the relationship between the 
variables. This means that when age increases by 1 “age group” the opinion of too much 
violence in the ad increases by 0,557 standard deviation. 

          

An R square value of 0,153 is indicating that 15,3% of the variance in attitude towards the 
ad are explained by the variance in age. 

Table 11 

Descriptive Statistics 
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 Mean Std. Deviation N 

Attitude towards ad 2 

(car/violence) 
1,84 ,919 187 

Age 1,84 ,850 187 

Model Summary 

Model R R Square 

Adjusted R 

Square 

Std. Error of the 

Estimate 

1 ,211
a
 ,044 ,039 ,901 

a. Predictors: (Constant), Age 

ANOVA
a
 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 6,986 1 6,986 8,604 ,004
b
 

Residual 150,202 185 ,812   

Total 157,187 186    

a. Dependent Variable: Attitude towards ad 2 (car/violence) 

b. Predictors: (Constant), Age 

Coefficients
a
 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 2,260 ,158  14,326 ,000 

Age -,228 ,078 -,211 -2,933 ,004 

a. Dependent Variable: Attitude towards ad 2 (car/violence) 

 

Lamborghini (ad 2) 

The null hypothesis states that there is no positive relationship between age and attitude 
towards the ad, while the alternative hypothesis states that there is a positive relationship 
between age and attitude towards the ad. 

        
        

Significance level:       

Compare the p-value with the significance level:                      

→ Reject    

Since we reject    we can conclude that there is a significant relationship between the vari-
ables. With a B-value of -0,228 we have a negative direction of the relationship between the 
variables. This means that when age increases by 1 “age group” the attitude towards ad de-
creases by -0,228 standard deviation. 
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An R square value of 0,044 is indicating that 4,4% of the variance in attitude towards the ad 
are explained by the variance in age. 

Table 12 

Descriptive Statistics 

 Mean Std. Deviation N 

Too much violence in ad 2 

(car/violence) 
4,00 1,073 187 

Age 1,86 ,852 187 

Model Summary 

Model R R Square 

Adjusted R 

Square 

Std. Error of the 

Estimate 

1 ,300
a
 ,090 ,085 1,026 

a. Predictors: (Constant), Age 

ANOVA
a
 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 19,252 1 19,252 18,289 ,000
b
 

Residual 194,748 185 1,053   

Total 214,000 186    

a. Dependent Variable: Too much violence in ad 2 (car/violence) 

b. Predictors: (Constant), Age 

Coefficients
a
 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 3,300 ,180  18,314 ,000 

Age ,377 ,088 ,300 4,277 ,000 

a. Dependent Variable: Too much violence in ad 2 (car/violence) 

 

Lamborghini (ad 2) 

The null hypothesis states that there is no positive relationship between age and opinion of 
too much violence, while the alternative hypothesis states that there is a positive relation-
ship between age and opinion of too much violence. 

        
        

Significance level:       

Compare the p-value with the significance level:                      

→ Reject    
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Since we reject    we can conclude that there is a significant relationship between the vari-
ables. With a B-value of 0,377 we have a positive direction of the relationship between the 
variables. This means that when age increases by 1 “age group” the opinion of too much 
violence in the ad increases by 0,377 standard deviation. 

          

An R square value of 0,090 is indicating that 9% of the variance in attitude towards the ad 
are explained by the variance in age. 

Table 13 

Descriptive Statistics 

 Mean Std. Deviation N 

Attitude towards ad 3 

(Clothes/violence) 
1,74 ,954 188 

Age 1,85 ,852 188 

Model Summary 

Model R R Square 

Adjusted R 

Square 

Std. Error of the 

Estimate 

1 ,116
a
 ,014 ,008 ,950 

a. Predictors: (Constant), Age 

ANOVA
a
 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 2,307 1 2,307 2,555 ,112
b
 

Residual 167,922 186 ,903   

Total 170,229 187    

a. Dependent Variable: Attitude towards ad 3 (Clothes/violence) 

b. Predictors: (Constant), Age 

Coefficients
a
 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 1,498 ,166  9,022 ,000 

Age ,130 ,082 ,116 1,599 ,112 

a. Dependent Variable: Attitude towards ad 3 (Clothes/violence) 

 

Benetton (ad 3) 

The null hypothesis states that there is no positive relationship between age and attitude 
towards the ad, while the alternative hypothesis states that there is a positive relationship 
between age and attitude towards the ad. 
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Significance level:       

Compare the p-value with the significance level:                      

→ Do not reject    

Since we do not reject    we can conclude that there is no significant relationship between 
the variables. 

Table 14 

Descriptive Statistics 

 Mean Std. Deviation N 

Too much violence in ad 3 

(Clothes/violence) 
3,96 1,051 188 

Age 1,85 ,852 188 

Model Summary 

Model R R Square 

Adjusted R 

Square 

Std. Error of the 

Estimate 

1 ,089
a
 ,008 ,003 1,050 

a. Predictors: (Constant), Age 

ANOVA
a
 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 1,647 1 1,647 1,494 ,223
b
 

Residual 205,092 186 1,103   

Total 206,739 187    

a. Dependent Variable: Too much violence in ad 3 (Clothes/violence) 

b. Predictors: (Constant), Age 

Coefficients
a
 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 3,759 ,184  20,482 ,000 

Age ,110 ,090 ,089 1,222 ,223 

a. Dependent Variable: Too much violence in ad 3 (Clothes/violence) 

 

Benetton (ad 3) 

The null hypothesis states that there is no positive relationship between age and opinion of 
too much violence, while the alternative hypothesis states that there is a positive relation-
ship between age and opinion of too much violence. 

        
        

Significance level:       



  

 
86 

Compare the p-value with the significance level:                      

→ Do not reject    

Since we do not reject    we can conclude that there is no significant relationship between 
the variables. 

Table 15 

Descriptive Statistics 

 Mean Std. Deviation N 

Attitude towards ad 4 

(Clothes/violence) 
1,77 ,947 188 

Age 1,85 ,852 188 

Model Summary 

Model R R Square 

Adjusted R 

Square 

Std. Error of the 

Estimate 

1 ,010
a
 ,000 -,005 ,949 

a. Predictors: (Constant), Age 

ANOVA
a
 

Model Sum of Squares df Mean Square F Sig. 

1 Regression ,018 1 ,018 ,020 ,889
b
 

Residual 167,684 186 ,902   

Total 167,702 187    

a. Dependent Variable: Attitude towards ad 4 (Clothes/violence) 

b. Predictors: (Constant), Age 

Coefficients
a
 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 1,787 ,166  10,769 ,000 

Age -,011 ,081 -,010 -,140 ,889 

a. Dependent Variable: Attitude towards ad 4 (Clothes/violence) 

 

Valentino (ad 4) 

The null hypothesis states that there is no positive relationship between age and attitude 
towards the ad, while the alternative hypothesis states that there is a positive relationship 
between age and attitude towards the ad. 

        
        

Significance level:       
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Compare the p-value with the significance level:                      

→ Do not reject    

Since we do not reject    we can conclude that there is no significant relationship between 
the variables. 

Table 16 

Descriptive Statistics 

 Mean Std. Deviation N 

Too much violence in ad 4 

(Clothes/violence) 
4,02 1,029 188 

Age 1,85 ,852 188 

Model Summary 

Model R R Square 

Adjusted R 

Square 

Std. Error of the 

Estimate 

1 ,217
a
 ,047 ,042 1,007 

a. Predictors: (Constant), Age 

ANOVA
a
 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 9,328 1 9,328 9,200 ,003
b
 

Residual 188,587 186 1,014   

Total 197,915 187    

a. Dependent Variable: Too much violence in ad 4 (Clothes/violence) 

b. Predictors: (Constant), Age 

Coefficients
a
 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 3,536 ,176  20,094 ,000 

Age ,262 ,086 ,217 3,033 ,003 

a. Dependent Variable: Too much violence in ad 4 (Clothes/violence) 

 

Valentino (ad 4) 

The null hypothesis states that there is no positive relationship between age and opinion of 
too much violence, while the alternative hypothesis states that there is a positive relation-
ship between age and opinion of too much violence. 

        
        

Significance level:       
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Compare the p-value with the significance level:                      

→ Reject    

Since we reject    we can conclude that there is a significant relationship between the vari-
ables. With a B-value of 0,262 we have a positive direction of the relationship between the 
variables. This means that when age increases by 1 “age group” the opinion of too much 
violence in the ad increases by 0,262 standard deviation. 

          

An R square value of 0,047 is indicating that 4,7% of the variance in attitude towards the ad 
are explained by the variance in age. 

Table 17 

Descriptive Statistics 

 Mean Std. Deviation N 

Attitude towards ad 5 

(car/sexual appeal) 
2,24 1,168 187 

Age 1,84 ,850 187 

Model Summary 

Model R R Square 

Adjusted R 

Square 

Std. Error of the 

Estimate 

1 ,066
a
 ,004 -,001 1,168 

a. Predictors: (Constant), Age 

ANOVA
a
 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 1,102 1 1,102 ,808 ,370
b
 

Residual 252,545 185 1,365   

Total 253,647 186    

a. Dependent Variable: Attitude towards ad 5 (car/sexual appeal) 

b. Predictors: (Constant), Age 

Coefficients
a
 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 2,402 ,205  11,744 ,000 

Age -,091 ,101 -,066 -,899 ,370 

a. Dependent Variable: Attitude towards ad 5 (car/sexual appeal) 

 

BMW (ad 5) 

The null hypothesis states that there is no positive relationship between age and attitude 
towards the ad, while the alternative hypothesis states that there is a positive relationship 
between age and attitude towards the ad. 
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Significance level:       

Compare the p-value with the significance level:                      

→ Do not reject    

Since we do not reject    we can conclude that there is no significant relationship between 
the variables. 

Table 18 

Descriptive Statistics 

 Mean Std. Deviation N 

Too much sexual appeal in 

ad 5 (car/sexual appeal) 
3,72 1,156 188 

Age 1,85 ,852 188 

Model Summary 

Model R R Square 

Adjusted R 

Square 

Std. Error of the 

Estimate 

1 ,158
a
 ,025 ,020 1,145 

a. Predictors: (Constant), Age 

ANOVA
a
 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 6,237 1 6,237 4,758 ,030
b
 

Residual 243,821 186 1,311   

Total 250,059 187    

a. Dependent Variable: Too much sexual appeal in ad 5 (car/sexual appeal) 

b. Predictors: (Constant), Age 

Coefficients
a
 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 3,321 ,200  16,599 ,000 

Age ,214 ,098 ,158 2,181 ,030 

a. Dependent Variable: Too much sexual appeal in ad 5 (car/sexual appeal) 

 

BMW (ad 5) 

The null hypothesis states that there is no positive relationship between age and opinion of 
too much violence, while the alternative hypothesis states that there is a positive relation-
ship between age and opinion of too much violence. 

        



  

 
90 

        

Significance level:       

Compare the p-value with the significance level:                      

→ Reject    

Since we reject    we can conclude that there is a significant relationship between the vari-
ables. With a B-value of 0,214 we have a positive direction of the relationship between the 
variables. This means that when age increases by 1 “age group” the opinion of too much 
sexual appeal in the ad increases by 0,214 standard deviation. 

          

An R square value of 0,025 is indicating that 2,5% of the variance in attitude towards the ad 
are explained by the variance in age. 

Table 19 

Descriptive Statistics 

 Mean Std. Deviation N 

Attitude towards ad 6 

(car/sexual appeal) 
2,16 1,157 187 

Age 1,84 ,850 187 

Model Summary 

Model R R Square 

Adjusted R 

Square 

Std. Error of the 

Estimate 

1 ,264
a
 ,070 ,065 1,119 

a. Predictors: (Constant), Age 

ANOVA
a
 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 17,379 1 17,379 13,870 ,000
b
 

Residual 231,808 185 1,253   

Total 249,187 186    

a. Dependent Variable: Attitude towards ad 6 (car/sexual appeal) 

b. Predictors: (Constant), Age 

Coefficients
a
 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 2,824 ,196  14,407 ,000 

Age -,359 ,097 -,264 -3,724 ,000 

a. Dependent Variable: Attitude towards ad 6 (car/sexual appeal) 

 

Fisker (ad 6) 
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The null hypothesis states that there is no positive relationship between age and attitude 
towards the ad, while the alternative hypothesis states that there is a positive relationship 
between age and attitude towards the ad. 

        
        

Significance level:       

Compare the p-value with the significance level:                      

→ Reject    

Since we reject    we can conclude that there is a significant relationship between the vari-
ables. With a B-value of -0,359 we have a negative direction of the relationship between the 
variables. This means that when age increases by 1 “age group” the attitude towards ad de-
creases by -0,359 standard deviation. 

          

An R square value of 0,070 is indicating that 7% of the variance in attitude towards the ad 
are explained by the variance in age. 

Table 20 

Descriptive Statistics 

 Mean Std. Deviation N 

Too much sexual appeal in 

ad 6 (car/sexual appeal) 
3,81 1,166 187 

Age 1,86 ,852 187 

Model Summary 

Model R R Square 

Adjusted R 

Square 

Std. Error of the 

Estimate 

1 ,291
a
 ,085 ,080 1,119 

a. Predictors: (Constant), Age 

ANOVA
a
 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 21,426 1 21,426 17,112 ,000
b
 

Residual 231,644 185 1,252   

Total 253,070 186    

a. Dependent Variable: Too much sexual appeal in ad 6 (car/sexual appeal) 

b. Predictors: (Constant), Age 

Coefficients
a
 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 3,069 ,196  15,617 ,000 
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Age ,398 ,096 ,291 4,137 ,000 

a. Dependent Variable: Too much sexual appeal in ad 6 (car/sexual appeal) 

 

Fisker (ad 6) 

The null hypothesis states that there is no positive relationship between age and opinion of 
too much violence, while the alternative hypothesis states that there is a positive relation-
ship between age and opinion of too much violence. 

        
        

Significance level:       

Compare the p-value with the significance level:                      

→ Reject    

Since we reject    we can conclude that there is a significant relationship between the vari-
ables. With a B-value of 0,389 we have a positive direction of the relationship between the 
variables. This means that when age increases by 1 “age group” the opinion of too much 
sexual appeal in the ad increases by 0,389 standard deviation. 

          

An R square value of 0,085 is indicating that 8,5% of the variance in attitude towards the ad 
are explained by the variance in age. 

Table 21 

Descriptive Statistics 

 Mean Std. Deviation N 

Attitude towards ad 7 

(clothes/sexual appeal) 
1,96 1,062 188 

Age 1,85 ,852 188 

Model Summary 

Model R R Square 

Adjusted R 

Square 

Std. Error of the 

Estimate 

1 ,148
a
 ,022 ,017 1,053 

a. Predictors: (Constant), Age 

ANOVA
a
 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 4,617 1 4,617 4,166 ,043
b
 

Residual 206,122 186 1,108   

Total 210,739 187    

a. Dependent Variable: Attitude towards ad 7 (clothes/sexual appeal) 

b. Predictors: (Constant), Age 

Coefficients
a
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Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 2,304 ,184  12,523 ,000 

Age -,184 ,090 -,148 -2,041 ,043 

a. Dependent Variable: Attitude towards ad 7 (clothes/sexual appeal) 

 

SuitSupply (ad 7) 

The null hypothesis states that there is no positive relationship between age and attitude 
towards the ad, while the alternative hypothesis states that there is a positive relationship 
between age and attitude towards the ad. 

        
        

Significance level:       

Compare the p-value with the significance level:                      

→ Reject    

Since we reject    we can conclude that there is a significant relationship between the vari-
ables. With a B-value of -0,184 we have a negative direction of the relationship between the 
variables. This means that when age increases by 1 “age group” the attitude towards ad de-
creases by -0,184 standard deviation. 

          

An R square value of 0,022 is indicating that 2,2% of the variance in attitude towards the ad 
are explained by the variance in age. 

Table 22 

Descriptive Statistics 

 Mean Std. Deviation N 

Too much sexual appeal in 

ad 7 (clothes/sexual appeal) 
4,19 1,016 188 

Age 1,85 ,852 188 

Model Summary 

Model R R Square 

Adjusted R 

Square 

Std. Error of the 

Estimate 

1 ,181
a
 ,033 ,028 1,002 

a. Predictors: (Constant), Age 

ANOVA
a
 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 6,347 1 6,347 6,321 ,013
b
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Residual 186,759 186 1,004   

Total 193,106 187    

a. Dependent Variable: Too much sexual appeal in ad 7 (clothes/sexual appeal) 

b. Predictors: (Constant), Age 

Coefficients
a
 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 3,791 ,175  21,649 ,000 

Age ,216 ,086 ,181 2,514 ,013 

a. Dependent Variable: Too much sexual appeal in ad 7 (clothes/sexual appeal) 

 

SuitSupply (ad 7) 

The null hypothesis states that there is no positive relationship between age and opinion of 
too much violence, while the alternative hypothesis states that there is a positive relation-
ship between age and opinion of too much violence. 

        
        

Significance level:       

Compare the p-value with the significance level:                      

→ Reject    

Since we reject    we can conclude that there is a significant relationship between the vari-
ables. With a B-value of 0,216 we have a positive direction of the relationship between the 
variables. This means that when age increases by 1 “age group” the opinion of too much 
sexual appeal in the ad increases by 0,216 standard deviation. 

          

An R square value of 0,033 is indicating that 3,3% of the variance in attitude towards the ad 
are explained by the variance in age. 

Table 23 

Descriptive Statistics 

 Mean Std. Deviation N 

Attitude towards ad 8 

(clothes/sexual appeal) 
2,19 1,025 188 

Age 1,85 ,852 188 

Model Summary 

Model R R Square 

Adjusted R 

Square 

Std. Error of the 

Estimate 
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1 ,329
a
 ,108 ,104 ,970 

a. Predictors: (Constant), Age 

ANOVA
a
 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 21,299 1 21,299 22,614 ,000
b
 

Residual 175,185 186 ,942   

Total 196,484 187    

a. Dependent Variable: Attitude towards ad 8 (clothes/sexual appeal) 

b. Predictors: (Constant), Age 

Coefficients
a
 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 2,919 ,170  17,211 ,000 

Age -,396 ,083 -,329 -4,755 ,000 

a. Dependent Variable: Attitude towards ad 8 (clothes/sexual appeal) 

 

Diesel (ad 8) 

The null hypothesis states that there is no positive relationship between age and attitude 
towards the ad, while the alternative hypothesis states that there is a positive relationship 
between age and attitude towards the ad. 

        
        

Significance level:       

Compare the p-value with the sgnificance level:                      

→ Reject    

Since we reject    we can conclude that there is a significant relationship between the vari-
ables. With a B-value of -0,396 we have a negative direction of the relationship between the 
variables. This means that when age increases by 1 “age group” the attitude towards ad de-
creases by -0,396 standard deviation. 

          

An R square value of 0,108 is indicating that 10,8% of the variance in attitude towards the 
ad are explained by the variance in age. 

Table 24 

Descriptive Statistics 

 Mean Std. Deviation N 
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Too much sexual appeal in 

ad 8 (clothes/sexual appeal) 
3,68 1,167 188 

Age 1,85 ,852 188 

Model Summary 

Model R R Square 

Adjusted R 

Square 

Std. Error of the 

Estimate 

1 ,409
a
 ,167 ,163 1,068 

a. Predictors: (Constant), Age 

ANOVA
a
 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 42,595 1 42,595 37,326 ,000
b
 

Residual 212,256 186 1,141   

Total 254,851 187    

a. Dependent Variable: Too much sexual appeal in ad 8 (clothes/sexual appeal) 

b. Predictors: (Constant), Age 

Coefficients
a
 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 2,644 ,187  14,163 ,000 

Age ,560 ,092 ,409 6,110 ,000 

a. Dependent Variable: Too much sexual appeal in ad 8 (clothes/sexual appeal) 

 
Diesel (ad 8) 

The null hypothesis states that there is no positive relationship between age and opinion of 
too much violence, while the alternative hypothesis states that there is a positive relation-
ship between age and opinion of too much violence. 

        
        

Significance level:       

Compare the p-value with the significance level:                      

→ Reject    

Since we reject    we can conclude that there is a significant relationship between the vari-
ables. With a B-value of 0,560 we have a positive direction of the relationship between the 
variables. This means that when age increases by 1 “age group” the opinion of too much 
sexual appeal in the ad increases by 0,560 standard deviation. 

          

An R square value of 0,167 is indicating that 16,7% of the variance in attitude towards the 
ad are explained by the variance in age. 
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