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K HIK, MR BE A1 SR 9 i AR S
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AT A A RS R R, TS S AR
PR MR HLLE 4§, 2010). H L, YT
R T I B 5T 04 Jhk 4% RN 45 18 LA I 94 F 0 Ar
EHHE S RSN, it — e
FR ARG A PEID B JEAI, LA BE 47 Hb 341 i
FIURE X MR 5 AE B A S e 2, [RIEE, dn
AT B I TR BOR MR A Ak, N 4 PR R R
AAARXERRAT P S A 30CR, B ERE 5] &
HAMO T, F, A ZEI R SR
B AH RN S B, DTS S A Y Hfif
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2019)F 1 HE Ml 31 (Soley & Kurzbard, 2013),
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2020), HAKRINE, Rtk BA HEE R,
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2.1.1 REERIAEASE

PR 5 1) H R B SR b B
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2011), HBTHE WA PR &0 iR IIE A
B=Fp, BIPEEGRER . RIS S sh VR DL A5
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RIVUE, R el b 7 AR 1 e . 3
VR R &5 LU B (T HE 2 1 00 R 3 5 A 5 1 4%
BIAH & ARG AL ) SR R BL M & (Bailey et al., 2021;
Sparks & Lang, 2015). LLA: A9 HH & SRR K 4 #7
(Wirtz et al., 2018), H (AN K5 AR ECH Lk e
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JERIR R I RFAE o RRAE S ol R R TR AR Y B
PR R AE K &R P (Jones & Reid, 2010; Wong
etal., 2019),

Lk, A R A SR I M T 3 1 B A
(Choi et al., 2022; Reichert, 2003), 17T LIAE J Pk
T EERBUER . fn, ) R T
2= b 7l M 5 w8 B S (Hur et al., 2020; Yan et al.,
2010)8# 3 Lo BURE 1 S5 W) FI 4 4055 (Cheung et al.,
2013; Choi et al., 2022; Matthes & Prieler, 2020)#F
e HERMMREM X, Fln, 2IRTIREL
8 CHANEL )" &5 s B TR & AR 5 & A PE
TIENEFYIZ, DVB )45 v D5 IR A A LA
PNIZEW) 1%, Victoria’s Secret FURERE ™ M) 4
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(Anabila et al., 2015; Reichert & Lambiase, 2003),
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R AR P SCAR AR ) 1R 5 3R RE 8 72 70 08 3l A 9 1
#%(Anabila et al., 2015; Fossen & Schweidel, 2019;
Lawrence et al., 2021), X&) 54 & #y Ui ik S
(Das et al., 2015), FLUN, 485 A F5 1YAF B2 i 5
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Ji ki UWL(Huang & Lowry, 2012). {HIEIT4FE 4
T2 BN AR AGEEN 2y, DA S SO R R
AR 2 e HOET S, SRR S AR A
R B R ) 2 WY 25 BE R N {B (Anabila et all,
2015), %55y il Bl 4 ) 5 00 R A A IS 2k R,
AN 2 2 R TR B T O T M R A Y B R
B,

2.1.2 REERALRA S

PR 4 1) (] 4 R B X — M R B 1T LAY
HAT R . T SRR B 2 1 AR
(Lull & Bushman, 2015; Wirtz et al., 2018), A
TR H AR Iy 2OR SRR PRI TR
HREERIE R, BohE W FZEA W S
TRAT R RIEAS B

B, BRI R A SR EZE
j&#%(Anabila et al., 2015; Reichert & Lambiase,
2003), PR & N G IR AT R — e S
BAHBEKANS S 55 . BERSEEkmE £
L AT B 7 2, AR 5| & 1 BRI AR Ik 2%
S, IR T B RO B H b A B A
BA BRI AR 45 (Wirtz et al., 2018), 40,
N AL AL A 2018 AR EPRERE H T4
IR TR CuE, I LR ERE T S AR A
B SRR EERA R T gy > fetl 5
JAYSL 7E 2017 40T & AR 25 e R AR A e
Tl EER Lt (Ff ) I 55 SR 1
EERE e T o I P R SR c P =W
ARl R SRS . CEURE
T B R AR 22 A B SR B R N T X R 1 A 7
(Wirtz et al., 2018),

Hk, HA5 Bk AR & R RN 5
—HE R, WAL, PR R A RTRIET
A AR R B8 57 B S0 R ik 3 2 A DG 1) T
FKLI %, 2010; Anabila et al., 2015; Schick et
al., 2013), EFELLIE 23 A (B B 1 e
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FE 5 v g g R R T e ), R EAT A
AP M AR (Wirtz et al., 2018), BLE LU
I ¥ 3 i 5 M RRAE 25 B (Schick et al., 2013)55 77
2, B, 78 v AR S A A
AE 11 55 1 R OE 3 5 T R ARS T 11— RS IR SR 11
IS, B Al sk (s B,

AR 5 1 B R IE X, MR e
PR A T PR AR S I P T o
AFLH ) v A P SRR G s AT B A 0 B 85 1 2
T, DAL ] 42 T R B X A R R M LU AT 4R,
5T B A O 1 52 i s BT A AR (Black & Morton,
2015), E:T Uk, WFREEIF IR OCEE LEBRIPE
ST A F R R (it & X R R BE
K5
213 EHESEXRRAEKAHE

PR St SR RBOLRK, B &R
MoK R R M S RL, SHTEE
SENE R ERIR, LRSI O A E A H AR, 2k
PR S SRR BT W R 4SRN
RS g RA

RS KR, MAZIE S
ZT LU Ay A 18 5K 25 Bl R 7 56 2R (Mark et all.,
2015), AFRISC R IR MR Z A = 298 K F
1R AR T 5 FR ol A A 1 — R — TR R KR,
7 i 7 805G R AR AR 1 L R SC R (I — ]
T 4F), BUH RS H I XU WA AR W R B )
FFE 2256 2 (nE£E1E) (Collins & Horn, 2018), H
PRI, R 78 G 2R v s A0 249 5 14 a4 mT DL
PR ZR SR MBI, I Bt 25 78 56 & ik i 24 2 22 40
KRS R BB PE R DL AE N & ROk kB
(Wittenbraker et al., 2015), $ft X R G5 MR
LS, FTRAR Sl 7e )45 ik B Rk 19 5 9
WHZ RIS R . WERRIEE 2 I
JoA RS A R B 2 e R, HETRGE)
Mt R IR LR, JUPRE 1 SRR 0 FEAR G
AR, Wi 5 (Jo Malone) i KU 77K
A DR I B A B b A KR R — 2R, R
HE LM 58 T —E7, MiikiE 9% F k28] 2%
Z AN sl S MR, TR E )

3 https://www.duolemao.com/p/66164 { 7 - IR %, 44
1IN

S RN N Z SR - PN ST R T =
i AR i 4L AR A (Givenchy) ) 4 <0
TR, A MR,

HUIEAL BRIk He IR 28 %At
SAT RS 5 IRWER, T UL it
i 5AEFE ST CRIKTE %%, 2018), Horp, #h& 1
g R A ERE S A TP R RS, TR
HEMERE SR S AWAEEER, 240
e A 2 B Bl ok AN R 77 AR Y RN (Silvers
etal, 2012), #il4n, YA FrESKR T, BT
B35 b A BR B2 Az 0 300 R 50 A
D BREZ CBRRYE 45, 2018), H2r kAT ABR
H B0 A=A R R BB 4 B0, X RIS 45 IE
B EHEFREN R GRS EMNHEZE A
(Gjelsvik, 2020; Martins et al., 2020), AFEfE&38
AR SRR 15 26, QA A i 45 (=5
M5, X, 2017; Norcia et al., 2015), 24MAREZ
PR TG 4 B, S0 NS Y s A
RZ, BHBEZABENEER, S35 ANlEY
TN ¥8 % P (Martins et al., 2020). L, 2474 2%
HHE DT PR S, S AR = A AN R Y
1525, MRS E R RN, AT LLR PR
P NIE IR TS . IE I PR R R I
B PG R, B A A B BRI B R 1Y
ik (Gjelsvik, 2020). #il4n, A+IRTE 2018 4t
T EERFE R HiE sl ek, HERAM, B
b KRB 55 L AR ) R il RO XA, LE T 2
T2 ek, BRI, HENTEOR AR A
PP I DU 2 TR T B 3 I v — I B B R
“BE— AT AE” A 223K (Martins et al., 2020), 4N
FA[ 3 JE (Emporio Armani)fE 2020 4EAY] 45 rp, 5
FHEMRR I RS MaE, LA 5ok
PR3N MR B v H; T Lh i T SR b iy <A 3
T (Ff €03 3 2 g ) IR bR B i e e, T 3%
HRZ B AL R R SIS 4, T &
P,

LR LRTR, O T EBEM MR & S iE o
BN R TE#E(Choi et al., 2016), 31 T B Mg iy ] 4%
5 7 IR 4 T BE S HE L R 9 B BT T AL
SRRABIE X MR S TERERAB T &R
AT RSB MR, MR TEERU
JE AR 32 U =X Mk B 1558 5 S T 2 &
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PRI SR E W T AA TR, Hd R
XITE, PR 5 RER S WH 9 H QTR . &5

&)
JE FI S 75 B 45 (Buss & Duntley, 2014), BF 5% 261,

NPT RS N e I N TR 7 2N
B BRG] LU 5T R 2 S AR Wik, X 5
TS A, T R U N AR, TEANK
M LT B AR, HAUCHEEY . &
W F1 1445 J7 T (Reichert et al., 2012), 4Pk Z
BRI, W O A 23 A R A I S N I TE R, A
TS5 % BN I 15 =X (Fidelis et al., 2017;
Reichert et al., 2012; Wyllie et al., 2014), B >k
2 0 Ak A ) 4 o A P BT (Reichert &
Lambiase, 2003), 147 b B 1 PIRN A FH B
WAL, BRSP4 0 B R A PE A o R T,
AR B 54 3 5 R R A L TS0 A7 T R 1
RGRILANALN, 43 BRI 178 B R
2.2.1 R ERIERY M

B, PRI RRE A AR T R AT R
J1o X T HERIE X, —Jrm, )™
HARTKE, IMAVERICR GRS A ST H AR
J£ (Putrevu, 2008; Weinberger & Gulas, 2019); 73
—Jr 1, WIHRERE, SME MR
e dE— R Ay MM B (Leka et al., 2013), WH#H
EEEl )~ Rl I - P | B SR B iR
TR TR, A gV B N SR AS — R 2R
kg 22 B e E 2, EHERIE M
TR B A% MG B T 21 3 D 1 A A 8 R w3l
(Dahl et al., 2009), #— 0BT 5 57 5 i
R AN 24 (Cummins et al., 2021), MM =4 F2
3 (Putrevu, 2008; Reichert & Lambiase, 2003),

Hk, MR RE I P E B T IR AL
1o X T HEMER 4, BT O SR B
SN — Rl AR AE(Dahl et al., 2009), PEAHEHIfE
BAX AR A AR GR AL o e, B2 7 AR TE R
AU & I FICAZ 25 (Leka et al., 2013; Wong et al,
2019), TR 4, TR iE a1
AR, AEAS ISR I 2 0 A2 AU R
(Anabila et al., 2015), [RIBF, [EIFEMEIER 9 20
P X AR BT HE— 2PN T, 4 T 2R
HSHEMXNERIC . 1A, BT

20 KU RO WIE R, AR B e 3K,
WBEME TR = 9 B B B B (Mayer et al., 2019),

W Ah, VRIS B TG 9 2 E S ]
MYORZR, P T8 23 X0 i P R B . W T2y
KRBV, — 7 H, MR e e v
P B 15 AR K (Zhang et al., 2016), PAILHESRTH
TH G Z E A O R, HE TG BT
B W 5] F1(Puzakova & Aggarwal, 2018), 5 —
Ty T, MR A R i T B X M Y R
(Wirtz et al., 2018), 24J & rhin AR [A] B PR EOT
£, DT 51 &1 2 R R e RO R/ b
RICHR . FROC R AT A OGRS, il fd
5 Ty RO B 28 2 3 K AR /e I B R A s G
Fo Y77 ZERURIA 23 PR IEOC R SR AH DT C A
FEAZ 51 T TH 2% 5 X it B8 S E FH AN

BJa, PRI RE R 2 YRR IR TR
Ko AT SO BRI S 11 £ 50 AU,
B2 TAS SOV A TE, TH BB T RS R ol ik
SR AT ST A I 2 ) FRAR 1 26 (Binder
et al., 2020; Sabri & Obermiller, 2012), RBiEL5
FES RO A P IR 5 7 2 (T B Az 3
FIWE AR S B %Ay, HY 58 A B A9 N AR AL ) 24 (Piha
etal., 2018), M ™ A= 8 i A9 W L Sl o IE S 1h T
ENTHZIMRED S, W& RBR AW R
P, DRI XS e i 00 RN 8 PR SC AR R B o ) 9 B
AT RE 2 A ST SO A O R
3R (Veer & Golf-Papez, 2018),
222 MRS EHAERM

R N R 23 % M (Buss & Duntley,
2014), o H R ey A g PRI 5| A M AR vk
gy, HIEARERT b PR —E 2o ok
1E 1] 9 74 3 & 25 B (Lull & Bushman, 2015),

B, RS A SRR R E, i
1o B T A ) PR B A 2 T B A AR R Ak
R —H, O THZEWHREREZ S &
AARA AN E BT, G b AR R R
A2k 23 I T 5 /Y SR TRA (2 2
3£, 2011; Lull & Bushman, 2015), 2 S50 2%
el IRV I PRE R ¥ A AR R SN
(Lawrence et al., 2021), J8055 HXF 7= i A A0
LR (Das et al., 2015), 55— 71H, ML T EH¥E
A VEIR R, o T BR e AP R o SUME DL T 2R
TR, TORIRBIE AL o U ORI 2
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TR A S, TEYETE AR T, LT
HEMRENEERIIE N, OB, Btk
Ol AL SO B F R N EA S WA
P W1 (Anabila et al., 2015),

HOR, I MR AR, TR
25 5 1k NIBE X e 8 BEAR IS0, Rk 0 BE 22N
R, AR AT P ol A A A O e A A R R
AT 2R, RPN AR, <A
P i T AR AR A 32 B g L M A BRI (AN R
14 L 57 R 3 6 1 B ) T 3R AT TR 2 B A AL 2
(Buss, 2016), F, #H NN B L EELA A,
PR 5 F Lot B R R, DA 5] B M
% (Buss & Foley, 2020). 24 i MLk £ 08 F #2525
B XS 2 AR AR A A D D M SR
TH 2 B S A S BB B E L AR 1R T (Wyllie
etal., 2014), M A5 T PFA 0T A% 5 9 AL
W, R A Y 5 R HE il (Goenka & van
Osselaer, 2023; Lull & Bushman, 2015), {H[]m}
Wyllie 45 (2014) 2R PR 1 AR 8 B R
23 RIH 2 MRS [T A i 2200 . Bk, ARk
5T A) LAE— 20 B M) 4 AR TR 2 3 A 1
W E I A

BJa, DAt A RE, HER R
T R B R RS R A B B S O 2 A
1% 645 K18 (Latour & Henthorne, 2013; Liu et al.,
2009), L EAEETEAENNTEMEE, BT
Z FME GRS AR J5 SCA RS2 e (B2 2 55, 2011),
PR B A A A OA S N AT N T 4R K Y 25 2 (Sabri
et al, 2010; Sabri & Obermiller, 2012), [t #5 H
BEERTSE— e RE s S5 aMiETEE
M, Zat s A2y, 1 93 MU A
PRI 5 B0 S AR DG AT BB S A Bl Ok
i (Sznycer et al., 2016), M7 RN 45
B 7= S O S B R (Piha et al., 2018), FHILE K,
i AR ) b2 R EOT R, BRI DG
rFR] RE A 1 A0 3LH) Dy B 7 4 180 46 Dy T 1Y [ A
(Latour & Henthorne, 2013),

3 MRS ERIE LS
T AR T T 4 A SRR A 1 7
BRON, A SCHE— SR T 3 I B 0 L A

MR o BT E A T P R BB AL
P F TR I A 23 1 37 845 )2 TR BAR B A

ML, JFRRAEH PP EERNZ AR, m
AR T BRI AR AR
3.1 RS ERRAALE

PR RE S 38 i AN W) 1 7 25 v 2% 1
R AL, AH AN W] v A BIL I Hh 2 10 ) BE AN T
JF LA A B R RO A A T 22 . R, BEAE
AR LT, PR S g BEALH 2 2 L B
TH BB DA RN A 3L 0 A o 8l )22 T 2 78 Sy A T
BB LSS SR Z T, X Fh e AL S e T 2 X
TR S MR EMBEETREME R, 2455
FEox, T B XIS 5 B RURI S A AR
JE TR LAY A LR R, T B 22 4 2% 1) 4 T AR A
HE B EE A C WS R AMEW . K,
ASCH T e A S A B L, A TR
P R 23 6 37 S48 U A T o e, BRI
T A HLE
3.1.1 HEEHEINA

TH T E NN R AN R, 2 5k
Y1y 5% WA TRl (Sternadori & Abitbol, 2019), M
B NHK ARG 45K IC12RE T FE FEIA
HIKP- 22 A2 T

TG, WG LK R0 A BE M — D T, PRI
5 HENE HIGE T 9 & 10 1% 45 /K F-(Sparks & Lang,
2015), EAKINI T, PR G0t —Fhe o ay Pk n i
(Leka et al., 2013), i 9% & 1E WA PR I, i
IRSEG UGN, sz B whiti il B R T,
T M Y 1 I AR AT — T A B 55 5K 1 % 25 i
PR T3 — 7T, A [A) 2R R A PRI A e A i
T4 B AN TR A B K -, AT BN 75 bk B PRt
J7 & 7 fh (Felser, 2016); s 1 9% & &M B4 [A]
T BE P51 g, DT SE AN 5 o A S S o
(Ma & Gal, 2016).

HWR, WACIZRE T 0 A BE & o —Jr T, ik
i — M AME AR R, BE R P
B WML EEFEEE (Leka et al., 2013), iEHKGH £
WSl E K 2 o (Sparks & Lang, 2015;
Reichert, 2002), 14k Mt [ H1 L JE AR T 17 9%
WU B AT T BE BE AR )T A 5 B (Leka et al,
2013). J3—Jr M, HTAMEA S BAT L
23 R ) T R AR G A A R (B B T AP A )
(Lawrence et al., 2021), PRI BCAE] 5 il 2 b il
PRI R BEA R 5| T 2% & 56 3 (Wong et al,
2019), AT BICE T 9% 5 0 T 4 3 B IC 4 (Wirtz



2208 O B R 2 ot B

%314

etal., 2018),

T, WEHENHUKE- AR R . H o
A BN PEER 5 B2 i A I Y T R T,
X & R AR IE T B B m A PF A (Choi et al,,
2016). ULAF, AR PR 2 A RE 38 it 52
Wi T 2% B 0 5 AT ok 52 w3 28 S (Su et al,
2021), HFAMEXHERSCE, 2% A A 5
JETRA AR A (AR RREE, AT 5% e 008 3K M

PRtz b, TR AL 5 AR &
PRIK A BB R R SC Ak A R 3 8L EAH 6
(Matthes & Prieler, 2020), A& AAFFE A LI F ik
R E R FF, o] DIERISE 2% 104 23 BE B R A
K585 T SR B 500
3.1.2 HEHEELEEDN

THE, AR KN S T Ak B T, MR
A R DL EMR R S AR AR R G A -2
AR X = A 3 (Agmo & Laan, 2022), i KK
Jb T R IR (L et al., 2020), FEAFIE F R
B R 1 hn(Agmo & Laan, 2022), W %% # kb
THEXATIRA, ¥ 2 A F RO 43 L Bk
& (Pawlowska et al., 2021). T H78 $13 5 10 )5,
I HITE I (19 2 B4k (X ——DLPFC (75 Ml Aif
BN Bz ) 43 4k B2 2 R ORI b M ) 2R AR
(Leon-Carrion et al., 2007), M fH 1 %% & X Jgk
A 0 AN 2D AR S A

R, AN RIRT R E, BT A
RANPFFTEX THEABE A TR, TR 25 i
PG B RE A% W6 R AN R URKR, AT
BB PR JE 0, B — BV B R R A
SRR S AR LR, PR R R AR B 2 22 BT
WH B IEE PO, BT T 5 a8 23 &
BN R A L, I8 B R PR AU
(LI 4%, 2010),

BEAk, A 2B A R R 2 A 0 MR 4 B
g B T 2 E R R 3 AR AT, NI
bk 5 2 TR ) 45 77 (Felser, 2016); a2 /2 B
FIAS R R BE A P 5| T, DAY B 5 2 o s JRk
f R (Ma & Gal, 2016), BRUILZ AN, ARNIRIZEHEH:
TR 4 TR B S5 RV A A AT ok R e T B
HAE (Su et al, 2021), A FAEX R CHE, &
Xof B G 1 M A OC SRR A AN TR A5 AR AR B, AT 52
M JFE A ST R

LE E PR, WA AR Bl — P

VIR0 5% o BE A, SRR 7R S T 4
FH o AER AR XS B S LA A SRy BR 44 b sl
GASFETT, AT AT LUK T 1H 2% 5 X
TSR 2 1 B A 25 07 T — P IR

3.1.3 HEREKX

M H K 2 (Sexual self-schema) 238 4 X
T EH S T A HIRE SRS, 3 Lo ERE SR IR TR
MR T2 0, T AT BE S WA A A 25 1 X P AR AR R
RALEE, DL R S AR B PEFT A (Pulverman et al.,
2017; Sweeney et al., 2015), HARW 5, B —
MM T HCH S RG] PRI
S5 7 TN AVRUESZ 1 A 3 R 208 o N AR
NI R 2256 F s ad # rp, JF Bl B2 32 315
fb A2 FEEMA ANHEE K0 (Pulverman et al.,
2017), PR i Pk B 3R P Ok 5 e A Ao
BRI AR SR B R T, DI S E T
— 3 X W (Mayer & Peev, 2017; Pulverman et al.,
2017), TAMA R B FIE XORR], HXE 0 5 A
FIPEAN 2t A [F] (Choi et al., 2022), A #F5F £ 5
MIH BB Z MR B SRR A2, ST
PEH S TR & By R

TS, I BB 2 RS B M R ke, 1
e 1 SR % 52 e T 2 0 <M AT i B A
R[] 5 B, 0K T 52 e 9 2% 5 X ) o R ) S B
(Reichert, 2007), BAKTF, ¥ H R E @191
PR TEAT o A TR R R A% R e R G T R A A R
WS, HREEZ M M ROTR M) i Iz,
PE B 3R IR A A AR A0 0T 1 A G P 25 45 [l skt
A, MR RO 2 5 R T 9% i fm
45 (Mayer & Peev, 2017), i N TH 28 1 /R 1
SR A, ASTRIZEAY AR R 5 R A 5 T 2
H OB M R AR BE, DTG XS A B Ay B
BIE -

Ak, AR E XGRS S E XSS
PR B CTE . )R ARG A
B, b A A 52 BEA RLAY 7 B (Putrevu, 2008), Xf
T AR E B R, TR
AR S, AEALRE ) 55 B i B rh 2
%5y, AT PRI 5 5 7 il i 325 PR B2
PEATHE R BIPPAL, 3T 3G BN T RE
PE(Mayer & Peev, 2017), A, %FFH HFKLE R
BARRAS AN 7, I 98 WA & &,
WTE SRR RE, e B HR A X))
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L= AR B A PR (Mayer & Peev, 2017),
ST, M A TR OR O B 2 R R AR
BOERE TSI, ST AR A5 B b 2
A 8N4 0 FIHERS (Pulverman et al., 2017), 1
TEE A 2 P2 A T DA S — £ 8 2 ok TR AR
PRI 5 X B s m i h A AL . SRS B
23 R AR 52 0 TR R PRI, AR A
SRR SAE R [ B4 52 R R
K-
314 #HLlEHR

FE2x I 7 AL 5 5 b N BB 2R A SRR R A
IHEA FRBE v AN A A < LS N R B A2
(% %, 2021; Grewal et al., 2020), 20 A
BLAE B b B 1 B B P 0 3K B0 (Lin et al.,
2021),

T 5E, M NAE S S X B IR (T )
BINASRAT A=A B . 75 5 R A o,
sl L P 3 ol ) e 2 o R IOT 1 O 2R R
RS 2 TR, I T A EE R AL 2
MR, BLIS) 5 F0AL e By 7= f & 100 A SRR
PR B, T B S ABURR T S, i SR A
N (TCIE 2 B I A 42 () 7 3 HL B g T 1 3%
10, T4 9K 2 BB I, DA 7™ A T 3T o)
B TE )i B e R I B (Ziegler et al., 2022),
() R, SR 9 % 3 50 400 )5k o iy S I, At
AT 38 K 2 T K HL A 7= R B AR 1 B % O e R
AT ST 68 b T 53 W) S SRR () 45 ) 7 il B AT R T
A 4 67T R i (Blair & Roese, 2013).

Hk, AFER M NTEGRHE P RO )
A SEAT A S M AT T 22 5. AN, AH H
NTEY, FEAE NFES I 28 2 R BUE ZRE 1LY
FRATRH(ES 4, 2021), bl 22z 32 35 27
PR 5 )= i A . 5 — T, YRR AT S
(I A B RN FEZ I, AT I [ B AR
iy, IR ) 7 i ) T I A5 1 2 IR 2%
B ES, TH T E BENS HE N A e M e B A,
MR B I S — i, A4t [ 3R
PRV A O W4T DR R R Y A 3R R B (-
MEdiE 4F, 2022), b an i s W4 SEHF A 1T T 30T
B9 i (Philp & Nepomuceno, 2020), 444 KRB
I ATESS R, ATEh T4 A C Y IERIES
T RALIE DRURSE U o) - % B AR AT S 1) 7= i (1
MEHE 55, 2022), MASEHA FIPERR( &)™ i

B, AERNHE R T EH AR
Bro VR, AR 55 AWLACHH A Wz HE) 5
, SHRIEROTRES G, H A R R B In I,
Mo R B AN NS R EETE & . HLSI RS TSR,
Jial o T BRI B SR . Mt mgRERE TR
¥ 7 B ZE H (Cabibihan et al., 2014; Grewal et al.,
2020), bhn, ERTSCHREBIWER AR oA, B
FiE app MR LIS BE N TREZ b, FHE
L RZ LR, Bz B <L A T I R B
A B G LR R AR B . B R A A
HFMEE T, Haao ARG S B, Bz #
SR AT Sl 3R, DT XX U R = A A (R,
TP

SR UL, 23 1 B A A B8 B 4 sl ]
2 Hb 1 18] 52 )V 3% 2 19 {5 4 (Ogonowski et al.,
2014; Ye et al., 2019), 5% (Cabibihan et al., 2014)
SR B (Lu et al., 2016; Ye et al., 2019), {HH
HA 23 1 5 B T 57 K 2 4 T AR A 3 AR S5 40U
S A 2 2 SR AR MR B R
32 MRESTENERRR

PRI AR MR T % 3 PR AR, AT
A PR E R T A RS R R, TEAF R
BN, MRS TR S R AR, A8 30K A
PRI I B AN A AR I AE T R X R
T 5B B RO AR R AT IR .

321 F@mERER

PR R R A B T — R WS
ST AR, (AN [ A = o 7 A
WA A TS, Wik, WA EECE
TY s A RERITE B, AN R S 2
XTI 2 2 7 A R e A ] 25 5%

B\, ST R E A
B HE R [Fl (Lee et al., 2020), X475 &+
4y A I (Mayer & Peev, 2017; Putrevu, 2008), M
P F A T AR RN B T R R SR 7 LR,
AT 4 A= e A B R AE, B Z,
P 8% T 2 A 08 58 F SRR T M E A7 5 L (Choi
etal., 2022), BIANFEIK . PR . SRR S5 ™= &
R EBHE G REAE P (Anabila et al., 2015;
Reichert et al., 2012), XX &= 7E & HmA
PEIRTT R B, SRR U8 (R A0 0 2 R B,
REfE ML I 28 F B Z 0 wh3h, IS oG
HrEih e BN, FaaRk s B NARS FH ROt R
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A=A, HEH DL Desire (BK3). Orgasm
(#11#) . Deep Throat (FRIF) I Sex Appeal (1445 1)
GERNREMIO R, WZRKKREE, Nk
PRI R 2, M4 S T, T
SRRARTH 2% & 1 (Reichert et al., 2011),

Hk, P AE RN SRR
HERENRZ (ALY, &5, 2009). &HA™
v 38 SRR B SR O 2 A R B R b
HIRG M (BB 25, 2019), 4 2838 16 5% W R IE M
T R R 2 AT IR AR T, a4
IR IVEF, B PE 45 138 B RO I A
& MRS AT 52 AN AREE . XU /N T S
(Fazli-Salehi et al., 2022), 4 2%#& 72180 K P-4 )
BN ST IRA RN T, R T e 5 2R
TUBTIE g MR AR AT R B B AR AR
i KA B N E RO T 45, 2010), {H[FE T,
Gong (2021t i M S EMT™ S 5%
PR TEES G 77 A 4 RN, BV IER T 2 9 A7 A 1
TSR E RN EE S, FEHHNS
7R ERARIC R L AE AR B A B8 (Fazli-Salehi et
al,, 2022), T THFHEN FIEAT RN
PSP LELN

e, AR NS 0 22 A e
TR 7 A B R i (Putrevu, 2008), —J5 T, Hi
TIH B A 20K 7 i 1 TR 25 5 A S A G 11
U A R AT R, T 5 A 7 i P 9 2 D R e 2
T B 3 Sl T AR A Tl T 4 AR 6 T A 2 e
(Piha et al., 2018), T Z, A BRI
REMEAE— 2 R bk 5 P ) 5 e Ak 2 T R A7
R E A RN, S—Jrm, T rkae
SR AT St PR AN 2 198452 (Chang et al., 2020;
Das et al.,, 2015), Z SR M AMEE YL A 75—
A, AE LI P B B i R, T B
SR H 2% B AU S B (Mayer & Peev, 2017), 11,
TEHRN 2GR L RS T, W% RZiaE,
TH B AR DI rp A A5 D AN L, TS T
AT P D A B R 3 SR A DO 30 v 2 M A £ 1Y
B 5 2 5 PR3 B A OG, Qi i 1 B v i A
A 0 0 KB A T SRR P AN R B

* https://baijiahao.baidu.com/s?id=1569550923137251&wfr=
spider&for=pc { &M Bk B fe MR B A Be ke TOP10, A 1K1Y e
Z7 )

JRIRIGE R IR O AR ] 2, | 2 4 2 1T
T S8 P M7 T 22 i 2 5 I 7 S I T BE S 1,
R Thie /B S HaRITE &, A5 1HE T E R E
ANTE N RN A B, DTS B0 9 I 1T A
(Mayer & Peev, 2017), HUnLLE SRR N2 0
A AR, JLT SRR, sl A, A
R T Lk T 2 A RIS I VIR o

BE R ARSI 5, 77 m 2R A Ry
oo BRTIA M SRR AR R RIhe
TENLHY A, AR MBI FE AL AT LU 77 il 288 1Y 1)
SRR G 25 R AE 45 7 T AT IR R IR R -
322 THBEER

TR REARZ YA NH L, FHANBEART
FEIE R — A5 R SE” (Han et al,, 2020), | 451
WX NMAT R R, SRR, H%
BRI BTN BN R ] R, tedn, (AR
[R) ) S BORE AR R ) S 2, W
Ko P R A e 8 BB A AR T A R

—J7HE, WIS NRBCRERE, & Rk
TFHRTEE R TR B R SR
. A HE =R EH 4 (Latour &
Henthorne, 2013), K ILILE PR & BO= ML
A R 7 S T R Lk B B A I i B b
Londono 45(2017)48 28T 14 W SE 4% 55 R BE 58 4
P B ) (), TR B AN ), T 45 0
Y (R A PR U 3 A — 8 TR B el 300 2 5 04 il
1525, ILER, MR &AL IR 2
7R AT SRR E B RON, TEA A] RE ARSI 2
Y 1E TR -

H—Jrm, WITE R ARE, BRI
(ARYPER 548 b THE Ge iy F PRI, 2R
fF M BAUE . R . E B MR S
i, S A BEARAS A 28 B B PE A (Hilken et al.,
2017). Mk 2009 4F AR FOAR T R AEBA P2 4H T
G, AR B S BB W T A
WESZ—, —JriH, AR PR AR S 1IN 2%
BRI AT O RNE B T, SELE U Y
YR (Yang, Carlson, & Chen, 2020), B4R 5,
AR5 S R R] PN B AT g 2 R A,
R AT YRR R, SR S WO B R

° hitp://k.sina.com.cn/article_6401490892_17d8effcc0010038ub.
html { F25 SRR TR e, —EAkA RS )
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W0, YEIIE BB T T R R (HilL et al.,
2016), BRI T ARLS T SRR Oy — 7 I,
AR PRl B S A, HE
AT H 5 3 A9 3 % 1R 56 (Yang, Carlson, &
Chen, 2020) F 5 Il 7% ¥ 19 7= & 15 B A0 #H R
(Pozharliev et al., 2017), M7= A B A B A9 7=
A (Park & Yoo, 2020)F1 /874 (van Esch
ctal., 2019), filln, HFfijHm AR H—H)" &, H
AR WIE R S ARSI BE R, WA
TP 26, $2e P AR 7 i E; BT AR
BAZHESE, £ AR RS S AR AR
GRS M R, PSRRI S0
B H BT, S AE T R R R 7 AR A ]
B, EERBULEE, TR E BB R o ISR
RGN S AR MEARCE, I H SRR T TR
AR, B BRIl ] ) .

HILEXR, TETHEREERESHDN,
— PR B B S AN R 52 . SR, 4T
KFHEBEMRTERNR KT EHNAER
5, BEBENMLSZMAMNNES S5, W
M, KRR LN WA EF, F
FEAS TR R A X B 58 S SN 52, L
BT KA AR T T 90 28 A iy P R 4,
HXHH R M2 S — 8%, REELZEET
A A o
3.23 MEEREZR

TH 2 W RRR AR R, %R 5 A
W AR o A3 I 9% 35 R T A R R
TFF 5 I A A 4 AL

e, MANERR BN, PR AT 3
PVE A . ATH S8 ARREEIL &, BIVH 2%
T TR RRE ST, PEET SRR A
T SRR EAE, FoAERT SiEA X —
ST O BT TR B R SR B A S N, 4k
175 B 4 19 5 B9 CR (Putrevu, 2008) .

FR, MRMM S22 S R PR A TE AR
RE sy iy [ IR e S B =i VISR o | o P SRE L e
RIS AL AR EE AN [R] (Stimpson et al., 1992), 1fii A
PEAS BT A B e, PR A L A PR A
AR ) J2 ¥ (Dahl et al., 2009; Liang et al.,
2023), Ek, MERGHNAE, RSB SH
AN—FERE R . — R UL, MR ek AR
55 MV e 2 T v 1 RS R R SE R, T &
W 254 B 1 EA (Putrevu, 2008). A HL) ™ 5 HfE

R R, I SR S IO A
A= A SCRR B, BRI 2 ) 4 v s B DR 1Y
PEIRN AR, |5 2 2 Lo VR T 2 3515 ok 0 141 4
S0 (Black & Morton, 2015), [RIiF, MRS ER
NHERRE, MHHREE R HH R E AR
e FERE, 23 T X R M 2GR R B, i
ARG X P J T 5 Y 96 7 B2 ) (Dianoux & Linhart,
2010; Reichert et al., 2012), /L4 B AL PR 5,
o P I G AR o, (PR 5 et 2 X (T [ A
FNEIPEIR) 54 TR IEM (Black & Morton, 2015).
FRAE AL O B2 P BE, PSRl S0 5% 5 WA
PRI 55 OV P E AR B R . S PR E AL T3
BSHHLRAS R R, AAXTFAFIEACEL DR T 1)
B, Xt R E R A, MAC R sh
WX T2 PRI 4 B A B A AT 38 R T (Kim
& Kim, 2016; Monga & Giirhan-Canli, 2012),

i, MERMER 2R BSR4
MIAE R . 18~34 5 [ B & X M O 1 B I
(Hamilton, 2021), XA st SR, i HE A L)
ZRNPERRT S R, B X — A B B Y T 2
F R RS A PR 4519 (Lull & Bushman, 2015).

W, R AZ B B0R R BE R T Ak A £ i S
AR B RS R i 3 AR M A . U R
1o LA KT AL 1 e 2 SRR R v, A AR T R
AR 5 R 729 (Anabila et al., 2015),

A ETT UL, 7 2 R R A S
B BRI, BT R AR L PR
S ZEE BSR4 R AT LI SR E
155 AR I 46 A B R E— 2B oY

4 BESRFARRE

P L BRA AR O SCHIR 1 U5 49 8 B ) o,
T RIS B 2BOR AL IR A . XS AR
& EMER BB HAAR N R T,
PEENH A AT IR R, PRI 5 A
)z M o AN TR SR B TS A X
PERYT S TR ZRR, H il TRl A R,
LI FERS PRI B A R RE S Jas R T I
MR BIE A, HEcA WG R or . ik, A5
GBS IRATAEVF Z R BIR R ]

N T ARRREMG IR A T Z A BE
o, ASCEETERSAM, X E A SCIIE T IH 98
i, KRR B BRI (UL 1), BB AT LIRS )R
SR ST 5T B A MR L, TR ook o 4



2212 L BB R R OE %31 %
PR 52k VRl PEREMETER RS
HERRRR I EEMRE

kB i
amat | [—— > R
MRS TAF WA
Wk L R
HERTER FRAREE -
E%ﬁ . B
/\I:l/";‘1 i ﬁ L
% e E R IR/ SR
EEEEE -
HEXRRIHR BEORIE . 237 Eﬁﬁg
HAXF ‘ ; e o
kLl iR MEfEREE
Al Y SRR . PER] BHAR
BEKF. i

Bl A0 B A HE 2

HIRMESH I R ML R R, KRR
NIZ (=N

AR SR AR 0T LA LL T 5 T 547 -
41 MERBESEREZMEHOWR

WS, wATC LN ERRIE, [
FRIE AV, Pt 2 6 R RIE A =AT5 w3
HSCHERAF G I PR AT T A 2R, (HR
XU J7 H AT A AR — A ] 3k G 1 Bk . BF SR
AR T LU RLR W54 T TR IR 4 1 2
S HEAT HOIMIR A IR

e, BT A SOk E A T TR
P E R, WHT SO 0 5 KR 5 (Bailey
et al., 2021; Sparks & Lang, 2015). P34 (Choi
etal., 2022), M/ & i F1 3L (Anabila et al., 2015)
SR, FRARSCRIAgNEE B ] S, MR SR AT
TERIERIE LA X R RIE X, R
AR A E AT IR DG B M%) 4 Ay Tl 4 3R
LR, PERE R (Wirtz et al., 2018)F1H:#x AT
I %, 2010; Schick et al., 2013)%%, {H 2 il T[] 4%
PERGRIUE SRR B e LA, 250 2 R 1)
S ety 5 RO (Black & Morton, 2015), #F58#
A S ) TP 2R 88 . AR SN
SEER B, HAR B S50 e T E TR R
TR BPEIR & ARG . BeAh, A A BT
g T, SN E S 2 e R A
Mite. B, ok RZRIE MR 2
A RRE W ARSI G R RE T MEL R
R, TS X R s RE I H 2

B, T2t e RAMEET A sEm  VE AL
K REMRTFRE.

T, A MBI FT R 2 — 20 O TV A 19 S
25, WA WMHCSCIRZ RIE TP EE, bt
FANAEE B AR M 2105 7 Bl AR B X 42,
SR AZ LA PR | Ak 25 HSE 048 B 45 R 250
W, ZRVETIH SR E VT RRAEAE R ZER L, Kok
P AIF 5% AT LA 2% B8 3k P JELABURE X% 48 19 7R 7 ik,
ff o PR B A RN S AT AR W, BB ARV T
AR B e e M S M E RS SX A
e A i 5 BN, JR R B B IRERA AE L
e iRl e A N BUER, T AR A S R AN SR
(Matthes & Prieler, 2020) X 2EAff 58 %] F 24 A 5 i
AHEEENERE N WA, HETREZAER
PR AT R AR IR B — S ) f . B, AR AR
58 AT LA™ R B A B M AR ok I (Matthes &
Prieler, 2020)5F /7 i T, SRAMA DTSR 25 6k,
tban, WEART E R EE, &t skt
B, €S 55 E RIS S IR
RO IR Y S D S TS — B AF (Lawrence et al.,
2021).

4.2 MEETERHZIMALSERETHRAOHAR

B, REMIFFR O IR L 5 2
7 == AR PR AT RO o AT ITIR, AR (55 3
SE)FT VR (HE U0 S0 38 4 S B T 4 S B 50
WO ES ENZ—, HEBETEEN T
W, A A BEIRTE A 2 B B PE A (Hilken et al.,
2017) HAT NI, AMEXTHB AR B E RS



FE1H

WIS 4 15 IR IEE RS T Y B RS P AN 2213

JEE G AR A B (0 BB AN AT RE 552 M 28
XoFAE SR BN . N, T 3% AT RE s X
AR PRI AR B0 7 A AN 3 IR (U Sk B 0 5F)
(van Esch et al., 2019), PIMIH P # % AR b H#E
PR L R PR AR R (Park & Yoo, 2020)
MR IS T BEAFFE 22 5 AR I VR S5 B P R ) &
PTG [ 772 i S T AN [R) 5 5 32 AR ) 52 T
WEAFAER S,

R, RS FE ] LA B 4 rh B
AN BE BT = A A B . IR A S —
“TLATHE ML (Leka et al., 2013), T4 2475 WLE T
BTSN, RSz vl B AR, I
T M U T A P R A — o ik 55k K o ) 7 2 2t 3
TR TR IRLRT BE ) (AR S AEN | S R, fig
i AE 3 A B I PR RSB AT R, MR TR AT Y
JUAT 45 (B 5%, 2010; Labrecque et al., 2013),
B, PR 5 vl has 38 Ao i € R R
R At R (N IE 47 € 1) 1 2T Rk 21 £ Y R 52 55
ok 58 BURE B PR IR T, R I i RS
7o B 55 R B, AR AR 8 B0, (A 5 2 il 7, R )
S R TR SRR L, T 3K e 2 N R T JR
) €0 A 2 (5 T 9% 35 I B 5 ) S R o 1 X T i
B, AT 0 W S FE SR (W ik, R8I, 2015;
Yang, Li, & Zhang, 2020), <3 5 H 28 & % 7= i
H A BT b (B i 4, 2010), U FE AR 2SR
SR A5 T K AR Y08 T BRI A AR R T B R
T A S TR A SR R R

UEAh, ARAWEFE 0] LA BE— B R R PR
B . RITHUR L A O R T A B AR
N o HAETTH S B 23 A
P W AL Y 22 4k #4 # (Kordrostami & Laczniak,
2022), [AlBFdA S LA e 28U
MR B I B, 51 K TE o B T A A A R
(Elika & Melika, 2020), $R1fj, LAk —2L K H
T —RIC AR Z R T RZHRENEEZE S
o AR TSR, R 7 b2k
N0 ack B e R4 s M ) 4K R 8% R A R 1Y) 5
R RRAFFE P X — A AT IR AT, 4%
BT RS OGRS T sh R AR 25 B
ER

WG, RABMDFGE ] DIERER 22 M Bk 3R
GRS . WRTETIR, A T Sk — 2 R
BB Z0 B ED G rb o P 87 b 0 97 TR, TR

ORI 2 B, MOk 2 A 5 B P 1
(77 BTG < R PR AL, T SCE A RREATR] 22 25 0
Rk s A PRI . T2y PP IR AR AL L &
T BT 19 B SCER™ i 4 PSR PR B B R 22,
KRR AR S5 22 2 75 BEAH i LA A B DAy BHLAEL 199 %5 204
R FARRAE B T ] T A P L b
o B AL A R A K SR {E
WIS E AT — 22 B .

S 3k

W%, HEBL (2022). (BHRE) MHHEEEFBHIIARHER
KB RB . IS i, 75(3), 120-128.

XRRE, H, EwRE, Wkl (2018). AR RS AR R?
e ARt EVERS RN T2 5 —A ERP #ff
K. OEFF 41(1), 15-23.

FEHLPE, AL, TREESE. (2017). PSR FLE R
XV BT VR B S AT T B R, 39(2),
113-132.

N, R#eTr, INENE, FRZE. (2019). AR SRR
RSN, o B FF 2, 27(5), 884—904.

W, FIER, Mg, X, (2018). BUEE WU :
Wl . SFEZE GRS B, 40(10), 40-53.

L, WEEEE, WRZ. (2010). HIFRTENESESH
B RORWEIT. O FE R, 33(4), 969-971.

Mk, B8, (2015). EFLOEREO—K REE
SRS H T SOP A IR R R AR . A
TFEFEIFIE, 18(5), 97-109.

FEE. (2011). PR VRR T H5 02 ZOR 190 L BT
. OHFIF, 34(6), 1308-1312.

fAEsE, Gk H, PRibfo, WL (2022). AR 3R
B AR HE X AR SR . OB IR, 54(8),
979-995.

ER, XH, PNEDE. (2021). #ANERFEEN, WHREN
HE T AL 2 AR KB Aib N AE 35 53 3 3o £ R AL
FRAT NG, A 25 A2 IR, 392(4), 91-97.

W, s, 4. (2021). HEEE SRR R BE
ol RV BE RS, BT B EELF L, 24(3), 28-36.

WG, B (2017). VA I 2 U IR TR R
BT E S, B E PG, (4), 138—155.
AR, @EHR. (2009). &N 5B VR RE BN T

BOR MRS TS . O ZEF 7R, 41(4), 357-366.

Agmo, A., & Laan, E. (2022). The sexual incentive
motivation model and its clinical applications. Journal of
Sex Research, 1-20.

Anabila, P., Tagoe, C., & Asare, S. (2015). Consumer
perception of sex appeal advertising: A high context
cultural perspective. Journal of Marketing Management,
14(4), 34-55.

Bailey, R. L., Liu, J., & Wang, T. (2021). Primary biological
motivators in food advertisements: Energy density and

sexual appeals compete for appetitive motivational
activation. Communication Research, 48(3), 379—400.



2214 DI = N S

%314

Binder, A., Naderer, B., & Matthes, J. (2020). A “forbidden
fruit effect”: An eye-tracking study on children’s visual
attention to food marketing. International Journal of
Environmental Research and Public Health, 17(6), 1859.

Black, I. R., & Morton, P. (2015). Appealing to men and
women using sexual appeals in advertising: In the battle of
the sexes, is a truce possible?. Journal of Marketing
Communications, 23(4), 331-350.

Blair, S., & Roese, N. J. (2013). Balancing the basket: The
role of shopping basket composition in embarrassment.
Journal of Consumer Research, 40(4), 676—691.

Buss, D. M. (2016). The evolution of desire: Srategies of
human mating. New York, NY: Basic Books.

Buss, D. M., & Duntley, J. D. (2014). Intimate partner
violence in evolutionary perspective. In T. K. Shackelford,
& R. D. Hansen (Eds.), Evolutionary Psychology: The
evolution of violence (pp. 1-21). New York, NY: Springer.

Buss, D. M., & Foley, P. (2020). Mating and marketing.
Journal of Business Research, 120, 492—497.

Cabibihan, J. J., Williams, M. A., & Simmons, R. (2014).
When robots engage humans. International Journal of
Social Robotics, 3(6), 311-313.

Chang, C. T., Tok, D., Chu, X. Y. M., Lee, Y. K., & Wang, S.
C. (2020). Does “hot” lead to “not so hot?”. European
Journal of Marketing, 55(5), 1313-1337.

Cheung, M., Chan, A., Han, Y., Sze, S., & Fan, N. (2013).
Differential of Chinese
self-schema on responses to sex appeal in advertising.
Journal of Promotion Management, 19(3), 373-391.

Choi, H., Yoo, K., Reichert, T., & Latour, M. S. (2016). Do
feminists still respond negatively to female nudity in

effects women’s  sexual

advertising? Investigating the influence of feminist
attitudes on reactions to sexual appeals. International
Journal of Advertising, 35(5), 823—845.

Choi, H., Yoo, K., Reichert, T., & Northup, T. (2020).
Feminism and advertising: Responses to sexual ads
featuring women: How the differential influence of
feminist perspectives can inform targeting strategies.
Journal of Advertising Research, 60(2), 163—178.

Choi, H., Yoo, K., Reichert, T., & Northup, T. (2022). Sexual
ad appeals in social media: Effects and influences of
cultural difference and sexual self-schema. International
Journal of Advertising, 41(5), 910—929.

Collins, T. J., & Horn, T. L. (2018). ‘I’ll call you...’
Communication frequency as a regulator of satisfaction
and commitment across committed and casual sexual
relationship types. Journal of Social and Personal
Relationships, 36(4), 1123—-1145.

Cui, G, & Yang, X. (2009). Responses of Chinese consumers
to sex appeals in international advertising: A test of
congruency theory. Journal of Global Marketing, 22(3),
229-245.

Cummins, R. G., Gong, Z. H., & Reichert, T. (2021). The
impact of visual sexual appeals on attention allocation

within  advertisements: ~ An  eye-tracking  study.
International Journal of Advertising, 40(5), 708—732.

Dahl, D. W., Sengupta, J., & Vohs, K. D. (2009). Sex in
advertising: Gender differences and the role of
relationship commitment. Journal of Consumer Research,
36(2), 215-231.

Das, E., Galekh, M., & Vonkeman, C. (2015). Is sexy better
than funny? Disentangling the persuasive effects of
pleasure and arousal across sex and humour appeals.
International Journal of Advertising, 34(3), 406—420.

Dianoux, C., & Linhart, Z. (2010). The effectiveness of
female nudity in advertising in three European countries.
International Marketing Review, 27(5), 562—578.

Elika, K., & Melika, K. (2020). A brave new world:
Embracing sexuality in advertising for apparel. Journal of
Fashion Marketing and Management, 25(1), 99-116.

Fazli-Salehi, R., Torres, I. M., Madadi, R., & Zaniga, M. A.
(2022). The impact of interpersonal traits (extraversion
and agreeableness) on consumers’ self-brand connection
and communal-brand connection with anthropomorphized
brands. Journal of Brand Management, 29(1), 13—34.

Felser, G. (2016). How sexy can a paper clip get? Evidence
for the transfer of erotic meaning to "unsexy" products.
Advances in Consumer Research, 44, 295-298.

Fidelis, B. T., Oliveira, J. H. C., Giraldi, J. D. M. E., &
Santos, R. O. J. (2017). Sexual appeal in print media
advertising: Effects on brand recall and fixation time.
Research Journal of Textile and Apparel, 21(1), 42—58.

Fossen, B. L., & Schweidel, D. A. (2019). Social TV,
advertising, and sales: Are social shows good for
advertisers?. Marketing Science, 38(2), 274-295.

Gjelsvik, O. (2020). On enthusiasm in history and elsewhere
(enthusiastic comments on Elster). Inquiry, 64(3),
350-364.

Goenka, S., & van Osselaer, S. M. (2023). Why is it wrong
to sell your body? Understanding liberals’ versus
conservatives’ moral objections to bodily markets. Journal
of Marketing, 87(1), 64—80.

Gong, Z.J., Steve, H., & Glenn, C. R. (2021). Can’t take my
eyes off of the model: The impact of sexual appeal and
product involvement on selective attention to
advertisements. Journal of Marketing Theory and Practice,
29(2), 162—174.

Grewal, D., Noble, S. M., Roggeveen, A. L., & Nordfalt, J.
(2020). The future of in-store technology. Journal of the
Academy of Marketing Science, 48(2), 96—113.

Hamilton, J. T. (2021). Channeling violence: The economic
market for violent television programming. Princeton, NJ:
Princeton University Press.

Han, T., Xiu, L. C., & Yu, G. M. (2020). The impact of media
situation on people’s memory effect -- An ERP study.
Computers in Human Behavior, 104, 106180.

Hilken, T., de Ruyter, K., Chylinski, M., Mahr, D., &
Keeling, D. I. (2017). Augmenting the eye of the beholder:



FE1H

WIAEME A% I5 IR R R A IR B T R R 2215

Exploring the strategic potential of augmented reality to
enhance online service experiences. Journal of the
Academy of Marketing Science, 45(6), 884—905.

Hill, K. M., Fombelle, P. W., & Sirianni, N. J. (2016).
Shopping under the influence of curiosity: How retailers
use mystery to drive purchase motivation. Journal of
Retailing Consumer Services, 69(3), 1028—1034.

Huang, Y., & Lowry, D. T. (2012). An analysis of nudity in
Chinese magazine advertising: Examining gender, racial
and brand differences. Sex Roles, 66, 440—452.

Hur, S., Lee, J. E., & Stoel, L. (2020). Fair trade advertising:
Influences of information type and emotional appeal
congruency. Journal of Marketing Communications, 26(2),
186—206.

Hyllegard, K., Yan, R., Ogle, J. P., & Attmann, J. (2011). The
influence of gender, social cause, charitable support, and
message appeal on Gen Y’s responses to cause-related
marketing. Journal of Marketing Management, 27(1-2),
100—123.

Jones, S. C., & Reid, A. (2010). The use of female sexuality
in  Australian alcohol advertising: Public policy
implications of young adults’ reactions to stereotypes.
Journal of Public Affairs, 10(1-2), 19-35.

Kim, J., & Kim, S. (2016). The influence of mating goal
activation and gender differences on the evaluation of
advertisements containing sexual words. Australasian
Marketing Journal, 24(3), 205-213.

Kordrostami, M., & Laczniak, R. N. (2022). Female power
portrayals in advertising. International Journal of
Advertising, 41(7), 1181-1208.

Labrecque, L. 1., Patrick, V. M., & Milne, G. R. (2013). The
marketers’ prismatic palette: A review of color research
and future directions. Psychology & Marketing, 30(2),
187-202.

Lamb, S., Farmer, K. M., Kosterina, E., Lambe Sarifiana, S.,
Plocha, A., & Randazzo, R. (2016). What’s sexy?
Adolescent girls discuss confidence, danger, and media
influence. Gender & Education, 28(4), 527-545.

Latour, M. S., & Henthorne, T. L. (2013). Ethical judgments
of sexual appeals in print advertising. Journal of
Advertising, 23(3), 81-90.

Lawrence, H., Furnham, A., & Mcclelland, A. (2021). Sex
does not sell: Effects of sexual advertising parameters on
women viewers' implicit and explicit recall of ads and
brands. Perceptual & Motor Skills, 128(2), 692-713.

Lee, M. S., Septianto, F., Frethey-Bentham, C., & Gao, E.
(2020). Condoms and bananas: Shock advertising
explained through congruence theory. Journal of Retailing
and Consumer Services, 57, 102228.

Leka, J., Mcclelland, A., & Furnham, A. (2013). Memory for
sexual and nonsexual television commercials as a function
of viewing context and viewer gender. Applied Cognitive
Psychology, 27(5), 584—592.

Leon-Carrion, J., Martin-Rodriguez, J. F., Damas-Lopez, J.,

Pourrezai, K., Izzetoglu, K., Barroso, Y., Martin, J. M., &
Dominguez-Morales, M. R. (2007). Does dorsolateral
prefrontal cortex (DLPFC) activation return to baseline
when sexual stimuli cease?: The role of DLPFC in visual
sexual stimulation. Neuroscience Letters, 416(1), 55—60.

Li, H., Hsueh, Y., Yu, H. X., & Kitzmann, K. M. (2020).
Viewing fantastical events in animated television shows:
Immediate effects on Chinese preschoolers’ executive
function. Frontiersin Psychology, 11, 583174.

Liang, Y., Wu, X., Su, Y., & Jin, L. (2023). Consumer
response toward sexual advertisements in the context of
access-based consumption. Journal of Advertising, 52(3),
423-438.

Lin, Y. T., Doong, H. S., & Eisingerich, A. B. (2021). Avatar
design  of  virtual  salespeople:
recommendation conflicts. Journal of the Academy of
Marketing Science, 24(1), 141-159.

Liu, F., Cheng, H., & Li, J. (2009). Consumer responses to
sex appeal advertising: A  cross-cultural study.
International Marketing Review, 26(4-5), 501-520.

Londono, J. C., Davies, K., & Elms, J. (2017). Extending the
theory of planned behavior to examine the role of

Mitigation  of

anticipated negative emotions on channel intention: The
case of an embarrassing product. Journal of Retailing and
Consumer Services, 36, 8—20.

Lu, B., Fan, W., & Zhou, M. (2016). Social presence, trust,
and social commerce purchase intention: An empirical
research. Computers in Human Behavior, 56, 225-237.

Luk, C. L., Chow, C. W. C., Wan, W. W. N, Lai, J. Y. M., Fu,
1., & Fong, C. P. S. (2017). An institutional perspective on
modernization and sex-appeal advertising. Asia Pacific
Journal of Marketing and Logistics, 29(2), 220—238.

Lull, R. B., & Bushman, B. J. (2015). Do sex and violence
sell? A meta-analytic review of the effects of sexual and
violent media and ad content on memory, attitudes, and
buying intentions. Psychological Bulletin, 141(5),
1022-1048.

Ma, J. J., & Gal, D. (2016). When sex and romance conflict:
The effect of sexual imagery in advertising on preference
for romantically linked products and services. Journal of
Marketing Research, 53(4), 479—-496.

MacKay, N. J., & Covell, K. (1997). The impact of women in
advertisements on attitudes toward women. Sex Roles, 36,
573-583.

Mark, K. P., Garcia, J. R., & Fisher, H. E. (2015). Perceived
emotional and sexual satisfaction across sexual
relationship contexts: Gender and sexual orientation
differences and similarities. Canadian Journal of Human
Sexuality, 24(2), 120—130.

Martins, E. C., Marcus, O., Leal, J., & Visu-Petra, L. (2020).
Assessing hot and cool executive functions in preschoolers:
Affective flexibility predicts emotion regulation. Early
Child Development and Care, 190(11), 1667—1681.

Matthes, J., & Prieler, M. (2020). Nudity of male and female



2216 DI = N S

%314

characters in television advertising across 13 countries.
Journalism and Mass Communication Quarterly, 97(4),
1101-1122.

Mayer, J. M., Kumar, P., & Yoon, H. J. (2019). Does sexual
humor work on mars, but not on Venus? An exploration of
consumer acceptance of sexually humorous advertising.
International Journal of Advertising, 38(7), 1000—1024.

Mayer, J. M., & Peev, P. (2017). Do sexy mouthwash ads
leave a bad aftertaste? The interaction of sexual
self-schema and brand positioning fit on female-targeted
sexual advertising efficacy. Marketing Letters, 28(2),
321-333.

Monga, A. B., & Giirhan-Canli, Z. (2012). The influence of
mating mind-sets on brand extension evaluation. Journal
of Marketing Research, 49(4), 581-593.

Myers, S. D., Deitz, G. D., Huhmann, B. A., Jha, S., & Tatara,
J. H. (2020). An eye-tracking study of attention to
brand-identifying content and recall of taboo advertising.
Journal of Business Research, 111, 176—186.

Norcia, A. D., Pecora, G., Bombi, A. S., Baumgartner, E., &
Laghi, F. (2015). Hot and cool inhibitory control in italian
toddlers: Associations with social competence and
behavioral problems. Journal of Child & Family Sudies,
24(4), 909-914.

Ogonowski, A., Montandon, A., Botha, E., & Reyneke, M.
(2014). Should new online stores invest in social presence
elements? The effect of social presence on initial trust
formation. Journal of Retailing and Consumer Services,
21(4), 482—-491.

Park, M., & Yoo, J. (2020). Effects of perceived interactivity
of augmented reality on consumer responses: A mental
imagery perspective. Journal of Retailing Consumer
Services, 52, 101912.

Pawlowska, A., Borg, C., & de Jong, P. J. (2021).
Up-regulating sexual arousal and down-regulating disgust
while watching pornography: Effects on sexual arousal
and disgust. Journal of Sex Research, 58(3), 353—-363.

Philp, M., & Nepomuceno, M. V. (2020). When the frugal
become wasteful: An examination into how impression
management can initiate the end-stages of consumption
for frugal consumers. Psychology & Marketing, 37(2),
326-339.

Piha, S., Hurmerinta, L., Sandberg, B., & Jarvinen, E. (2018).
From filthy to healthy and beyond: Finding the boundaries
of taboo destruction in sex toy buying. Journal of
Marketing Management, 34(13—14), 1078—1104.

Pozharliev, R., Verbeke, W. J., & Bagozzi, R. P. (2017).
Social consumer neuroscience: Neurophysiological
measures of advertising effectiveness in a social context.
Journal of Advertising, 46(3), 351-362.

Pulverman, C. S., Boyd, R. L., Stanton, A. M., & Meston, C.
M. (2017). Changes in the sexual self-schema of women
with a history of childhood sexual abuse following
expressive writing treatment. Psychological Trauma:

Theory, Research, Practice, and Policy, 9(2), 181—188.

Putrevu, S. (2008). Consumer responses toward sexual and
nonsexual appeals: The influence of involvement, need for
cognition (NFC), and gender. Journal of Advertising,
37(2), 57-69.

Puzakova, M., & Aggarwal, P. (2018). Brands as rivals:
Consumer pursuit of distinctiveness and the role of brand
anthropomorphism. Journal of Consumer Research, 45(4),
869-888.

Rajaobelina, L., Lacroix, C., & St-Onge, A. (2019). Does
experiential advertising impact credibility? International
Journal of Bank Marketing, 37(1), 171-191.

Reichert, T. (2002). Sex in advertising research: A review of
content, effects, and functions of sexual information in
consumer advertising. Annual Review of Sex Research,
13(1), 241-273.

Reichert, T. (2003). Sex and the marketing of media.
Sexuality & Culture, 7(3), 3—6.

Reichert, T. (2007). The ageless allure: Sex, media, and
marketing. Journal of Promotion Management, 13(1-2),
3-11.

Reichert, T., Childers, C. C., & Reid, L. N. (2012). How sex
in advertising varies by product category: An analysis of
three decades of visual sexual imagery in magazine
advertising. Journal of Current Issues & Research in
Advertising, 33(1), 1-19.

Reichert, T., & Lambiase, J. (2003). How to get "kissably
close": Examining how advertisers appeal to consumers’
sexual needs and desires. Sexuality & Culture, 7(3),
120-136.

Reichert, T., Latour, M. S., & Ford, J. B. (2011). The naked
truth: Revealing the affinity for graphic sexual appeals in
advertising. Journal of Advertising Research, 51(2),
436—-448.

Rigoulot, S., Jiang, X., Vergis, N., & Pell, M. D. (2020).
Neurophysiological correlates of sexually evocative
speech. Sex Roles, 154, 107909.

Sabri, O., & Obermiller, C. (2012). Consumer perception of
taboo in ads. Journal of Business Research, 65(6), 869—
873.

Sabri, O., Manceau, D., & Pras, B. (2010). Taboo: An
underexplored concept in marketing. Recherche et
Applications en Marketing, 25(1), 59—85.

Samson, L. (2018). The effectiveness of using sexual appeals
in advertising: Memory for sexual and nonsexual visual
content across genders. Journal of Media Psychology:
Theories, Methods, and Applications, 30(4), 184—195.

Schick, V., Herbenick, D., Jozkowski, K., Jawed-Wessel, S.,
& Reece, M. (2013). The sexual consumer: Characteristics,
expectations, and experiences of women attending
in-home sex toy parties. Journal of Sex & Marital Therapy,
39(2), 160—175.

Severn, J., Belch, G. E., & Belch, M. A. (2013). The effects
of sexual and non-sexual advertising appeals and information



FE1H

WIAEME A% I5 IR R R A IR B T R R 2217

level on cognitive processing and communication
effectiveness. Journal of Advertising, 19(1), 14-22.

Signorielli, N., McLeod, D., & Healy, E. (1994). Profile:
Gender stereotypes in MTV commercials: The beat goes
on. Journal of Broadcasting & Electronic Media, 38(1),
91-101.

Silvers, J. A., McRae, K., Gabrieli, J. D., Gross, J. J., Remy,
K. A., & Ochsner, K. N. (2012). Age-related differences in
emotional reactivity, regulation, and rejection sensitivity
in adolescence. Emotion, 12(6), 1235—1247.

Soley, L., & Kurzbard, G. (2013). Sex in advertising: A
comparison of 1964 and 1984 magazine advertisements.
Journal of Advertising, 15(3), 46—64.

Sparks, J. V., & Lang, A. (2015). Mechanisms underlying the
effects of sexy and humorous content in advertisements.
Communication Monographs, 82(1), 134-162.

Sternadori, M., & Abitbol, A. (2019). Support for women’s
rights and feminist self-identification as antecedents of
attitude toward femvertising. Journal of Consumer
Marketing, 36(6), 740—750.

Stimpson, D., Jensen, L., & Neff, W. (1992). Cross-cultural
gender differences in preference for a caring morality.
Journal of Social Psychology, 132(3), 317-322.

Su, Y., Kunkel, T., & Ye, N. (2021). When abs do not sell:
The impact of male influencers conspicuously displaying a
muscular body on female followers. Psychology &
Marketing, 38(2), 286—297.

Sweeney, K. K., Horne, S. G, Ketz, K. (2015). Sexual
orientation, body image, and age as predictors of sexual
self-schema for women with physical disabilities.
Sexuality and Disability, 33(3), 313—326.

Sznycer, D., Tooby, J., Cosmides, L., Porat, R., Shalvi, S., &
Halperin, E. (2016). Shame closely tracks the threat of
devaluation by others, even across cultures. Proceedings
of the National Academy of Sciences, 113(10), 2625-2630.

Trivedi, R. H., & Teichert, T. (2021). Consumer reactions to
nudity in print advertising: Comparing same - gender and
opposite - gender effects. Psychology & Marketing, 38(5),
819-833.

van Esch, P., Arli, D., Gheshlaghi, M. H., Andonopoulos, V.,
von der Heidt, T., & Northey, G. (2019). Anthropomorphism
and augmented reality in the retail environment. Journal
of Retailing Consumer Services, 49, 35—-42.

Veer, E., & Golf-Papez, M. (2018). Physically freeing:
Breaking taboos through online displays of the sexual self.
Journal of Marketing Management, 34(13—14), 1105—
1125.

Weinberger, M. G., & Gulas, C. S. (2019). The emergence of

a half-century of research on humour in advertising: What
have we learned? What do we still need to learn?.
International Journal of Advertising, 38(7), 911-956.

Wirtz, J. G.,, Sparks, J. V., & Zimbres, T. M. (2018). The
effect of exposure to sexual appeals in advertisements on
memory, attitude, and purchase intention: A meta-analytic
review. International Journal of Advertising, 37(2),
168—198.

Wittenbraker, J., Zeitoun, H., & Fournier, S. (2015). Using
relationship metaphors to understand and track brands. In
S. Fournier, M. Breazeale, & J. Avery. Wender. (Eds.),
Srong brands, strong relationships (pp. 360—375). New
York, NY: Routledge Publishers.

Wong, H. Y. A., Mcclelland, A., & Furnham, A. (2019).
Advertisement—programme congruence in memory of
sexual fragrance advertisements. Applied Cognitive
Psychology, 33(5), 806—813.

Wyllie, J., Carlson, J., & Rosenberger Iii, P. J. (2014).
Examining the influence of different levels of sexual-
stimuli intensity by gender on advertising effectiveness.
Journal of Marketing Management, 30(7—-8), 697—718.

Yan, K., Salmon, J., & Aubrey, J. S. (2022). A sexy post a
day brings the “likes” your way: A content analytic
investigation of sexualization in fraternity Instagram posts.
Sexuality & Culture, 26, 685-706.

Yan, R., Ogle, J. P., & Hyllegard, K. H. (2010). The impact
of message appeal and message source on Gen Y
consumers’ attitudes and purchase intentions toward
American apparel. Journal of Marketing Communications,
16(4), 203—224.

Yang, H., Li, Y. N,, & Zhang, K. (2020). Interactive
Influences of Color Attributes on Color Perception Bias.
Visual Computer, 36(5), 925-937.

Yang, S., Carlson, J. R., & Chen, S. (2020). How augmented
reality affects advertising effectiveness: The mediating
effects of curiosity and attention toward the ad. Journal of
Retailing Consumer Services, 54, 102020.

Ye, S., Ying, T. Y., Zhou, L. Q., & Wang, T. Y. (2019).
Enhancing customer trust in peer-to-peer accommodation:
A “soft” strategy via social presence. International
Journal of Hospitality Management, 79, 1-10.

Zhang, X., Hibino, H., & Koyama, S. (2016). Content
analysis of appeal in Japanese television advertisements.
Bulletin of Japanese Society for the Science of Design,
63(1), 51.

Ziegler, A. H., Allen, A. M., Peloza, J., & Norris, J. 1. (2022).
The nature of vicarious embarrassment. Journal of
Business Research, 153, 355—364.



2218 L R 2 g B %316

Tainted or elegant? Sexy effect on marketing

XIE Zhipeng', QIN Huanyu’, WANG Ziye', WANG Jingyuan', HE Yi'
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(* School of Management, University of Science and Technology of China, Hefei 230026, China)

Abstract: Imbuing sexual content in advertising is a commonly used brand strategy. The forms of sexy
marketing have become increasingly complex with the advancement of technology. Existing studies often
equate sexiness solely with sexual mentality, and the sexiness-related literature is scattered across fields
such as physiology, sociology, and psychology, with no systematic framework. The contribution of our paper
is three-fold: first, we provide a comprehensive theoretical framework of sexual advertisements includes the
definition and classification of sexual advertisements, as well as the positive and negative effects that follow;
second, the psychological mechanisms including consumer cognition, physiological motivation, sexual
self-schema, and social presence are also addressed in our framework; third, we conclude that the effect of
sexual advertisements is moderated by product type, advertising context, and individual traits. This paper
provides theoretical value to marketing scholars, as well as practical value to brands that intend to grow
through sexual advertisements.

Keywords: sexual advertisements, social relations, sexual self-schema, consumer behavior



