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ABSTRACT

Purpose- This study was conducted to examine the relationship between signs used in voluptuous video commercials, customer perceived
attractiveness, and online purchase intention. Additionally, this study analyzed the role of individual sexual desire as a moderator in
hypothesized relationships.

Methodology- The data were collected in two phases using convenience sampling technique and judgmental sampling technique. In total,
373 valid data, collected from respondents with previous online purchasing experiences, were analyzed using structural equation modeling
(SEM).

Findings- The results revealed that signs positively influenced the customers’ perception of advertisement attractiveness (B = 0.412, p<
0.001). Furthermore, the outcomes demonstrated the positive effect of perceived advertisement attractiveness on online intention to
purchase (B =0.126, p< 0.05). In addition, the indices indicated the positive moderating role of self-sexual desire on the relationships between
signs-perceived advertisement attractiveness and perceived advertisement attractiveness-online purchase intention (B = 0.751, p <0.001; B
=0.218, p<0.05).

Conclusion- Despite the limitations in this study, the findings provide suggestions to practitioners and commercial designers in the perfume
industry on how to create attractive advertisements to have the desired impact on customers, focusing on the customers’ emotions and
sexual desires. The outcomes of this study contribute to the literature on advertising and online customer purchase intention.

Keywords: Online purchase intention, semiotics, fragrances, sexual desire, Source Attractiveness Theory.
JEL Codes: M31, M37, D91

1. INTRODUCTION

Despite many obstacles, the rapid growth of online purchasing has been highlighted in many industries as a new approach to
increase profitability (Jones et al., 2022). One of the main obstacles to online shopping is still the inability to physically inspect
products on a computer screen (Lee & Park, 2014; Overmars & Poels, 2015). In the context of online purchasing, it was
highlighted that the inability of a customer to physically access an advertised product causes the process of persuading the
audience to purchase more challenging (Flavian et al., 2017). The actual functions and performance of the majority of
products are possible to be observed through/in an advertisement; however, it is a challenging process for many products.

In the perfume industry, scent is undoubtedly the primary factor considered by customers when choosing a perfume.
Unfortunately, due to technological limitations, the scent of a perfume cannot be smelled/felt via an advertisement, which
makes the online purchase decision for customers more difficult (Mahdavi et al., 2020). A scientific report explained that the
part of the human brain that process motivation, memory, and emotions (olfactory cortex) is also the part that detects smell
(Herz, 2007; Mensing, 2023). For this reason, fragrance commercials make a great effort to create an attractive advertisement
to manipulate and influence the audiences’ feelings by featuring fantasies, sex, and desire using erotic signs in advertising
(Reichert et al., 2011; Gramazio et al., 2021). A significant amount of studies have been conducted to determine the effects
of different signs in advertisements on the customer perception of advertising attractiveness (e.g., Chen et al., 2005;
Abdolreza Oboudi et al., 2022; Adomaitis et al., 2024), which consequently affects the customers’ intention to purchase (Till
& Busler, 2000; Liu et al., 2007; (Gramazio et al., 2021; Kim & Park, 2023). However, no previous studies have examined the

DOI: 10.17261/Pressacademia.2025.2019 88


mailto:mohammad.karami@neu.edu.tr
mailto:Sarvenaz.safavi@neu.edu.tr
mailto:Nasim.ahmadzadeh@neu.edu.tr
https://orcid.org/0009-0004-7674-9277

Journal of Management, Marketing and Logistics - IMML (2025), 12(2), 88-101 Karami, Safavi, Azar

relationships between voluptuous commercials’ signs, perceived attractiveness of advertisements, and customer online
purchase intention for online perfume shopping. Therefore, the primary aim of this study is to understand the degree of
advertisement attractiveness from the customer’s points of view given the advertisement signs and examine the effect of
perceived attractiveness on customers’ intentions to purchase perfume online.

Remarkably, it was noted that a specific type of advertising appeal influences the degree to which customers feel that they
are connected to an advertisement (Bush et al., 1999). Marketing researchers, for instance, have found that buyers who have
a generally favorable opinion of an advertisement's appeal are significantly more likely to buy the products advertised in that
advertisement (Phelps & Thorson, 1991). According to Fabrigar and Petty (1999), advertisements that attempt to "match"
the consumer in some manner, either through appearance, personality, or both, are also believed to have a greater chance
of persuading them. It was investigated whether vivid information in the form of sexual appeal in advertising increases
the degree of customer perception of attractiveness, which affects their purchase intention (Reichert et al., 2011; Gramazio
et al,, 2021; Kim & Park, 2023). To the best of our knowledge, no previous study has been conducted to explore the theory
that semiotics in erotic advertisements may have a higher or lower influence on customers’ perception level of advertisement
attractiveness in different circumstances. In addition, a lack of research investigating the factors that may affect the perceived
advertising attractiveness on customers’ online purchase intention has been found in the relevant literature. As a secondary
aim, to address these gaps, this study suggests that customers’ perception of attractiveness in relation to signs in erotic video
commercials may depend on the degree of individual sexual desire. Additionally, this study assumed that a customer’s
intention to purchase online depends on the level of the customer’s sexual desire.

To examine the proposed relationships in this study, a total of 373 valid empirical data collected from audiences were
analyzed. The respondents were asked to complete a self-administrative survey according to their perceptions towards the
erotic Tom Ford video commercials launched in 2020 in which a new perfume was introduced.

The rest of the paper is comprised of a review of previous studies, hypotheses development, methodology, results, discussion
and the limitations of the current study.

2. LITERATURE REVIEW AND HYPOTHESES DEVELOPMENT
2.1. Online purchase intention

The development of the internet has led to rapid changes in society and people's lifestyles. From a business perspective, for
example, most people used traditional methods when they were shopping in the past. Recently, the internet has affected
customers’ preferences, encouraging them to attempt purchasing online (Arief et al., 2023). Online shopping can be done
without any face-to face interaction between the seller/provider and buyer/user (Dahnil et al., 2014; Ha et al., 2015; Arief,
2021). Therefore, researches have indicated that online shopping has reshaped the buying process for a business by reducing
the risk of carrying out the transaction process; however, it probably gives customers a feeling of uncertainty when making
the decision regarding whether to order/shop online (Arief et al., 2023). The sources of such likely feelings might be
customers’ concerns about differences that may exist between the actual function, appearance or quality of what is
virtualized online (Joseph Cronin & Morris, 1989; S. H. Chang et al., 2016) as well as concerns about the personal information
confidentiality (Zhong, 2019). These reasons undoubtedly impact the customer’s decision as to whether to make an online
purchase and conversely, affect the company’s shopping rate negatively. Therefore, creating trust has been suggested as a
preventative action that can increase the confidence of customers in online shopping (Dai et al., 2013; Lim et al., 2016).
However, it is believed that trust cannot be easily formed virtually in online platforms (Arief et al., 2023). Hence, there is an
argument that, before making the decision to purchase, customers seek and evaluate the advertising’s appeal (Munnukka et
al., 2016; Kergoat et al., 2017), follow influencers who support or offer am advertised product (Audrezet et al., 2020; Asan,
2022) or review existing catalogs (Senecal & Nantel, 2004; Lee & Shin, 2014; Ha et al., 2015). All these actions are conducted
by customers to increase their trust and assess the integrity of a product offered online (Mukherjee & Nath, 2007). The
current study focuses on studying advertising and online purchase decisions.

2.2. Signs in advertising

Visual design is known as one of the most effective aspects or language used for communication purposes (Figl et al., 2010).
Signs in visual design comprise vivid information that can help the customer understand/feel products better and change
their attitude by putting them closer to a actual experience (Nowlis et al., 2004). It is recommended that signs are used in
advertising as an effective communication tool (Pieters et al., 2010; Solik, 2014). The main purpose of adverting is to promote
the product or service via textual or virtual to persuade the target audiences to purchase and relatively increase selling growth
(Torresi, 2008). Therefore, signs in advertising are perceived as crucial tools in designing effective advertising to create a
bridge between customers and communicators to increase the efficiency of communication and influence the customer
persuasion (Serban, 2014; Oputa et al., 2019).
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According to existing literature, signs can be divided into verbal (linguistics) and non-verbal (non-linguistic) (Andhika
Dhananjaya et al., 2019; Dewi et al., 2021; Simarmata et al., 2022). Signs are also explained in terms of verbal (linguistics) and
visual signs (non-linguistic) (Eynullaeva & Woodward-Smith, 2012; Agustia & Karmini, 2020). Signs such as verbal and written
language used in commercials are categorized as linguistics signs, while music, objects, and body language are in the category
of non-linguistic signs. Both linguistic and non-linguistics signs have been determined to be influential elements for
advertising attractiveness. For example, the results of neuromarketing studies indicated that the behavioral responses and
attitudes of audiences about attractiveness are effected by the human voice (Casado-Aranda et al., 2017; Belin, 2021), color
(Lynn & Shurgot, 1984; Oboudi et al., 2022), body shape (Del Zotto & Pegna, 2017; Del Zotto et al., 2020), and music (Peretz
& Zatorre, 2012). More specifically, it was shown that erotic signs in advertising affected the attractiveness perception
evaluated by audiences (Tanyildizi et al., 2020; Adomaitis et al., 2024).

A sign is possible to be viewed from different perspectives, and therefore, the interpretation of viewers can vary according
to their cultural background, personalities or social norms (Serban, 2014). Therefore, understanding the viewers’ perception
towards signs in advertising is crucial to attract the customers’ attention and increase the perceived advertisement
attractiveness (Chang et al., 2016; Kim & Park, 2023); therefore, this needs to be explored further. Hence, this study attempts
to determine the relationship between signs and advertising attractiveness in sexually oriented advertising. Therefore, the
following hypothesis is proposed:

H1: Signs have a positive impact on advertising attractiveness
2.3. Perceived Advertising Attractiveness

Attractiveness affects human behavior in individuals' everyday lives (Mulford et al., 1998; Langlois et al., 2000; Takahashi et
al., 2006; Wilson & Eckel, 2006). In the context of marketing, the attractiveness of a product, service or commercial was
shown to be influential in customers’ behavioral intentions (Furaji et al., 2013). It was indicated that advertising attractiveness
is correlated to the ability to communicate ( (DeShields et al., 1996; Phau & Lum, 2000), behavior (Van de Sompel & Vermeir,
2016), and body shape (Bower, 2001). The degree to which an advertisement can astound or hold the interest of its audience
is referred to as its attractiveness or power of impression (Sufa & Munas, 2012). Attractiveness to the target audience is
necessary for advertising messages to be displayed in a way that can stir, evoke, and keep consumers' memories of the
products on offer. The attractiveness of advertising is extremely important due to its role in improving and enhancing the
success of communications with target audiences (lkawati et al., 2021). Due to the fact that there are differences in human
beings’ perceptions, the concept of attractiveness varies among individuals based on their personal judgment (Horton, 2003),
which is also a concern for markets to understand customers’ perceptions towards and create attractive advertising.

The degree and intensity of perceived attractiveness can be explained by the theory of source attractiveness (Petty et al.,
1997). The source attractiveness theory is founded on the basis of three aspects, namely similarity, familiarity and likability
(Petty et al., 1997). Similarity is when audiences consider the commercial content/features like them; as a result, they find
this commercial more attractive. Familiarity describes the level of audiences’ knowledge about the advertised product, which
means that more awareness about the product positively affects the audience’s perceived attractiveness about the
advertisement. Likability is the reflection of emotional affection towards physical appearance, behaviors, or other personal
traits in an advertisement (Kiecker & Cowles, 2002; Sanders, 2005).

The desire of consumers to purchase fashion products is significantly influenced by aesthetic design and attractiveness
(Eckman & Wagner, 1994; Seifert & Chattaraman, 2017). For example, using the fMRI image processing technique, neuron
marketing studies have indicated that advertising attractiveness is a significant factor affecting customers’ intention to
purchase ((H. J. J. Chang et al., 2016). Additionally, research findings have revealed that the attractiveness of commercials
from a customer perspective has a significant influence on their decision to buy (Guido et al., 2011; Gramazio et al., 2021).
Due to the lack of research in an online purchasing context, this study aims to understand the effect of overall customers’
perception of erotic advertising attractiveness on their decision to purchase online. Hence, it is hypothesized that:

H2: Perceived advertising attractiveness has a positive impact on online purchase intention.
2.4. Self-Sexual Desire as Moderator

Sexual desire is described as a drive, wish, or motivation to engage or participate in sexual activity or achieve sexual intimacy
(Levine, 1987; Basson, 2000). The inclination of a person to act toward or away from sexual behavior depends on a number
of forces (Levine, 2003; Mark et al., 2014). People's sexual desires are a reflection of their aesthetic preferences indicating
how an individual feels and thinks about beauty in terms of age, race, and physical characteristics (Levine, 2002). The object
of sexual desire can differ greatly depending on the individual (Mark et al., 2014). Sexual desire has been highlighted as a
strong human behavior motivator, which consequently affects subsequent thoughts and behaviors (Sternberg, 1988). Sexual
desire was suggested as the source of dispositional responses (include affective responses, informational responses, and
fantasy responses) among individuals (White & Kelley, 1988). Erotophobia and erotophilia are the two main categories of
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sexual dispositions, which are dispositional reactions to sexual stimuli along a positive-negative dimension of affect and
evaluation (White & Kelley, 1988). People who identify as erotophilic are more likely to discuss sex, educate themselves about
sexual matters, take precautions against STDs (Sexually Transmitted Diseases), and comprehend material that is sexually
explicit in the media. Conversely, erophobics exhibit a more conservative reaction to sexual stimuli and refuse to learn about
sexually oriented contents. More precisely, erotophilic people are more likely than erotophobics to access and manipulate
external sexual images internally (White & Kelley, 1988). Therefore, individuals with higher levels of positive sexual cognition
are more likely to perceive sexually explicit content in product advertisements as a standard component of advertising,
whereas individuals with higher levels of negative sexual cognition are more likely to have negative attitudes toward sexual
stimuli and to react critically to sexually explicit advertising (Pan, 2014).

According to the concept of attractiveness similarity, consumers prefer products that match their personality (Aguirre-
Rodriguez et al., 2012; Bekk et al., 2016). Findings indicate that similarity leads to liking and attraction, and conversely,
dissimilarity causes ignorance (Byrne et al., 1986). For example, people like other people who have similar personality
characteristics (Feingold, 1988; Shaw Taylor et al.,, 2011). We argue that customers perceive attraction towards erotic
commercials based on their self-sexual desire and this also affects their intention to purchase online. This study therefore
attempts to investigate whether individuals’ sexual desire has a moderating role in customers’ decision whether to purchase
advertised perfume online. Therefore, this study suggests that the degree to which signs affect advertising attractiveness
might be influenced by individual sexual desire. Additionally, it is suggested that individual sexual desire influences the impact
of advertising attractiveness on customers’ intention to purchase online. Hence, it is hypnotized that:

H3: Self-sexual desire moderates the relationship between semiotic signs and advertising attractiveness.
H4: Self-sexual desire moderates the relationship between advertising attractiveness and purchase intention.

On the basis of reviewed literature and hypothesis development, this study proposes the following research framework
(Figure 1).

Figure 1: Conceptual Framework

Self-Sexual Desire

<]

Percelved {
Advertisement W Advertisement v Online Purchase
Signs s " Intention
H1 Attractiveness n2

3. DATA AND METHODOLOGY
3.1. Sign Extraction

According to the objective of this study, a voluptuous video commercial of a Tom Ford fragrance released in 2020 was chosen
for analysis (https://www.youtube.com/watch?v=CoTU5GSKzyY). With the assistance of semiotics scholars, the signs were
extracted, and they formed a multi-sign system consisting of both linguistic and non-linguistic signs. All linguistic and non-
linguistic signs were considered important and were categorized into four groups as follows:

- Body shape (belly, breast, shoulder, waistline, eye, lips, biting, rubbing)

- Voice/noise (spoken person-music)

- Color (peachy, pink, black, red, yellow)

- Physical features (skin, peach, grapefruit, wood, peach core, water, sweats)

These categories were used to create the construction of signs in the survey questionnaires.
3.2. Data Collection

To collect the primary quantitative data, a self-administered questionnaire was distributed in February 2025. Using the
convenience sampling technique, a form consisting of a filter question and a request for the recipient's email address was
distributed to 500 respondents. Given the results of previous studies, students were shown to be interested in experiencing
online shopping (e.g., Harahap & Amanah, 2018; Syahiman Ghazalle & Abdul Lasi, 2021). Hence, the sample of the study
consisted of college/university students in Nicosia, Cyprus, due to the large number of available universities and students.
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Given the results of the filter question, 93 respondents were eliminated from the rest of the data collection process due to
not having experience in online purchasing. Therefore, a total of 407 respondents who had experienced online purchasing
were listed with their email addresses. Using the judgmental sampling technique (non-probability) in the form of a Google
survey, the questionnaire, including demographic and construct sections, was distributed to those on the email list. A
voluptuous fragrance commercial of Tom Ford released in 2020 was attached to the online survey, and the respondents were
asked to respond to each question according to their perception of the video commercial. A pilot study was conducted based
on 30 participants to ensure the validity and reliability of the research instruments. According to the results, several
corrections were made to the questions in terms of length, clarity, format, and the sequence of the items. After sharing the
survey, a total of 373 responses were returned, indicating a satisfactory response rate of 91.67%. Therefore, 373 data were
used for the data analysis process. All participants signed a term of free, informed consent, which was separated from the
research protocol to ensure data anonymity. No incentives or rewards were provided to the participants.

3.3. Questionnaire Construct

The survey included two parts. The first was the demographics part, including questions on age, income, marital status, level
of education, frequency of visiting the salon, and a filter question. The second part comprised the constructions and items of
the survey questionnaire. The demographic data of the respondents is presented in Table 1.

Table 1: Respondents’ Demographic Profile

Measure Item Frequency (N=373) (%)
Gender Male 104 27.88
Female 269 72.17
Age 18-22 68 18.23
23-27 114 30.56
28- 32 73 19.57
33-37 45 12.06
38-43 48 12.87
43- above 26 6.97
Education level Bachelor student 254 68.18
Master student 96 25.71
Ph.D. student 23 6.17
Marital status Single 311 83.35
Married 52 13.94
Divorced 10 2.68

The results showed that a majority of participants were female (72.17%), and in terms of age, most of them were between
23-27 years old (30.56%). According to the education level, most of the respondents were students at the bachelor level
(68.18), while a smaller proportion were Ph.D. students (6.17). Furthermore, a majority of the participants were single
(83.35%). The statistics indicated that most of the students had experienced online shopping before, were single bachelor
students, in the 23-27 age range, and female.

3.4. Research instrument

Items for each of the proposed research constructs in the questionnaire were modified from earlier studies in the relevant
literature to ensure content validity. Each of the constructions was given a minor adjustment to bring them into line with the
purpose of the study. The dimensions of signs such as color (3items), voice/noise (7items), body shape (3items), and physical
features (2items) were measured by items adopted from KodZoman et al. (2022), F. Chen et al. (2022), Zoghaib (2017),
Anglada-Tort et al. (2021) and van der Walt et al. (2007). In addition, items used to assess the perceived attractiveness were
adopted from W. Kim & Cha (2021) (5items), while online purchase intention was evaluated using the items adopted from
Al-Adwan et al. (2022) and Tilahun et al. (2023) (5items). For construct measurement, five-point Likert-type questions were
employed (1 reflected “strongly disagree” and 5 reflected “strongly agree”). Table 2 shows the example item for each
construct.

Table 2: Question Examples

Signs Example

Color The color of the XXX commercial was hot (black, red, and pink)

Voice/Noise The music perfectly gives the feeling that the perfume is voluptuous.

Body shape An advertisement with an attractive body shape grabs my attention.

Physical feature The bitter peach perfectly gave me the feeling that the perfume is voluptuous.
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Advertising Attractiveness | think the XXX advertisement is attractive.
Online Purchase Intention | am excited to purchase the product shown in the XXX advertisement.

Self-sexual desire was measured with the Self-Sexual Schema (SSS) survey questionnaire developed by Andersen &
Cyranowski (1994). Self-Sexual Schema is a construct used in studies dealing with sexual reaction/behavior towards
advertising (Reichert et al., 2011) in which participants are asked to accurately describe themselves using a seven-point scale
ranging from zero (“not at all descriptive of me”) to six (“very much descriptive of me”). This survey has been designed in the
form of two versions: one scale for males and one for females. In the female scale, 26 adjectives are measured and categorized
based on the overall scores into three dimensions consisting of two positive (“passionate-romantic” and “open-direct”) and
one negative dimension (“embarrassed-conservative”). According to previous research, the SSS female scores ranged from —
4 (negative) to 111 (positive; M = 60.37, Std. Dev. = 17.35). The reliability of the construct was tested using Cronbach's alpha
and reported as 0.82 and 0.72 as a result of two different attempts (Andersen & Cyranowski, 1994; Wiederman & Hurst,
1997). On the other hand, the male version of SSS is evaluated based on 27 adjectives in categories of three dimensions,
including “passionate-loving”, “powerful-aggressive”, and “open-minded-liberal”. In the male version, the scores range from
52 to 162 (M=106-304, Std. Dev. =19.21). The alpha values of the construct also were reported to be 0.86, 0.75, and 0.77 in
three different researches (Andersen & Cyranowski, 1994; Schover et al., 2002; Sibley & Wilson, 2004). The SSS scale evaluates
the same concept for both males and females; therefore, one scale can be used for data collection and the results can be
evaluated based on the individual distance to the mean of the specific gender (Reichert et al., 2011).

|u

3.5. Data Analysis

The data were analyzed using the valid statistical tools SPSS and AMOS (v.24). The values of Cronbach’s a, composite reliability
(CR), average variance extracted (AVE), and confirmatory factor analysis were checked in order to assess the construct validity
and reliability. The constructs’ relationships were examined using SEM multivariate analysis.

4. DATA ANALYSIS AND RESULTS
4.1. Reliability and Validity

As a prior step, common method bias (CMB) was checked to ensure the data were free of any CMB. The results of Harman’s
single-factor test indicated that the first factor explained 40.17% of the total variance, which is less than the accepted limit,
suggesting no common method bias in the data (Podsakoff et al., 2003). To assess the internal consistency, Cronbach's a and
composite reliability (CR) indices were checked. The outcomes of the Cronbach's alpha and CR analyses revealed that all
values were higher than the acceptable limit of 0.7 (Fornell & Larcker, 1981; Nunnally, 1975), and ranged from 0.72-0.85 and
0.83-0.95 for Cronbach's alpha and CR, respectively. Consequently, there was sufficient internal consistency across all
constructs, indicating the satisfactory reliability of the research constructions. The indicators of Cronbach's a and composite
reliability (CR) are shown in Table 5.

For construct validity, previous studies have indicated that to ensure convergent validity, the CR and AVE values should be
higher than 0.7 and 0.5, respectively (Bagozzi & Yi, 1988). Additionally, the factor loading (FL) value for all items should be
higher than 0.5 (Jalilvand et al., 2017). The sufficient condition for convergent validity was confirmed by the test results,
which revealed that each of the FL, CR, and AVE indices in the measurement model was higher than the permissible threshold
(Table 3).

Table 3: The Factor Loading, Reliability, And Validity Indicators

Construct Items Mean FL AVE CR Cronbach’s a
Signs (SI) 0.61 0.95 0.72
Color SI1 4.65 0.91

SI2 4.96 0.82

SI3 4.30 0.90
Noise/Voice Sl4 3.85 0.69

SI5 4.25 0.61

Sl6 4,55 0.72

SI7 423 0.77

SI8 4.68 0.86

SI9 4.80 0.59

SI10 4.57 0.83
Body shape SI11 4.65 0.78

SI12 4.33 0.92
SI13 4.40 0.84
Physical features Si14 4.88 0.73
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SI15 4.90 0.87

Perceived Advertisement Attractiveness (PAA) PAA1 4.56 0.88 0.87 0.94 0.78
PAA2 4.35 0.92
PAA3 4.15 0.86
PAA4 4.86 0.93
PAAS 4.45 0.84

Online Purchase Intention (OPI) OPI1 441 0.61 0.51 0.83 0.85
OPI2 3.80 0.76
OPI3 3.93 0.68
OPI4 3.24 0.65
OPI5 4.41 0.85

Self-Sexual Desire SSD 120.51 *Ax 0.72 0.86 0.81
1-26

Note: *** shows that all loading factors for SSD were higher than 0.5.

Moreover, the pairwise construct comparison matrix of Fornell and Larcker (1981) was used to check the discriminant validity.
The discriminant validity of a construct is confirmed when the square roots of its AVE are larger than the values of its
correlation coefficient with other constructs. The Heterotrait—Monotrait ratio (HTMT) was also assessed to confirm the
discriminant validity of the constructs (Cohen, 1988; Tian et al., 2022). Given that the HTMT values were lower than the
acceptable threshold of 0.9, there was no discriminant validity (Henseler et al., 2015). Consequently, the discriminant and
convergent validity were verified. The Fornell and Larcker test and HTMT test results are shown in Table 4.

Table 4: Discriminant Validity

Pairwise construct comparison

Construct S| PAA OPI SD
S| 0.781

PAA 0.433 0.932

OPI 0.544 0.603 0.714

SD 0.572 0.384 0.556 0.848
Heterotrait—-Monotrait ratio (HTMT)

Construct S| PAA OPI SD
S| -

PAA 0.725 -

OPI 0.722 0.681 -

SD 0.432 0.546 0.495 -

Notes: Bolded-italic indicators represent the square root of AVE. Values below the diagonal level are correlation coefficients;
the level of significance is p<0.05.

4.2. Testing of Hypotheses
4.2.1. Direct Association

Structural equation modeling (SEM), a reliable multivariate technique, was used to test the proposed hypotheses. The
goodness of model fit was accepted by the model-fit indices in the structural model (x2/df= 2.26, GFI= 0.92, AGFI= 0.86,
NFI=0.89, CFI=0.91, and RMSEA= 0.037). Table 5 presents the values of the constructs’ relationships and model fit indices.

Table 5: Results of Relationships

Hypothesizes Path Estimate (B) P-Value Variance explained (R2) Result
H1: SI—>ATT 0.412 *oAx 0.58 Positive
H2: ATT —>O0PI 0.126 *k 0.51 Positive
Model fit indices

Fit indices Values Acceptable value Suggestions

GFI 0.92 >0.8 (Scott, 1995)

AGFI 0.86 >0.8 (Scott, 1995)

NFI 0.89 >0.8 (Hair et al., 2010)

CFI 0.91 >0.9 (Bagozzi & Yi, 1988)
RMSEA ( 0.037 <0.08 (Bagozzi & Yi, 1988)
x2/df 2.26 <3 (Hayduk, 2023)

Notes: *p<0.10; **p<0.05; ***p<0.001
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The results revealed that all hypothesized relationships were significant at a p value greater than 0.05. The finding of a
significant positive relationship between signs and perceived advertisement attractiveness supported H1 (B = 0.412, p<
0.001). Furthermore, the relationship between perceived advertisement attractiveness and online purchase intention
supported H2: (B = 0.126, p< 0.05). The explained variances (R2) of perceived advertisement attractiveness and online
purchase intention were 0.58 and 0.51 percent, respectively, indicating a medium effect size of R2 since the indices exceeded
the cutoff value of 0.50 (Ozili, 2022).

4.2.2. Moderator Effect

To test the moderating effect of self-sexual desire on the relationship proposed in the model, a bootstrapping procedure was
performed in AMOS. The results illustrated that self-sexual desire had a significant positive total effect on the relationship
between signs and perceived advertisement attractiveness, and the relationship between perceived advertisement
attractiveness and online purchase intention. This indicates an overall direct impact of the determinant variables on the
predicted variables. The results are reported in Table 6.

Table 6: Results of the Moderating Influence

Effects Path estimate (B) p-value BSE BLCL BUCL
Direct effect
SI-ATT 0.412 *oEk 0.042 0.573 0.632
ATT - OPI 0.126 *x 0.061 0.654 0.681
Total effect
SI-ATT 0.305 *k 0.033 0.585 0.647
ATT - OPI 0.111 *k 0.054 0.690 0.711
Total Indirect effect
SI *SD = ATT 0.751 *oEk 0.025 0.651 0.725
ATT * SD = OPI 0.218 *x 0.046 0.701 0.764
Hypotheses results
Indirect path Probability value Result Variance
estimates (B) (p) explained (R2)
H7:RlI *SQ —>AR 0.751 *okk Positive 0.63
H8:RI *RB —=>AR 0.218 *x Positive 0.54

Note: BSE= boot standard error ; BLCL= boot lower confidence level; BUCL= boot upper confidence level; Notes: *p<0.10; **p<0.05;
%k k
p<0.001

The results indicated that when self-sexual desire is included as a moderating variable, the influence of signs on perceived
advertisement attractiveness and perceived advertisement attractiveness on online purchase intention significantly improves
(B =0.751, p <0.001; B =0.218, p<0.05). This result thus highlights a total moderation of self-sexual desire on the relationship
between signs and perceived advertisement attractiveness (BLCL= 0.651, BUCL = 725, p< 0.001) and perceived advertisement
attractiveness and the online purchase intention (BLCL= 0.701, BUCL = 0.764, p<0.05). This statistical evidence also supports
H3 and H4, suggesting that self-sexual desire is the essential ingredient for maximizing the impact of signs on advertising
attractiveness, which increases the online purchasing intention towards the advertised product. Overall, the model suggests
that 63% of the variation in perceived advertisement attractiveness is explained by signs, and 54% of online purchase
intention by perceived advertisement attractiveness. According to the results, self-sexual desire had a stronger impact on the
relationship between signs and perceived advertisement attractiveness. The results of hypothesis testing are shown in Figure
2 and Table 8.
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Figure 2: Estimated Model
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Note: * p <0.10; ** p<0.05; *** p<0.001.

Table 7: Hypotheses Results

H Hypothesis Statement Level Result
H1  Signs have a positive impact on advertising attractiveness. Significant  Supported

H2 Perceived advertising attractiveness has a positive impact on online purchase intention. Significant  Supported

H3 Self-sexual desire moderates the relationship between semiotic signs and advertising  Significant Supported
attractiveness.

H4  Self-sexual desire moderates the relationship between advertising attractiveness and  Significant  Supported
purchase intention.

5. FINDINGS AND DISCUSSIONS
5.1. Empirical Implications

The results of the analyses revealed that signs in the advertisement significantly influenced the customers’ perception
towards the advertisement’s attractiveness (B = 0.412, p< 0.001). These findings are consistent with the results of previous
studies (e.g., Tanyildizi et al., 2020; Adomaitis et al., 2024). Since testing the scent of perfume advertised online is impossible,
this study highlighted erotic signs as a key driver influencing the perceptions of customers in a positive way, which can
increase the attractiveness of video commercials for perfumes. However, it should be noted that it is obvious that using
sexuality to promote products, whether directly or indirectly, can cause conflicting emotions. Relevant ideas, such as moral
and ethical considerations, can aid in the explanation of reactions to sexual appeal (Reichert et al., 2011).

Furthermore, the outcomes of the current study demonstrated that customer perceived attractiveness positively influenced
their intention to order the perfume online (B = 0.126, p< 0.05). This result supports the outcomes of previous studies in the
literature (e.g., Guido et al., 2011; H. J. J. Chang et al., 2016; Gramazio et al., 2021). However, it should be mentioned that
the significance level did not confirm a strong relationship between the variables (moderately), given the analysis’s indices.
These low-significant results might be affected by several factors, such as online purchasing limitation (Roper & S. Alkhalifah,
2020), shipping/delivering national restrictions (Surjandy et al., 2021), international bank transfer boundaries (such as
nationality restriction) (Indiani & Fahik, 2020), lack of brand trust (Igbal, 2021; Ling et al., 2010), and financial power (Law et
al., 2016). Overall, the results of this study place emphasis on the importance of advertisement attractiveness perceived by
customers, given the erotic signs in advertising, in online purchase decision-making in the perfume industry.

Lastly, this study’s results demonstrated the influence of individual sexual desire on the relationship between sign-perceived
attractiveness (B = 0.751, p <0.001) and perceived attractiveness-online purchase intention (B = 0.218, p<0.05). However, no
study has been conducted to specifically test the moderating role of self-sexual desire in the advertising context; the
outcomes confirmed the results of previous studies, highlighting the influential role of self-sexual desire in purchase decision-
making (Reichert et al., 2011). In particular, the results illustrated that self-sexual desire had a greater positive influence on
the relationship between signs and customer perceived attractiveness compared to the attractiveness-online purchase
intention relationship. This result is assumed to be due to the high sexual desire of those participating in the study, considering
that erotic signs that exist in advertising make advertising more attractive. This is supported by the theory of attractiveness
similarity, suggesting that audiences prefer commercials that match their personality (Aguirre-Rodriguez et al., 2012; Bekk et
al., 2016). Therefore, respondents liked the voluptuous video commercial due to its similarity to their interests; thus, it was
perceived to be attractive for them (Byrne et al., 1986). It can be assumed that this result is due to the erotophilic personality
of the respondents, who like/support material that is sexually explicit in the media.
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5.2. Theoretical Implications

It was argued that trust is a key factor in customers' decisions to purchase online, which increases their confidence in ordering
an advertised product (Dai et al., 2013; Lim et al., 2016). However, it has always been a challenge for marketers to create
trust for customers virtually (Arief et al., 2023). Thus, customers constantly seek to persuade themselves to make the right
decision to order an advertised product online. In this line, advertisement appeals were suggested as an influential factor
affecting customer buying decision-making (Munnukka et al., 2016; Kergoat et al., 2017). The signs in the advertising increase
the trust and confidence of customers towards the product, which consequently persuades them to decide to buy online
(Mukherjee & Nath, 2007). Sings that are attractive in the eyes of customers significantly affect the customers’ decisions to
purchase online (Eckman & Wagner, 1994; Seifert & Chattaraman, 2017). As discussed earlier, both linguistic and non-
linguistic signs were reported as influential elements for advertising attractiveness; signs in the form of human voice (Casado-
Aranda et al., 2017; Belin, 2021), color (Lynn & Shurgot, 1984; Oboudi et al., 2022), body shape (Del Zotto & Pegna, 2017;
Del Zotto et al., 2020), and music (Peretz & Zatorre, 2012). Furthermore, it was shown that erotic signs in advertising affected
the attractiveness perception evaluated by audiences (Tanyildizi et al., 2020; Adomaitis et al., 2024), which consequently
influenced their decision to purchase online (Guido et al., 2011; H. J. J. Chang et al., 2016; Gramazio et al., 2021). Therefore,
the findings of this study support attractive signs from the customer perspective in advertising strongly affect potential
customers to act towards online shopping.

According to the theory of source attractiveness, the degree of customer perceived attractiveness significantly depends on
the advertisement similarity, familiarity, and likability from audiences’ perspectives (Petty et al., 1997). Based on the source
attractiveness theory, a commercial is more attractive to audiences if its contents are similar to their personality/character
or when they have knowledge and emotional attachment to physical appearance, behaviors, or other personal traits in the
advertised product (Kiecker & Cowles, 2002; Sanders, 2005). Therefore, the current study assumed that sexual desire is the
strongest human behavior motivator, which relatively affects the subsequent thoughts and behaviors (Sternberg, 1988), and
affects the attractiveness and online purchase decision-making for erotic video commercials. Given the outcomes of the
study, the sexual desire of individuals was shown as a stimulator of customer perception of attractiveness and online
purchasing decisions as well.

6. LIMITATIONS AND SUGGESTIONS

Several limitations were detected, and recommendations are provided to be addressed in future studies. Firstly, the target
audience of this research was the students in the capital city of Cyprus, who might face difficulties in purchasing/ordering
specific products online, thus affecting their decision to order online. Therefore, it is suggested that future studies consider
larger regions as the target market to address and overcome these obstacles (e.g., socially, psychologically, geographically,
and culturally). Secondly, this study’s objective was not to specifically examine the effect of each element of signs in the
proposed model. Therefore, it is suggested that future studies test the impact of each element independently on customer
perception. Lastly, in future studies, researchers are suggested to focus on commercials for other products such as clothes,
hair fashion, and cosmetics.

7. CONCLUSION

This study was conducted to examine the effect of signs in voluptuous video commercials on the customer perceptions of
attractiveness and consequently on online purchase intention. Additionally, the influence of self-sexual desire on the
proposed relationships was tested. To test the hypotheses in the model, a voluptuous video commercial of a Tom Ford
perfume was chosen, and data were collected from students attending universities in Nicosia, Cyprus. Using SEM, 273
empirical data were tested, and the results revealed significant positive correlations among the constructs’ relationships.
Furthermore, the moderating effect of self-sexual desire was tested, and it was found to have a significant positive effect on
signs-perceived advertisement attractiveness and perceived advertisement attractiveness-online purchase intention.
However, the moderating effect was shown to be stronger between signs-perceived advertisement attractiveness
relationships. The outcomes of this study contribute to the literature on behavioral intention, advertising, communication,
and customer relationship marketing.
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