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Abstract

This research’s objective is to study females’ attitudes towards advertising using sex
appeal. This research is the qualitative research with in-depth interviews of 9 female informants
from 3 generations: Gen X, Gen Y and Gen Z. The result shows that women from different
generations has different attitudes towards advertising using sex appeal. Gen X emphasizes on
affective component while watching the advertisement. Using male model can attract the attention
of Gen X the most. Using female model can create product and advertising preference and create
product demand for Gen X. However, the advertiser should avoid nudity and any forms of blatant
and obvious sexual appeal in advertising. While Gen Y interests in the appearance of the model.
More sophisticated sexual appeal by meaning can create a sense of passion for the product and
the advertising. Using non-nudity female model can create demand for using the product of Gen Y.
On the other hand, Gen Z focuses on the product information rather than the human model in
the advertisement, especially when the advertisement can attract interest or stimulate thought
and interpretation. Forms of more sophisticated sexual appeal can attract the attention, build
preferences and create demand for trying the product of Gen Z. Marketers should avoid using
any forms of blatant and obvious sexual appeal or presentations focusing on specific gender in

advertising rather than giving information of the product for Gen Z.
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Tasmsdudoinadtsinmenaiuaasiversuniuazanuifn UszneufunIneuaussnenesy
SundefldUsznauiufny 29AUSENAUAUNGANTSN (Behavioral Component) R R IINGiL ]
nldnsdumsaiuuuanzdn (In-Depth Interview) InemMsaudoinamsanuiBewaingisndy Fushied
mennInANaeslamesusiazau Usznauiuldmsdeinansal (Observation) MIuUaASERNNINY
puzdnnBal uazasAdsznauiuauiuazanuiiila (Cognitive Component) faNTaUNE [dann
Tfmsdumualuuuiandn (In-Depth Interview) Toumsdussinasmusimenaniiuaasisauidauas
N3TLIUMSARA LT MANALAZATINE

dumslzwanlaeldusedegamameiu gnihanldlufidisne 7 4 47 Guss Inguanads,
2541) Tagvhmadaidendslawaniifimsldussfsgamemaiiunnduiu 30 du Taegide s
ymsdadanuaziszinnaasiennguuumsldussisgamemaniafiang 4 Tnogidumid
Yszaumsainesumsiossmemsnana nnuddnsumsuimsiamsislasanduhaesszmalne
wazifueudidumaiumsaaaiiie snilunmsdaidenuazudssinnsesienngUuuums
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sluiedatredsannsulavivasnguiine Wisldumemaaiisionmssuddelugasmveaulal
LLazwqﬁniiwaoﬂf\juﬁ’aaﬁh\wiaﬁwm q LLaZﬂ’]iﬁﬂLﬁﬁ]ﬂﬁﬂimﬁmﬁﬁﬁﬂ’]ﬂ“ffl,lﬁ\iﬁ\‘l@ﬂﬂ’]\iLWV’TLL@ZZLLﬂ\‘l
Usziamzesdannguuuunsldussivgamemanafiang 4 Taedidemaifuszaunsalmedums
domamemanana Tasfivaninasimadaidandaifléusenouiuuuemany dil Hudeiiinsldusige
mawefussdsznauvilslunsiions Wuianssumenanaia viaie luwanateifiunems (Official
Advertisement) 28vusEntiu ¢ Wudedid Platform Tugiesnny Online Hudnwily Hudeiifidnwu
\funwile (Image) Wianmiadauln (Video Motion) Taendanldansusladnsusmilsluiifuseiogn
ez WudslasaniiimsnenagnszUusunisnaieialan (Global Marketing) #38n13nane
mululszine (Domestic Marketing) faslifimsldyaaaiifideidumiadumsiinuaaslumsioas
wsvieganaiwe uazwandusimhisus fundnsuddmsungaivds vie Wundndusiiansnsalsls
ﬁGNaGLWﬂ (Unisex)

NMFILATICHDONA

v

va o

WAduldinnsnsassuquawassdayaiialfiinanuidnlestnegndesludeya Tawds
MINATALBINTIUU (Descriptive Analysis) Ap thdaygannmsguinaLaznsduMBaliIeei
vugwosnAMasE] nanfe TEmsdunmualuuiidnlasaszneude lawaniidnmsldusefegan
e nguseene 3 nguuiiveaniiiu Gen X Gen Y uaz Gen Z e lilddayaluidedannuusseny

(Descriptive) iATufumMaNIdu AT uddnhinagUnalasldmanssnwn

WaN15398

a '

Wiauafravgndviomslasanilduseivgamamanivoandudif udasdffinssuunms
Generations WAas Generation HNMITUUNTIAUARMINBIALTENBLMNENNATUANNTOLUUIANNTITY
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CDE

fiad 1: Sagitldlunsinaus

virupRsaRfsevuseisgamemelusmingiilslumsiiaue udeldiiu mslduseiogams
walasldaunazmsldussdogameiwalasldded il fodalud

(Y a

AupAfifidelaranifimslduseiegamanalasldau
Cognitive Component:

9 Gen X WAL Gen Y NavIlau¥aNaIdnI0a8319n15a0n W iUNARA T Lasa Bud e
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agwimniimsfemssgsaifipsuaziinzanlasdoalivhiausluFsewannauiuly Gen X uag
Gen Z figsnavihnsldausansafvansamzavaulinsalasanduii 4 [§ Gen Y uaz Gen Z uav
hmslasanlesldaustvifeniubiiiseweiazfdayaivransosndniud Tulasanaisasiiiugy

(3 a

HoyavosnaniurisanUiumsldau

Gen X wavhlasansansatenanlannudidnlsreutsasud Tuaeil Gen Y ugehn
lasanasnsamenanlannuaddluseiunds waz Gen Z navhlasanlimansadenanlaminu

ddldegvasudiu Gen Y wevilawanidsmsuseivgamumalasldaudsasionisuensy
(Recognition) lWiulasanzsswindusinsdusiiuiivhmslzsanlasldaulugduuuilndideeiule

'
=

Foumainmanzesanfudladnnmils Gen z wpvhlawanfidoasusivgamainalasls
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\nfinanntin
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Tawaniidaansussisgamemelagldausmiunmslidoyavasndnfusiafinaudosnmsdonansios
uazmnldumarundayavaesuanlaman

o

AuaAfifaalavaniiinsldussisgamanalaglddei il ey
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Gen X uaz Gen Y wavhlawaniifossusivgamainalasldfenlilgauiulisnunse
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BoowalnsbildauiuFasaynuazamunsowoiuldieiudes 1

Behavioral Component:

Gen X lifiuwnliinfiazndoyavaswandugt Tuwuzil Gen Y uaz Gen z Sunlifufiazn
dayavaswandnrivasnnldusnlavan Wasnnussidlawanilddeibildaulunmsiaussisgn
mamaianuiaulassnaufufianumenuaesilasan v 3 38 hifuunindaznaaseld
WAnduTTas waznevihlzsanllaansodymulimiiaemadesmtuld wazunednufiunldx
flasmndayasismwziiaemnasevieavdovasanfsusuudbifunlinanudesmsfewdndoudianls

slasanfifinisldusisgamamalaemsiduauuy

3.

AUARNS
Cognitive Component:

9 Gen X waz Y wpvhlzsaniidomsussivganuwalasnsléinsuuiiuaansodige
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M 3 Junavilzsanaisamenanlanulfasudiu Gen X NavilasanaxIsaaenen
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vavndndurianasuazdvnasounlinanudesnsmaansldwiniuei uananid anudevnste
wanduTiSeiungiuyssimaasudndust vnifundadusifiaulls uhihnsdeaspuussloniing

o

uiidasnsiazlidandnimueiii 4 anld
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MiraRnddeffvosuseivganemalusunsdawesme Tiud nsldussfagameine
loeldmawfssmeuazmsldussivganewalasldnisliwaesme daluil

o a

AupAfifidelaranifinslduseisgamanalasldnmsifoans
Cognitive Component:
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Belunifumnifiunnaudiigvdumealiduasagudusbineyinslasanlasldmswdesmelu
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Affective Component:

Gen X uaz Gen Y wpvimsuwdssmevianisusnsivilsuazdnsiusevime ey
msthymemaiuiudesibivanzaslumslasan Sseuidntuiiemvavezifuanagindeslawan
Toeliiiedasiuanusdndenandusivioasaud Tumenauiuglidumeainsdunaufianuidn
selawanimhiauazevmalaslénswassmeuiiiaaiudaly Seinnnasnuunesdisznaufai
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Behavioral Component:

Gen X uay Gen Z fumlilwgfinssnlumamndeyavasndningi us Gen Y Gifiuwalin
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Gen X pseulisnunsag lawaniide useisgameimalasnsiassmeldauauuaziansvind lifoems
Wudaduiiu o

(Y a

AupAfifidalaranifimslduseisgamanalasldnslaiwfoane
Cognitive Component:

W 3 8 savihlawaniifinisldusedagamomalaeldmslinassmeaansadenanlanna
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Asuen Tusaei Gen Y ldaansasudvdeandandudldmabiimsuansnniuilulavanuay
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Affective Component:
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nnnigduuudu
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W9 3 §8 flunlinfiesndeyavosninfusidendenn @Suralauanidassnndesmsdoyazes
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mathiaupuAivganwAsevlavudsaznsiaua ussivgamainalasily fdsnluil

o
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