References

Aaker, D. A., & Bruzzone, D. E. (1985). Causes of irritation in
advertising. Journal of Marketing, 49(2), 47-57.

Acevedo, C. R., Nohara, J. J., Arruda, A. L., Tamashiro, H. R., &
Brashear, T. (2006). How women are depicted in ads? A
content analysis study with brazilian advertisements.
International Business & Economics Research Journal, 5(10),
59-72.

Albers-Miller, N. D.,/& Gelb, B. D. (1996). Business advertising
appeals as a mirror of cultural dimension: A study of eleven

countries. Journalof Advertising,25(4), 57-70.
Albers-Miller, N. D., (1996). Designing cross-cultural advertising
research: A closer look at paired comparisons. International

Marketing Review, 13(5), 59-75.

Alexander, M. W., & Ben, J., Jr. (1978). Do nudes in ads enhance
brand recall? Journal of Advertising Research, 18(1), 47-50.

-81-



Andersson, S., & Pettersson, A. (2004). Provocative advertising:
The Swedish Youth’s response. Unpublished master’s thesis,

Lulea University of Technology, Stockholm, Sweden.

Ashill, N., & Yavas, U. (2005). Dimensions of advertising attitudes:
Congruence between Turkish and New Zealand Consumers.
Public and Non Profit Marketing, 1(1), 1-37.

Barnes, J. H., & Dotson, M. J. (1990). An exploratory investigation
into the nature of offensive television advertising. Journal of
Advertising, 19(3), 61-69.

Bartos, R. P. (1981). Ads that irritate may erode trust in advertised
brands. Harvard Business Review, (July/August), 138-139.

Boddewyn, J. J. (1991). Controlling sex and decency in advertising
around the world. Journal of Advertising, 20(4), 25-36.

Boddewyn, J. J., & Kunz, H. K. (1991). Sex and decency issues in

advertising: General and international dimensions, Business
Horizons, 34(5), 13-20.

-82-


http://www.questia.com/PM.qst?a=o&d=5001679664
http://www.questia.com/PM.qst?a=o&d=5001679664

Burke, M. C., & Edell, J. A. (1989). The impact of feelings on ad-
based affect and cognition. Journal of Marketing Research,
26(1), 69-83.

Calder, B. J., Phillips, L. W., & Tybout, A. M. (1981). Designing
research for applications. Journal of Consumer Research, 8(9),
197-207.

Chan, K., Li, L., Diehl, S., & Ralf, T. (2007). Consumers’ response
to offensive advertising: A cross cultural study. International
Marketing Review Special Issue on Global Advertising, 24(5),
606-628.

Chestnut, R. W., Charles, C. L, & Amy, L. (1977). The
‘decorative’ female'model: Sexual stimuli and the recognition

of advertisements. Journal-of Advertising, 6(4), 11-14.

Dahl, D. W., Frankenberger, K. D., & Manchandra, R. V. (2003).
Does it pay to shock? Reactions to shocking and non-
shocking advertising content among university students.
Journal of Advertising Research, 43(3), 268-280.

-83-



Fam, K. S., & Waller, D. S. (2003). Advertising controversial
products in the Asia Pacific: What makes them offensive?
Journal of Business Ethics, 48(3), 237-250.

Fay, M. S., & Price, C. R. (1994). Female body-shape in print
advertisements and the increase in anorexia nervosa.
European Journal of Marketing, 28(12), 5-18.

Ford, J. B., & LaTour, M. S. (1993). Differing reactions to female
role portrayals in advertising. Journal of Advertising
Research, 33(5), 43-52.

Gould, S. P. (1994). Sexuality and ethics\in advertising: A research
agenda and policy gquideline . perspective. Journal of
Advertising, 23(3), 73-81.

Hoeken, H. K., Brandt, K. C., Crijns, H. R., Dominguez, N. T., &
Berna, R. H. (2003). International advertising in Western
Europe: Should differences in uncertainty avoidance be
considered when advertising in Belgium, France, Netherlands
and Spain? The journal of business communication, 40(3),
195-218.

-84-



Hofstede, G. H. (1983). National culture in four dimensions.
International Studies of Management and Organization, 13(2),
46-74.

Jones, M. Y., Stanaland, N. J. S., & Gelb, B. D. (1998). Beefcake
and Cheesecake: Insights for advertisers. Journal of
advertising, 23(5), 49-63.

Kaplan, R. (1994). Ad agencies take on the world. International
Management, 49(3), 50.

LaTour, M. S., Michael; S:“T., & 'Henthorne, T. L. (1994). Ethical
judgments of sexualappeals in print advertising. Journal of
Advertising, 23(3), 81-91.

LaTour, M. S. (1990). Female—nudity in print advertising: An
analysis of gender differences in arousal and ad response.
Psychology and Marketing, 7(1), 65-81.

Lennon, S. J., Lillethun, A. D., & Buckland, S. S. (1999). Attitudes
toward social comparison as a function of self-esteem:
Idealized appearance and body image. Family & Consumer
Sciences Research Journal, 27(4), 379-406.

-85-



Levitt, T. R. (1983). Globalization of Markets. Harvard Business
Review, (May/June), 92-102.

MacKenzie, S. B., & Lutz, R. J. (1989). An experimental
examination of the structural antecedents of attitude toward
the ad in an advertising pretesting context. Journal of
Marketing, 53(4), 48-65.

MacKenzie, S. B., Lutz, R. J., & Belch, G. E. (1986). The role of
attitude toward the ad as a mediator of advertising
effectiveness-A test of competing explanations. Journal of
Marketing Research, 23(2), 130-143.

Mayne, T. 1. (2000). The inescapable images: Gender and
advertising. Equal Opportunities International, 19(2), 56-61.

Moore, D. L., & Hutchinson, J. W. (1983). The effects of ad affect
on advertising effectiveness. Advances in Consumer Research,
10(4), 526-531.

Orth, U. R., & Firbasova, T. Z. (2007). Cross-national differences
In consumer response to the framing of advertising messages:
An exploratory comparison from Central Europe. European
Journal of Marketing, 41(3), 327-348.

-86-



Petrovici, D. (2007). An empirical examination of public attitudes
towards advertising in a transitional economy. International
Journal of Advertising, 26(2), 247-276.

Phau, I. T., & Prendergast, G. F. (2001). Offensive advertising: a
view from Singapore. Journal of Promotion Management,
7(1), 71-90.

Prendergast, G. T., Ho, J. B., & Phau, T. I. (2002). A Hong Kong
view of offensive advertising. Journal of Marketing
Communications, 8(3); 165-177.

Reichert, F. T., & Ramirez T. (2000).. Defining sexually oriented
appeals in advertising: A grounded theory investigation.
Advances in Consumer-Research, 27(7), 267-273.

Reichert, T., Heckler, S. E., & Jackson, S. (2001). The effects of
sexual social marketing appeals on cognitive processing and

persuasion. Journal of Advertising, 30(1), 13-27.

Rudman, L. A., & Goodwin, S. A. (2004). Gender differences in

automatic in-group bias: Why do women like women more

-87-



than men like men? Journal of Personality and Social
Psychology, 87(4), 494-509.

Sadek-Endrawes, M. (2008). Culture and Advertising: How
masculinity or femininity of a culture is influencing the
consumers’ responses on the gender appearance in
advertisements?  Unpublished master’s thesis, Lulea

University of Technology, Stockholm, Sweden.

Sen Gupta, T. A., & De, T. S. (2007). Changing trends for cultural
values in advertising: ‘/An-exploratory study. Psychology and
Developing Societies; 19(1), 113-123.

Severn, H. J., Belch, J.'E.; & Belch; M. L. (1990). The effects of
sexual and non-sexual-adwvertising appeals and information
level on cognitive processing and communication

effectiveness. Journal of Advertising, 19(1), 14-23.

Smith G. S., Haugtvedt, |I. C., & Jadrich, K. J. (1995).
Understanding responses to sex appeals in advertising: An
individual difference approach. Advances in Consumer
Research, 22(2), 735-739.

-88-



Stephens, T. D., & Hill, T. R. (1994). The beauty myth and female
consumers: The controversial role of advertising. Journal of
Consumer Affairs, 28(1), 137-154.

Treise, D. D., Weigold, M. F., Conna, T. J.,, & Garrison, T. H.
(1994). Ethics in advertising: Ideology correlates of consumer

perceptions. Journal of Advertising, 23(3), 59-69.

Vigorito, A. J.,, & Curry, T. J. (1998). Marketing masculinity:
Gender identity and popular magazines. Sex Roles, 39(1-2),
135-152.

Waller, D. S. (1999). Attitudes towards offensive advertising:
Australian study., Journal of Consumer Marketing, 16(3),
288-294.

Wiles, J. A., Wiles, C. R., & Tjernlund, T. A. (1995). A comparison
of gender role portrayals in magazine advertising. European

Journal of Marketing, 29(11), 35-49.

Zikmund, W. G. (2003). Business Research Methods (7th ed.),
Oklahoma: THOMSON Southern - West.

-89-



Wilson, T. A, & West, R. C. (1981). The marketing of
unmentionables, Harvard Business Review
(January/February), 91-102.

Yovovich, B. G. (1983). Sex in advertising: The power and the
perils. Advertising Age, 54(19), 12-15.

-90-



