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Abstract 
The purpose of this thesis is to explore how stakeholders’ view of sexual advertisement has been 

affected by the ‘#MeToo’-uprising and Time’s Up movement. A qualitative study has been 

conducted in order to gather information regarding stakeholders view of sexual appeal in 

advertising and how they have been affected by these movements. In this study, participants 

have been giving their thoughts and beliefs on this subject, which later on have been compared 

and analyzed in relation with existing theories.  

The findings of this study indicates an increased resistance to sexual advertising by the society 

due to the ‘#MeToo’-uprising and Time’s Up. Although, the resistance was greater among females 

than by males in this study. This is potentially due to the fact that women are the ones who 

constantly are being objectified in advertisement today, and throughout history. The practical 

implications of this thesis is that it could be to use for marketing firms who are engaged in 

advertising which contains sexual elements to better understand how ‘#MeToo’ and Time’s up 

have affected consumers’ view of sexual appeal in advertising.  

The original value of the study is new insights regarding consumers’ view of sexual appeal in 
advertisement as an effect of the ‘#MeToo’-uprising and the Time’s Up movement, which not have 

been studied before. 
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1 Introduction  
This chapter starts off by introducing the background to our research, followed by a 

problematization, research question and research purpose. The chapter will end with 

demarcations and a disposition for the rest of the thesis. 

1.1 Background  
“Unwelcome sexual advances, requests for sexual favors, and other verbal or physical 

conduct of a sexual nature”, more commonly defined as sexual harassment (U.S. Equal 

Employment Opportunity Commission, 2016) are not a new phenomenon. Sexual 

harassment has no start-date, meaning that it has probably been around for as long as men 

and women have co-existed (Swenson, 2017). The term sexual harassment, in its modern 

understanding, was coined in March 1975 by a group of feminist activists in New York 

(Baker, 2008). Although sexual harassment is nothing new, the act has been referred to 

with different names such as sexual intimidation, sexual coercion and sexual exploitation 

(Baker, 2008). Namely, this act was revolutionary as it helped to start a chain reaction of 

women accusing men for sexual harassment. As many of these women were in fact 

winning their cases in court, new legal precedents were set (Swenson, 2017). It was 

during this time that the federal court in the United States of America first recognized 

sexual harassment as a form of sex discrimination (MacKinnon & Siegel, 2004). 

 

Four decades later, the subject of sexual harassment has once again come to life through 

the viral ‘#MeToo’ movement. Originally, the movement was founded in 2006 by Tarana 

Burke in order to help survivors of sexual violence to heal, mainly targeting young, black 

women from poor living conditions (MeToo, 2017). However, the movement was not 

noticed by the big public until October 2017 when The New York Times announced that 

dozens of women accused the film Mogul, Harvey Weinstein, of sexual harassment 

(Kantor & Twohey, 2017). During the same period of time, the Hollywood actress Alyssa 

Milano posted an encouragement on Twitter to all the women who had been victims of 

sexual harassment or sexual assault, in order to show solidarity. The Twitter-post 

contained a status captioned “Me too”, and encouraged others to post the same status if 

they had ever been victims of sexual assault in some way (Milano, 2017). The now 
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famous words of “Me Too” showed the world the magnitude of the problem with sexual 

harassment and how many women that had been subjected to it. In the aftermath of the 

virtual ‘#MeToo’ uprising, a new special interest group (SIG) titled Time’s Up emerged 

as a result of the MeToo movement. Similar to MeToo, Time’s Up is a movement against 

sexual harassment, sexual abuse and discrimination (Time's Up, 2017).  

 

As a SIG, Time’s Up withholds a position as a stakeholder in the society, meaning that 

the actions taken and decisions made by corporations could be influenced in a rightful 

ethical manner (Crane & Matten, 2007). For instance, when a change is sought for 

societal actions and decisions, such as politically or economically matters, activists have 

influence on the decisions made by organizations or governments (Reece, 2001). With the 

major amount of attention received from the ‘#MeToo’ uprising, it is clear that the subject 

of women, sexual harassment, discrimination and objectification is a weighty concern that 

is being lifted worldwide.  

 

The objectification of women can be seen in advertising for men’s as well as women’s 

magazines, amongst other public marketing channels (Stankiewicz & Rosselli, 2008). 

Traditionally, advertising can be dated back 3000 years, although a bit different from 

today’s marketing whereas marketing concepts and theories of today were yet to be 

explored (Schwarzkopf, 2011). The evolution of advertising during prior millenniums has 

led to a more complex and psychological view during the last decades (Schwarzkopf, 

2011), including shaping consumer cultures (McAllister & Mazzarella, 2000) and 

societies to the persistent view of gender roles (Eisend, 2010; Ganahl, Prinsen, & Baker 

Netzley, 2003). Even though women are raising their voices regarding inequality, and 

gender equality movements such as Time’s Up are being more heard, it is not reflected in 

advertising due to the continuous usage of gender stereotypes (Eisend, 2010). 

Additionally, the objectification of women in advertising is also a common theme 

(Stankiewicz & Rosselli, 2008), besides the usage of gender stereotypes.  

 

Research has shown that the objectification of women in ads has a strong impact on the 

conservation of the gender stereotypes in society (Infanger, Bosak, & Sczesny, 2012). 

Despite the fact that Western societies have been going through vast changes during 
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recent decades regarding the role women have in the society (Diekman & Goodfriend, 

2006), advertising containing women have not kept up with these changes (Ganahl, 

Prinsen, & Baker Netzley, 2003). In fact, Infanger, Bosak and Sczesny (2012) argues that 

advertising has done the opposite of embracing the societal changes of the woman’s role. 

Women are still predominantly advertised as a housewife, a caring mother and the person 

in charge of the domestic chores, and at the same time they are underrepresented in ads 

showing women as competent, efficient and independent career women (Infanger, Bosak, 

& Sczesny, 2012). According to Stankiewicz and Rosselli (2008), the society will remain 

its view on women as objects as long as advertisement continues to objectify women. 

1.2 Problematization  
When the ‘#MeToo’-movement became viral, trending all over Social Media, it made the 

world aware of the constant struggle and fight women face worldwide in order to push 

toward a society with a higher degree of gender equality. The ‘#MeToo’-movement and 

the special interest group Time’s Up further highlights the gender inequality that exists in 

our society. Women are, every day, worldwide, fighting for their rights, rights that other 

societal groups take for granted (Muscati, 2014).  

 

Despite the attention ‘#MeToo’ received on Social Media, and the fact that the attention 

further on was also noticeable in other media such as television, the effect that ‘#MeToo’ 

and Time’s Up have had on the society in terms of being more gender equal is yet to be 

investigated. With the starting point of ‘#MeToo’ on Social Media, it shows that this type 

of media serves as a large platform for communication and observance toward different 

occasions and events (Manetti, Bellucci, & Bagnoli, 2017). When a big, viral movement 

such as the ‘#MeToo’ occurs, it can easily reach out to, and influence, a lot of people and 

corporations (Jiang, Chen, Nunamaker, & Zimbra, 2014). By understanding the influence 

of Social Media and the viral ‘#MeToo’-movement as well as the influence that the SIG 

Time’s Up have had on consumers’ viewpoint of sexual appeal in advertisement, 

corporations today could draw benefits by changing and updating their advertisement in 

order to be á jour with the moral preferences of the society.  
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Today’s corporations have more obligations than maximizing profit to its shareowners 

(Tirole, 2001), which calls for a greater importance to practice ethics and responsibility as 

it is increasingly demanded by a large number of people in the society (Holland & 

Albrecht, 2013). Thus, for a corporation today it is crucial to accommodate all the 

stakeholder’s interests in order to become a successful corporation (Freeman, Harrison, & 

Wicks, 2007). The field of business ethics has during the last several decades been going 

through changes, primarily due to the fact that the field has been extended, and in many 

contexts gained a broader understanding (De George, 1987; Freeman, 2000) due to 

theories, insights and research questions (Holland & Albrecht, 2013). However, what is 

viewed as ethical is highly subjective and thus can be interpreted accordingly. Further, 

ethical guidelines for managers in different fields of work can be defined as “justice, 

rights, utilitarianism, and the Golden Rule” (Carroll, 1991). For managers working within 

the field of marketing, ethical decision making in regards to marketing is something to 

take into consideration. Marketing ethics can be defined as “outcomes evaluated in terms 

of fairness or rightness” for all stakeholders in the common marketplace since there is a 

social exchange between parties when being subjected to marketing (Laczniak & Murphy, 

2006).  

 

The practice of business relies on the grounds of what is interpreted as acceptable in the 

society. Additionally, business practices stem from social norms and behavior, and the 

decisions made will thus be judged by the same societal norms and behavior which 

permeates the society (Laczniak & Murphy, 2006). According to Laczniak and Murphy 

(2006), one aspect of ethical marketing is the importance of people’s interests, meaning 

that no one should be considered, or treated, as an object of marketing no matter what 

kind of stakeholder group people come from (i.e. employees, customers, etc.). One 

example when marketers stop caring about people’s interest, and thereby not behaving in 

an ethical manner, is when the selling tactics of marketing includes the objectification and 

sexual exploitation of women in order to draw attention to the product or service 

(Laczniak & Murphy, 2006). One way of exploiting women in order to draw attention is 

through advertising. An example of this is an advert produced by Dolce & Gabbana in 

2007 which featured an expressionless half-naked woman lying on the floor, pinned down 

by a man and being watched by a group of topless men. The advert caused outrage due to 
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its depiction of the woman as helpless to men around her and the suggestion of sexual 

violence against the woman (Duncan, 2015). Additionally, Kilbourne (1999) argues that 

by turning human beings into objects, it is easier to justify violence against them. 

Kilbourne (1999) further states that where sexual victimization of women was once 

reserved for pornography, it has now become a common occurrence within advertising, in 

the way sexual power relationships are portrayed and the facial expressions and body 

positions of the men and women in the advertisements.  

 

Advertising has, seemingly for as long as it has existed, been characterized by some sort 

of sexual allusion (Pollay, 1986). Criticism has been made due to the fact that advertising 

can be “untruthful, deceptive and manipulative” in its nature, promoting stereotypes and 

other negative views (De Pelsmacker, Geuens, & Van Den Bergh, 2013). Research made 

in the field of consumer behavior indicates the importance of understanding how 

consumers react when exposed to advertising (Nilesh, 2013). Thus, by considering two 

stakeholders (i.e. Social Media and SIGs) and the possible influential power these two has 

on another stakeholder group in the society, namely consumers, the reaction toward 

sexual advertising after the ‘#MeToo’-movement from a consumer perspective could be 

explored. This could help determine how the view of sexual advertising has changed. 

1.3 Research question  
How does the ‘#MeToo’-uprising and the Time's Up-movement affect consumers and 

their reaction toward sexual appeal in advertising?  

1.4 Research purpose  
The purpose of this thesis is to explore how stakeholders’ view of sexual advertisement 

has been affected by ‘#MeToo’ and Time’s Up. 

1.5 Demarcations  
For this thesis, only three groups of stakeholders are primarily discussed. We have chosen 

the stakeholder types of consumers, SIGs, and Social Media mainly due to the fact that 

the ‘#MeToo’-uprising and the Time’s Up-movement primarily involves these types of 

stakeholders, as well as the fact that the viral uprising of this did occur on Social Media. 
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Consumers were chosen in regards to ‘#MeToo’, with the argument that all consumers are 

people, and therefore possibly affected by ‘#MeToo’. SIGs were chosen due to the 

emergence of Time’s Up as a result of ‘#MeToo’. Further, Social Media was chosen since 

it is a commonly used and relevant platform for stakeholders to express opinions and 

concerns. 

1.6 Disposition  
This thesis consists of six chapters which all will be presented below in a chronological 

order. introduction, theoretical methodology, theoretical framework, empirical 

methodology, empirical findings and a conclusion. 

 

Chapter 1 begins by a presentation of the background, followed by the problematization 

regarding our topic of choice; how stakeholders have been affected by the recent 

‘#MeToo’-movement. This chapter ends with the research question, purpose and a 

disposition that guides the reader through the thesis. Chapter 2 explains the research 

philosophy used and the relevance of it, as well as the research approach in order to 

understand our choice of theory and methodology. Chapter 3 discusses the theories and 

concepts of use, relevant to our study. Chapter 4 explains our method of choice and how 

our empirical data was gathered. Chapter 5 consists out of our empirical findings, and an 

analysis of it. Chapter 6 provides a discussion of the different findings from the focus 

groups. Chapter 7 which is the last chapter of this thesis, consists of conclusions and 

reflections on the thesis.  
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2 Theoretical methodology  
In this chapter, the research philosophy of choice is presented followed by why we found 

this specific philosophy to be of relevance. The chapter continues with a brief section 

explaining the research approach, choice of theory as well as our choice of methodology. 

2.1 Research philosophy  
In the epistemological discipline there is found three main philosophies for business and 

management research, which are positivism, interpretivism and realism. These three 

philosophies explain how humans perceive the world and have underlying assumptions 

that humans take regarding their physical surroundings. Positivism is an epistemological 

position that links methods from the natural sciences and from social reality (Bryman & 

Bell, 2015). Moreover, this philosophy has its focus on causality and law-like 

generalizations (Saunders, Lewis, & Thornhill, 2012). The second philosophy, 

interpretivism, argues that there exists a fundamental difference between the social 

sciences and the natural science (Bryman & Bell, 2015). Bryman and Bell (2015) argues 

that interpretivism studies the social construct in order to comprehend a phenomenon, 

which is the contrary to positivism which posits that the social phenomenon should be 

explained. Lastly, realism shares two ideas with positivism; that natural and social science 

should be used equally when collecting and explaining data, and that the reality can be 

explained with the right methods (Bryman & Bell, 2015). 

 

This thesis seeks to answer how stakeholders interact with each other, which makes 

interpretivism the most appropriate research philosophy to use. Our research question is 

exploratory in nature and tries to comprehend the social phenomenon of stakeholder 

groups’ view of sexual advertisement. This further strengthens our choice of 

interpretivism as our research philosophy (Bryman & Bell, 2015).  

2.2 Research approach  
One out of three different approaches can be chosen when conducting a research: the 

deductive, inductive and abductive approach (Saunders et al., 2012). The deductive 

approach can take both theories and hypothesis and then apply to them and test them in 

empirical studies, and the research is usually quantitative. On the other hand, the 
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inductive approach investigates a phenomenon using empirical data, and thereafter 

creates a new theory (Saunders et al., 2012), which is the opposite to an inductive 

approach. This approach is normally used when conducting a qualitative data collection 

(Bryman & Bell, 2015). The last approach, abductive, is a mix of the two above 

mentioned approaches and is a logical inference, which starts with one or more 

observations with the intention to find the simplest and most logical explanation 

(Saunders et al., 2012). Further, this approach provides the researchers with the advantage 

to be able to test additional data against theory during the research process (Saunders et 

al., 2012) and is also the chosen one. The abductive approach was chosen because it gave 

us, as the researchers, the opportunity to analyze the current data regarding how 

consumers’ view of sexual advertisement has been affected by the MeToo and Time’s Up 

movement. It also gave us the opportunity to compare it to already existing theories about 

the usage of sexual advertisement and consumer behavior. 

2.3 Choice of theory  
According to Bryman and Bell (2015, p. 9), a research’s starting point is concepts and 

theories which we as humans further use in order to make sense of the social world we 

live in. Saunders et al. (2012) argues that social theories are critical as they make sense of 

the complex world we live in and it is with this in mind that we have chosen the different 

theories and concepts used in this thesis. In other words, the concepts and theories were 

chosen with the intention to gain an understanding for the implications of the ‘#MeToo’ 

and Time’s Up movements and how they influence stakeholders’ view of sexual 

advertising.   

 

The main theory of this thesis is the stakeholder concept. Eleven different groups exist 

within the stakeholder concept, but in this thesis only three are included: customers, 

special interest groups, and Social Media. These three were chosen because they are the 

most relevant groups to the subject due to their direct effect on consumer behavior. 

Another concept explored in the research is consumer behavior, which includes the 

customer’s decisions, activities and ideas with a certain product. In order to answer the 

research question of this thesis, the concept of consumer behavior is absolutely necessary 

to include, since we try to comprehend how consumers’ behavior is affected by the two 
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previously mentioned movements. Moreover, we have been making use of the concept 

ethical marketing since the ethical marketing decisions made by marketing companies 

affect the consumers and, therefore, their consumer behavior. In addition, in today’s 

competitive business environment, the consumer has become more ethically aware 

(Jones, 1991; Tadajewski & Jones, 2012). The consequences of this can be that if a 

company does not follow the ethical standards of society, the consumers will likely 

replace the company with another, which they think has the same values as themselves. 

Insights into this concept can further help us to investigate our research question.  

 

Furthermore, we have chosen to include two sub-concepts of marketing: sexual appeal in 

advertising and the objectification of women in advertising. These are included in order to 

give light to how marketers have, until today, chosen to use women and their bodies in 

advertising and also, vice versa, how society has influenced the advertisers to reflect 

women’s role in society. 

2.4 Choice of methodology 
When gathering empirical data there are two different research strategies to use 

qualitative and quantitative research (Saunders et al., 2012; Bryman & Bell, 2015). The 

difference between these two research methods is that the qualitative method emphasizes 

words rather than quantification when it collects relevant data to analyze (Bryman & Bell, 

2015). Meanwhile, quantitative research analyzes data by the means of statistics and show 

the results with numbers instead of words. When using a quantitative method it provides 

the possibility to put people in different boxes; categorize them, and define differences 

(Bryman & Bell, 2015). 

 

The purpose of this thesis is to examine how customers’ view of sexual advertisement has 

been affected by the movement ‘#MeToo’, along with the SIG Time’s Up and Social 

Media. Therefore, a qualitative method was chosen since we aim to analyze the 

customers’ reaction regarding the matter (Bryman & Bell, 2015). Consequently, the 

analysis of words provides a research ground for the thesis with the perspective to define 

and measure how stakeholders’ views has been affected. Since this thesis aims to 

understand the feelings and values of stakeholders and how these variables influence their 
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behavior, a qualitative methodology is the most accurate to use (Bryman & Bell, 2015). 

Lastly, according to Bryman and Bell (2015), one strength of the qualitative research 

strategy is that it can be used to generalize and represent a larger group. As stakeholders 

is viewed as a large group on a whole, it is of utterly importance that the results of this 

thesis can be generalized. 

2.5 Critique of the sources  
 All the sources in this thesis are either peer-reviewed articles or academic literature 

written by researchers who are considered experts within their fields, which further 

strengthens the credibility of this thesis. Another factor that increases the credibility and 

validity of the thesis is the usage of older, seminal articles in the field of social science, as 

well as newer articles that have advanced current research within the field.  
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3 Theoretical framework  
This chapter contains theories and concepts applicable to the study of how stakeholders’ 

view of sexual advertisement has been affected by ‘#MeToo’ and Times’ Up. The context 

of choice includes the stakeholder concept, consumer behavior, ethical marketing and 

sexual appeal in advertising.  

3.1 The Stakeholder concept 
Through this thesis, the definition of stakeholder is written upon the classic view of 

stakeholders, coined by Edward R. Freeman in his book “Strategic Management – A 

Stakeholder Approach” from 1984, later on revised in 2010. This definition will be 

interpreted accordingly throughout the thesis whenever the word stakeholder is used: 

 

Each of these groups plays a vital role in the success of the business enterprise in 
today’s environment. Each of these groups has a stake in the modern corporation, 
hence, the term, ‘stakeholder’ […] (Freeman, 2010, p. 25). 

 

Before the stakeholder concept was well-known, the classical view of corporate 

governance ruled the business scene. Corporate governance translates to protecting the 

shareholders interest, which was the priority of business back in the day (Zhong, Wang, 

& Yang, 2017). A matter of right or wrong, the practice of corporate governance and 

maximizing shareholder value (Friedman, 1970) soon became distant when advocates 

spoke about a new concept called the ‘stakeholder society’. Simply put, the interest of all 

societal groups, not only the investors, should be thought of (Tirole, 2001). Each 

corporation have both external and internal stakeholders which all cares for the interest of 

the business (Schraeder & Self, 2010). According to Freeman and Reed (1983), the 

stakeholder notion implies all the groups in a society that can influence the corporation to 

take certain strategic actions in line with those of the societal groups, as well as the 

obligations toward these societal groups from the corporation’s point of view. Moreover, 

moral preferences within the corporation yields a key role here since it is the executive’s 

responsibility to form and maintain the relationships between all the parts, meeting the 

interest of the groups in the society (Freeman, Harrison, Wicks, Parmar, & De Colle, 

2010). Freeman et al. (2010) also states that the relationships formed between different 
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societal groups is what defines the act of business, meaning that the external involved 

parts of a corporation’s activities help form value and decisions.  

 

In figure 3.1, both the primary and secondary stakeholder groups are presented, 

determining the degree of importance and thus influence. For a clearer picture regarding 

this thesis and its demarcations, it is only the consumers and special interest groups in the 

figure below that will be in focus.  

 

 
Figure 3.1 Creating value for stakeholders (Freeman, Harrison, Wicks, Parmar, & De Colle, 

2010) 

3.1.1 Customers as primary stakeholders  

As the development of relationship marketing started to expand, so did the importance of 

creating interactive relationships with potential customers (Grönroos, 1997). It therefore 

does not come as a surprise that marketers have focused on customers as stakeholders 

while marketing products and/or services. With marketers putting focus and effort into 

the relationship with customers, it clearly showed that the interest of this stakeholder 

group is important and primary. Overall, potential consumers and established customers 

are thought of as one of the most important stakeholder groups to the corporation and 

their interests cannot simply be ignored. This further calls for commitment as 
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corporations need to deal with the demands of the customers (Fitchett, 2005). Fitchett 

(2005) also argues that from a marketing point of view, the interest and commitment 

toward the stakeholder group of customers should be executed in a morally right way. 

The importance of customers as a primary stakeholder group can further be seen in the 

value-creation model in figure 3.1, showing customers as one of the closest stakeholder 

groups and influencers to the corporation. 

3.1.2 Special interest groups as secondary stakeholders 

Special interest groups can be defined as secondary stakeholders since the firm’s 

existence is not in the hands of the different activist groups continuing support (den Hond 

& de Bakker, 2007). Usually, these groups have a claim they consider urgent and 

legitimate but at the same time they possess small negotiating strength. Nonetheless, the 

aim is not merely to affect a social change activity within one specific firm, but rather to 

make an impact and create change in the field overall (den Hond & de Bakker, 2007; 

Lounsbury, Ventresca & Hirsch, 2003). Special interest groups in the sense as a 

stakeholder group can be viewed as representatives of a social movement or at least 

claiming to be so (e.g. MeToo and Time’s Up).  

 

A constant debate in our society nowadays are the activities of corporations (den Hond & 

de Bakker, 2007; de Bakker & den Hond, 2008) and simultaneously civil society activists 

are rising in numbers (Julian et al., 2008; Greening & Gay, 1994). Activist groups, or 

SIGs, are demanding to be heard, resulting in added pressure for the society as well as the 

organizations in it. Putting pressure on the society and the stakeholders in it leads to a 

situation where the target of pressure cannot ignore the voiced concerns due to the 

potential loss of reputation (amongst other things), which in turn forces the target of 

pressure to address the situation properly, in a way that is in line with the concerns of the 

SIG (Julian et al., 2008).  Due to this pressure, to which the SIGs for a long time have 

been associated with, many corporations have therefore developed internal procedures 

and employed people whose function is to respond to the demands faced (Greening & 

Gay, 1994). What a firm believes about their social responsibilities is showed in their 

corporate social responsibility activities; these activities are demanded by their social 
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constituencies and go beyond what is minimally required by law (den Hond & de Bakker, 

2007).  

 

The trend of SIGs putting pressure on multinational corporations is likely to continue. 

However, it is not only corporations that are targets for accusation from these types of 

activist groups, some demands even target whole countries. For instance, there was a 

matter of social issues some years ago, including protection of consumers and human 

rights. These issues were more of a governmental matter, which differs a bit from today 

where firms and other private institutions have a tendency of becoming targeted (Matten 

& Crane, 2005). For example, activists’ groups have exerted pressure on companies in the 

apparel and shoe industries in order to improve the working and wages in the industry 

(den Hond & de Bakker, 2007), instead of putting pressure on the governments in 

countries were the manufacturers operates. According to Whetten, Rands, and Godfrey 

(2002) there is a strong tradition in the social movement literature to study SIGs’ different 

tactics and targets. The question how social movements influence and shape social 

change activities of corporations is important for various reasons. One reason is that the 

claimants of the firms have become concerned about the ethical issues of the corporation 

rather than material self-interest (den Hond & de Bakker, 2007).  

 

There are three main reasons for why people participate in social movements; 

instrumentality, identity and ideology. Simply put, if people’s interests, identities and 

ideologies overlap each other, it is possible that the people will choose to help in 

changing their circumstances and to express their identity and ideology (den Hond & de 

Bakker, 2007). In order to organize and coordinate, the SIG emerges.  

An influence campaign by a SIG normally starts when the group collect and organize 

information regarding a specific issue for which they are concerned (e.g. labor conditions 

and human rights). De Bakker and den Hond (2008) claims that the will groups after they 

have informed the firm’s top management and propose a desired solution to their issue. If 

then nothing is happening they will likely continue their campaign but using a varied set 

of tactics. These groups can be classified depending on their formation, mobilization, and 

influence tactics and these tactics can take form in different ways, for example, 
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shareholder activism, lockouts, public demonstrations and social alliances to name a few 

(Greening & Gay, 1994; de Bakker & den Hond, 2008; den Hond & de Bakker, 2007). 

 

Figure 3.1 shows the secondary stakeholders in the outer circle, depicting the lesser 

influence and power these stakeholder groups have in comparison to the inner circle (i.e. 

the primary stakeholders). 

3.1.4 Social Media as secondary stakeholders 

Although Social Media is commonly used today, it is not exactly anything new. In fact, 

social media has existed for two decades already (Kaplan & Haenlin, 2010). Social Media 

is defined by Kaplan and Haenlein (2010) as:  

 

…a group of internet-based applications that build on the ideological and 
technological foundations of Web 2.0, and that allow the creation and exchange of 
User Generated Content. (Kaplan & Haenlin, 2010, p. 61) 

 

Whereas the User Generated Content can be defined as the user’s various activities on 

social media (Kaplan & Haenlin, 2010). People are actively choosing to spend more time 

on Social Media (Sedereviciute & Valentini, 2011) than before. This has led to a new 

focal point where the primary use of such internet usage includes communication and 

cooperation (Manetti, Bellucci, & Bagnoli, 2017). On Social Media, both people and 

organizations can interact freely with one another almost without any restrictions (Ma, 

2014). Needlessly to say, the online interplay between people (i.e. the users) and various 

organizations are gaining more and more popularity (Manetti, Bellucci, & Bagnoli, 2017). 

Even when major social events occur in the world (e.g. ‘#MeToo’), Social Media is the 

place for people to express themselves, which often leads to online discussions. In 

particular, these online discussions gives an insight to how people react to the event of the 

time (Jiang, Chen, Nunamaker, & Zimbra, 2014), creating guidelines for corporations to 

follow in the moment. Stakeholders, such as consumers for instance, can express their 

opinions as well as share information that can be of value for corporations (Jiang et al., 

2014).  
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As for corporations, by being on Social Media several benefits can be yielded. One 

example is a higher degree of transparency. Corporate transparency has a tendency to 

acknowledge consumers as stakeholders in the form of co-creators or even partners by 

having the corporation listen to stakeholders’ expectations (Bonsón & Ratkai, 2013). 

Other benefits for corporations include the ability to hear the stakeholders’ opinions, as 

well as taking better decisions based on the information received by being active on 

Social Media (Jiang et al., 2014). Consequently, many various corporation and 

organization pages can be seen on Social Media, where the platform seemingly is used for 

marketing and customer service, amongst other things. As seen in figure 3.1, media is 

placed in the outer circle, just as SIGs, which means that media too poses as a secondary 

stakeholder with limited influence in comparison to the inner circle of primary 

stakeholders. 

3.2 Consumer behavior 
Humans as consumers have existed for a very long time, but a formal study of 

consumption is a quite new field. The association for consumer research was first founded 

in 1969 after an informal meeting at the Ohio State University by a small group of 

researchers on the topic (Association for Consumer Research, 2018). It is a 

multidisciplinary field (Cohen, Prayag, & Moital, 2014), and the approach researchers has 

on the field varies. Said approaches include everything from a clinical psychology 

perspective to a behavioral economic perspective, where consumer behavior is a sub-

discipline in the marketing field. According to Cohen et al. (2014), it involves different 

decisions, activities, ideas or experiences that fulfill consumer needs and wants. 

Consumer behavior is defined by Solomon, Bamossy, Askegaard, and Hogg (2006) as the 

study of the process when individuals or groups select, purchase or use a product, service, 

idea or experience in order to satisfy needs and desires. Hence, consumer behavior 

researches internal and external factors that can provide insights in why individuals act in 

a certain way during their consumption process. Internal factors affecting a buying 

behavior is attitude, preference and emotion, while external factors include social class, 

family, lifestyle and culture (Bujari, 2017).  
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In the field of consumer behavior, one important aspect is to understand the behavior of 

the consumer and how consumers may react when they are exposed to a certain 

advertising message (Nilesh, 2013). For a marketer, the marketing strategy implemented 

as a starting point need to reflect the consumer needs on the market. Moreover, it ends 

with the customers’ satisfaction, designating the outcome of success or failure for the 

corporation (Bujari, 2017; Budica, Puiu, & Budica, 2010). As mentioned earlier, the 

consumer behavior consists of different processes. The process begins when the consumer 

searches for and selects what merchandises he or she would like to consume. After the 

selection of merchandises, the consumer makes an approximation of how much money he 

or she can afford to spend on the chosen products or services. Lastly, the consumer 

compares and analyzes the different prices of the selected products or services that the 

market offers. The consumer then makes a decision regarding his or her will to purchase 

the selected merchandises and/or services (Nilesh, 2013). However, various factors can 

influence the consumer’s purchasing decision. Recent studies have shown that mainly 

four factors exists that plays a significant role in the consumer’s buying behavior 

(Durmaz, 2014), such factors are presented below.  

 

The first factor is culture. Culture exists in every society and is the important cause of 

people’s will and behavior. The impact culture has on the consumer behavior varies from 

country to country, and culture can for example affect how consumers respond to prices, 

brand images and advertising elements (Shavitt & Cho, 2016). One important factor is the 

role or status an individual has in the society, as the individual’s buying habits varies 

accordingly.  

 

The second factor discusses social settings. This contains factors that are relevant in the 

society in which the consumer is living in, were the society in total is a combination of 

people with different taste and behavior. One social factor that influences the consumer’s 

buying decision is reference groups. Reference groups are people with the power to 

influence the consumer in one way or another, such as for example a co-worker, family 

member, a significant other, friends, etcetera (Bujari, 2017). A reference group could also 

be a social group or an individual of importance to the consumer, in which the consumer 

finds resemblance and comparison to (Edson Escalas & Bettman, 2003).  
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The third factor implies the necessity of personal attributes. Making a purchase is not 

always as simple as going to the supermarket for a routine purchase. In fact, making a 

purchase is under many circumstances influenced by personal factors (Solomon et al., 

2006). Personal factors that influences the individual’s buying behavior are age and life-

cycle stage, occupation, economic situation, lifestyle, and personality and self-concept.  

 

Lastly, the fourth factor is explained by the individual’s psychological traits. These 

factors involve the psychology of an individual, which are helping the consumer in the 

search for satisfaction. Factors such as motivation, perception, learning, beliefs and 

attitudes yields a key role in the consumer’s buying behavior (Bujari, 2017). The factor of 

beliefs and attitudes is particularly interesting since customers have different beliefs and 

attitudes towards products, which thus entails different brand images regarding a 

company. Due to this, marketers are especially interested in consumer’s beliefs and 

attitudes since it gives the marketers a chance to launch special campaigns in order to 

meet the beliefs and attitudes of the targeted consumers. 

3.3 Ethical marketing 
Before the concept of ethical marketing, a decision was morally right as long as it was 

legal and brought profit. This historical record of our society reminds us that humans tend 

to be overly egoistical in their search for profit (Tadajewski & Jones, 2012), such an 

approach can be harmful for society; since the markets are managed and controlled by the 

people in society they should also, ideally, do business based on principles which are fair 

and just for the entire society (Williams & Aitken, 2011). Due to the risk of unethical 

behavior, responsible corporate behavior and ethical business practices have been viewed 

as more important day by day (Jones, 1991; Tadajewski & Jones, 2012). Consequently, 

some business schools nowadays have increased their classes in business ethics (Jones, 

Ethical Decision Making by Individuals in Organizations: An Issue-Contingent Model, 

1991). One example of this is Harvard Business School, where all the master students of 

business and administration are required to take a class on the topic leadership and 

corporate accountability. This is made based on the argument that business leaders are 

responsible for allocating resources and creating them efficiently. It also emphasizes that 
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leaders of businesses are responsible to do so in a legally and an ethical way (Laczniak & 

Murphy, 2006). The fact that one of the most prestigious universities in the world require 

their students to have knowledge in the field of ethics, shows the importance of it.  

 

Marketing ethics, or ethical marketing, is a wide field with many different definitions, but 

Crane and Matten (2007) defines it as a study of different situations, activities and 

decisions in business where one deals with questions regarding what is considered right 

or wrong. What this definition implicitly says is when a decision is to be taken one has to 

first consider if it is morally right rather than solely look at the profit the decision can 

generate, simply put, this is a moral dilemma. Another, more formal definition, provided 

by Smith and Murphy (2012), which is two-part, is firstly that marketing ethics is a 

science branch that in a systematic way studies the moral evaluation of decisions, 

practices and institutions in marketing. The second part implies that it could be seen as a 

discipline with different standards and norms that judge marketing activitives as correct 

or incorrect. 

 

The majority of people would agree that marketing decisions should be governed by a set 

of moral principles and values, and the same goes for the marketers (Ferrell & Gresham, 

1985). Marketers would agree that decision making should be aligned with accepted 

principles of right and wrong (Ferrell & Gresham, 1985). However, to define what is 

proper ethical behavior when making marketing decisions is complex since ethical 

behavior is highly subjective (Carroll, 2015). It is further difficult since the perception of 

an ethical situation differs from one individual to another, and individuals can back up 

their decisions using different ethical frameworks based on their experience (Ferrell & 

Gresham, 1985). According to Laczniak and Murphy (2006), the practice and decisions 

taken in business comes from societal norms and behavior, and it is judged by the society 

on the same principles. Further, it is adressed that one way of practicing unethical 

behavior within marketing, more specifically advertising, is by exploiting women in order 

to get attention (Laczniak & Murphy, 2006).  

 

In order to understand how ethical decision making in marketing is made it is essential to 

understand two things. First, one must understand what an ethical decision is. According 
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to Jones (1991), an ethical decision is both legal and morally acceptable to the larger 

community and vice versa, whereas if it is unethical it is either illegal or morally 

unacceptable by the larger society. This is important to understand in order to further 

comprehend how ethical decision making in marketing is made according to the theory 

presented by Ferrell and Gresham (1985), which also is the most complete model in the 

field (Dubinsky & Loken, 1989).  According to the model, an ethical issue and/or 

dilemma emerges from either the cultural or social environment (Ferrell & Gresham, 

1985), which normally includes economic, social, cultural and organizational factors 

(Ferrell & Gresham, 1985; Jones, 1991).  

3.3.1 Sexual appeal in advertising 

The average individual is exposed to around 3000 advertisements every day (Kilbourne, 

1999). People do not actively seek these (Kilbourne, 1999) advertisements, however, they 

permeate our lives subconsciously. Therefore, the impact of advertisement must not be 

underestimated. As a form of marketing promotion, advertising can be done in various 

ways and with various themes, one being labeled as emotional appeals where the idea is 

to evoke certain emotions in the consumer (De Pelsmacker, Geuens, & Van Den Bergh, 

2013). The purpose of advertising is an attempt to “inform, position, convince, reinforce, 

differentiate, and ultimately sell products and services” in a persuasive way (Reichert & 

Lambiase, 2003, p. 13). One of these techniques is through eroticism (De Pelsmacker, 

Geuens, & Van Den Bergh, 2013).  

 

Eroticism, or sexual advertising, has numerous definitions on what should be considered 

as such. Simply put, it could be described as advertising which implies or displays sex 

appeal in marketing via text, images or verbal outlets (Black, Organ, & Morton, 2010; 

Reichert et al., 2001), with the goal to arouse interest of a specific brand, service or 

product. According to Reichert and Ramirez (2000), sexually oriented appeals in 

advertising lies in the eyes of the spectator, in other words, appeals perceived as sexual by 

the observer should be considered as sexual appeals. In advertising literature, sexual 

appeals have been defined as superficial messages, featuring decorative models and 

nudity (Reichert & Ramirez, 2000). An example of sexual advertising which is commonly 

employed by advertising companies is the use of physically attractive models. Using 
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models that have a certain hair type, smooth skin and muscle tone make the adverts look 

high quality and send a message about the product that consumers could also achieve this 

standard of attractiveness by using the product (Reichert, LaTour, & Ford, 2011). The use 

of sexual imagery, which may be implied through gazes and flirtation or may be nude 

images or images that display sexual acts, are used to grab the attention of the viewer. 

There is also thought that sexual arousal from advertisements can be projected onto the 

product, leaving viewers with a positive feeling about the product (Berger, 2015). Other 

advertisements use subtler sexual imagery with sexual innuendos and suggestions like 

seductive lighting and gazes where the hope is that the viewer will view them as sexual 

(Reichert et al., 2011). Sexual messages can also be hidden as subliminal messaging, for 

example, shaping daily objects into genitalia. 

 

Eroticism in advertisements has been around for nearly as long as advertisement itself in 

its current form. Advertisements in newspapers started in the 19th century in Europe, and 

despite a comparatively more prudish culture, the first sexual adverts are dated back to 

the later decades of the 1800s. An early example of this is the insertion of pictures of 

scantily clad ladies in cigarette boxes in the 1890s. Following this, another early example 

include the Woodbury’s soap advert of 1915 in which a couple are held in an embrace, 

the woman obviously the object of the man’s desire (O'barr, 2011). For over half a 

century, researchers have claimed that the usage of sexual appeals in advertising has 

increased year upon year (Black, Organ, & Morton, 2010; Nelson & Paek, 2005; Reichert 

& Lambiase, 2003).  By 1969 it was estimated that upward of 30% of all advertising used 

sex appeal (Eagle, 1979). Exact percentages have not been established more recently but 

in 2008 it was established that women were appearing as sexual objects in over 50% of 

print advertisements in the US, so the numbers including adverts which use sex appeal 

but do not objectify women would be even higher (Stankiewicz & Rosselli, 2008). Not 

only has the use increased, but also the social standards regarding sex and nudity have 

been going through a dramatic change during the four past decades (Dudley, 1999). For 

instance, in 1987 Playtex made history by using models to promote their bras instead of 

manikins (Dudley, 1999; Horovitz, 1987), however, such promotion in western society 

nowadays would not evoke such news like it did in the late 80’s. The first full image of 
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full frontal male nudity in an advertisement was used in a 2002 Yves Saint Laurent advert 

and, since then, few limits remain untested (O'barr, 2011).  

 

Nudity and sexual images and references have become normalized, especially for 

advertising of certain products (Choi et al., 2016). However, shock is still invoked in the 

public, and adverts continue to receive criticism. Although this criticism is also directed 

at the sexism within these advertisements rather than the nudity and sex itself (Ford, 

Miller, McDonald, Kilbourne, & Lysonski, 2005). The concept of ‘sex sells’ could appear 

a fairly self-explanatory concept in evolutional terms, as humans, like other animals, are 

evolutionarily programmed to seek out sex (Santos & Rosati, 2015). Indeed, when one 

group tested the use of social status and sex for selling logos to monkeys they found that 

sex does sell to monkeys (Acikalin, Watson, Fitzsimons, & Platt, 2018), showing that 

there is a biological basis to this advertising method. It is also logical that advertisers use 

sexual advertising in marketing strategies for gender-based items to target the correct 

audiences and provide messages that this ‘feminine’ or ‘masculine’ item will make them 

more attractive (Wolin, 2003). For gender-based products, such as fashion and cosmetics, 

sex appeal has become the norm. However, in recent decades there has been a large 

increase in the number and variety of items which are being sold using sex references and 

appeal for non-gendered items or items that are unrelated to sex (Reichert, Carpenter 

Childers, & Reid, 2012). An example of this was Sheba’s ‘Follow your passion’ 

campaign for their ‘luxury’ cat food which featured actress Eva Longoria dancing 

seductively and taking off items of clothing in a sexually enticing way (Sheba 

Commercial, 2012). Although it seems shocking to viewers that one would use sex to sell 

cat food, there are other items completely unrelated to sex or gender for which we would 

now not consider it strange to be advertised with sex appeal as sexual advertisements of 

these items is so normal – other examples include cars and yoghurts.  

 

Kelsmark, Dion, Abratt and Mischel (2011) describes that how in a time of ‘advertising 

clutter’ where we are exposed to thousands of advertisements daily, sex is used as a shock 

tactic to make people take the time to look at their adverts. The growth, and now high 

prevalence of sexual advertising, particularly for products which have no gender bias or 

relation to sex, demonstrates how believed it is within the advertising industry, that sex 
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sells. Although, in general, sexual content does draw attention to the advert (Sparks & 

Lang, 2015), when the impact is investigated, results suggest that the success of sexual 

advertising does not go beyond shock content (Wirtz, Sparks, & Zimbres, 2017). A meta-

analysis of studies which have sought to investigate the success of sexual advertising 

found that sexual adverts certainly did grab people’s attention, however, although they 

helped people to remember the adverts, they didn’t actually help people to remember the 

objects being sold (Wirtz, Sparks, & Zimbres, 2017). Although men liked the sexual 

adverts, women were not so keen on it and for both groups it did not increase the 

likelihood to purchase the item (Wirtz, Sparks, & Zimbres, 2017).  

 

According to Mayer and Peev (2017), research shows that men, in general, respond 

positively to adverts where sexual appeal is present, regardless of the relevance to the 

sold product. Meanwhile, women do not respond positively to these type of adverts, with 

the exception being if there is a strong connection between the product sold and the use of 

sexual appeal. A study made shows that women see sexual appeal in marketing as a 

poorly made marketing trick if there is no strong fit between the marketed brand and the 

sexual content of the advert (Mayer & Peev, 2017). 

3.3.2 The objectification of women in advertising  

Objectification literally means ‘the act of degrading someone to the status of a mere 

object’ (Orxford Dictionaries, 2017). By adding the word ‘sexual’ to the word 

objectification, the term now has a new meaning. Sexual objectification can be described 

as when a person is “viewed, reduced to, and/or treated by others as merely a body” 

(Calogero, Davis, & Thompson, 2005, p. 43). Although both men and women can be 

sexually objectified in advertisements, this part will focus on the objectification of 

women due to its high prevalence throughout the history of sexual advertisement 

(Reichert, 2002).  

 

When a woman is sexually objectified ‘her sexual parts or functions are separated out 

from her person, reduced to the status of mere instruments, or else regarded as if they 

were capable of representing her’ (Bartky, 1990). Within the advertising sphere, the 

sexual objectification of women arises when the presence of a woman is used to draw 
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attention and ‘adds little but decoration to the product being advertised’ (Kerin, 

Lundstrom, & Sciglimpaglia, 1979). The definition of sexual objectification provided by 

Fredrickson and Roberts (1997) states that the common theme in sexual objectification is 

the experience of being treated as a body or ‘collection of body parts’ valued only for its 

use to others. Sexual objectification can therefore be applied through exposure of the 

body by wearing little or no clothing. A 1993 study found that in a sample of general 

advertisements 40% of women were categorized as wearing suggestive clothing to full 

nudity (Reichart et al., 1999). The definition also covers women being ‘body parts’. In 

modern day advertising it is not uncommon to see the heads of women removed 

altogether with the main sexual body parts like the breasts and buttocks appearing alone 

in the advertisement (Iijima Hall & Crum, 1994; Unger & Crawford, 1996). In 

comparison men are usually depicted with more facial emphasis than women, for whom 

bodies are the most important part (Fredrickson & Roberts, 1997). In some instances, 

women’s bodies have actually been ‘morphed’ into mundane objects, which lowers the 

value of the body to that object (Kilbourne, 1999; Vance, Sutter, Perrin, & Heesacker, 

2015). In this manner all attention is placed on what the female has to offer as a body 

parts and negates the importance of the woman behind the body. Where ‘use to others’ is 

concerned, women are often seen in advertisements as the target of a man’s gaze or as a 

submissive in a sexual power relationship (Kaschak, 1992). The look is usually 

unreciprocated and unwanted and the woman is often looking away (Goffman, 1979). 

 

Women are also frequently seen in adverts as having stereotypical women’s jobs – as 

nurses, teachers and secretaries (Reichert, 2007) and are portrayed as being dependent on 

men, not making decisions, as well as primarily being portrayed as sex objects for men 

(Courtney & Wernick Lockeretz, 1971). The continuous usage of gender stereotypes, as 

well as the objectification of women in advertising, helps conserve the actual gender 

stereotypes seen in the society (Infanger et al., 2012; Eisend, 2010). In general, sexual 

women are used in adverts to suggest to men that they can obtain this type of woman if 

they use the product, whereas for women they are used to imply that women will be able 

to attract more men if they use the product (Courtney & Whipple, 1983). In both cases the 

women are always the object of the man’s desire. Cortese (1999) warns that in light of the 

power needed to sell their products, adverts are powerful commodities. In this way 
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companies and marketers do more than just sell a product, they also sell moral values and 

concepts of love and sexuality. Objectification theory proposes that women internalize the 

sexual objectification they experience externally to have a perspective of themselves as 

objects to be evaluated by others – a process known as self-objectification (Fredrickson & 

Roberts, 1997). The common result of this self-objectification for women is body shame 

and criticism toward their own bodies, amongst other things (Calogero, Davis, & 

Thompson, 2005). 

 

A further implication of sexual objectification is potential violence towards women. For 

example, one study has shown that when people were shown images of sexually 

objectified women, not dissimilar from those seen regularly in advertisements, it 

increased rape victim blame and lowered perceived victim suffering (Loughnan, Afroditi, 

Vasquez, & Puvia, 2013). As the number of sexual adverts increased over recent decades, 

as did the number of adverts depicting women as sex objects (Hicks Ferguson, Kreshel, & 

Tinkham, 1990) and, of those, the number of adverts depicting women as sexual victims 

increased. Specifically, within the field of advertising, studies have shown that men who 

had viewed advertisements in which women were sexually objectified scored higher than 

controls when tested on factors such as the acceptance of interpersonal violence, rape 

myth beliefs and sex-role stereotypes (Lanis & Covell, 1995; Vance et al., 2015). 

 

Despite a growing feminist movement in the 1960s and criticism to the way women were 

portrayed in advertisements, women have been appearing more frequently as sexual 

objects in advertisements over recent decades (Zimmerman & Dahlberg, 2008). A 2008 

study made by Stankiewicz and Rosselli, found that out of magazines of all themes, half 

of the adverts showed women displayed as sexual objects. These numbers were higher 

(75%) for men’s magazines and (67%) for women’s fashion magazines and magazines for 

adolescent girls. However, recent studies have found that women have become less 

offended by adverts depicting them as sexual objects over recent years (Zimmerman & 

Dahlberg, 2008; Choi, Yoo, Reichert, & LaTour, 2016), which the authors of these 

studies account to the growth of third wave feminism where women embrace their 

sexuality and see nudity as power against objectification of women. 
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3.4 Theoretical insights 
The four different theories will be implemented in the analysis chapter (see chapter 5) in 

order to make it possible to compare already existing theories with our own findings and 

conclusions. For instance, we have seen a difference in the perception of what should be 

considered as sexual appeal in advertisements between the different sexes. This can 

perhaps partly be explained by cultural, psychological, personal and social factors which 

is in line with the theory of consumer behavior. Some of the chosen theories will be given 

more focus due to their relevance for this research. To start with, out of the eleven groups 

in the stakeholder theory (see figure 3.1) only the following three groups will be included 

in the analysis: customers, media and special interest groups. In the analysis these three 

groups importance for the ‘#MeToo’-movement and Time’s Up will be investigated. 

Additionally, the analysis will further look into how these stakeholder groups and 

companies influence each other and hence society (Freeman & Reed, 1983).  

 

In order to be able to answer our research question, how the ‘#MeToo’-movement and 

Time’s Up have affected consumer behavior, it is of importance to understand how 

consumers may react when they are exposed to different ads (Nilesh, 2013). Therefore, 

we have included factors such as culture, social settings, personal attributes and 

psychological traits in our thesis. We have used literature to look closely at personal 

attributes and psychological traits with the intention to gain a broader understanding of its 

impact on people’s thoughts and opinions. Furthermore, these factors have helped us to 

better understand which underlying factors that affect consumer behavior, but even more 

importantly, how these factors influence consumer behavior. For example, an underlying 

personal factor is self-concept which shows that women, who are overly represented in 

sexual objectification in advertisement, also are the ones who reacted negatively to such 

advertisement. Consequently, women are less prone to purchase a product which uses an 

advertising strategy based on sexual appeal (Mayer & Peev, 2017). These factors will 

help us understand which underlying factors affect consumer behavior (Durmaz, 2014), 

but even more important, how these factors influence consumer behavior. Additionally, 

the concepts of sexual appeal in advertising as well as the objectification of women in 

advertising, will both be used in the analysis by comparing what previous researcher 

claims in comparison to our own findings.  
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4 Empirical methodology  
The aim of this chapter is to explain the method of choice, as well as an explanation of 

how the data was collected, and an analysis of the collected data is presented. Lastly, an 

argumentation of the trustworthiness of the thesis. 

4.1 Research design 
It can be argued that good social science research cannot be achieved by exclusively 

following a series of rules. Rather it is about making relevant strategic decisions, where 

every decision involves a series of assumptions about the social world that is about to get 

investigated (Denscombe, 1998). Furthermore, Denscombe (2016) argues that a strategy 

should only be evaluated in relation to the research purpose. Saunders et al. (2012) adds 

the importance of the research question, stating that the strategy helps to explain how the 

research question might be answered. With that in mind, both the research question and 

research purpose should be taken into consideration. When conducting social science 

research, Denscombe (2016) divides different strategies of use into nine groups: survey, 

case study, experimental, ethnographic, phenomenological, grounded theory, action 

research, systematic research summary, and method combination.  

 

Since the research purpose of this thesis is to explore how different stakeholders’ view of 

sexual advertisement has been affected by the ‘#MeToo’ uprising and the Time’s Up 

movement, a case study is viewed as the most suitable out of the nine different choices. 

Besides that, a case study is characterized by focusing on just one research unit 

(Denscombe, 1998), which is useful in this thesis given the subject. 

 

Case studies make for a good choice when conducting small-scale research projects 

(Denscombe, 2016, p. 91), whereas the reason to concentrate the efforts to one single case 

instead of several, provides the possibility to gain various insights. These insights would 

not have been reached if a research strategy with several units of research would be 

conducted (e.g. survey study), as the goal with a case study is, as Denscombe (1998, p. 

41) describes it – “to highlight the general by looking at the individual”. Another 

important aspect of this type of research is the unnecessity of manipulating the study due 

to the natural way of exploring phenomenas. Hence, the researcher in question has 
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legitimately no need to control or change variables in the study, since the resarcher wants 

to examine the phenomena as natural as possible (Denscombe, 2016). Lastly, a case study 

possess the ability to study things in detail, such as social phenomena, which in turn 

increases the possibility to go into the depths of experiences, relations, events or 

processes. Because of the possibility to do so, empirical findings might be discovered that 

would not have been visible in a more superficial survey (Denscombe, 1998). 

 

Apart from the beneficial aspects of this choice of research, it is also the subject for some 

critique. A single case study is often the target for criticism due to the representativeness 

being a bit thin, or weak, as well as the shortage of replicability and validity (Bryman & 

Bell, 2015). In addition to this critique, Denscombe (2016) claims that it is absolutely 

necessary to be aware of the details in the study, and to bring attention to these. This is 

due to the fact that case studies have a tendency to focus on processes instead of the final 

product (Denscombe, 2016). However, case studies are still viable and important in 

research by the sense that it allows for a higher degree of input in terms of generalizing 

theories (Bryman & Bell, 2015). 

4.2 Research strategy 
The strategy of research is characterized by being either quantitative or qualitative. For 

this thesis, we argue that the qualitative strategy is more appropriate than the quantitiave 

one, since our purpose of the thesis seek to explore the thoughts and values of 

stakeholders. In order to do so, we must consider interviews and the deeper meaning of 

words instead of numbers and other various statistics. Therefore, we have chosen a 

qualitative research strategy over a quantitavie one. 

4.3 Time horizon 
Saunders et al. (2012) argues that there are two different time perspectives to choose from 

when conducting a research study; cross-sectional and longitudinal studies. Cross-

sectional studies means the reasearch of a particual phenomenon, or phenomena, at a 

specific time period (Saunders et al., 2012). Further, it is common that a qualitative cross-

sectional research contains semi-structured interviews (Bryman & Bell, 2011). 

Longitudinal studies are, in difference to the cross-sectional studies, stretched over a 
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longer period of time and therefore has the capacity to collect data over different time 

periods as well as occasions (Saunders et al., 2012).  

 

As the aim for this thesis is to explore how stakeholders’ view of sexual advertisement 

have been affected by ‘#MeToo’ and Time’s Up, we have used semi-structured 

intrerviews which have provided the necessary data in order to answer the research 

question, which further argue for a qualitative cross-sectional time horizon. Furthermore, 

the time limit for this dissertiation is 14 weeks, which is relativley short, which further 

explains our choice of a cross-sectional design. 

4.4 Data collection 
Bryman and Bell (2015) states that the collection of the empirical data is a key point in 

any given research project. There are four main methods for data collection that the social 

sciences can use, which are the following ones: questionnaires, interviews, observations 

and written sources (Denscombe, 2016). Denscombe (2016, p. 324) further states that the 

four different searching tools helps the researcher to obtain facts and evidence regarding 

content of the research. Furthermore, there exists two types of data in a research: primary 

and second (Saunders et al., 2012). The primary data involves, according to Saunders et 

al. (2012, p. 304), data that is collected and analysed for the specific research purpose (e.g 

interviews and observations), while secondary data have been collected by previous 

researchers (e.g. books and journals). In this thesis both types of data collection have been 

used, the primary data is encountered in the form of focus groups and the secondary is 

retrieved from books and journals.  

 

Bryman and Bell (2015, p. 479) argue that when the researcher uses a qualitative research 

method, the collection of primary data in the form of interviews is the most employed 

method. The popularity of using interviews is due to the flexibility it provides and, even if 

they are time-consuming (e.g. interviews, transcription and analysis), the process can 

easily be accommodated into the personal life of the researchers (Bryman & Bell, 2015, 

p. 479). Additionally, Bryman and Bell (2015) argue that the method provides 

information gathering that is trustworthy and further helps the researcher to reach the 

objectives of the study. 
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The two main types of interviews in qualitative research are semi-structured and 

unstructured interviews (Bryman & Bell, 2015). The semi-structured interview normally 

contains a series of question that the respondent is supposed to answer and the interviewer 

is flexible in what order the questions are being presented, with the intention to give the 

respondents a feeling of freedom to develop ideas during the interview. Hence, the 

questions are of a more general character than in the structured interview and normally 

the interviewer has a tendency to ask further questions when he thinks a response is of 

significant value for the research (Bryman & Bell, 2015). Meanwhile the unstructured 

interview refers to a context when the interviewer uses a list of different topics or issues 

that is supposed to be discussed, but the order of the questions can differ from one 

interview to another (Bryman & Bell, 2015).  

 

In this thesis, we have used a semi-structured group interview as this gave us the 

opportunity to prepare the questions ahead of time in order to partly control the 

discussion, but at the same time, the semi-structured interview provides us the possibility 

to add questions while the interview is taking place (Saunders et al., 2012). This method 

helped us to examine our research purpose since new issues can arise during the 

interviews. With the semi-structured interview, we were able to consider these new issues 

as they arose. On the other hand, had this thesis been a quantitative research study, the 

new questions during the interview would have lowered the reliability and validity of the 

research (Saunders et al., 2012). However, since this is a quantitative study, the semi-

structured interview increased validity. 

4.5 Focus groups  
Focus groups consist of a small number of people, normally between six or nine 

participants, who has been gathered by a moderator with the intention to examine 

attitudes, opinions, feelings, and ideas within a particular subject area (Denscombe, 

2016). In other words, the data from the focus groups is a result from dialogue and 

exchange of different views from the different participants (Jankowicz, 2000). Focus 

group discussions are particularly useful when the researcher wants to broaden his 

comprehension regarding opinions, wishes and experiences around a specific subject 
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(Barbour & Kitzinger, 1999, p. 5). Additionally, focus groups can, according to Ahrne 

and Svensson (2015), be helpful to understand why the participants have a certain 

perception regarding the discussed subject. This view is backed up by Denscombe (2016, 

p. 269) who states that the best focus groups not only reveal what the participants thinks, 

but also why they think as they do. The sharing and comparison of personal views can 

take two forms, it either can be the particpiants partially in agreement with each other or 

the group discussion shows important difference in points of view (Denscombe, 2016). 

Regardless which of the two ways the discussions takes, the “interaction, questioning and 

reflections” (Denscombe, 2016, p. 270) reveal the arguments for the different opinions of 

the participants.  

 

Another important feature for focus groups is the great value they put on the interaction 

within the group as a mean of retrieving information, rather than collect information from 

each individual separately. This puts a bigger value on the collective point of view rather 

than the sum of the individual’s point of view (Denscombe, 1998). Since the purpose of 

our thesis is to explore how consumers view of sexual advertisement has been affected by 

‘#MeToo’ and Time’s Up, focus groups were the most appropriate method to use. 

 

According to Barbour and Kitzinger (1999, p. 7), the amount of focus groups that should 

be conducted depends on different factors, such as the time frame, research question, 

range of people one would like to include and the amount of resources. Since our research 

is of a minor nature, and due to the nature of the research question, we have chosen to 

conduct two focus groups, each consisting of seven participants. The aim of most focus 

groups is not to be ‘statistical representativeness’ (Barbour & Kitzinger, 1999) and this 

thesis is no exception. Therefore, a total of 14 participants will be enough to reach our 

research purpose. Furthermore, Bryman and Bell (2015) argue that conducting too many 

focus groups is a waste of time.  

4.5.1. Selection of images  

Although the perception of what is viewed as sexual is subjective, the adverts showcased 

to the focus groups were all chosen due to the implication of some kind of sexual 

innuendo (see Appendix 2). All of the adverts were less than five years old; a decision 
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made in order for some relevance to prevail today. Altogether, eight adverts and pictures 

were shown to the two focus groups: five adverts, two illustrations, and one compiled 

picture (see Appendix 2). The five adverts selected, at least four could arguably insinuate 

the role of a woman in a sexual manner (see Appendix 2, advertisement 1, 2, 3). 

The adverts from Carl’s Jr. and Estrella Insurance (see Appendix 2, advertisement 1, 2) 

was chosen in order to see how the focus groups would react to adverts using sexual 

allusions when marketing a non-gendered item that are unrelated to sex. Although this 

was also part of the reason we chose to include the Suit Supply advert (se Appendix 2, 

picture 3) as well, this choice was also based on the field of fashion and its normative use 

of sexual appeal (Reichert, Carpenter Childers, & Reid, 2012). As (Black, Organ, & 

Morton, 2010; Nelson & Paek, 2005; Reichert & Lambiase, 2003 argue, that the use of 

sexual appeal in advertising among non-gendered items has increased during the last 

decades, we were interested to see how the focus groups would react on such marketing 

strategy.  

 

The companies behind the three previous mentioned advertss are, for us Swedes, not as 

recognized as the fourth selected advert – Calvin Klein. This was also the reason to why 

we chose to use it, to see if there would be any difference in the reactions due to a 

potential recognition of the brand. The Versace advert was a ‘wild card’ and were in our 

opinion not as sexist as the other four adverts due to fact that the female model in the 

advert, even if she was portrayed in a seductive manner, marketed the clothes she actually 

was wearing in contrast with the other three ads that all where objectifying the women in 

order to attract attention. The two MeToo-images where included in the focus group 

session in order to see if the participants saw any correlation between the five previous 

showcased ads and the MeToo-movement and with the intention to start a conversation 

regarding the impact the movement have or not may have on respondent’s view, as 

consumers, of sexual appeal in advertising. The last image of celebrities representing the 

social movement Time’s Up was included in order to raise a discussion whether 

celebrities would have the power to make an impact on consumer’s behavior and the 

societies view of the objectification of women that is seen in countless ways in the society 

(e.g. advertisement).  
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4.5.2 Selection of participants  

An important step in the creation of focus groups is the consideration of who should 

participate within it (Bryman & Bell, 2015). The two authors argue that it depends on two 

factors: who will find the topic relevant and which individuals represent the target group 

of interest. In this case study the target group consists of primary stakeholders in form of 

customers. 

 

According to Bryman and Bell (2015), and Ahrne and Svensson (2015), a further issue 

regarding the selection of focus group participants is if one should carry out focus groups 

with natural groupings (e.g. students from the same course and co-workers) or people 

who do not already know each other. A positive aspect to use natural groupings is that the 

participants have an easier time relating to each others comments and common lives 

(Ahrne & Svensson , 2015), which further leads to a pleasant environment where the 

participants can openly express their opinions. Not all researchers share this view and 

some consider that the participants of the focus groups should not know each other with 

the argument that they have no common past and therefore can share experiences more 

openly (Ahrne & Svensson , 2015). Ahrne and Svensson (2015) argue that homogeneity 

in terms of age, sex and socioeconomically factors is a crucial variable when choosing 

participants, although to share a common problem or to have another factor in common is 

enough to stimulate to discussion (Barbour & Kitzinger, 1999). Ahrne and Svensson 

(2015) further argue that although homogeneity is an important factor so is heterogeneity 

and, therefore, the researchers also have to consider the differences among the 

participants in order to include diversity in the group. Finally, although heterogeneity is 

of importance when conducting a focus group, homogeneity is the first priority (Ahrne & 

Svensson , 2015). 

 

After considering the different arguments, we have chosen to use a combination of 

students who already know each other from being in the same university program and 

mix them with, for them, strangers who are studying at the same university but in 

different programs (see Appendix 4). This mix of pre-existing groups and strangers was 

chosen in order to get the best of both worlds. For example, one can with the small pre-

existing groups create a trustworthy environment (Ahrne & Svensson , 2015; Bryman & 
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Bell, 2015), which with the help of the moderator, will promote interaction between the 

participants (Ahrne & Svensson, 2015; Litosseliti , 2003), and create a ‘fruitful, 

permissive and non-judicial environment’ (Ahrne & Svensson, 2015, p. 87).  

 

The current study used students attending Kristianstad University and Malmö University, 

with whom we came into contact through personal contacts and via snowball sampling. 

Snowball sampling means that one participant refers another participant and this 

continues to recruit participants; this is a sampling technique. We knew one student in 

each program at the Universities and then asked these students to reach out to one 

classmate who would be able participate in the focus group session (Denscombe, 2016; 

Bryman & Bell, 2015). Each field of study was randomly chosen based on the personal 

contacts we had  and the program the contact was studying at the time when we reached 

out to them. With the aim to explore how different stakeholders’ view of sexual 

advertisement has been affected by ‘MeToo’ and Time’s Up, we reached out to students 

who had the possibility to represent different stakeholder groups such customers, special 

interest groups, and a individuals with a high awareness of social media.  

 

Furthermore, a distortion of males and females was applied to the focus groups due to the 

fact that women are overrepresented in the advertisements that use sexual appeal 

(Reichert, 2002). The first group consisted of five females and two males. The two males 

were chosen with the intention to neutralize the group dynamic and to be able to give 

their perspective on the given topic (sexual appeal in advertisement in relation to the 

‘#MeToo’ and Time’s Up movements) as male stakeholders. We believe that the mix 

between the sexes in the two focus groups helped to broaden the conversations during the 

sessions. We base this upon the fact that we saw differing opinions between the sexes on 

the given topic. We also belive that if the groups would have been purely male and 

female groups, then perhaps this would have led to conversations where the particpiants 

would agree with each other more than if the groups were mixed. Hence, there was a 

chance that the participants would not have explained their thougts and beliefs as much, 

compared to a mixed group. Seemingly, a mix between the sexes helped to deepen the 

discussion. The second group consisted of five males and two females. The use of a 

opposite division where done with the intention to see if the opinions would differ a lot 
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due to the users gender. Lastly, the focus group consisted of an uneven number of 

participants with the intention to avoid the emergence of any small groups (e.g. three 

opinions against another three opinions) within the large group. 

4.5.3 Focus group sessions 

During the two sittings with the participants for the two focus groups, several questions 

were asked in order to have a meaningful discussion. The questions were conducted in a 

semi-structured manner, with the choice of theory in mind, as well as the applicability to 

the adverts chosen. When constructing the questions and the interview guide (see 

Appendix 1), the aim was to explore what kind of feelings and thoughts the participants 

had toward the adverts shown. In order to investigate these feelings and thoughts, it was 

necessary to have more open questions. The questions revolved around the chosen 

adverts, meaning that a slight difference could be spotted depending on the advert shown 

at the time. Overall, the questions were a bit more general and open in the beginning and 

later on became more specific, while still being open-ended.  

 

The first focus group session was held on May 2nd at Kristianstad University, and the 

second session was held on May 9th at Malmö University and the duration of the two 

sessions was approximately one hour each. The participants were aware of the fact that 

they should come unprepared, meaning that we did not expect anything more than their 

genuine thoughts and feelings. On the day of the session, the participants were offered 

beverages and minor comestibles in an effort to lighten up the potential tension of the 

situation. In the two focus groups, five out of the seven participants knew each other from 

their academic setting (e.g. classes, campus, university activities), and the remaining two 

also knew each other based on the same merits. In short, they were all students from 

various programs and classes, however, none of the participants knew all of the 

participants in the group. The participants were each given a short definition of ethical 

marketing, similar to how it is defined in the theoretical framework of this thesis, with the 

only exception of it being translated to Swedish. The handed out definition was made in 

an effort to create a common ground for all of the participants in terms of knowledge and 

to keep the discussion going when relevant questions to the subject (ethical marketing) 

was discussed. The choice of translating the definition of ethical marketing into Swedish, 
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as well as the execution of the discussion in Swedish, was an active choice. It was made 

due to the possible heightened ability for the participants to express themselves in their 

first language, so that the answers would be as true to nature as possible.  

 

As moderators, we took on a somewhat passive role of asking questions, as well as 

showcasing the pictures. This was done so that the participants could have a fluent 

discussion between them, with minimum disruption from our part as moderators. Before 

the start of the discussion, the participants were made sure that their identities would 

remain confidential. We also asked each focus group for the participants’ permission to 

audio record the session before we started, for which they all gave consent. 

Since all of the adverts chosen were real ads, we decided to cover the brand name on each 

one of them. This was made in an effort to not color the participants’ view of the ad, if 

they, for example, would harbor positive feelings towards the brand in general. We also 

covered the products targeted for the advertising (e.g. the hamburger and paper bag in 

picture 1, see Appendix 2) due to the relevance of one interview question. With this 

question, we wanted to know if the participants could determine what kind of product or 

service was being sold based on the advert (see Appendix 1). Once the question was 

asked, we revealed the the original adverts. The one remaining advert was used as a 

wildcard (see Appendix 2, picture 5) to discover if the participants could distinguish a 

difference between how the women was portrayed in the different adverts or not. After 

the five adverts were chosen and discussed, two illustrations in connection to ‘#MeToo’ 

was shown and discussed in relation to the previously shown adverts. Lastly, the 

compiled picture of the actors dressed in black at The Golden Globe was discussed (see 

Appendix 2, picture 7), as well as all of the previous adverts and illustrations altogether in 

order to distinguish a potential connection. During the discussion, the adverts and 

illustrations relevant to the questions asked at the time were constantly showcased. Lastly, 

the two focus group discussions took about one hour each. 

4.6 Data analysis  
It is common to use analysis methods such as meaning condensation, meaning 

categorization, and meaning interpretation when interviews are performed for a 

qualitative research (Bryman & Bell, 2015). When using a meaning condensation method, 
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the researcher compresses longer statements into shorter ones.  In the second method, 

meaning categorization, the researcher simplifies the statements into different categories. 

The third method, meaning interpretation, means that the researcher tries to read between 

the lines (Bryman & Bell, 2015). We have used all of the three above mentioned analysis 

methods in this dissertation, with an extra focus on meaning categorization since this 

method helped us to identify and organize important dimensions of consumer behavior 

towards sexual appeal in advertising. Before we started to analyze the data retrieved from 

the focus group sessions we gave the opportunity to the participants to read through the 

transcriptions to make sure that they were objective and that the interviewer had 

understood and heard the answers correctly. Afterwards, we structured and processed the 

collected data from the two focus group sessions and combined all the given answers in 

relevance with the theory. This was done with the intention to find links between the 

answers regarding the usage sexual appeal in advertising and the theory upon the subject.  

4.6.1 Transcription 

When both of the sessions with the two focus groups were done, we transcribed the 

material shortly afterwards in order to still have some fresh memory of the session. After 

the session with the first focus group, however, we could not sit down immediately to 

transcribe it since it ended fairly late in the evening. We therefore made the decision to 

transcribe it the next morning instead. From what we could see, it did not affect the 

process or the remembrance of how it went, but, perhaps, it could still be important to 

mention. When the second focus group was scheduled, we arranged the meeting some 

hours earlier than what we had previously done with the first focus group. Therefore, we 

had time to proceed with the transcription of the second focus group in the evening after 

the session.  

 

As mentioned earlier in this chapter, the focus group sessions were conducted in Swedish, 

which means that the transcription was written in Swedish. The transcription was done to 

exactly match the audio, meaning that everything was written down as it was heard: in 

correct order, with pauses, mumbling, etcetera, also being put into the transcription.  
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During the transcription process, we used the program GarageBand, a standard program 

available on all Macintosh computers, for slowing down the speed of the audio to hear 

more easily each and every one of the respondents in the discussion. This also made it 

easier to write at a more fluent pace without having to take breaks every so often. When it 

was not necessary to use this program, that is, when the audio was clearer, we simply 

listened to the recorded audio multiple times in order to grasp everything. 

 

The transcription of the collected audio data gave us the opportunity to keep track of the 

details as well as not miss out on any important facts. Besides listening to the recorded 

audio during the transcription process, we also listened while reading it thoroughly at the 

same time once we had transcribed everything. By doing so, we made sure no sound or 

piece of information was forgotten. Overall, the transcription of the two focus groups 

ended up being 55 pages long. 

 

After the transcription was completed, we continued by sorting out information relevant 

to our thesis based on the received opinions from the participants. This was done in order 

to disregard various sounds and noises, as well as side-tracks of information or small talk 

that would not been applicable for the thesis. We sorted all the relevant information under 

the questions we used as headings to get an easier structure and overview in preparation 

for the analysis. When the sorting was done, we proceeded by translating the relevant 

opinions and answers of the participants into English. That is, words and sentences we 

felt were applicable to show in the analysis of the thesis. During this procedure, we added 

some linking words in order to make the statements and opinions of the respondents 

cohesive and easy to understand.  

4.7 Trustworthiness  
When a qualitative research study is conducted it is hard to use the same trustworthiness 

criteria as when a quantitative research study is conducted (Denscombe, 2016). For 

instance, it is not possible to simply repeat the procedure; in our case it would be 

impossible to repeat the same focus groups, with the primary reason being that it is 

impossible to ‘copy a social setting’ (Denscombe, 2016, p. 409). However, there exist 
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some actions that the researcher can take in order to increase the trustworthiness of the 

qualitative study.  

 

One of the actions are credibility (Bryman & Bell, 2015), which refers to how believable 

the findings are. To ensure the credibility of our findings we made use of what 

Denscombe (2016) calls respondent validation. This means that the researchers return 

with the findings to the participants to confirm that the given answers during the session 

are interpreted correctly. By doing so, the procedure helps increase the validity of the 

findings in terms of our understanding, since it ‘provides the opportunity to check the 

actual accuracy’ (Denscombe, 2016, p. 411).  

 

Another criterion that influences the credibility is dependability (Bryamn & Bell, 2015; 

Denscombe, 2016), which refers to whether the research reflects decisions and 

prodcedures that are ‘visible’ to other researchers who can further judge to what extent 

the research is based upon ‘arbitrary procedures and reasonable decisions’ (Denscombe, 

2016, p. 411). This should be done using an auditory approach (Bryman & Bell, 2015). In 

order to fulfill these requirements, we have kept record, in an accessible manner to other 

researchers, all of the different phases of the research process (e.g. interview transcripts, 

data analysis, audio records from focus groups).  

 

A third criteria presented by Bryman and Bell (2015) is transferability. Since qualitative 

research studies have a tendency to go into depth in one case (Denscombe, 2016), instead 

of scratching the surface of many different cases (Bryman & Bell, 2015), it does raise 

questions as to how representative one case really is. According to Bryman and Bell 

(2015), such studies are what make empirical results an issue for quantitative research, 

whereas qualitative researcher provides something that is called thick description, which 

is a sort of ‘database’ for others to judge whether the findings are transferable to other 

milieu.  

 

The last of the criteria is confirmability which refers to whether the researchers have not 

let personal values or theoretical inclinations influence the findings of the research 

(Bryman & Bell, 2015). As researchers for this thesis, we have avoided this to the utmost 
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when conducting the analysis. Based on the answers from the focus groups, we have tried 

to be as objective as possible by only emphasizing on what was actually said, and not our 

interpretation of it.  
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5 Empirical findings and analysis 
In this chapter we present our empirical findings from our data collection. We have 

chosen to analyze the two focus groups together, based on the previously mentioned 

literature framework.  

5.1 Chapter information 
The real names of the participants remain anonymous and they are addressed with 

pseudonyms throughout this thesis. We have chosen to name focus group 1 females and 

focus group 2 males. This decision was made based on the gender majority within each 

group (i.e. group 1 have a majority of females, and group 2 a majority of males). This 

chapter is structured according to our theoretical framework, meaning that the titles 

reflect the literature used throughout this thesis (i.e. the stakeholder concept, consumer 

behavior, and ethical marketing). Below each title, an analysis of both focus groups will 

be made with relevance to the literature mentioned in the title.  Each analysis revolves 

around quotations and pictures shown during the time (see Appendix 3). The quotes from 

the participants often includes a miniature reference picture underneath the quote, in order 

to show what kind of picture was addressed during the discussion. These pictures are 

addressed with a number corresponding to the number of the picture in Appendix 3. 

5.2 The stakeholder concept 
While discussing stakeholders and influence during both focus group sessions, there was a 

common belief that stakeholders (i.e. consumers, Social Media, and special interest groups) 

impact business decisions. Participants from the male focus group were discussing how 

companies are a reflection of the society within which they operate. Some participants 

pointed out that adverts similar to the ones displayed would never have been used if the 

companies did not see a demand or acceptance for it. This reasoning suggests that the 

participants, as the stakeholder theory suggests (Freeman & Reed, 1983), have a primary 

influence on the companies in the society in which they are customers. Additionally, it can 

also be associated with what Fitchett (2005) mentioned about meeting the demands of the 

customers, in which the acceptance of these kind of adverts would have been lower if 

primary external stakeholders such as customers did not want to see it. As customers, 

neither of the 14 participants from the two groups were expressively supportive of the 
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adverts shown. In fact, they were all either confused or offended by the adverts, some being 

quiet and shaking their heads. This leads to a question regarding who it is that actually 

wants to see these type of adverts, since no one, male or female, was openly positive about 

it – at least in the two focus groups conducted.  

 

Further, since the stakeholder notion and ‘stakeholder society’ should consider the interest 

of every stakeholder (Tirole, 2001), one can wonder if in reality this is a fair reasoning that 

could actually be implemented. Although the theoretical basis of it is fair and 

understandable, the practice of it is certainly more complex. By relating this to the moral 

awareness and execution of a corporation’s executives, in which a successful stakeholder 

notion rests upon (Freeman et al., 2010), it becomes even more complex since morals is 

highly subjective differing between every other individual (Carroll, 2015). Right or wrong, 

the topic of sexual appeal in advertising and the objectification of women is seemingly not 

something that is equally as easy to justify as bad. As participants from the male group 

discussed, corporations are a reflection of the society in which they operate within, whereas 

the tolerance of sexual appeal in advertising as well as objectification is seemingly high 

since corporations make use of it. It could therefore be argued that since these aspects of 

marketing are frequently used and thereby more or less tolerated, the practice of it in society 

could to some extent also be tolerated (although not acceptable), which the ‘#MeToo’ 

uprising shows to some extent. 

 

While discussing customers’ ability to influence a corporate change on this matter (i.e. 

sexual appeal and the objectification of women in advertising) the participants in both the 

female and male group clarified that a change can be made by both customers and special 

interest groups (SIGs), and that these two, among with Social Media, all plays a part in 

terms of influencing a corporation to change their actions. This is in line with what Freeman 

and Reed (1983) claimed about the influence of stakeholders, that all stakeholders have a 

saying (i.e. stake) when it comes to decisions made within a corporation. Although, 

secondary stakeholders such as Social Media and SIGs have the ability to influence primary 

stakeholders, such as customers, rather than actually influencing the corporation by itself 

(Freeman et al., 2010). Furthermore, the discussed topic highlighted the importance of 

Social Media as a legitimate stakeholder in todays era of time, along with the fact that 
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almost everyone is connected to Social Media on a daily basis (Sedereviciute & Valentini, 

2011), further strengthening its position. The time spent on Social Media possibly heightens 

the level of exposure of various events at the time, most certainly influencing one’s daily 

life to some extent. All the participants in the female group further agreed that as consumers 

they are in fact influenced by both SIGs and what they see on Social Media. 

 

…You are affected by it every day since we continuously scroll through pictures 
like these on our phones like every five minutes. Even though you just scroll 
through it all, it still manifests. – Agatha, 25 

 

The female group proceeded by discussing corporate changes and how they could mainly, 

if only, be affected by large numbers of individuals – whether it was SIGs or larger groups 

of customers. In this sense, groups of people could add pressure on corporations to listen 

to the concerns of the society, which is something that Julian et al. (2008) also claims. As 

one individual, it was deemed impossible to affect a change within a corporation’s 

marketing and it was believed that a larger group of people would have to speak up. 

Moreover, the participants in the female group discussed and agreed on the fact that as a 

single individual with not a lot of negotiation strength, one could easily turn to Social 

Media. This was due to the easiness of reaching out to other individuals who shares the 

same thoughts and opinions, as well as reaching out to corporations quickly, since Social 

Media today is one of the fastest ways for communication (Jiang et al., 2014). As Jiang et 

al. (2014) pinpointed, Social Media is the place where people log on to in order to share 

their reactions, and this was no exception from what the female group discussed. Most 

likely, a connection could be drawn between reactions and influence, meaning that if 

someone is influenced by something, a reaction would occur. Once again, this potential 

connection could insure the role of awareness and influence that customers could gain from 

the secondary stakeholder Social Media. By being active on Social Media, customers, as 

well as SIGs, could use Facebook to create demonstrative events reaching out to larger, 

more influential groups – and in that way affect a change. 

 

I think Social Media is an important platform because it helps to push the 
companies in a direction that is different from what they have been doing. Even if 
you are only one person, you can easily reach out to a lot of people with the same 
opinions and values. By doing so you can affect the corporation. – Agatha, 25 
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When discussing another secondary stakeholder, namely the SIG Time’s Up and the 

possible influence this could have in terms of affecting business decisions within 

marketing and the society, the main argument was the power of the celebrities. This was a 

common focal point for both the female and male group – the power of the celebrities 

combined with a huge platform on Social Media. All of the participants agreed that the 

actors and actresses advocating for Time’s Up possess a lot of influence when it comes to 

making a statement and being able to affect a change, based on their status in society and 

further on Social Media. However, SIGs such as Time’s Up, are in theory referred to as 

secondary stakeholders (Freeman, 2010), which means that these stakeholders do not 

possess a strong negotiation strength for affecting businesses (den Hond & de Bakker, 

2007) – although, SIGs do have the strength of putting pressure on businesses when there 

is a related concern, forcing corporations to address it (Julian et al., 2008). As seen, this is 

not completely in line with what the participants in the two focus groups thought, but then 

again, there is a possibility that not all SIGs have powerful Hollywood celebrities running 

the cause. 

 

They have a completely different platform than us regular people, for instance. This 
is people that can be seen on television everyday. They have a tremendous amount 
of fans all around the world, so of course, if they say something or unites like this – 
a lot of people would be affected. – Liv, 24  

 

 
(Picture 8) 

 

5.3 Consumer behavior 
When discussing if the participants were intrigued to buy the product/service based on the 

showcased adverts the most common answer was ‘no’ between both of the groups. Many 

of the participants in the two focus groups answered that they would not feel drawn to 

buy/use the product/service based on the shown adverts. Interestingly enough, even if the 

participants said they would not be intrigued to buy the products based on the adverts 

shown, they would not simply stop buying the products based on one poorly thought-
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through advert. Behind the responses of the participants, various underlying factors could 

be taken into consideration; culture and psychological traits help influence how 

consumers react when they are exposed to different advertising messages (Nilesh, 2013). 

For example, one’s cultural references also affect how one responds to a products brand 

image (Shavitt & Cho, 2016). The majority of the references made during both focus 

groups were directed towards the well-known brand Calvin Klein, which could be 

explained by a cultural impact in the sense of how one view brand images (Shavitt & 

Cho, 2016). As with the brand Calvin Klein, all of the participants saw the company as 

professional due to its wide recognition in the society even if the majority of the 

participants thought the advert itself was unprofessional due to how it was executed.  

 

It could also be that if one is used to buying products from Calvin Klein, then just 
because they are doing a commercial you do not like, you do not stop buying the 
product. Maybe it is forgotten easily. – Tyra, 24 
 
Well, I do not consider companies which use adverts like the ones that are presented 
in front of us as being professional. Except for Calvin Klein. Because they are a well-
known global company. – Sigmund, 26   
 
 

 
(Part of picture 2) 

 

The quotations above imply that both the participants associate Calvin Klein with a positive 

brand image regardless of the negative feelings towards the adverts shown, which can have 

its underlying factor in the cultural part of consumer behavior. Apart from the brand image, 

Shavitt and Cho (2016) states that the status of an individual is connected to the cultural 

factor and thereby one’s buying behavior. Perhaps, although Calvin Klein is not an 

individual with a status in society in that sense, maybe the brand itself has received a high 

status in the society due to the popularity amongst its customers. This could potentially lead 

to the answers of the female and male group in why they would not give up buying products 

from Calvin Klein, even though no one was supportive of the advert. As Solomon et al. 

(2006) claims, customers buy products (or services) based on their needs and desires, and 
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perhaps the need and desire for Calvin Klein products simply defeat the moral dilemma of 

liking or disliking an advert.  

 

However, Bujari (2017) addressed the fact that the chosen marketing strategy for a product 

or service need to be a reflection of the customer needs on the market. Putting this in 

relation to what the text suggests in the Clavin Klein advert (see Appendix 2, picture 4), 

one could wonder what the chosen marketing strategy for the advert along with the 

customer needs, as Bujari (2017) claimed should go hand-in-hand, means. Not only does 

the need seemingly look different for female and male customers, which on its own its 

understandable depending on how a product is marketed and to what segment. Here, 

however, the sold product is underwear which could arguably serve the same purpose and 

need for men and women. According to the advert, the woman ‘seduce’ in her underwear 

while the man ‘makes money’ dressed in his underwear. Since marketing and customer 

needs should be a reflection of the society (Bujari, 2017), the advert from Calvin Klein 

could then imply that a woman’s ‘need’ in the society is to seduce while a man should make 

money. This is a thought that is not only suitable for the Calvin Klein advert in question, 

but also for the rest of the adverts shown. 

 

Later on, when discussing the wildcard of the adverts (see Appendix 3, picture 5) a 

participant from the female focus group said that adverts like the showcased one was 

viewed as okay because “we make it okay”. However, she added that this advert might 

not be accepted in countries with different values. This was supported by all the other 

participants in the female group. Relating this statement to the cultural factor of consumer 

behavior, it can be explained how value and behavior are shaped accordingly within 

different countries (Shavitt & Cho, 2016).  

 

I think it looks like a regular picture – this is what you see in every other ad. This is 
a bit edgy, fashionable and so on. It usually is a bit more extreme but we are also 
used to seeing those kind of pictures. I mean, all of Instagram is filled with pictures 
like this. It does not even have to be advertisement; it is regular people posting it as 
well. I do not think there is anything wrong with it. – Liv, 24 

 

It has to do with culture and values – as Jarl said. I come to think about the Middle 
east – they could never show a picture like that, people would have torn it down the 
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same day. It is affected by that as well, I mean, where you post these pictures and 
ads. Where it is shown and how you think in that country. – Ivar, 26 

 

 
(Picture 5) 

 

Further, both groups stated that this kind of advert is normal – it is seen a lot, everywhere, 

even on Instagram or in real life. The two groups also mentioned that this was perceived 

as a typical edgy fashion advert. Specifically, by looking at society and culture, this could 

further reflect the beliefs and attitudes of the consumers (Bujari, 2017; Shavitt & Cho, 

2016). Thus, in turn, it could be argued that this shapes the behavior on what is acceptable 

or not in advertising, merging from the consumers own subjective perception based on 

cultural and societal norms. 

 

During the discussion it was mainly the female participants out of the two groups who 

made it clear that they did not see the adverts as satisfactory nor would they want to 

buy/use the product/service. This can be argued for on the basis of social and 

psychological factors since these tend to vary amongst customers in the society (Bujari, 

2017). For instance, social norms permeating the society could be one reason for why 

females were more vocal about the wrong they saw with all the adverts. Perhaps, the 

female norm is more depict in the way the adverts portrayed women, leading to an 

association in which one recognizes the social norms that more or less are put on all 

females within the society. Also, as Edson Escalas and Bettman (2003) claims, an 

individual in which the customer sees resemblance in could be of importance when it 

comes to influence. Perhaps, with everything seen in magazines and Social Media, and 

not to mention the showcased adverts, females possibly have a tendency of feeling an 

association to the female in the advert based on the fact that they are both females.  

One’s perception of things could also play a part in this matter. In addition to what was 

said before, the perception may differ between females and males based on how the 
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society ‘treats’ them, norms being an example. Whereas one’s perception is seemingly 

dynamic, changing with age and other personal attributes (Solomon et al., 2006), it could 

also be argued that this factor is pursuant to exposure and experience, assumingly 

coloring the females and the males’ opinions about the believed usage of sexual appeal in 

advertising. As Bujari (2017) pinpoints, individuals have different attitudes and beliefs 

toward certain products and brand images, which arguably has a root in what was 

previously stated, with, for example, social norms in the society being different for 

females and males. 

 

Therefore, it is perhaps no surprise that the female participants in both groups had a lot to 

say about the adverts and the association to society, while the male participants overall 

almost did not say anything about this perspective. They (i.e. the males) partly claimed 

that they did not see a connection between these two. The difference of opinions stated 

here seemingly has to do with what we are exposed to and used to, helping to shape the 

four factors of consumer behavior, which in turn shapes our behavior as consumers. 

Possibly, females and males have different views and perceptions of the exposure of 

advertisement, some of what is previously mentioned in this chapter. 

5.4 Ethical marketing 
When the participants were first showed the adverts, the product, brand logo and brand 

name, as well as anything else such as the advertised product, had been censored in order 

to avoid exposure of what the advert was actually selling. While looking at the censored 

adverts, no participant in the group could define exactly what the four adverts were 

selling. Another similarity was the fact that apart from a total of two participants who 

recognized two of the adverts from earlier, the rest could not distinguish what kind of 

product/service was being sold, solely based on the adverts. According to Reichert et al. 

(2012), there has been an increase in sexual appeal for adverts selling common, everyday 

products unrelated to gender or sex. Hence, this could explain why none of the males and 

females could identify the actual advertised product/service. It is widely known that some 

marketers use sexual appeal and women as decorative objects in order to draw attention to 

the product/service (Kerin, Lundstrom, & Sciglimpaglia, 1979), which is done to 

distinguish their advert from many other adverts (Kelsmark et al., 2011). This marketing 
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tactic is practiced regardless of the sold content being relatable to sexual innuendo or not 

(Reichert et al., 2012).  

 

I cannot even interpret what they are selling because it has nothing to do with 
anything. It just shows naked women. – Liv, 24 

 

 
(Picture 1) 

 

I think that the ad on the bottom left is some kind of vacation... Or water, or 
something? I do not know. – Jarl 

 

 
(Part of picture 1) 

5.4.1 Chock tactics and provocation 

Following, participants from both the female and male group felt as if the marketers were 

trying to provoke by using adverts like the ones shown. Kelsmark et al. (2011) argues that 

shock tactics within the field of marketing attracts attention, which could be connected to 

the participants statement about provocation. By using women in adverts like the ones 

showcased, corporations try to distinguish themselves from advertising clutter (Kelsmark 

et al., 2010).  All of the female participants, from both groups, felt as if the adverts 

portrayed women in a ‘bad’ or ‘sexist’ way. The males were not supportive of the adverts 

but rather confused about the relevance of the product/service being sold in relation to the 

advert than seeing it as ‘bad’ or ‘sexist’. All of the participants acknowledged the fact that 

the adverts were marketing the woman more than the actual product/service being sold. 

The act of doing so is common since advertising has used women during a long time as 
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decorative objects in order to draw attention towards the actual advert (Kerin, Lundstrom, 

& Sciglimpaglia, 1979).  

 

They are marketing the woman more than they are marketing the actual clothes – 
especially the clothes made for men. – Astrid, 28 

 

 
(Part of picture 2) 

 

The belief that women have always been portrayed this way was voiced by the majority 

of the participants, firstly by Astrid and Jarl in the female focus group. As O’barr (2011) 

wrote, advertisements including women in a sexual manner has existed since the later 

decades of the 1800s, and have continuously increased since then (Black, Organ & 

Morton, 2010; Nelson & Paek, 2005; Reichert & Lambiase, 2003). In contrary, Tor from 

the male focus group claimed that advertising using sexual appeal has declined lately – 

although this was met with resistance from one of the female participants in the male 

group. This could be viewed as being in line with what what Dudley (1999) states in his 

research, that the social standards regarding sex and nudity have been going through a 

huge change during the past decades. Maybe, people are so used to seeing sexual appeal 

and objectification of women today, that it results in a feeling of it decreasing – because 

the lines of what is ‘normal’ and sexual appeal have been blurred throughout the years. 

This statement is further supported by Anna who argued that the Calvin Klein advert 

appeared to her as typical advertising in today’s society. 

5.4.2 ‘Sex sells’ 

Following, the participants engaged in a discussion around the subject of women and why 

they (i.e. women) are often portrayed sexually in advertising. All of the participants 

thought about the concept ‘sex sells’ and both groups made a reference toward the fact 

that it is seemingly the easiest way to notice the advert, which is in line with what Sparks 

and Lang (2015) claims about sexual content helping to draw attention to the advert. A 

common belief among the male participants was that the companies used sexual appeal in 
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advertising with the intention to attract attention and, therefore, to increase the sales. This 

belief of all the participants is consistent with the research of Acikalin et al. (2018), who 

argues that there is a biological basis to advertising methods of sexual appeal. However, 

even if such adverts do draw attention to itself, this type of marketing seldom does more 

than just that, and typically it does not equal higher sales (Sparks & Lang, 2015). One 

participant also mentioned the fact that maybe as humans, we tend to remember these 

type of adverts based on biological factors. Similarly, Santos and Rosati (2015) did state 

that humans evolutionarily programmed drive to seek out sex do play a part in what we 

notice (such as advertising), however, it differs a bit from what Wirtz, Sparks, and 

Zimbres (2017) pinpoints in their research.  

 

I guess that sex have always sold, one way or another. It seems like it is a perfect 
way to use ads because the consumer may have that ad stuck in his/her mind in 
comparison to other ads, where one just scrolls through. I think that maybe we, 
perhaps biologically, get stuck on ads like these in a different way. – Freja, 23 

 

 
(Picture 2) 

 

Although somewhat vaguely, the authors wrote that sexual appeal in marketing does not 

go beyond chock content, meaning that the product/service sold are not remembered, only 

the advert. Similar to what the research showed, when the male group was asked the 

question ‘what are your first feelings or thoughts when you see these adverts’, Ossian 

responded ‘Burger King’ regarding the Carl’s Jr. advert. This further support the study 

conducted by Wirtz, Sparks, and Zimbres (2017), strengthening it to some degree. Since 

Ossian confused the company behind the advert, the advert would not increase the 

likelihood of him, as a customer, to purchase the marketed product. Again, sexual adverts 

do grab people’s attention and help to remember the advert but not the product/service 

being sold as well as the brand behind the advert (Wirtz, Sparks, & Zimbres, 2017). The 

majority of the participants used words as ‘dorky’, ‘lame’ and ‘confusing’ to describe 

emerging feelings of looking at the adverts. In the male group, many of the participants’ 
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reactions towards the adverts had no correlation with the products being sold, most 

noticeable the advert from Estrella Insurance (see Appendix 2, picture 2). (e.g. the 

insurance ad and a women’s leg), which further implies that the usage of sexual adverts 

does not increase the likelihood to purchase the marketed item. 

 

Another interesting thought, brought forward by Jarl in the female group was the 

perspective that marketers and corporations solely are providing the customers with what 

they want. Furthermore, all of the participants, from both groups, agreed that a 

corporation’s primary interest was to make money and, once again, Einar said that he did 

not think this kind of marketing was unethical. He followed by explaining that they (i.e. 

the corporations) were only trying to reach out to their target groups, ending his argument 

with “business is business”. This statement can in a way confirm what Tadajewski and 

Jones (2012) stated – that humans tend to be overly egoistical in their search for profit.  

 

I think that they know what they are doing. It is executed well since they have paid 
close attention to details. So I do think it is well thought out. – Ivar, 26 

 

 
(Picture 2) 

5.4.3 Advertising and sexism 

In the female group, Freja stated that she found the adverts violating toward the integrity 

of women. This can be strengthened by the fact that sexual appeal in advertising is a 

common field in which sexism is discussed (Ford et al., 2005). 

 

I think that these ads are rather violating toward women’s integrity, quite a lot 
actually. By showing these kind of pictures and so, I would definitely say that the 
ethical aspect is not being followed – at least not in these pictures. – Freja, 23 
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(Picture 2) 

 

When the discussion revolved around the advert from Estrella Insurances (see Appendix 

2, picture 2), four of the male participants said that they did not consider this advert 

sexist. They rather felt as if the woman’s leg had nothing to do with what was being sold 

and, therefore, they would not buy the insurance. Meanwhile, the two women in the group 

stated that they would not buy the insurance, but their reason was due to the sexist nature 

of the advert. As Ferrell and Gresham (1985) states, different individuals use different 

frameworks based on their own experience. Perhaps this, alongside with what Carroll 

(2015) states; that ethics is highly subjective, means that sexism does not look the same 

from a female and a male perspective. Also, the fact that adverts like these, who portrays 

women in a sexual or objectifying way, leads women to objectify themselves 

(Fredrickson & Roberts, 1997), could play a part in the different opinions. Since this (i.e. 

self-objectification) is a process common for women and not men, it is no surprise that 

women look at these types of adverts with different eyes than men. 

 

Do you even think that their intention is to be sexist? I would rather see it as if they 
try to stand out in order to draw attention to what is being sold. – Einar, 25 

 

 
(Part of picture 2) 

5.4.4 Advertising and the society 

When asked about the perceived effects advertisement may or may not have on the 

individual and the society, Astrid said that adverts like these could also influence mens’ 

view on women. Studies show that men do view women differently after being exposed 

to advertising containing women as sexual objects, some examples being through 
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increased victim blame and violence (Vance et al., 2015; Loghnan et al., 2013; Lanis & 

Covell, 1995). Research also shows that by portryaing women in this manner, solely to 

use a woman’s body or such, in order to draw attention to the advert, is what defines 

sexual objecitifcation within the advertising field (Kerin, Lundstrom, & Sciglimpaglia, 

1979). Further, by being objectified in this manner, it more or less says that the woman’s 

value lies in what use she have for others (Fredrickson & Roberts, 1997). Arguably, by 

looking at these researches, one can find a connection to the ‘#MeToo’-movement where 

many men took the freedom to, as Fredrickson and Roberts (1997) wrote, value women 

depending on what use they (i.e. a man) have for her (i.e. a woman). Not all of the 

participants believed that sexual appeal did have an effect on the society, for example, 

Tor in the male group mentioned on several occasions that he did not think that 

advertising affects grown-ups, although, perhaps, it could affect children and teenagers. 

He also admitted that he could possibly be a bit narrow minded. Additionally, the males 

could, in a way, see these aspects but claimed that it was only children who would be 

affected by sexual appeal and this type of advertising. Although the males felt this way, 

unfortunately there is no theory used in this thesis that could be interpreted as being in 

line solely with this standpoint. Since research from both Vance et al. (2015), Loghnan et 

al. (2013), as well as Lanis and Covell (1995), pinpoints the fact that women are viewed 

in a different light by men after men have been exposed to advertising portraying women 

in a sexual manner, what the male group believed contradicts what research shows. 

 

Liv added that women usually are portrayed in a sexual manner when it comes to 

advertisement, and that it does not come as a surprise. According to Reichert (2002), this 

is not unusual since women have been portrayed this way throughout history. Following, 

Agatha made an input in the discussion that men in advertising always seem to have the 

power, in comparison to women, who always seem to be ’belittled’ in some way or 

another. Agatha’s interpetation are in line with the fact that women often are the target of 

a man’s desire as well as being submissive when it comes to sexual power relationships in 

advertising (Kaschak, 1992).  

 

Additionally, during the discussion, one of the participants mentioned that one underlying 

reason for the use of sexual appeal in advertising is to evoke a feeling that one can 
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achieve the same standard of attractiveness as the model by using the product being sold, 

a statement that is supported by Reichert et al. (2011). Furthermore, according to the 

concept of sexual advertisements, the usage of this marketing tactic creates a positive 

arousal among the viewers, leaving them with a positive feeling about the product 

(Berger, 2015). However, our data gave no support of such emotions, but rather the 

opposite with basically every participant questioning the adverts. 

 

I saw one commercial – maybe it is a few years ago now – it was some perfume ad for a 
brand, I have forgotten which, but it shows a woman with five lightly dressed men or 
something. The thing is, you are so used to seeing this, hopefully it is better now, but the 
fact that they always put the man in some sort of power position. For instance, with cars, 
men should have the bigger cars because they are big and strong, and women should be 
small or something, reflected onto the car. – Agatha, 25 
 

The discussion proceeded with Liv saying that she believed that every exposure mattered, 

whether it is perceived good or bad. Similarly, Kilbourne (1999), argues that the power of 

advertising exposure should not be underestimated and that it impacts us more than we 

know. Further, it could be argued that the impact is even greater today assuming the role 

of consumption, internet, and smartphones. Astrid then made a comment regarding the 

role of advertisement in society and her believed effect on societal norms and behavior, 

which many of the female participants agreed on.  

 

I definitely think that advertisement and marketing can influence people a lot. If 
someone is different than the norms and such, people are quick to say so. So I 
definitively think that advertisement have a bigger effect than just us buying the 
products, it even comes down to how a man and a woman should be. – Astrid, 28  

 

 
(Picture 2) 

5.4.5 Advertising and (ir)relevancy 

The female participants also spoke out on the fact that they did not find the adverts to be 

ethical at all based on how the woman was portrayed, as well as the irrelevancy of 
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portrayed sexual appeal in regard to the product/service sold. These thoughts and 

opinions from the focus group are in line with what Reichert, Carpenter Childers, and 

Reid (2012) said about the increase in sexual appeal for products unrelated to sex. 

Additionally, it is also in line with what Laczniak and Murphy (2006) state about ethical 

marketing; that it is perceived unethical when women are exploited in adverts solely in 

order to draw attention to the product/service. The females in both the female and male 

group addressed the non-matching fit of the product/service and the use of sexual 

innuendo; this was something that none of the male participants in either group 

acknowledged. Regarding the perceived fit of the adverts in relation to the sexual appeal 

displayed, it could be argued that the statements made by several of the female 

participants on the matter could be accurately referred to the aspect of women being more 

sensible to the context of which sexual appeal are used (Mayer & Peev, 2017). A study 

made by Mayer and Peev (2017), shows that sexual appeal needs to be well-fitted with 

the sold product/service in order for women to react favorably to the advert. Hence, 

possibly explaining why the females did not enjoy the adverts. Arguably, it could have to 

do with the fact that women are indeed overrepresented in these kind of adverts, that is, 

adverts that feature sexual appeal (Reichert, 2002; Stankiewicz & Rosselli, 2008). 

Meanwhile, one male participant jokingly said that he could still “buy Calvin Klein and 

eat burgers”, which could, perhaps, although vaguely, be referenced to that men in 

general are somewhat more positive to these kind of sexual adverts, regardless of the 

relevance of sexual appeal or not (Mayer & Peev, 2017). 

 

It depends on what you are marketing. Like the first advertisement, she is wearing a 
bikini, so it could have been an ad for bikinis. If she was on a beach or something, 
or that they are marketing some kind of vacation – that is way more sensible than 
her standing in a market place, undressed, amongst a lot of men that are looking at 
her. It is not logical in that manner but at the same time they know what they are 
doing, placing the woman in that environment. – Liv, 24 

 

 
(Part of picture2) 
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The same goes for the second picture with her pants down by her ankles, ‘no one 
drops them like we do’, that is the one most ethically wrong amongst all of these 

ads.  - Liv, 24 
 

 
(Part of picture 2) 

5.4.6 Advertising and stereotypes 

While discussing all of the adverts showcased during the session, many of the participants 

felt that the adverts made use of stereotypes both career-wise and by the looks of the 

women. The discussion directed the use of stereotypes mainly toward the Calvin Klein ad 

since it portrayed a woman and a man in different ways as well as the text combined with 

the picture. As Stankiewicz and Rosselli (2008) mentioned, women are commonly used in 

adverts as sex objects, which this advert shows in comparison to what the man is 

representing in the same advert. The Calvin Klein advert was, interestingly enough, the 

one and only advert were both of the groups, females and males, agreed that stereotypes 

were used in a poor way. In this advert, the man on the right side seems to have taken on 

the keyword ‘(make) money’, whereas the woman on the left side had the word ‘seduce’ 

written on her half. Comparing these two elements of advertising, it still shows that men 

and women are portrayed differently in advertising based on stereotypical attributes 

(Eisend, 2010), such as sexuality and career, which is something that both males and 

females were quick to see.  

 

I feel like the women are brought forward as something automatically sexual while 
the men are barely noticeable. Where the text “I make money…” is, that advert 
seems stereotypical. – Jarl, 26 

 

 
(Parts of picture 2) 
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The advert from Carl’s Jr. was also explicitly talked about when it came to the physical 

attributes of the woman. Astrid mentioned that she found the woman in the advert for 

Carl’s Jr. as a stereotype in regards to how a woman ‘should’ look. In reference to what 

was said by Reichert, LaTour, and Ford (2011), advertisement do have a habit of using 

physically attractive models. As a whole, the females saw the adverts as rather upsetting 

and stereotypical, while the males mainly found the use of stereotypes and women to be 

comical. Additionally, the males generally saw nothing wrong with the ethical aspects of 

using stereotypes and women in advertising this way, whereas the females saw it as 

unethical. However, according to Laczniak and Murphy (2006), the exploitation and 

treatment of women as objects is indeed one unethical aspect of marketing. It can be 

argued that, based on research (Vance et al., 2015; Loghnan et al., 2013; Fredrickson & 

Roberts, 1997; Lanis & Covell, 1995), sexual appeal and objectification of women do 

manifest in the beliefs and attitudes of the society in different ways. Since it is the women 

that are mostly the victims of practices relatable to what research shows, perhaps some 

men are not as aware of what adverts like these actually implement in the society. 

5.4.7 The ‘wildcard’ 

When it came to the ethical aspect of picture 5, all of the participants agreed on the idea 

that the advert was ethically acceptable as a marketing tool, and found nothing wrong 

with the advert. Some of the participants spoke on the idea that the advert on a whole still 

benefited from sexual innuendo, but not to the same extent as the previously shown 

adverts. This could further be hard to explain since the definition surrounding the word 

‘ethical’ is incredibly subjective and therefore hard to define (Carroll, 2015). Also, the 

fact that women nowadays embrace their sexuality and nudity as a counter-reaction to 

being objectified (Choi et al., 2016; Zimmerman & Dahlberg, 2008) could perhaps 

influence the overall positive thought about this advert in comparison to the others. 

Perhaps, this is something that has been picked up by more and more females.  

 

Further, the fact that the average individual is exposed to around 3000 advertisements per 

day (Kilbourne, 1999), could also be associated to the societal norms of advertising and 

what we are used to. Since this was said nearly two decades ago, it could perhaps be 

argued that the impact is even greater today assuming the role of consumption, internet, 
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and smartphones shaping our tolerance level accordingly. Overall, the females and males 

separated this advert from the other four adverts (1, 2, 3, 4); meaning that the woman in 

the picture portrayed power and was not used as an object.  

 

I think that the women in the other ads was treated more as an object in a way, here 
I feel like it is the clothes that are in focus – even if she shows some skin to get 
attention or a reaction. Still, it is more about the clothes she is wearing rather than 
her, she is treated in a different way than the previous ads. – Freja, 23 

 

It is not exactly as if she is an object, it is more about her being in the spotlight. She 
is portrayed more as a strong woman. – Tyra, 24 

 

 
(Picture 5) 

 

By further discussing picture 5, all of the participants agreed on the idea that it was not 

portrayed in the same way as the other adverts. The participants saw this advert as being 

differentiated from the other four adverts, which mainly had to do with the clear context 

of it – that the model is selling the clothes showcased in the advert. Every participant 

meant that this is nothing new or unusual, with a reference made to Instagram in the sense 

that this is what users post daily. According to Dudley (1999), social standards of what is 

seen as sexual appeal has increased during the last four decades, where this is no 

exception. Most possibly, this advert would have been classified as scandalous if shown 

in the 1940’s, further implying how our limits and tolerance level in regards to sexuality 

and nudity has changed. As Agatha said, the exposure of pictures and adverts like this one 

is something we see every day. This can also be put in association to the fact that sex 

appeal has become a norm within fashion (Wolin, 2003). 

 

I believe it’s the context one reacts to. You can notice that they are trying to sell the 
clothes – that makes it more okay. It is not as if she is selling a can of Pepsi naked 
or so, which in that case would have been a question mark for me. I think it is a bit 
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like, ´what are you trying to sell´ – That affects the view on it being right or wrong 
a lot. – Liv, 24 

 

 
(Picture 5) 

5.3 #MeToo 
During a more general discussion where participants discussed the release year of the 

adverts, an interesting finding occurred. A participant made a reference to #MeToo and 

the possible resistance one of the adverts would have met if created today: 

 

I feel like, if this advert would have shown up today – with regards to how much 
people have been talking about #MeToo – this is the one I feel is the worst of them 
all because it implies that women drop their pants easily. – Liv, 24 

 

 
(Part of picture 2) 

 

Overall, there was no doubt that the participants in the female group believed that sexual 

appeal in advertising affects the the society and the people in general. However, within 

the male group the perceived effect that advertising have on the society was not as 

noticeable nor strong, more the contrary; that it did not affect the society. Apart from this, 

both of the groups believed that consumers, Social Media, and SIGs could be influential 

in making a change within the society and businesses. In fact, the participants in the 

female group could also see strong connections to the #MeToo-movement throughout, as 

well as the correlation whereas societies and business decisions could be affected by this 

social movement, with the power of Social Media and SIGs. The quotes below emphasize 

this. 
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Everything is affected by this movement, even the way you make ads and what you 
choose to show. People are more aware now than they were before, I think. I 
believe if an ad like the second one, the one with a woman’s dropped pants, if 
something like that would be released now, there would be a huge resistance 
towards it. No matter where it is released. I think this is because it has been so 
much talk and attention on #MeToo now, which make companies a bit more tactical 
when it comes to how the woman is portrayed and so. Since it has become such a 
big deal now. – Liv, 24  
 

Lately it has been a lot of attention aimed at #MeToo, which makes me think that 
maybe in five to ten years there could be a change of mind in these matters. The 
people who are twelve or thirteen right now, maybe they will make different ads 
when they grow up. – Jarl, 26  

 
Lastly, as Laczniak and Murphy (2006) argues, the practice of business is based on what 

is deemed as acceptable in the society, such as norms and behavior. In turn, it is also 

judged by the same principles. This could seemingly account for every perspective put 

forward from the females and males, as well as one’s cultural, social, psychological, and 

personal factors, shaping the behavior of the individual accordingly (Bujari, 2017; Shavitt 

& Cho, 2016; Solomon et al., 2006). Also, one’s perception of ethics in association with 

one’s experience (Ferrell & Gresham, 1985) can possibly work as an explanation on the 

gathered differences and similarities between the females and males when discussing the 

ethical aspect of the adverts, and maybe the fact that the ‘#MeToo’-uprising affected 

some more than others.  
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6 Discussion 
Regarding the view of what is perceived as objectification of women in advertising 

appeared differently between the female and male group. In the male-dominated group, the 

exploitation of women in advertising was not deemed as something that affected the society 

massively, as it was in the female-dominated group. Interestingly enough, all of the females 

voiced their concern about the objectification of women in the showcased adverts, one way 

or another, no matter in which focus group. Meanwhile, the male participants in total was 

either quiet or could not see the connection between the adverts and the societal affect – 

apart from the males in the female-dominated group, who, during the discussion, 

themselves stated that they could see these connections once they thought about it. 

Arguably, the differences here could be influenced based on the gender of the participants, 

in connection to whereas the group was male- or female-dominated. Perhaps this could 

derive from the possibility of the male participants using a different ethical framework than 

their female colleagues, differing based on their own experiences (Ferrell & Gresham, 

1985).  

 

A reasonable explanation to the differences in the perception of what is viewed as the 

objectification of women could be the fact that men are not as commonly sexually 

objectified as women (Reichert, 2002), perhaps resulting in different experience and 

thereby self-concepts for men and women. Thus, it can further be argued that the perceived 

self-concepts for males and females could in turn form an awareness based on the 

surroundings of society, as well as a tolerance factor towards it. By this, it could be argued 

that women have a higher awareness towards the subject of objectification of women in 

comparison to men since they (i.e. women), as a group, are most commonly the subject of 

it. Further, said awareness could potentially derive from a sense of recognition to one’s 

every-day life, or from the association and sympathy of other women, since injustices, such 

as, for example, the form of sexual harassment is something that occurs daily worldwide. 

Perhaps, this awareness and recognition could result in why women see the objectification 

in another light than men do. The same premises could perhaps also result in why women 

are more sensible to the related fit of sexual appeal and the product/service being sold, as a 

study from Mayer and Peev (2017) showed. In contradiction, maybe, the same factors could 

be a result of why men, generally, do not see the objectification of women the same way, 
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arguably because their awareness and recognition does not have the same inherited ground 

and exposure in the society as for the women. However, all of this is in need for further 

research in order to establish the actual relevance of the idea. 

 

Since the practice of advertising is built upon the societal norms and beliefs of the society 

(Laczniak & Murphy, 2006), the tolerance level for sexual appeal in advertising have 

seemingly changed. It can be argued that, today, people in general withholds a higher 

tolerance level for what is perceived as sexual appeal as well as objectification of women. 

Needlessly to say, what was viewed as sexual appeal in the early 1900’s, differs from how 

it is viewed today. One possible example of this was the female and males’ perception of 

advertisement 5, which we used as a wildcard in order to try and see a connection (or 

separation). Here, none of the female and males saw it as being objectifying toward the 

woman in the ad. Neither did they, in general, see it as a part of sexual appeal in advertising. 

This can arguably be that these kind of adverts are acceptable in the society of today, which 

in turn shapes the outlook of it being okay. On another note, it can be argued that the sexual 

harassment existing everywhere, although it is nothing new, could be influenced from the 

normative usage and acceptance toward adverts like these. As several studies show, the 

exposure of adverts where the woman is depicted as an object, results in a changed view 

on women, by men (Vance et al., 2015; Loughnan et al., 2013; Lanis & Covell, 1995). This 

results in lowered perceived victim suffering, as well as an increase in rape victim blame 

(Loughnan et al., 2013), violence, rape myth-beliefs, and sex-role stereotypes (Vance et 

al., 2015; Loughnan et al., 2013; Lanis & Covell, 1995). As seen by the ’#MeToo’-uprising, 

women are constantly stepping out into the public and sharing their stories of sexual 

harassment. Thus, it can be argued, that by allowing advertising like this, firstly, our 

tolerance and acceptance level of what we are exposed to every day has changed (in terms 

of sexual appeal and the objectification of women). As the female group in this thesis said, 

advertisements like advert 5, with a subtle sexual innuendo, are so common today – it 

appears everywhere; in commercials, Social Media, and so on, resulting in people being 

constantly exposed to it. According to recent studies, women have become less offended 

by these kind of adverts (Reichert et al., 2016; Zimmerman & Dahlberg, 2008). Therefore, 

it can be viewed as our societal norms and beliefs have given ’acceptance’ toward the 
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practice of sexually objectifying women, which, as showed, results in many negative 

aspects for women, one of them presumably being the act of sexual harassment. 

 

Amongst the females and males in total, no one seemed to like the advert or even being 

intrigued by it (however, the female group did express this more clearly than the men). In 

contradiction to what was stated here, both the female and the males agreed on the fact that 

advertisements like these existed because consumers want to see it. This implies that the 

companies presumably are just meeting the demands of the consumers within the society 

(Fitchett, 2005). This is deemed as an interesting thought as it brings forward a complex 

question in terms of how many customers and other stakeholders are actually needed in 

order to influence a change on these matters, especially in regards to the massive ‘#MeToo’ 

uprising and, following, the SIG Time’s Up. In the female and male group, as well as 

worldwide – in association to ‘#MeToo’ – consumers have seemingly gotten tired of the 

objectification and irrelevant sexual appeals in advertising. As for now, time will tell if 

these stakeholders will have a noticeable impact on marketing decisions containing sexual 

appeal and the use of women. 
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7 Conclusion 
The last chapter of this thesis. The chapter starts off with a summary of chapter 1 to 6, 

followed by conclusions. These are followed by practical implications and the chapter 

ends with limitations and suggestions for further research.  

7.1 Brief review 
Due to the ‘#MeToo’-uprising and Time’s Up’s short existence, there is a lack of research 

on its effect in society. The ‘#MeToo’-uprising pushes our society towards becoming 

more gender equal. However, a field within marketing which has a notorious reputation 

for objectifying women in a sexual manner is the field of advertising (Reichart, 2002). 

Therefore, the field of marketing is not considered as gender equal. For that reason, the 

aim of this research is to see if customers’ view on sexual advertisement has been 

affected by the ‘#MeToo’-uprising and the SIG Time’s Up. Our research was based on 5 

theories: the stakeholder theory, consumer behavior, ethical marketing, sexual appeal in 

advertising and the objectification of women in advertising. We have used a qualitative 

method in our research, based on two focus groups with a total of 14 respondents from 

two different universities (Kristianstad University and Malmö University). The focus 

group was of a semi-structured character since it gave us the opportunity to add questions 

during the interview sessions when needed. Thereby, it gave us the possibility to 

understand not only what the participants thought regarding the chosen topic, but also 

why. Moreover, this thesis contains an analysis and a discussion of the answers retrieved 

from the two focus groups, put in relation to the chosen theories, as well as a presentation 

of our findings.  

7.2 Reflection of the findings 
The aim of our research was to explore if the ‘#MeToo’-uprising and the SIG Time’s Up 

have any impact on stakeholders’ view of sexual advertisement. Any similar research on 

the subject has not been found. Therefore, we have chosen to investigate the subject with 

the help of the theories mentioned in 7.1 Brief review, along with two focus groups were 

the participants discussed questions related to the use of sexual appeal in advertising. 

From the conducted focus groups and its discussions, we tried to investigate whether their 
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view of such adverts had been influenced or not by the ‘#MeToo’-uprising and the SIG 

Time’s Up.  

 

Our main finding of the study shows a significant difference among the male and female 

participants’ perception of the effect of objectification of women in advertising. The 

majority of the male participants believed that the exploitation of women in adverts has 

no significant effect on society, except on maybe children and teenagers. This is the 

opposite to what research within the field of marketing and the objectification of women 

in advertising shows (Infanger et al., 2012; Eisend, 2010; Kilbourne, 1999). Meanwhile, 

all the female participants gave several examples on how objectification of women could 

harm the society. Examples that were presented by the female participants included the 

belief that such adverts could make men look at women as sex object instead of people, 

which is supported by research from Kaschak (1992) amongst others. Another example 

was the creation of impossible standards of attractiveness which it was believed that 

advertising contributed to due to its use of unnaturally ‘perfect’ models. Moreover, the 

theory claims that an individual is exposed to around 3,000 advertisements each day, 

which permeate our lives subconsciously (Kilbourne, 1999). Further Kilbourne (1999) 

argues that the impact advertisement has on our lives should not be underestimated. 

Additionally, Ferrell & Gresham (1985) argues that individuals use different frameworks 

based on their own experience. Which also may be be the reason why the male 

participants have difficulty to see the effect that the objectification of women in 

advertising has on society. 

 

Moreover, although the women showed a strong resistance to the usage of sexual allusion 

in the showcased advertss (see appendix 3), neither of them claimed that they would stop 

purchasing a product which used an advertising strategy similar to the shown adverts. As 

expressed by Nilesh (2013), there are many various underlying factors (e.g. cultural and 

psychological traits) that influence how consumers react when they are exposed to 

different advertising messages. Furthermore, Choi et al. (2016) claims that nudity and 

sexual images have become normalized in our society. These factors could be an 

explanation to why women continue to purchase products from adverts they do not 

support the content of. Perhaps this is colored by how it is living in a culture were sexual 
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images have become the norm in advertising and in the society as a whole.  

7.3 Practical implications 
The purpose of our research was to explore how stakeholders, primarily customers’ view 

of sexual advertisement has been affected by the ‘#MeToo’-uprising and Time’s Up. 

Insights regarding the perceived effects that the uprising and Time’s Up have had on 

customers’ view of sexual appeal in advertising (e.g. the objectification of women), could 

be of value for marketing firms when launching new advertising campaigns. For instance, 

as our results and conclusions suggest, there is a difference in perception of sexual appeal 

in advertising depending on the consumer’s gender. The male respondents were 

seemingly less negatively affected by sexual appeal in advertising, meanwhile the 

majority of the females were offended by the way the adverts objectified the women. 

Clearly, this can lead to a reduced likelihood of buying the advertised product, which is 

something corporations should consider. Insights similar to the one just mentioned could 

help marketing firms to reduce compromising situations associated with this in the future. 

7.4 Limitations and strengths 
One of the limitations of the research and, simultaneously, one of the strengths is the 

scarce research regarding what effects the ‘#MeToo’-movement has had on society. As a 

consequence, we have made our own evaluations and drawn our own conclusions mostly 

based on our own collection of data (e.g. focus groups & chosen theories) without the 

possibility of comparing our findings to other similar studies. This hypothetical 

comparison could have helped to increase the credibility of our findings. However, at the 

same time the lack of prior research in this area does give our research originality since 

no similar study has been done before, as far as we know. Furthermore, due to its 

originality, our research can be useful for future similar research (e.g. acting as a 

guideline for the choose of theory chapter & comparison of findings).  

 

Moreover, another limitation was our lack of experience in writing a thesis or research 

piece, which further led to underestimating how much time it takes. As a result, we did 

not have time to conduct as many focus groups as we wanted. We believe that if more 
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focus groups would have been conducted, we would have had more data to analyze and, 

thereby, it would have increased the trustworthiness of our findings.   

7.5 Suggestions for further research  
As neither of the ‘#MeToo’-uprising nor the SIG Time’s Up has been around for more 

than 2 years, the investigation of their effect on society is almost completely absent. In 

our research, we found a great difference in the responses between the females and the 

males. This suggests the need for further research in order to conduct a more 

comprehensive investigation on how responses differ according to gender, in order to see 

how and why the female and male responses may differ. Since this research chose to 

include only participants living in Sweden, another research suggestion would be to use 

participants with different nationalities, perhaps living in different countries, in order to 

see how the movement have had an impact in other countries. It could also be of interest 

to conduct a similar research as ours in a few years to see if there have been any changes 

within the field of advertising, regarding its usage of sexual appeal as well as the 

objectification of women. 
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Appendix 1 – Interview guide 
 
 
QUESTIONS FOR PICTURE 1, 2, 3, 4 

1. What are the first feeling or thought you have when you see these adverts in front 
of you? 

2. Without knowing, what products or services do you think these adverts are 
selling? 

3. Why do you think women or women’s bodies are used in advertisement such as in 
the ads in front of you? 

4. Do you think that these adverts are professionally executed based on the actual 
product or service they offer? Why/why not? 

5. Based on these adverts, would you be intrigued to buy/use the product/service? 
Why/why not? 

6. If you look at the explanation of ethical marketing we gave you, how do you feel 
about these adverts and how they relate to the subject [of ethical marketing]? 

7. Do you think advertisement like these before you affect the society? Why/why 
not? 
 

GENERAL QUESTIONS 

1. If you for a moment ignore the adverts in front of you and think about the 
protagonist in some ad – what type of ad do you relate to women and to men? 

2. Do you think those kind of adverts have any affect on the society? Why/why not? 
 

QUESTIONS FOR PICTURE 1, 2, 3, 4 

1. Would the insertion of adverts like these have any affect on your purchasing 
decision or not? Why/why not? 

2. If you by a chance would not like these kind of adverts, what would you do? 
Could you change it? Why/why not? 
 

QUESTIONS FOR PICTURE 5 

1. Do you think the advert in front of you inherit the same characteristics as the 
adverts previously shown in terms of the woman’s meaning/role? Why/why not? 

2. By looking at the provided definition for ethical marketing, do you think this ad 
relate to it [ethical marketing]? Why/why not? 
 

QUESTIONS FOR PICTURE 6, 7 

1. What do you think that these images are trying to voice – do you think there is a 
message? 

2. If you think about the previous adverts that we showed you during this interview, 
do you see a connection between these [picture 1, 2, 3, 4] and the pictures in front 
of you now [picture 6, 7]? 

3. Do you think there is a connection between how women and their bodies are used 
in advertisement and these pictures in front of you? 
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QUESTIONS FOR PICTURE 8 

1. What do you think or feel about this image? 
2. Do you think that these actors and actresses’ authority can influence a change 

within their business? Why/why not? 
 

CONCLUDING QUESTION 

1. Can you see a connection or relationship between all of the pictures and adverts 
we showed you during this time? 
 

OTHER QUESTIONS 

1. Do you think that we have missed out on any question and/or is there anything 
you would like to add that you have not said yet? 
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Appendix 2 – Description of the adverts 
 

 

 

Picture Brand Subject Description 

 

 

 

 

 
1 

 

 

 

 

 

Carl’s Jr. 

 

 

 

 

 

Fast food 

A woman in a bikini 

top and short shorts 

are standing up, 

holding a hamburger 

in her hand. Her 

mouth is partly open 

and she is looking 

seductively into the 

camera. Around her 

are multiple fully-

clothed men, some of 

them looking at her. 

 

 

 

 
2 

 

 

 

 

 

Estrella 

Insurance 

 

 

 

 

 

Insurance 

company 

A printed ad on a 

vehicle featuring a 

cut-off picture of a 

woman’s legs, from 

her thighs to her feet. 

Her jean shorts are 

dropped to her ankles 

and she is wearing 

high heels. The text 

reads “No one drops 

them like we do…” 

and “Lowest prices 

guaranteed”. 
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3 

 

 

 

 

 

Suit Supply 

 

 

 

 

 

Men’s 

clothing 

A cut-off picture 

of a woman’s 

head down to her 

torso are shown. 

She is wearing a 

corset, starting 

from under her 

bosom. She is 

arching her back, 

putting her bare 

breasts out, while 

there are two 

miniature men 

sliding down her 

bare breasts. 

 

 

 

 

 
4 

 

 

 

 

 

 

Calvin 

Klein 

 

 

 

 

 

 

Fashion and 

clothing 

Two pictures are 

shown side by 

side. The left one 

pictures a woman 

from head to toe, 

sitting, wearing a 

see-through shirt 

that barely covers 

her underwear. 

The text reads “I 

seduce in 

#mycalvins”. The 

picture to the right 

contains a portrait 
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of a man’s face, 

seemingly 

wearing a black 

shirt. One eye is 

closed and he 

gives of a 

somewhat 

arrogant look. The 

text reads “I make 

money in 

#mycalvins”. 

 

 

 

 

 

 

 

 
5 

 

 

 

 

 

 

 

 

Versace 

 

 

 

 

 

 

 

 

High-end 

fashion 

A woman is 

shown sitting 

down on a chair, 

wearing active 

wear and high 

heels. She is 

sitting with her 

legs wide apart, 

holding on to her 

heel with her 

hand. Her jacket 

is open, 

revealing her 

sports bra and 

cleavage. Her 

hair is messy and 

she is gazing into 

the camera. 
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6 

 

 

 

 

#MeToo 

 

 

 

 

Social 

uprising 

An illustrated 

picture featuring 

a crowd of raised 

hands in various 

skin tones before 

a dark 

background. The 

text reads “Me 

too.” 

 

 

 

 

 

 

 

 

 
7 

 

 

 

 

 

 

 

 

 

 

#MeToo 

 

 

 

 

 

 

 

 

 

Social 

uprising 

An illustrated 

picture of a 

woman to the left 

and a man to the 

right. Both the 

woman and the 

man have rolled 

up their sleeves, 

flexing one arm 

while grabbing 

onto the rolled 

up sleeve with 

the other hand. 

They give off a 

facial impression 

of strength. The 

text reads 

“#metoo”, but 

the o’s in ‘too’ 

are replaced with 

an illustration of 

handcuffs. 
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8 

 

 

 

Time’s 

Up 

 

 

 

Social 

movement 

The picture 

shows a collage 

of men and 

women in the 

entertainment 

business. They 

are all wearing 

black as a 

protest of 

sexual assault, 

in the name of 

Time’s Up. 
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Appendix 3 – Adverts and illustrations used during the focus 

groups 
 

 

Number Showcased advertisement/illustration 

 

 

 

 

1 

 
 

 

 

 

2 
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3 

 
 

 

4 

 
 

 

5 

 
 

 

6 

 
 

 

7 
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8 
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Appendix 4 – Participant list 
 

 

Name Sex Age Study field University 

Focus group 1     

Jarl Male 26 Computer science Kristianstad University 

Astrid Female 28 Public health Kristianstad University 

Tyra Female 24 Nurse Kristianstad University 

Liv Female 24 Nurse Kristianstad University 

Ivar Male 26 Computer science Kristianstad University 

Freja Female 23 Public health Kristianstad University 

Agatha Female 25 Public health Kristianstad University 

Focus group 2     

Erik Male 29 Real estate Malmö University 

Sigmund Male 26 Real estate Malmö University 

Anna Female 28 Social worker Malmö University 

Ossian Male 25 Real estate Malmö University 

Ylva Female 22 Social worker Malmö University 

Einar Male 25 Real estate Malmö University 

Tor Male 26 Real estate Malmö University 

 


