
V A " S (5 I W ^ U T A D C A A T ftfcj TAWyADAO CCYHAI I D O ? A ! : v o . w yyuMjs EV&ILbl lU^ iOWnAiVA A L A b n L A . . T A L 

a £\3i!6i . vJ lL / iA npuCKi loiilU QUACnZ;A£Lo 

r -f r 
Oi . . . . -

2212453742 

D ftJUITi A O n E <V ''0- \ " A C *. i 'IC-'TO UTS A y U H T U (Ui\t ° 7 A > t i A & J / C l « 0 

r A M ' t l T V A T :Q!50-..'. TO-C V . A C - A T 

OAS 1/iATyJ ii 2 1! LffiUfUA«J CO I ' S A X A 

J / A T J l # w ?5 5 ? 8 C * Q S I J 

M 2Q14 



ACKNOWLEDGEMENT 

These past twenty weeks have been an emotional rollercoaster for me. As time went 

by and I have approached the due date for this thesis, I have realize that this period of 

time has been very educational for us. Not only did I gain better understanding within 

my topic, I did also learn how to write a qualitative research. 

There are many people that I would like to thank who made it possible for me to write 

my thesis. A big gratitude goes to Noorhafizahtun Alimat which helped me to 

arrange focus group. The students in the groups that provided us with priceless 

information will always have my deepest gratitude for their help. I would like to say 

thank you to my family who have supported me and giving strength to me while I 'm 

having difficult time with this thesis writing. Next, I would like to thank my fellow 

friend Nur Ain Abu Bakar, Nur Atikah Ardiansjah, Ag Shahril Ag Al i that given me 

some helpful information upon how to undergo this research. Not to forget Farah 

Adibah that also stand with me along this difficuilt road. 

Furthermore, I am very grateful to my advisor Prof.Madya Datuk Dr.Worran Hj 

Kabul. He guided me when there was a need for it, but foremost he created a relaxed 

atmosphere for me to write in. 

Finally, I would like to thank all my beloved ones for bearing with me during this past 

weeks. 



TABLE OF CONTENTS 
Page 

T I T L E P A G E i 

D E C L A R A T I O N OF ORIGINAL WORK ii 

L E T T E R OF T R A N S M I T A L iii 

ACKNOWLEGEMENT iv 

T A B L E OF CONTENT v 

L I S T OF FIGURES viii 

A B S T R A C T ix 

1.0 INTRODUCTION 1 

1.1 PROBLEM STATEMENT..... 2 

1.2 RESEARCH QUESTIONS 3 

13 RESEARCH PURPOSE 3 

1.4 SCOPE OF STUDY 3 

1.5 SIGNIFICANT OF STUDY.... 4 

1.5.1 TO THE AUTHOR 4 

1.5.2 TO THE STUDENTS' 4 

1.5.3 TO THE INDUSTRY RELATED 4 

1.6 LIMITATION OF STUDY 4 

1.6.1 A C C E S S 4 

1.6.2 SELF-REPORTED DATA 5 

1.7 SUMMARY 5 



2.1 INTRODUCTION 6 

2.1.1 DEFINITION OF SEXUAL APPEAL IN ADVERTISING 6 

2.1.2 S E X APPEAL ADVERTISING IN MAGAZINES 7 

2.1.3 SEXUAL APPEAL IN ADVERTISING: Y O U N G WOMEN REACTION 8 

2.1.3.1 Reaction towards the sexual appeal advertisement (Attitudes towards 

the sex portrayals, PI), (Attitudes towards brands, P2) and (Degree of sexual 

content, P3) 9 

2.2 THEORETICAL FRAMEWORK 13 

23 SUMMARY 14 

3.1 RESEARCH DESIGN 15 

3.2 SAMPLING DESIGN 15 

3.2.1 POPULATION 15 

3.2.2 SAMPLING F R A M E 16 

3.2.3 SAMPLE SIZE 16 

3.2.4 SAMPLING TECHNIQUE 17 

33 DATA COLLECTION TECHNIQUE 17 

3.4 INSTRUMENT 18 

3.5 DATA ANALYSIS 19 

3.6 SUMMARY 19 

Figure 2: Participants Age Group 20 

Figure 3 : How do you define sexual appeal advertisement. 21 

Figure 4: Attitudes towards brands 22 

4.4 D E G R E E OF SEXUAL CONTENT (P2 23 



A B S T R A C T 

Companies make use of sexual appeal in advertising more now then ever. Very little 

research has been conducted of how the youth react to this and therefore, the purpose 

of this study is to gain better understanding of how young women react to sexual 

appeal advertising in magazines. More specifically, it deals with how the young 

women define and perceive sexual appeal in advertising. The study has a qualitative 

approach and the empirical data was gathered through two focus group interviews 

with students from Universiti Teknologi MARA (Sabah). 

The findings and conclusions of this study indicated that young women tend to be 

more focused on movement of models as well as level of nudity. Furthermore, the 

author conclusions suggest that there are differences of how young women perceive 

sex in advertisement compare to previous research. The findings suggest that young 

women are more in favour on female appearance in sexual appeal advertisement 

rather than male appearance. 


