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The purposes of this research were to measure and compare the effects of gender
and nudity of presenters in advertising on (1) attitude toward the advertisement, (2) attitude
toward brand, and (3) purchase intention between male and female consumers. Two 2x2
factorial designs were used to collect data from 240 subjects consisting of 120 males and 120

females, aged between 20-45 years old.
The findings indicated that:

1. Gender of presenters significantly affected consumers' attitude toward the advertisement,
particularly that of male consumers’.

2. Nudity of presenters significantly affected female consumers' attitude toward the
advertisement.

3. Gender and nudity of presenters significantly affected male consumers’ attitude toward the
advertisement.

4 Male consumers who viewed the advertisement using the female presenter had significantly
higher attitude toward the advertisement and brand than female consumers.

5. Male consumers who viewed the advertisement using the full-clothed (non-sexy) presenter

had significantly higher attitude toward the advertisement and brand than female
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consumers.





