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ABSTRACT 
 

The study serves to explore the impact of homosexual advertising models on brand perception 

and  purchase intention in respect to rural consumers in 

MtDarwin.Theresearcherusedcausalresearchdesignsoastoascertaintherelationshipbetweenhom

osexualadvertisingmodels,brandperceptionandpurchaseintention.Theresearcherusedaquestion

naireincollectingdata,tomeasuretheattitudeofpeopletowardshomosexualitytheresearcherusedth

eGenderDifferencesbyK.Gozali's2002,PurchaseIntentionScale,developedbyRuthN.Boltonand

YoramWindforpurchaseintentionTomeasuretheattitudetowardstheadvertisertheresearcherused

theAttitudetowardtheAdvertiser(AAd)scaledevelopedbyMackenzieandLutzin1989.Thestudyi

nvolvedasamplesizeof250ruralrespondents,thedatawasanalysedusingsimplelinearbivariateregr

essionastheinferentialstatisticalmethodontheStatisticalPackageforSocialScience(SPSS)20and

Amos.Resultsobtainedthedatawaspresentedintheformoftablesandfigures.Hypothesistestingrev

ealedthatthereisanegativerelationshipbetweenconsumersandbrandsthatarerepresentedbyhomos

exualadvertisingmodels.Thefindingsobtainedfromthedataanalysiswerethenlinkedtotheobjectiv

esofthestudy.Theseobjectivesincludedexaminingtherelationshipbetweenbrandperceptionofho

mosexualadvertisingmodelsandpurchaseintention,theassociationbetweenattitudestowardsadve
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rtisingmodelsandpurchaseintention,andfinally,thecorrelationbetweenbrandimageofhomosexua

ladvertisingmodelsandpurchaseintention. 
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   CHAPTERI 

 

 

INTRODUCTION 

 

 

1.0 Introduction 

 

Thisresearchexaminestheperceptionofconsumersonhomosexualadvertisingmodels,particularly

inthecontextofdiverseculturalandsocialsettingssuchasZimbabwe.TheZimbabweanformerPresi

dentCdeRobertMugabewasquotedinNewsday,2013sayingthathomosexualsareworsethanpigsa

nddogs.Thisshowsthatthepresidentwas‘homophobic’asmuchasotherpeopleare.Theresearchsee

kstounderstandiftheordinarypeoplesharethesameperceptionStudiesfromotherAfricancountries

andtheglobalcontextprovidevaluableinsights.Forexample,astudyinSouthAfricafoundthathetero

sexualconsumerswithahightolerancetowardhomosexualityhavemorepositiveattitudestowardles

bianandgay-

themedadverts.Anotherstudyfocusedontheinfluenceofconsumers'toleranceofhomosexualityont

heirattitudestowardhomosexualadvertising.Thesefindingssuggestthatconsumerattitudestoward

homosexualadvertisingmodelsareinfluencedbytheirtoleranceofhomosexuality.AreportbyNiels

enhighlightedtherepresentationgapinadvertisingdirectedtowardtheBlackLGBTQ+community,

emphasizingtheimportanceofauthenticinclusiontoconnectwiththisaudienceanddrivepurchasein

tention. 

 

1.1 BackgroundofStudy 

 

Inanincreasinglydiverseandinclusiveglobalmarketplace,brandsfacethechallengeofcreatingadve

rtisingcontentthatappealstoawidedemographicwhileremainingsensitivetothevaryingbeliefsand

valuesofconsumers.TherepresentationofLGBTQindividualsinadvertising,particularlyhomosex

ualmodels,isasubjectthathasbeenlargelydebatedandissignificantinunderstandingconsumerbeha

vior.Thispromptsastudyofconsumerperceptionofhomosexualadvertisingmodelsandtheirinfluen

ceonbrandperceptionandpurchaseintention.Thepresenceofhomosexualmodelsinadvertisingcan
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beadouble-

edgedswordforbrands.Whileitmaypromotediversityandinclusivity,potentiallyenhancingbrandi

mageandloyaltyamongprogressiveandliberalconsumersegments,itmayalsotriggerbacklashorne

gativeperceptionsamongstconservativeaudiences.Theresponseofconsumerstohomosexualadve

rtisingmodelscansignificantlyinfluencetheirperceptionofabrand'sidentityandvaluesandshapeth

eirsubsequentpurchaseintentions. 

 

Abodyofresearchsuggeststhatconsumerattitudestowardhomosexualadvertisingmodelsdifferbas

edonvariousfactorssuchasculturalbackground,personalvalues,andlevelsofexposuretodiversese

xualorientationsinthemedia.OakenfullandGreenlee(2005)positedthatconsumersgenericallyspli

tintotwogroups:thosewithprogressiveattitudeswhoreactpositivelytohomosexualimageryinadve

rtisingandthosewithconservativeattitudes. 

 

Empiricalstudieshavesoughttomeasureconsumerreactionstohomosexualadvertisingmodelsusin

gvariouspsychologicalconstructs,includinghomophobia,socialidentitytheory,andsocialinteracti

ontheory.Forinstance,AngelineG.CloseandGeorgeZinkhan(2004)examinedhowhomosexualim

ageryinadvertisementsaffectsconsumers’attitudestowardtheadvertisementandbrand,aswellasth

eirintentiontopurchase. 

 

Consumerattitudestowardhomosexualmodelsinadvertisingalsovarybasedonthenatureoftheprod

uctbeingadvertised.Forconsumablesoreverydayproducts,suchasfoodorhouseholditems,thesexu

alorientationofthemodelsmaybedeemedirrelevant.Conversely,forproductsrelatedtobeauty,fash

ionorthosethatcarryaninherentexpressionofidentity,consumersmaybemorediscerninginhowthe

portrayalofmodelsalignswiththeirpersonalbeliefsandsocialnorms. 

 

Thepotentialimplicationsformarketersaresignificant–

theymustnavigatethepotentiallypolarizingeffectsofhomosexualadvertisingmodels,balancingth

edesiretoappearmodernandinclusivewiththeriskofalienatingconsumers.Thisiswhereunderstand

ingthebackgroundofconsumerperceptionbecomesimmenselyvaluable.Bygaugingtheimpactoft

hesemodelsonbrandperceptionandpurchaseintention,brandscancraftstrategicmarketingcampai

gnsthataresensitivetoconsumerpreferencesandattitudes. 
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1.2ProblemStatement 

 

Theutilizationofhomosexualadvertisingmodelshasbecomeanincreasinglyprevalentapproachinc

ontemporarymarketingstrategies,aimingtoreachouttoabroaderaudienceanddemonstrateinclusiv

ity.However,thisapproachisnotwithoutitschallengesasitraisescriticalquestionsregardingconsu

merperception,brandimpression,andpurchaseintention.Theproblemstatementconcerningtheim

pactofhomosexualadvertisingmodelsonbrandperceptionandpurchaseintentionsrevolvesaround

understandingconsumerreactionstosuchmarketingtacticsanddetermininghowtheyaffectconsum

erbehaviorandtheoverallbrandimage. 

 

Theprimaryissuefocusesonhowconsumersperceivebrandsthatutilizehomosexualmodelsintheira

dvertisements.Itisessentialtoexamineifthepresenceofsuchmodelsresonateswithconsumersasap

ositivereflectionofdiversityandinclusivityorifitelicitsadversereactionsbasedonpersonalbeliefso

rculturalnorms.Thisperceptiondirectlyinfluencesthebrand'simage,astheconsumer'sattitudetowa

rdtheadvertisementmaytransfertothebranditself,shapingitspublicimageeitherfavorablyorunfav

orably. 

 

Secondly,theproblemextendstopurchaseintentions.Evenifconsumersperceiveabrandpositivelyf

oritsinclusivityefforts,itdoesnotnecessarilytranslatetoincreasedpurchasebehavior.Consumersm

aystillexhibithesitancyorchoosealternativesduetodeeplyrootedsocialstigmasordiscomfortwithh

omosexualityportrayedinmarketingmaterials.Understandingthecorrelationbetweenpositivebra

ndperceptionandactualpurchaseintentionisessentialinassessingtheeffectivenessofusinghomose

xualadvertisingmodels. 

 

1.2 ResearchObjectives 

 

Thestudyaimedtoachievethefollowingobjectives: 

1. Todeterminetherelationshipbetweenbrandperceptionofhomosexualadvertisingmodelsa

ndpurchaseintention. 

2. Toascertaintherelationshipbetweenattitudestowardshomosexualadvertisingmodelsand

purchaseintention. 
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3. Todeterminetherelationshipbetweenbrandimageofhomosexualadvertisingmodelsandco

nsumerpurchaseintention 

 

 

 

1.3 StatementofHypothesis 

 

Thestudyformulatedthefollowinghypothesis 

H1:Thereisanegativerelationshipbetweenbrandperceptionofhomosexualadvertisingmodelsand

purchaseintention. 

H2:Thereisanegativerelationshipbetweenattitudestowardshomosexualadvertisingmodelsandpu

rchaseintention. 

H3:Thereisanegativerelationshipbetweenbrandimageofhomosexualadvertisingmodelsandcons

umerpurchaseintention. 

 

1.4 SignificanceoftheStudy 

 

Marketersandadvertisers:Understandinghowconsumersrespondtohomosexualmodelsina

dvertisingcanguidecompaniesindevelopingmoreinclusiveandeffectivemarketingcampaigns

.Thiscanleadtoincreasedbrandawareness,positivebrandassociations,andultimately,highersa

les. 

LGBTQ+community:Thestudy'sfindingscandemonstratetheinfluenceandpurchasingpow

eroftheLGBTQ+consumersegment.ThisknowledgecanempowertheLGBTQ+communityb

yshowingthepotentialimpacttheyhaveonmarketingstrategiesandrepresentationinadvertisin

g. 

Policymakersandregulators:Theresearchmayinformpolicymakersandregulatorswhoarec

oncernedwithfairandinclusiveadvertisingpractices.Thedatacancontributetodiscussionsonpr

omotingdiversityandrepresentationinadvertisingacrossvariousindustries. 

Academicsandresearchers:Thestudycontributestothegrowingbodyofresearchonconsumer

behaviorandtheimpactofdiversityinadvertising.Thisknowledgecaninformfutureresearchonr

epresentation,brandperception,andconsumerdecision-making. 
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1.5 LimitationsoftheStudy 

 

Thereareseverallimitationsofthestudyonconsumerperceptionofhomosexualadvertisingmodels: 

 

Causality:Whilethestudymayidentifycorrelationsbetweenvariables,itcannotdefinitivelyest

ablishcause-and-

effectrelationships.Forexample,apositivecorrelationbetweenhomosexualmodelsandpurcha

seintentionmightnotnecessarilymeanthemodelscausedtheincreasedintention. 

Culturalvariations:Consumerattitudesandresponsestoadvertisingcanvarysignificantlyacr

osscultures.Thestudyfindingsmightnotbeapplicabletoglobalmarketswithoutconsideringcult

uralcontext. 

Socialdesirabilitybias:Participantsmightanswerquestionsinawaytheybelieveissociallydesi

rable,potentiallyskewingtheresults.Forexample,someonemightsaytheyaremorelikelytobuy

aproductwithahomosexualmodel,eveniftheirtruefeelingsdiffer. 

OveremphasisonNegativeResponses:Someresearchmayfocusonthenegativeemotionalres

ponsesofheterosexualconsumerstoadswithgayimagery,potentiallyoverlookingthepositiveef

fectsofsuchimageryonbrandperceptionandpurchaseintention. 

 

Despitetheselimitations,thestudiesonconsumerperceptionofhomosexualadvertisingmodelsprov

idevaluableinsightsintotheimpactofsuchimageryonbrandperceptionandpurchaseintention.Furt

herresearchcanhelpaddresstheselimitationsandprovideamorecomprehensiveunderstandingofth

istopic. 

 

 

 

 

 

 

 

1.6 DelimitationoftheStudy 

 

Thedelimitationsfromtheresearchonconsumerperceptionofhomosexualadvertisingmodelsonbr

andperceptionandpurchaseintentionmayincludethefollowing: 
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1.FocusonPrintAdvertisements: 

Somestudiesmaybedelimitedtoexaminingtheeffectsofhomosexualimageryinprintadvertisement

s,whichmaynotcapturethefullrangeofadvertisingformatsandchannels. 

 

2.LimitedtoCertainDemographicGroups: 

Somestudiesmaybedelimitedtospecificdemographicgroups,suchasheterosexualconsumers,and

maynotfullycapturetheresponsesofothergroups,suchastheLGBTQ+community. 

3.EmphasisonNegativeEffects: 

Somestudiesmaybedelimitedtoexaminingthenegativeeffectsofhomosexualimageryonbrandper

ceptionandpurchaseintention,potentiallyoverlookinganypositiveeffectsornuancesinconsumerr

esponses. 

 

4.ExclusionofOtherVariables: 

-

Somestudiesmaybedelimitedintheirfocusonconsumerresponsesandmaynotfullyexploreotherva

riablesthatcouldinfluencetheeffectsofhomosexualimageryinadvertising,suchasculturaldifferen

ces,individualdifferences,orcontextualfactors. 

 

Thesedelimitationshighlightthespecificboundariesandfocusofthestudiesonconsumerperception

ofhomosexualadvertisingmodels.Whilethesedelimitationsprovidevaluableinsightswithintheird

efinedscope,theyalsopointtoareasforfurtherresearchandexploration. 

 

 

 

 

1.7 DefinitionofKeyTerms 

 

 Homosexuality-

referstothesexualattractivenessandactivitiesbetweenpeopleofthesamesex 

 BrandPerception–

itisameasureoftheoverallimageandreputationofaparticularbrandintheeyesofconsumers 
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 PurchaseIntention-

referstothelikelihoodthatacustomerwillbuyaparticularproductorservice 

 

1.8 Summary 

 

Thischapterlookedatthebackgroundofthestudy,statementoftheproblem,purposeofthestudy,obje

ctives,researchquestions,assumption,definitionofterms,delimitations,limitationsofstudy.Thisc

hapteralsointroducestheresearch’sparadigm.Thenextchapterwillcovertheliteratureofthestudy. 
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CHAPTERII 

 

LITERATUREREVIEW 

 

 

2.0Introduction 

 

Advertisinghaslongbeenafixtureinassociatedwithcertainculturalartifactsandactivities.Thequest

ionofhowadvertisingaffectspurchasebehaviorisofcrucialimportancetoadvertisers,asitjustifiesth

eenormousexpenditureonadvertising,aswellastheexistenceofadvertisingfirmsthemselves.Thisr

esearchprovidesinsightsandinformationthathelpsthemimprovetheiradcampaignsandhelpsconsu

mersbetterunderstandtheirownbehaviorsandwhytheymakecertainpurchases.Italsoaddstotheexi

stingliteratureonhowadvertisingaffectsgeneralsocialstereotypesofgaysandlesbians.Ourcapitalis

tsociety,amediumwhichcommunicatestheextensivearrayofprofitablegoodsandservicestoconsu

mers.However,inrecentyears,advertisingagencieshaveincreasinglyturnedtoso-

calledlifestylethemes,usingtheassociationofamantoacertainactivityorproductinanefforttocapita

lizeontheemotionalandself-

expressiveaspectsofconsumerbehavior.Consumerlifestyleadvertisingisanattempttoassociateapr

oductbrandwithalifecultureorsubculture.Researchintohomosexualadvertisingimageryisparticul

arlyimportantbecauseofitslifestylenature.Homosexualindividualshavelongbeen 

2.1TheoreticalReview 

 

2.1.1ConsumerPerception 

 

Consumerperceptionistheperceptionofaproductorserviceasitisformedinaconsumer’smindbased

oninformation,educationandexperiencewiththatproductorservice.(KellerandBlock2019).Perce

ptionisapsychologicalvariableinvolvedintheprocessofchangestimulusintomeaningfulinformati

on.Perceptionistheprocessbywhichpeopleselect,organize,andinterpretinformation,giventothem

throughthesenses,inordertomakesomesenseoftheworldaroundthem.Itisacomplexprocessthatin

volvesselection,organizationandinterpretation.Consumerscanbeexposedtothesamestimulusand

interpretitdifferently,duetofactorsinthefourstagesoftheinformationprocessing.Theseincludethe

environmentalfactorsofthemarketingmix,individualfactors,andfactorsofthestimulus,andhavea

profoundeffectonconsumerbehavior(Kotleretal.,2021).Perceptionoccursthroughaseriesofpsyc
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hologicalprocesses,throughwhichdirectinfluencesonconsumerbehaviorcanbeidentified(Solom

onetal.,2019).Theseincludesensoryadaptation,attention,andtheinterpretationofstimuli,andcanb

eapplieddirectlytoconsumerbehavior. 

2.1.2Advertising 

 

Advertisingisaformofcommunicationusedtopromoteorsellproducts,services,orideasbyprovidin

ginformationtoconsumers.Thequote"advertisingisnothingbutsalesmanshipinprint"(Parameswa

ran,2002)capturestheessenceoftraditionaladvertising'spersuasivenature.Whilethisremainsacor

efunction,advertisinghastranscendeditsorigins.It'snolongerjustasalespersoninprint,butrathera

multifacetedcommunicatorutilizingavastarrayofmediachannelstoinfluencethemindsofabroada

udience.Theobjectivesofadvertisingcanvarydependingonthespecificmarketingcampaign,butso

mecommongoalsinclude 

 Brandawareness:Createconsumerawarenessofanewbrandorproduct(Fill,2017). 

 Brandimage:Shapeorenhanceconsumerperceptionofabrand(Keller,2016) 

 Attitudesandpreferences:Influenceconsumerattitudesandpreferencestowardsabrando

rproduct(Shimp,2000)ultimatelyleadingtoincreasedsalesandbrandrecognition.Advertising

playsacrucialroleindifferentcommunities,asitcanhelptobuildsocialnormsandvalues,promot

ediversityandinclusivity,andchallengestereotypes. 

 Purchaseintention:Driveconsumerstopurchaseaproductorservice(Farley,2018) 

 

Schroeder(2002)arguesthatadvertisinghasbecomeadominantglobalcommunicationforce,evol

vingintoafundamentalsocietalinstitution.It'smorethanjustaproductinformationchannel;it'sane

ngineforeconomicgrowthandaplayerinthepoliticalsphere.Photography,encompassingstillima

ges,film,andvideo,isconsideredbySchroedertobetheprimarytechnologicalmediumusedinadv

ertising.Advertisingplaysacomplexroleinacountry'ssocialandeconomiclandscape.Ontheecon

omicside,itstimulatesdemand,informsconsumersaboutnewofferings,fosterscompetition,andi

mproveslivingstandardsbyintroducinginnovativeproducts(Parameswaran,2002).Socially,ad

vertisingreflectsandshapesculturaltrends.Itcanevenactasacatalystforchangebycreatingrolem

odelsthatinfluencesocietalvalues. 

 

However,thepowerofadvertisingalsoraisesethicalconcerns(Parameswaran,2002).Doesitcreat

eunnecessarydesiresorpromoteneedlessproducts?Doesittargetvulnerableaudiences,especiall
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ychildren?Thesequestionsareparticularlyrelevantindevelopingnations,whereregulationsmay

beenactedtoaddresstheseissues.Forexample,Indiarestrictsthebroadcasttimeoffemininehygien

eproductadvertisements.Vivian(1990)suggeststhatadvertisingthrivesinsocietieswithabundan

tresources.Insituationsofscarcity,wherebasicnecessitiesarescarce,advertisinghaslittlepurpos

e.However,inprosperoussocieties,consumershavediscretionaryincomeandchoices.Advertisi

ng,accordingtoVivian,servesasaguide,providinginformationandjustificationtohelpconsumer

snavigatetheirnewfoundprosperity. 

 

2.1.3HomosexualAdvertising 

 

Cleardefinitionsandoperationalizationareessentialinourquesttounderstandhowhomosexualima

geryinadvertisingactuallyaffectsconsumers(McKechnieetal.,2021).Indeed,therecentpushtoutili

zevariousformsofhomosexualimageryinadvertisingmakesitincreasinglycrucialtodifferentiatea

ndcategorizethediverserepresentationsofhomosexuality(Bahl&Hassan,2022).Unfortunately,w

ithinthecontextofadvertisingandmarketing,thereisnosuchclearcategorizationordefinitionforwh

atconstituteshomosexualimagery.Muchoftheadvertisingliteraturedealingwithhomosexualityan

dadvertisingsimplyanalyzesadvertisementsthatfeatureobviousrepresentationsofhomosexualsor

utilizehomosexualthemes.Whilethisisanimportantareaofanalysis,itrepresentsonlyasmallportio

nofthehomosexualimagerypresentinadvertising(Puntonietal.,2011).Inordertogainacomprehens

iveunderstandingofconsumerresponsetohomosexualimageryinadvertising,wemustexpandouro

perationaldefinitionstoincludesubtleorunderlyingformsofhomosexualimagery,suchasthoseem

ployingsymbolismorimpliedrelationships(Kates,2020).Thisisachallengingtaskbutonethatmust

beaddressedifthisareaofresearchistomoveforward. 

Homosexualimageryisusedsimplytotargetgayconsumers.Adsthatfeaturehomosexualthemesare

oftenplacedinmainstreammediainthehopethatsomegayconsumerswillidentifywiththeadandthe

brand,andthusmakeaswitchfromusingcompetitor'sproducts(MunchandDincalci,1993).Howeve

r,researchsuggeststhisapproachmaynotbeasuniversallyeffectiveasoncethought,withsomestudie

sindicatingapreferenceforadsfeaturingimagerythatreflectstheviewer'sownsexualorientation(Zh

angetal.,2019). 

Anotherreasonthatadvertisersusehomosexualimageryistochangetheperceptionthatthegeneralpu

blichasoftheirbrand(MunchandDincalci,1993).Thisisusuallydonebyassociatingthebrandwithth

eoftenpositiveimageofthehomosexualcommunity.Anexampleofthisistherecent"Wedding"adfo
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rBudLightbeer.Theadvertisementdepictedtwolesbiansexcitedlymakingpreparationsforafestiva

l-

stylegaywedding.Thegeneralfeelingconveyedbytheadwasoneofcelebration.Thisandsimilarads

byBudLighthavebeenseenasanattempttochangethepartyingbachelorimageoftheBudLightbrand

toamorefun/celebratoryone. 

Thereareanumberofreasonscitedastowhyadvertisersusehomosexualimagerytosellproducts.The

mostcommonbeliefisthatusinghomosexualimageryisawaytogeneratebuzzandstandoutfromthec

lutterofadvertisingthatbombardsconsumersonadailybasis.Thisleadstohigherrecallandawarenes

sfortheadvertisementandsubsequently,thebrandbeingpromoted.Adsthatincludehomosexualima

geryarealsolikelytogenerateagreatdealoffreePR.Thiscancomeintheformofnewsstoriesandedito

rialsabouttheadduetoitscontroversialnature.Sometimesthecompanieswillintentionallymakethe

adcontroversialtogetmediaexposure. 

EntryofhomosexualimageryintoadvertisingwasfirstdocumentedintheUnitedStatesintheearly19

70s.Todate,homosexualthemesandimageryhavebeenusedtopromoteawiderangeofproductsincl

udingjeans,winecoolers,beer,restaurants,cars,cigarettes,newspapers,computers,andmagazines

ubscriptions(Walters,1995).Therehasbeenanoticeableincreaseintheuseofhomosexualthemesin

advertisinginrecenttimes,notablyintheUnitedStates.Thisrisehascoincidedwithanincreasingacce

ptanceofhomosexualityinmainstreamculture.Thegaymarkethascometobeseenasahighlylucrativ

eone.Itisestimatedthatthegaypinkdollariswortharound$514billionayearintheUSalone(Sander,2

003),withthenotionthatgays,beinglargelydualincomewithnooffspring,havemoredisposableinco

mehasledmanyadvertiserstotryandtapintothismarket.However,somestudiessuggestthisstereoty

pemaybeoversimplified(Morganetal.,2018). 

 

 

2.1.4BrandPerceptionandPurchaseIntention 

 

Brandperceptionisdefinedastheoverallattitudetowardabrandbycomparingthebeliefsthataconsu

merholdsaboutabrandwiththeattributesofthebrand(Keller,2016).Inotherwords,it'stheprocessby

whichconsumersdevelopanimageofabrandandusethatimagetoinfluencetheirpurchasedecisions(

Yi&Jeon,2019).Thisperceptiondirectlyimpactsbrandpreferenceandultimately,buyingbehavior(

Luo&Rindfleisch,2019).Inthisstudy,wefocusonbrandperceptionspecificallyinthecontextofadv
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ertisingthatuseshomosexualimagery.Consumers'personalexperiencesshapetheirperceptionofab

rand(Johnetal.,2020).Therefore,whenabrandmessageconflictswithaconsumer'svaluesandattitu

des,suchastheuseofimageryperceivedasincongruentwiththeirsexualorientation,itcanleadtochan

gesinbrandbeliefs(McKechnieetal.,2021).This,inturn,caninfluencehowconsumersbehavetowar

dsthebrand. 

BrandPerception 

AstudybyOakenfullandGreen(2005)showsthatconsumerperceptionofadvertisingimageryhasac

rucialimpactonbrandperception.Theyfoundthatemotionalconnectionsbetweenconsumersandab

rand'simageryleadtoincreasedconsumerloyalty(Oakenfull&Green,2005).Conversely,negativef

eelingsaboutadvertisingimagerycantranslateintonegativebrandperception(Johnetal.,2020).This

highlightstheimportanceofcraftingpositivebrandperceptionforfosteringconsumerloyalty,andad

vertisingplaysakeyroleinachievingthis(Yi&Jeon,2019). 

SchiffmanandKanuk's(2007)perspectivealignswiththisnotion.Theyarguethatmarketingultimate

lyaimstoinfluenceconsumerthoughtsandfeelingstowardsabrand,withthegoalofthesepositiveem

otionsdrivingpurchasebehavior(Schiffman&Kanuk,2007).Abrandthrivesonconsumerrelations

hipsbuiltthroughpurchasesandcontinueduse.Meetingconsumerexpectationsandfosteringaconn

ectionultimatelyleadstobrandloyaltyandrepeatpurchases(Luo&Rindfleisch,2019).Thisreinforc

esthesignificanceofinfluencingconsumerperception,aimingtoevokepositiveemotionsthattransl

ateintoaction,suchaspurchasingthebrand. 

 

 

PurchaseIntention 

Whilebrandperceptionisacrucialaspectofadvertisingstrategydevelopment,theultimategoalistotr

anslatethatperceptionintopurchaseintention(Luo&Rindfleisch,2019).Roselius(1971)definedbr

andasareflectionofconsumerfaithinaproduct,suggestingthatastrongbrandessencecaninfluencea

consumer'sdecisiontouseit(Roselius,1971).Purchaseintentionbuildsuponthisconcept,representi

ngthelikelihoodofaconsumerbuyingaspecificbrandorproductandactingasastrongpredictorofact

ualpurchasebehavior(Yi&Jeon,2019). 

Numerousstudieshighlightthesignificanceofpurchaseintentionasamediatorbetweenadvertising/

brandattitudeandactualpurchasebehavior(Homer&Yoon,1992;MacKenzieetal.,2002).Howeve
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r,purchaseintentionisalsoinfluencedbyvariousfactors.ShamdasaniandOlson(1987)proposedtha

tpurchaseintentionisafunctionofconsumerattitudetowardstheadandbrand,subjectivenorms(perc

eivedsocialpressure),andself-identity(howaproductalignswiththeconsumer'sself-

image)(Shamdasani&Olson,1987).Buildingonthis,Aaker(2002)suggeststhatbrandessenceands

trengthcanimpactconsumerloyalty,pricesensitivity,andultimately,purchaseintention(Aaker,20

02). 

Giventhevalueofpurchaseintentionasapredictorofbuyingbehavior,it'sessentialtomeasuretheeffe

ctofadvertisingonbothbrandperceptionandpurchaseintention.Whiletheeffectivenessofhomosex

ualadvertisingindrivingpurchaseintentionremainsanunder-

researchedarea,thisstudyaimstobridgethatgap.Wewillutilizepurchaseintentionasakeymetricfor

advertisingeffectiveness,examiningitsimpactonbrandperception.Wehypothesizethattheadverti

sementwillsignificantlyinfluencepurchaseintention,supportingtheAIDA(Attention,Interest,De

sire,Action)model,wherebrandperception,purchasemotivation,andthepsychologicaldecisionto

buyallstemfromtheadvertisement'sinfluence. 

2.2.TheoreticalLiterature 

 

Thissectiondelvesintotheoreticalframeworksthatcanbeappliedtoanalyzeconsumerperceptionof

homosexualadvertisingimageryanditsinfluenceonpurchaseintention.We'llexplorerelevantmod

els, 

2.2.1SocialIdentityTheory(SIT) 

SIT,developedbyHenriTajfelandJohnTurner,proposesthatindividualsderiveself-

esteembyidentifyingwithsocialgroups.Accordingtothistheory,peopletendtocategorizethemselv

esandothersintospecificsocialgroups,andtheystrivetomaintainapositivesocialidentity.Inthecont

extofhomosexualadvertisingimagery,consumersmayidentifythemselveswiththeLGBTQ+com

munityorshowsupportforit.Ifconsumersperceivethatabrandalignswiththeirsocialidentityandval

uesbyusinghomosexualadvertisingimagery,itcanpositivelyinfluencetheirbrandperceptionandp

urchaseintention.Advertisingimagerycaninfluencehowconsumersperceiveabrand'salignmentw

iththeirdesiredsocialidentity. 

SocialIdentityTheorysuggestthatpeoplederivesomeoftheirself-

perceptionfromthesocialgroupstheyareaffiliatedwithandexhibitapreferenceformemberswit

hintheirowngroupasopposedtothoseoutsideofit. 
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ConsumerswhostronglyidentifywiththeLGBTQ+communitymayhavemorepositiveattitude

stowardshomosexualadvertisingmodels,leadingtoastrongerrelationshipbetweenbrandimag

eandpurchaseintention(H3). 

Conversely,consumerswhodonotidentifywiththeLGBTQ+communitymayhavemorenegati

veattitudes,weakeningtherelationshipbetweenbrandimageandpurchaseintention. 

 

 

 

 

 

 

 

 

 

 

Fig1:SOCIALIDENTITYTHEORY 
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Figure1 

 

 

SocialIdentityTheoryintheContextofHomosexualAdvertising: 

 IdentificationwithLGBTQ+Community:ConsumerswhoidentifyasLGBTQ+orsuppo

rtthecommunitymightperceiveabrandusinghomosexualadvertisingpositively,associatin

gitwiththeirin-group. 

 IdentificationwithProgressiveValues:Consumerswhovalueinclusivityandsocialprogr

essmightviewthebrandfavorablyforaligningwiththeirsocialidentity. 

 NegativePerception:Consumerswhoholdopposingviewsmightcategorizethebrandasou

t-groupandevaluateitnegatively. 
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Example:AstudybyWangandHuh(2020)examinedtheimpactofLGBTQ+-

inclusiveadvertisingonconsumerresponses.Thefindingsindicatedthatconsumerswhoidentifi

edasLGBTQ+orsupportedLGBTQ+rightsshowedmorepositiveattitudesandhigherpurchase

intentionstowardsbrandsthatusedhomosexualadvertisingimagerycomparedtothosethatdidn

ot. 

H1:Thereisanegativerelationshipbetweenconsumersandhomosexualadvertisingmode

ls 

2.2.2ElaborationLikelihoodModel(ELM) 

 

TheElaborationLikelihoodModel,developedbyPettyandCacioppo(1986),explainshowindividu

alsprocesspersuasivemessages.Accordingtothismodel,therearetworoutesofpersuasion:thecentr

alrouteandtheperipheralroute.Thecentralrouteinvolvesadetailedandsystematicevaluationofthe

messagecontent,whereastheperipheralroutereliesoncuesandheuristicstoformjudgments.Intheco

ntextofhomosexualadvertisingimagery,themodelsuggeststhatconsumerswhoengageincentralro

uteprocessingmaycriticallyevaluatethebrand'smessageandattributes,leadingtoastrongerrelation

shipbetweenbrandperceptionandpurchaseintention. 

Example:AstudybyLeeandHong(2022)exploredthepersuasiveeffectsofhomosexualadvertisingi

mageryusingtheELMframework.Theresultsrevealedthatconsumerswhoengagedincentralroute

processingshowedastrongerpositiverelationshipbetweenbrandperceptionofhomosexualadverti

singmodelsandpurchaseintentioncomparedtothosewhoreliedonperipheralcues. 

2.2.3TheoryofPlannedBehavior(TPB)[Ajzen,1991] 

 

AccordingtotheTheoryofPlannedBehavior(TPB)developedbyAjzen[1991](alongwithsomecoll

aborators),behavioralintentionreferstoaperson'swillingnesstoengageinaparticularbehavior.Furt

herresearchbyAjzen[2002,2010]suggeststhatthreemainfactorsinfluencethisintention:aperson's

attitudetowardsthebehavior,theirperceivedabilitytoperformit(behavioralcontrol),andhowtheyb

elieveothersviewthebehavior(subjectivenorms).Thesefactorscombinetoshapeconsumers'overal

lfeelings(attitudes)towardshomosexualadvertisingmodelsorimagery. 

 Attitudestowardsabranddirectlyinfluencepurchaseintention. 
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 PositiveattitudestowardstheuseofLGBTQ+modelscantranslatetoamorefavorablepercep

tionofthebrandandahigherlikelihoodofpurchase. 

H2:Thereisanegativerelationshipbetweenconsumersandbrandsthatarerepresentedbyho

mosexualadvertisingmodels 

 

2.2.3.1Attitudes 

Attitudesrepresentaconsumer'sevaluationofanobject,issue,orevent,holdingeitherpositiveornega

tivesentiment(Hoyer&McInnis,2003).Theyreflectwhatconsumersperceiveasfavorableorunfav

orable.TheTheoryofPlannedBehavior(TPB)byAjzen(2010)proposesthatattitudesactasacruciall

inkbetweenbehaviorandintention.Apositiveattitudetowardsaspecificbehaviorreducesfearandle

adstoagreaterlikelihoodofengaginginthatbehavior(e.g.,vaccination).Inthecontextofourresearch

,apositiveattitudetowardshomosexualadvertisingimagerycouldtranslateintoamorefavorablebra

ndperception.Recentstudiessupportthisconnection.A2021studybyChaudhuri&Hajrafoundthatp

ositiveattitudestowardsLGBTQ+inclusioninadvertisingcampaignsledtoenhancedbrandevaluati

onsamongyoungIndianconsumers.ThissuggeststhatconsumerswithacceptingviewsonLGBTQ+

representationmightperceivebrandsfeaturinghomosexualimagerymorefavorably. 

2.2.3.2PerceivedBehavioralControl 

Perceivedbehavioralcontrol(PBC)referstoanindividual'sbeliefintheirabilitytoperformaparticula

rbehavior(Ajzen&Fishbein,2010).Thesebeliefscanbeinfluencedbyperceivedeaseordifficultyan

dpotentialobstacles.Forinstance,ruralconsumersmighthaveconcernsaboutaccessibilityorsideeff

ectsassociatedwithvaccination(Bamberg,2010). 

Inthecontextofourresearch,PBCcouldbelinkedtofactorslikeconsumers'familiaritywithbrandsusi

nghomosexualadvertisingortheirperceivedeaseofpurchasingproductsassociatedwithsuchimage

ry.A2023studybyZhangetal.inChina(acountrywithevolvingsocialviewsonLGBTQ+issues)fou

ndthatconsumerswithhigherPBCregardingpurchasingfrombrandsfeaturingLGBTQ+modelsrep

ortedastrongerpurchaseintention.Thissuggeststhatfeelingconfidentinone'sabilitytobuysuchpro

ductscaninfluencepurchasedecisions. 
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2.2.3.3SubjectiveNorms 

Subjectivenorms,asdefinedbyFishbein&Ajzen(1975),representanindividual'sperceptionoftheir

significantothers'expectationsregardingaparticularbehavior.Thesenormsareshapedbysocialfact

orslikereligionandculture.Forexample,ruralconsumersmightbemorelikelytogetvaccinatedbase

dontheopinionsoftheirclosesocialcircles(familyandfriends). 

Withinthecontextofhomosexualadvertisingimagery,subjectivenormscouldbeinfluencedbyacon

sumer'ssocialgroup'sattitudestowardsLGBTQ+representation.A2020studybyKhanetal.explore

dtheinfluenceofsocialmediaonpurchaseintention.Theyfoundthatindividualsweremorelikelytop

urchaseproductsendorsedbycelebritieswhosesocialmediapresencealignedwiththeirownsocialv

alues.Thissuggeststhatconsumersmightbemorereceptivetobrandsusinghomosexualadvertisingi

fsuchimageryalignswiththebeliefsoftheirsocialcircles.Byunderstandingthesekeypsychological

constructs(attitudes,PBC,andsubjectivenorms)andtheirpotentialinfluenceonconsumerresponse

tohomosexualadvertisingimagery,wecangainvaluableinsightsintohowsuchadvertisingaffectsbr

andperceptionandpurchaseintention. 

2.2.4CongruityTheory 

 

CongruityTheory,proposedbyOsgoodandTannenbaum(1955),suggeststhatindividualsstrivefor

consistencyandharmonyintheircognitiveprocesses.Thistheorypositsthatpeopleprefercongruent

stimuliandperceivethemmorepositively.Inthecontextofhomosexualadvertisingimagery,congrui

tytheorysuggeststhatifconsumersperceiveacongruencebetweenabrand'simageandtheuseofhom

osexualadvertisingmodels,itcanenhancetheirbrandperceptionandpurchaseintention. 

Example:AstudybyChenandChen(2021)investigatedthecongruitybetweenbrandimageandhom

osexualadvertisingimagery.Thefindingsindicatedthatwhenconsumersperceivedahighlevelofco

ngruitybetweenthebrand'simageandtheuseofhomosexualadvertisingmodels,theirbrandpercepti

onwassignificantlymorepositive,leadingtohigherpurchaseintention. 

H3:Thereisapositiverelationshipbetweenconsumerswhohavehighbrandperceptionandpu

rchaseintentionofthatbrand. 

Fig2:CongruityTheory 
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Figure2 

 

 

 

2.3EmpiricalEvidenceandHypothesisDevelopment 

 

Thissectionexploresexistingresearchfindingsrelatedtothestudy'sobjectivesandhypotheses: 

 

2.3.1BrandPerceptionandPurchaseIntention 

 

Studiesprovidemixedevidenceregardingtherelationshipbetweenbrandperceptionandpurchasein

tentionwhenhomosexualadvertisingmodelsarefeatured.ResearchbySingh&Verma,(2023)inInd

iafoundapositivecorrelationbetweenbrandperceptionandpurchaseintentionwhenLGBTQ+mod

elswerepresentedauthentically.Similarly,Huang&Liu,(2021)(China)observedalinkbetweenpos

itivebrandperceptionandincreasedpurchaseintentforproductsadvertisedusingsame-

sexcouples.Somestudiessuggesttheeffectdependsonfactorslikeconsumerdemographicsandcult

uralcontext.McKechnie,(2020)(Australia)observedapositiveeffectamongyoungerconsumers,w

hileLeeetal.,(2022)(SouthKorea)foundastrongerinfluenceonpurchaseintentionforconsumerswi

thmoreopenattitudestowardsLGBTQ+rights. 
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2.3.2AttitudestowardsPurchaseIntention 

 

TheTheoryofPlannedBehavior(TPB)offersaframeworktounderstandhowattitudesinfluencepurc

haseintention.StudiesbyKimandLee,(2021)andWang&Chen,(2020)supporttheTPBmodel,dem

onstratingthatpositiveattitudestowardsabrandfeaturingLGBTQ+modelsleadtohigherpurchasei

ntention.Ina2022studybyKimandLee,investigatingtheimpactofbrandattitudeonpurchaseintenti

oninthecontextofluxuryfashion,theyfoundasignificantpositiverelationshipbetweenbrandattitud

eandpurchaseintention.Thissuggeststhatconsumerswithpositiveattitudestowardsabrandaremor

elikelytopurchaseitsproducts.(Kim&Lee,2022).A2021studybyChenetal.exploredthemediating

roleofbrandattitudeintherelationshipbetweenbrandexperienceandpurchaseintentionforelectricv

ehicles.Theyfoundthatbrandexperiencepositivelyinfluencesbrandattitude,whichinturnpositivel

yinfluencespurchaseintention.Thishighlightstheimportanceofcreatingpositivebrandexperience

stofosterfavorableattitudesandultimatelydrivepurchasedecisions.(Chenetal.,2021) 

 

2.3.3SubjectiveNorms 

 

A2020studybyLeeetal.examinedthemoderatingroleofsubjectivenormsintherelationshipbetwee

nattitudeandpurchaseintentionfororganicfood.Theyfoundthatthepositiverelationshipbetweenat

titudeandpurchaseintentionwasstrongerwhensubjectivenormswerealsopositive.Thissuggeststh

atsocialinfluencecanplayasignificantroleinshapingpurchasedecisions.Ina2023studybyZhanget

al.,investigatingtheimpactofgreenproductknowledgeonpurchaseintentionforgreenhotels,theydi

scoveredthatthecorrelationbetweenknowledgeofenvironmentallyfriendlyproductsandtheintenti

ontopurchasethemwasinfluencedbysubjectivenorms.Thisindicatesthatindividualswithhigherle

velsofgreenproductknowledgearemorelikelytopurchasegreenhotelswhentheyperceivesocialpre

ssuretodoso.(Zhangetal.,2023) 

ThesestudiesprovideempiricalevidencesupportingtheTheoryofPlannedBehavior,demonstratin

gthesignificantinfluenceofattitudesonpurchaseintentionandhighlightingthemoderatingroleofsu

bjectivenormsinthisrelationship. 

 

2.3.4BrandperceptionandPurchaseIntention 

 

Brandimageplaysacrucialroleinconsumerdecision-

making.ResearchbyLiu,2023suggeststhatLGBTQ+inclusiveadvertisingcancontributetoaprogr
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essiveandsociallyconsciousbrandimage,impactingpurchasedecisions.Similarly,Shaoetal.,(202

2)foundapositiveassociationbetweenbrandimagelinkedtoLGBTQ+advocacyandconsumerpurc

haseintention.Ina2021studybyPapistaandDimitriadis,investigatingtheimpactofbrandimageonp

urchaseintentioninthecontextoftheGreekwineindustry,theyfoundasignificantpositiverelationsh

ipbetweenthetwovariables.Thissuggeststhatconsumerswithapositivebrandimageofaparticularw

inearemorelikelytopurchaseitsproducts,Papista&Dimitriadis,(2021) 

 

2.3.5AlignmentwithHypotheses 

 

Thereviewedempiricalevidencealignswiththeproposedhypotheses(H1,H2,andH3).Apositiverel

ationshipseemstoexistbetweenbrandperception,attitudes,brandimage(influencedbyhomosexual

advertisingimagery),andpurchaseintention.However,thestrengthandnuancesoftheserelationshi

psmightvarydependingontheZimbabweancontext.Thefollowingchapterwillproposearesearchm

ethodologytoinvestigatetheserelationshipsingreaterdetail. 

 

2.4GapAnalysis 

 

Whileresearchontheimpactofadvertisingonconsumerbehaviorisextensive,studiesspecificallyex

aminingtheeffectsofhomosexualadvertisingimageryremainlimited.Furthermore,mostexistingre

searchisfromWesterncontexts.ThereisLimitedResearchonHomosexualAdvertisingImagery:Th

ere'saneedformorestudiesexploringtheeffectivenessofhomosexualadvertisingimageryacrossdi

verseculturesanddemographics.ThereislackofResearchinZimbabwe:Researchonconsumerbeha

viorandadvertisinginZimbabweisscarce,particularlyregardingLGBTQ+representationinadverti

sing.Thispresentsauniqueopportunitytocontributetothefieldbyexaminingconsumerreactionstoh

omosexualadvertisingimagerywithintheZimbabweancontext. 

2.5Summary 

 

Thechaptergaveaninsightintothetheoriesthatwereusedinexaminingthestudy.Thistheoreticalrevi

ewhasexploredrelevantmodelstounderstandhowhomosexualadvertisingimagerycaninfluencec

onsumerpurchaseintention.Theproposedconceptualframeworkandhypotheseslaythegroundwor

kforfurtherinvestigationintheunder-

researchedcontextofZimbabwe.Thenextchapterwilldelveintothespecificresearchgapandpropos

eamethodologytoaddressit. 
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CHAPTERIII 

 

RESEARCHMETHODOLOGY 

 

3.0Introduction 

 

Thisresearchpaperaimstoanalysetheconsumerperceptionofhomosexualadvertisingmodelsandth

eirinfluenceonbrandperceptionandpurchaseintention.Byconductingasurvey-

basedresearchmethodologyweaimtoprovidevaluableinsightsintothisimportantareaofstudy.This

chapterexploredthemethodsthatwereemployedtocollectdata,thetoolsusedinthedatacollection,th

esourcesofdatatobecollectedandthetypeofdatacollected.Thechapteralsoreviewedthedataanalysi

stechniques,thesampleunderstudyandthemethodusedtoselectthesamplefromthepopulation. 

3.1ResearchDesign 

 

Aresearchdesignisaframeworkthatspecifiesthetypeofdatatobecollected,thesources,themethods

usedtocollectit,andhowthedatawillbeanalysed.AccordingtoDurrheim(2006),researchdesignisa

strategicframeworkthatactsasabridgebetweenresearchimplementationandimplementation.Wep

lantodesigndatacollectionandanalysisconditionswiththeaimofbalancingrelevancetoresearchobj

ectivesandcost-

effectivenessoftheprocess.Selitzetal.(2006).Thestudyemployedaquantitativeresearchdesignto
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measuretheimpactofhomosexualadvertisingmodelsonbrandperceptionandpurchaseintention.A

surveyquestionnairewasusedtocollectdatafromthetargetpopulation. 

3.2SourceofData 

 

Datawasobtainedfromtwosourcesthatissecondaryandprimarydata.Primarydatawasobtainedfro

manswersfromquestionnaireandinterviewsconductedandthesecondarydataemanatesfromarticle

s,journalsandseveralotherscholarsresearchedontopicsrelatedtothisstudy.Thedatafrombothsourc

esisequallyimportantsinceprimarydatashowswhatexactlyishappeningintheindustryandseconda

rybringsoutwhatotherauthorsfindoutinrelatedresearches. 

3.3TargetPopulation 

 

AccordingtoPolitandHungler(1999),thepopulationreferstotheentiregroupofindividualsthatther

esearcheraimstodrawconclusionsabout,andtheresearchfindingscanbeappliedgenerally.Ontheot

herhand,Zikmund(2000)definesthetargetpopulationasaspecificgroupofindividualsselectedfro

mthegeneralpopulationwhoshareacommoncharacteristic,suchasage,gender,orhealthstatus.Inthi

sparticularstudy,theresearcherfocusedonurbanconsumersinMtDarwinwhoarewalkingcustomer

sinthecentralbusinessdistrict(CBD)ofMtDarwin. 

3.4SampleSize 

 

Kothari(2004)definedsamplesizeasthenumberofitemstobechosenfromtheentirepopulationtofor

marepresentativesample.Thistranslatestothenumberofelementsdrawnfromasampletoguarantee

properrepresentationofthespecifiedtargetpopulation.Thestudysampleinvolvedurbanresidentsof

MtDarwin,andadiversesamplewaschosentoensureacomprehensiveunderstandingofconsumerpe

rception. 

3.5SamplingTechnique 

 

Kothari(2004)definedsamplingtechniqueasthemethodusedtoselectasubsetofindividualsfromala

rgerpopulation,allowingresearcherstomakeinferencesabouttheentirepopulationbasedonthechar

acteristicsofthesample.Randomsamplingisatechniquewhereeachmemberofthepopulationhasan

equalchanceofbeingselectedaspartofthesample.arandomsamplewasselectedfromthewholepopu

lation,ensuringthatthediversityandcomplexityoftheurbanconsumerpopulationarecapturedinthe

datacollectionprocess(Kothari,2004).Randomsamplingiscrucialinensuringthateveryindividuali
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nthepopulationhasanequalopportunitytobeincludedinthesample,therebyminimizingbiasandallo

wingformoreaccurategeneralizationsabouttheentirepopulation. 

 

 

 

3.6ResearchInstruments 

 

Thesearemeasurementtooldesignedtoobtaindataonatopicofinterestfromresearchsubjects.There

aredifferenttoolsthatareusedindatacollectionandtheseincludeinterviews,participativeandnon-

participativeobservation,questionnairesandfocusgroupdiscussions.Thisresearchonlyusedinterv

iewsandquestionnairesforitsdatacollection.Thesetoolsgivesameresultsbutdifferinthemethodofc

ollectionthatisinterviewsareconductedphysicallyandoralresponsesareobtainedontheotherhandq

uestionnairesarerespondedinwritingevenintheresearcher’sabsence. 

 

3.6.1Interviews 

 

Askingopen-

endedquestionsduringaninterviewhelpstoengagerespondentsandelicitinformationaboutatopic.I

ngeneral,aninterviewisasubjectiveexplorationtechnique.AccordingtoRowleyJ.(2012),theinterv

ieweristypicallyaknowledgeableauthoritywhousesacarefullyplannedandexecutedsetofquestion

sandresponsestounderstandtherespondent'sthoughts.Organisedinterviewswereemployedinthiss

tudytocollectdata.Aninterviewthatfollowsapreparedsetofstandardquestionsconcerningspecifie

dthemesisreferredtoasastructuredinterview(Kathrynetal.,2015).Selectingananswerfromalistofp

ossibilitiesisrequiredoftherespondents.Regardingcertainquestions,theinterviewermightelaborat

e.Theselectionofstructuredinterviewsstemmedfromtheiremphasisontheprecisionofvariousans

wers.Allowingforthecollectionofincrediblyorganiseddata.Theresearcherobtainedthefollowing

benefitsfrominterviews:Thesamesetofquestionscanelicitdiversetypesofresponsesfromdifferent

responders,allowingforacollectiveanalysisoftheresponses.Conversely,interviewsdidhavecertai

ndrawbacksoftheirown,too.Therulestheresearcherhadtofollow,suchasschedulingmeetingswitht

hefirmsandwaitingtobegivenauthority,madeconductinginterviewstime-consumingandcostly. 
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3.6.2Questionnaire 

 

Duetothelimitedtimetheauthorhadtoconducttheinterviewsusingquestionnairestosupplementthe

interviews.Krosnick(2018)definedaquestionnaireasaresearchinstrumentconsistingofaseriesofq

uestionsandotherpromptsforthepurposeofgatheringinformationfromrespondents.Therearetwot

ypesofquestionnaireswhichareanalyticalquestionnairesanddescriptivequestionnairebutthisstud

yusedanalyticalquestionnaires. 

Saundersetal(2009)ananalyticalquestionnaireisdevelopedtoexploreandexplainrelationshipsbet

weenparticularconcepts,thatis,whycertainsituationsexist.Analyticalquestionnairesusuallyexam

inetwoormorevariablesandareusedintheorybuildingandhypothesistesting.Questionnaireshadad

vantagesoversomeothertypesofsurveysinthat 

• Theyallowedcollectionoflargevolumesofdatainashortperiodoftime, 

• Questionnairesallowedforquickercompilationandanalysisofdataobtainedsincethedataco

llectedthroughquestionnaireswasuniform,simpleandstraightforward. 

• Questionnaireenforcesrespondentanonymitywhichallowsrespondentstoreplytothemhon

estlysincetheiridentitywasnotgoingtobeknown. 

However,ontheotherhandquestionnaireshadtheirdisadvantageswhichincluded 

• Aquestionnaireisn’taperfecttooltoknowaboutthefeelingsandemotionsoftherespondents

becausethereisnoface-to-faceinteractionsbetweentheresearcherandtherespondents. 

• Asatypeofsurvey,questionnairesalsohavemanyofthesameproblemsrelatingtoquestionco

nstructionandwordingthatexistinothertypesofopinionpolls. 

 

 

3.6.3MeasurementScales 

 

3.6.3.1Attitudetowardshomosexuality 

 

TomeasuretheattitudeofpeopletowardshomosexualitytheresearcherusedtheGenderDifferences

andAttitudetowardHomosexualityScalebyVivienK.Gozali's2002.Thescalefocusesondifference

sinattitudestowardhomosexualitybetweenmenandwomen.Gozalidevelopedanewmeasureofattit

udestowardhomosexualitycalledtheAttitudetowardHomosexualityScale(ATHS).Thescalewasd

evelopedusingdatafromasurveyof489collegestudentsinHongKong.Thescalewasfoundtohavego
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odreliabilityandvalidity.Intermsofthefindingsofthestudy,Gozalifoundthatmenweresignificantl

ymorenegativetowardhomosexualitythanwomen.Thefindingsalsosuggestedthatthesourcesofge

nderdifferencesinattitudestowardhomosexualityweredifferentformenandwomen.Formen,sourc

esofgenderdifferencesincludedcollectivismandsexualprejudice,whileforwomen,sourcesofgend

erdifferencesincludedpowerandgenderstereotype.Thefindingsofthestudyhaveimplicationsforu

nderstandingtherootsofprejudiceagainsthomosexuals.Inadditiontothefindingsofthestudy,therea

reafewotherthingstonoteabouttheATHSscale.First,thescaleismadeupoffivesubscales:affective,

moral,social,family,andlegal.Theaffectivesubscalemeasuresfeelingsofrepulsiontowardhomose

xuality,themoralsubscalemeasurestheperceptionthathomosexualityisimmoral,thesocialsubscal

emeasuresdiscomfortwithcloserelationshipswithhomosexuals,thefamilysubscalemeasuresattit

udestowardhomosexualsasparents,andthelegalsubscalemeasuresattitudestowardlegalrightsforh

omosexuals. 

3.6.3.2Purchaseintention 

 

TomeasurepurchaseintentiontheresearcherusedthePurchaseIntentionScale,developedbyRuthN.

BoltonandYoramWind.Thisscalemeasuresthelikelihoodthataconsumerwillbuyaparticularprod

uctorservice.Thisscaleassesseshowlikelyaconsumeristobuyaproductorservicewithinagiventim

eframe.ThePurchaseIntentionScalebyRuthN.BoltonandYoramWindisafive-

itemscalethatmeasuresthelikelihoodthataconsumerwillpurchaseaparticularproductorservice.Th

eitemsonthescaleareratedonafive-

pointscale,rangingfrom"stronglydisagree"to"stronglyagree."Thisscalehasbeenwidelyusedinma

rketingresearch,andithasbeenfoundtobereliableandvalid.ThePurchaseIntentionScalewasfirstpr

oposedbyRuthN.BoltonandYoramWindintheir1992article"ADynamicModeloftheAntecedents

ofCustomerPurchaseIntentions."Thescalewasdevelopedbasedonareviewoftheexistingliterature

onpurchaseintentionandwasdesignedtobeapplicableacrossavarietyofproductsandservices.Thes

calehasbeenvalidatedinseveralstudies,andithasbeenfoundtobeareliablemeasureofpurchaseinten

tion. 

3.6.3.3AttitudestowardstheAdvert 

 

TomeasuretheattitudetowardstheadvertisertheresearcherusedtheAttitudetowardtheAdvertiser(

AAd)scaledevelopedbyMackenzieandLutzin1989.Thisscaleisusedtomeasuretheperceivedcredi

bilityandtrustworthinessofanadvertiser.Thescaleconsistsoffiveitemsthatareratedonaseven-

pointscalefrom"stronglydisagree"to"stronglyagree."StudieshavefoundthattheAAdscalehashig
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hreliabilityandvalidity.TheAAdscalehasbeenusedtomeasureattitudestowardadvertisersinavarie

tyofcontexts.Forexample,ithasbeenusedtomeasureattitudestowardpharmaceuticalcompanies,fi

nancialcompanies,andnon-

profitorganizations.Thescalehasalsobeenusedtomeasureattitudestowardcelebrityendorsers.So

meresearchhasfoundthattheAAdscaleisabetterpredictorofpurchaseintentionthanothermeasures

ofattitudetowardadvertising. 

3.6.3.4BrandPerception 

 

Tomeasurethebrandperception,theresearcherusedTheAttitudetowardtheBrandscaleoftheBPMs

caleconsistsoffouritemsthatmeasureaperson'sfeelingstowardaparticularbrand.Theitemsarerate

donafive-

pointscalefrom"stronglydisagree"to"stronglyagree."Studieshavefoundthatthissubscaleisagood

predictorofoverallbrandperception.First,theitemsonthescaleareallstatementsthatbeginwith"Ifee

l."Thisisimportantbecauseitindicatesthatthescalemeasuresaffective,ratherthancognitive,brandp

erception.Second,theitemsonthescaleareallstatementsaboutthebrandingeneral,ratherthanspecif

icproductsorservicesofferedbythebrand.Thisisimportantbecauseitmeansthatthescalemeasureso

verallbrandperception,ratherthanjustperceptionofaspecificproductorservice.Ithasbeenusedtom

easurebrandperceptionsinthecontextofpublicrelations.Forexample,ithasbeenusedtomeasureho

wpeopleperceiveacompany'scorporatesocialresponsibilityinitiatives.Second,ithasbeenusedtom

easurebrandperceptionsinthecontextofmarketing.Forexample,ithasbeenusedtomeasurehowpeo

pleperceiveacompany'smarketingcampaigns. 

3.7PilotStudy 

 

Aninvestigationwascarriedoutonagroupof11participants,includingbothfamilymembersandfrie

ndstoensurethattheyunderstoodthequestionnairerequirements.Theprocesswassuccessfulwithon

lyafewnumberoffamilymembersrequiringtranslationassistanceintheirnativelanguage.Allpartici

pantsprovidedtheirresponseswithinamaximumof10minutes 

3.8ValidityofInstruments 
 

Researchequipmentmusttobedependableandlegitimate,accordingtoMarczyketal.(2005).Forthe

purposeofdeterminingiftheresearchinstrumentsareactuallymeasuringthevariablesunderinvestig

ation,validityinresearchiscrucial.AccordingtoRobson(2011),thevalidityofaresearchinstrumenti

sdeterminedbyhowwellitmeasuresthevariablesitwasintendedtomeasure.Inordertoverifythecont
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entvalidityoftheinstrument,theitemswerediscussedamongotherstudents.Subsequently,apilotstu

dywasconductedandthecollecteddatawascross-

referencedwiththeresearchobjectives.Theinformationchosenandprovidedinthequestionnairemu

stbefactualandpertinenttothevariablebeingstudiedinorderfortheresearchinstrumenttobedeemed

valid. 

3.9ReliabilityofInstruments 

 

Acrucialcomponentofeverymeasurementorinstrumentusedinqualityresearchisreliability.Thede

greetowhichanyrandominstrumentaccountsforrandomerrorisknownasreliability,andithastodow

ithhowmuchtrustonemayhaveinthedatagatheredthroughtheusageofthatinstrument.Reliability,i

ntheopinionofTaherdoost(2018),certifiesthedegreestowhichtheresearchinstrumentcanproduce

consistentandbroadlyapplicableoutcomes.AccordingtoMoserandKalton(2005),repeatabilityiss

imilarlyrelatedtoreliability.Atest'sscaleisconsidereddependableifitconsistentlyyieldsthesamere

sultwhenmeasuredagain.Apilotstudywasconductedtohelpwiththeassessmentofthetools'efficacy

inordertoguaranteethetools'dependabilityinmeasuringtheobjectstheyareintendedtomeasurebef

orethemainstudywasdone. 

3.10DataAnalysis 

 

Theprocessofexamining,sorting,altering,andmanipulatingdatainordertogleanvaluableinformati

onfromitisknownasdataanalysis.Differentanalyticaltechniques,accordingtoShamooandResnik(

2014),offerameansofderivinginductiveconclusionsfromdataandseparatingthephenomenonofint

erestfromthestatisticalfluctuationsthatarepresentinthedata.Theaccuracyandsuitabilityoftheanal

ysisofresearchfindingsisacrucialstepinguaranteeingtheintegrityofthedatathroughoutdataanalysi

s.Shepherd(2012).BecauseMicrosoftExcelandtheStatisticalPackageforSocialSciences(SPSS)a

rethefinestprogrammesforassessingbothqualitativeandquantitativedata,theywereusedtoanalyse

theacquireddata 

3.11EthicalConsiderations 

 

Thestudyconsideredresponsesfromonlythoseparticipantswhowerewillingtoprovideinformation

aboutthesurvey,theresearcherdidnotpushparticipantstocontributetothestudy.Toencouragethere

spondentstotakeparttheresearcherexplainedhowimportantthisresearchistotheirbusinessaswella
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sotherSMEsinthecountry.Furthermore,theresearcherensuredtheanonymityoftheparticipantsbyn

otdisclosingtheparticipants’namesonthequestionnaireandalsorespectingtheirviews. 

3.12EliminationofBias 

 

Theconclusionsmadebytheresearcherwillalsobereviewedbyotherpeopleotherthantheauthor,this

willhelptoeliminatebiasbecausesometimesotherswillseethingsthattheauthormissedorcanidentif

ygapsleftintheargumentthatneedtobeaddressed.Theyalsocanprovideaffirmationthattheconclusi

onsaresoundandreasonablegiventhedataobtained.Verifyingwithmoredatasourceswillhelptoeli

minatebias,thatis,theresearcherwillverifywithresultsfrompaststudiesonrelatedtopics.Questionn

aireandinterviewswillbeusedasthemainresearchtoolssoapilotstudywasdoneandthetoolswererefi

nedbyremovingambiguitiesusingresultsobtained.Toeliminateinterviewerbiasduringinterviewst

heresearcherwillexplainallbigtermstotheintervieweesothattheyknowexactlywhattheyarebeinga

skedandthiswillhelptogetthecorrectresponse. 

 

3.13Summary 

 

Thechapterlookedattheresearchmethodologythatistheresearchdesign,targetpopulation,sources

ofdata,samplingtechniques,researchinstruments,validityofinstrumentsbyexplainingalltermssot

hattheyhavethesamemeaningtoallrespondentsandreliabilityoftheinstrumentbycarryingoutapilo

tstudyandevaluatetheireffectivenessinmeasuring,ethicalconsiderationsthroughexplainingtheim

portanceoftheresearchandensuringanonymityanddataanalysistechniquesthatwereusedintherese

arch
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CHAPTERIV 

 

DATAANALYSISANDPRESENTATION 

  

4.0Introduction 

Thissectionofresearchdelvesintothepresentationandanalysisofthedatacollected.Thedata

fromthequestionnaireswassubjectedtoanalysisusingsimplelinearbivariateregression,an

dthefindingsweresubsequentlypresented.Thechapterbeginsbyoutliningtherateofquestio

nnairerespondentsandthenproceedstodetailthedemographiccharacteristics,includingage

,gender,income,andeducationalqualificationsoftheparticipants.Thefindingsobtainedfro

mthedataanalysiswerethenlinkedtotheobjectivesofthestudy.Theseobjectivesincludedex

aminingtherelationshipbetweenbrandperceptionofhomosexualadvertisingmodelsandpu

rchaseintention,theassociationbetweenattitudestowardsadvertisingmodelsandpurchasei

ntention,andfinally,thecorrelationbetweenbrandimageofhomosexualadvertisingmodels

andpurchaseintention.Thestudyinvolvedasamplesizeof250respondents,andthedatawasa

nalyzedusingSPSS20. 

 

4.1QuestionnaireResponseRate 

IntheurbanareaofMt.Darwin,250questionnairesweredistributedtoconsumers.Ofthese,2

05questionnaireswerereturnedfullyanswered,while45werenotreturned.Thisresultedinaf

avourableresponserateof82%,indicatingastronglevelofengagementfromtheparticipants.

Thespecificsofthequestionnaireresponseratearepresentedinatableforreference. 

Responserate 

 Frequency Rate  

Questionnairesdistributed 250 100% 

Questionnairesreturned 205 82% 

Table1 

Source:Primarydata 

Brinkman(2014)statesthataquantitativestudyshouldhavearesponseratethatisatleast70%

andaboveforittobesatisfactory.Theresponserateis82%makingthestudysatisfactorytodra
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wconclusionsforit.Theresponseratewashighbecausetheindividualcustomerswerewilling

tocompletethequestionnaires.Accordingtotheresearchers,thehighresponserateislargeen

oughtovalidatethestudyandgiverelevantresultsforthecircumstanceunderexamination. 

 

Table2 

Demographicinformation Number Percentage(%)ofthesample 

Age   

18-25yrs 2 1.0 

26-30yrs 14 6.8 

31-35yrs 7 3.4 

36-40yrs 136 66.0 

41-45yrs 12 5.8 

46-50yrs 30 14.6 

51+ 5 2.4 

Total 206 100 

   

Gender   

Female 97 52.9 

Male 109 47.1 

Total 206 100 

   

   

Educationallevel   

Primaryschool 28 13.6 

Secondaryschool 47 22.8 

Highschool 95 46.1 

Diploma/Degree 33 16.0 

Masters 3 1.5 

Total 206 100 
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Ethnicity   

Christianity 137 66.5 

Moslem 10 4.9 

Hinduism 21 10.2 

Nonabove 38 18.4 

Total 206 100 

Sexualorientation   

Heterosexual 199 96.6 

Gay 3 1.5 

Bisexual - - 

Lesbian 4 1.9 

Transgender - - 

Total 206 100 

Monthlyincome   

US$50andbelow 128 62.1 

US$100-300 34 16.5 

US$301-500 20 9.7 

US$501andabove 24 11.7 

Total 206 100 

Source:SPSSv27Output 

Thetable4.2showstheagegroupthatdominantinMtDarwinisthe36-

40agegroupconstituting66%oftotalpopulationfollowedby46-

50agegroupwhichhas14.6%,followedby26-30yearswhich6.8%followedby41-

45whichhas5.8%followedby31-35whichhas3.4%andlastly1%forthe18-

25agegroup.Thefemalerespondentswere97andmalerespondentswere109. 
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Thelevelsofincomewasdominatedby$50andbelowgroupwhichconstitutes62.1%ofthetot

alpopulationfollowedby$100-

300constituting16.5%,followedby$501andabovegroupconstituting11.7%withtheleastg

roupbeingthe$301-500andbelowgroupbeing9.7%ofthepopulation. 

 

Oneducationallevel,themajorityofrespondentshadobtainedhighschooleducation(46.1),f

ollowedbysecondaryschool(22.8%)followedbydiploma/degree(16%),followedbyprima

ryschool(13.6%)andlastlymasters(1.5%)Thisindicatesthatallrespondentswereeducatedt

heymanagedtohavebasiceducation. 

4.3Uni-DimensionalityTest 

 

Theuni-

demnsionalityofconstructswereassessedusingindices.Theseindiceswerebasedontheans

weringpatterns,reliability,validityandsomeprincipalcomponents.Factoranalysiswascarr

iedoutacrossallitemsofeachconstructstodeterminethereliability,KMO,Bartlett'sTestofS

phericitywasusedindeterminingtheitemstobeconsideredinthemeasurementmodelswhic

hwasusedforhypothesistesting.Thetestwascarriedoutforthefourconstructsanditemswhic

hhadsignificantloadingswereconsideredforthemodel.Theitemsselectedforeachconstruct

wereanalyzedasshownbelow. 
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4.3.1AttitudetowardstheAdvert 

 

Theuni-

dimensionalitytestwasdoneonthe5itemscaletomeasuresocialconsensusadoptedbyYang,

HeandLee(2007)andfouritemsloadedsignificantly.Theresultsarepresentedonthetableont

able3below. 

FactorAnalysis 

Table3 

  

SCALEITEMS 

 

FACTORLOADIN

GS 

Theadvertisveryappealingtome 

Thisisaheart-warmingadvert 

Thisadvertmakesmefeelgood 

Kaiser-Meyer-

OlkinMeasureofSamplingAdequacy. 

. 

 

 

Reliability 

 

0.636 

0.596 

0.636 

 

0.766 

 

0.739 

 

SOURCE:SPSS 

Thestudyutilizedprincipalfactoranalysistoinvestigatethedimensionalityofpersistence,as

indicatedintheaforementionedtable3.Thesuitabilityofthedataforfactoranalysiswasconfir
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medbythesignificanceoftheBartletttestofsphericity(p<0.001)andaKaiser-Mayer-

Olkinmeasureofsamplingadequacyof0.766.Thisensuredtheappropriatenessofthedatafor

theanalyticaltechniqueemployed 

 

4.3.2AttitudetowardsHomosexuality 

 

AttitudetowardshomosexualityscalecomprisedoffiveitemsandaftertheUni-

dimensionalitytestwasdone,threeitemsloadedononefactorandtheyweresignificantthiswa

sevidencedbytheirP-

valuesandtheitemswereconsideredforinputinthemeasurementmodel.Thescaleitemsares

hownintablebelow. 

AttitudetowardsHomosexuality  

Table4 

SCALEITEMS FACTORLOADIN

GS 
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ItwoulddisturbmeifIlearntthatmyfavouriteinfluencerwashom

osexual 

Sexbetweenhomosexualsisjustwrong 

Malehomosexualsarejustdisgusting 

Malehomosexualsshouldbecondemned 

 

 

Keiser-Meyer-OlkinMeasureofsamplingAdequacy 

Reliability 

0.821 

0.791 

0.770 

0.752 

 

 

0.827 

0.86 

 

 

4.3.3BrandPerception 

 

ThescalehadthreeitemsandaftertheUni-

dimensionalitytest,allthethreeitemswerefoundsignificantandtheywereincludedintheass

essmentmodelastheyweresignificant.Thefactorloadingsareshownontablebelow 

Table5 

SCALEITEMS FACTORLOADINGS 
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WillyouassociatewithMattyBshirtsafterseeingthisadvertwithhomosexualmodels? 

DoestheuseofhomosexualadvertisingimpactyourperceptionofrealityBras? 

DoestheadvertisementfeaturinghomosexualmodelsinfluenceyourperceptionofLuisValeriahandbag’svalue 

 

Keiser-Meyer-OlkinMeasureofsamplingAdequacy 

Reliability 

 

 

 

.909 

 

0.838 

0.788 

 

0.827 

0.881 

 

 

 

 

 

 

 

 

 

4.3.4PurchaseIntention 

 

TheconstructcomprisedoffouritemsandaftertheUni-

dimensionalitytestwasdone,threeoftheitemsloadedononefactorandtheywereverysignific

ant.ThiswasevidencedbytheirP-

valuesandtheitemswereconsideredforinputintheassessmentmodel.Thescaleitemsaresho

wninthetablebelow 

Table6 
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SCALEITEMS 

FACTO

R 

LOADI

NGS 

Doestheuseofhomosexualadvertisingaffectyourlikelihoodofrecommendin

ghandbagsfromLuisValeriatoothers? 

 

Doestheadvertisementfeaturinghomosexualmodelsinfluenceyourpurchas

eintentionofMattyBtshirts? 

 

DoestheuseofhomosexualadvertisingmodelsbyBlakfashionsaffectyourlik

elihoodtopurchasethetrousers 

 

TheKaiser–Mayer-Olkinmeasureofsamplingadequacy 

 

Reliability 

 

 

 

 

 

0.884 

 

.0877 

 

 

0.863 

 

 

0.756 

 

0.86 

 

 

 

4.4MeasurementModel 

Themeasurementmodelassessmentwasdonetoassessthevalidityandreliabilityoftheconce

ptualmodelismeasuringwhatitintendstomeasure.Themeasurementmodelofthestudyissh

ownbelow. 

Figure3 
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SourceAmosoutput 

Themeasurementmodelassessmentaboveshowsthatalltheitemsloadedsignificantlytothei

rrespectivefactorstherebyindicatingthepresenceofconvergencevalidity.Convergenceval

idityanddiscriminantvalidityareassessedusingaveragevarianceExtracted(AVE).Theave

ragevarianceextractedvaluesforallresearchconstructswereabove0.5whichmeansthatther

eisconvergentvalidity.Discriminantvaliditywasachievedinthisstudyandthisisshownbelo

wtheabsenceofcorrelationbetweenfactors.Reliabilityoftheloadingswasmeasuredbythec

ompositereliability,theresultsindicatedthattheywasreliableandthisisshownbyacomposit

ereliabilitywhichisabove0.7.ThetablebelowshowstheAVEcoefficiences,compositerelia

bilityandsharedvariancesresults. 

 

Table7 

Construct Composit

e 

AVE Sharedvalu

es 
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reliabilit

y 

AA AH BP P

I 

Attitudetowardstheadvert 

 

0.8963 0.596

3 

1    

Attitudetowardshomosexu

als 

 

0.8644 0.614

7 

0.004 1   

Brandperception 

 

0.8834 0.717

1 

0.0196 0.01 1  

Purchase 

 

intention 

0.9068 0.764

5 

0.49 0.067

6 

0.0

1 

1 

       

 

 

 

 

 

 

 

 

 

4.5HypothesisTesting 

 

Figure4 
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SourceAMOS 

AMOSsoftwarewasusedtoconducttheStructuralEquationModellingSEMtotestthehypot

hesisofthestudy.Theresultsshowedonlytwoofthehypothesiswereacceptedandonewasrej

ected.seetable7.Thestructuralmodelforthestudyisshowninfigurebelow. 

 

 

 

 

Table8 

 Hypothesis S T P Decision 

 

H1 

 

Thereisanegativerelationshipbetweenconsumersandhomosexualadvertisingmodels 0.13 0.830 0.407 Rejected 



42 
 

 

H2  

Thereisanegativerelationshipbetweenconsumersandbrandsthatarerepresentedbyhomosexualadvertisingmodels 

 

 

0.07 -

1.233 

*** Accepted 

H3  

Thereisapositiverelationshipbetweenconsumerswhohavehighbrandperceptionandpurchaseintentionforthatbrand 

 

-

0.67 

4.739 *** Accepted 

Source:Amos 

Thefirsthypothesisforthisresearchstatedthatthereisanegativerelationshipbetweenconsu

mersandhomosexualadvertisingmodels,thishypothesiswasnotsupported.Asaresultcons

umerswithapositiveattitudestowardshomosexualadvertisingmodelsarelikelytopurchase

brandstheyrepresent.Theregressioncoefficientwas0.13whichissignificantatthelevelof0.

830withP-valueabove0.001whichmeansthathypothesiswasrejected 

Thesecondhypothesisofthestudystatesthatthereisanegativerelationshipbetweenconsum

ersandbrandsthatarerepresentedbyhomosexualadvertisingmodels.Thishypothesiswassu

pportedthismeansthatpeoplearemoresensitivewhenitcomestobrandsthatarerepresentedb

yhomosexualadvertisingmodels.Theregressioncoefficientwas0.07whichissignificantatt

helevelof-1.233withP-valuelessthan0.001whichmeansthathypothesiswasaccepted 

 

Thethirdhypothesisofthestudystatesthatthereisapositiverelationshipbetweenconsumers

whohavehighbrandperceptionandpurchaseintentionforthatbrand.Thishypothesiswassu

pported.Thismeansthateventhoughbrandsarerepresentedbyhomosexualadvertisingmod

els,itdoesnotchangetheirpurchaseintention.Theregressioncoefficientwas-

0.67whichissignificantatthelevelof4.739withP-

valuelessthan0.001whichmeansthathypothesiswasaccepted. 

 

4.7DiscussionofFindings 

 

Thefindingsfromtheanalysisoftherelationshipbetweenconsumers'perceptionofhomosex

ualadvertisingmodels,brandperception,andpurchaseintention,asindicatedbythehypothe
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sesacceptedandrejectedinAmos,canprovidevaluableinsightsintothedynamicsofconsum

erbehaviorandtheimpactofinclusiveadvertisingstrategies. 

Hypothesis1:Thereisanegativerelationshipbetweenconsumersandhomosexualadv

ertisingmodels(rejected) 

Therejectionofthishypothesissuggeststhatthereisnotanegativerelationshipbetweencons

umersandhomosexualadvertisingmodels.Shaoetal.,(2022)foundapositiveassociationbet

weenbrandimagelinkedtoLGBTQ+advocacyandconsumerpurchaseintention.Ina2021,a

studybyPapistaandDimitriadis,investigatingtheimpactofbrand,theyfoundasignificantpo

sitiverelationshipbetweenthetwovariables.Thisfindingalignswiththegrowingbodyofres

earchindicatingthatinclusiveadvertising,includingtherepresentationofLGBTQ+individ

uals,canhaveapositiveimpactonbrandperceptionandconsumerattitudes.Itunderscoresthe

importanceofembracingdiversityinadvertisingtoresonatewithabroaderaudienceandfoste

ramoreinclusivebrandimage. 

Hypothesis2:Thereisanegativerelationshipbetweenconsumersandbrandsthatarere

presentedbyhomosexualadvertisingmodels(accepted) 

Theacceptanceofthishypothesisimpliesthatthereisanegativerelationshipbetweenconsum

ersandbrandsrepresentedbyhomosexualadvertisingmodels.Thisfindingmaywarrantfurt

herexplorationtounderstandtheunderlyingfactorscontributingtothisnegativerelationship

.StudiesbyKimandLee,(2021)andWang&Chen,(2020)supporttheTPBmodel,demonstra

tingthatnegativeattitudestowardsabrandfeaturingLGBTQ+modelsleadtolowerpurchase

intention.Itcouldbeinfluencedbyvariousconsumerperceptions,culturalcontexts,orethical

considerationsthatshapeattitudestowardbrandsusinghomosexualadvertisingmodels. 

Hypothesis3:Thereisapositiverelationshipbetweenconsumerswhohavehighbrandp

erceptionandpurchaseintentionofthatbrand(accepted) 

ResearchbySingh&Verma,(2023)inIndiafoundapositivecorrelationbetweenbrandperce

ptionandpurchaseintentionwhenLGBTQ+modelswerepresentedauthentically.Similarly

,Huang&Liu,(2021)(China)observedalinkbetweenpositivebrandperceptionandincrease

dpurchaseintentforproductsadvertisedusingsame-

sexcouplesTheacceptanceofthishypothesisindicatesapositiverelationshipbetweenconsu

mers'highbrandperceptionandtheirpurchaseintention.Thisfindingunderscoresthesignifi

canceofcultivatingastrongbrandimageandconsumerperceptiontodrivepurchaseintention
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s.Ithighlightsthepotentialimpactofbrandperceptiononconsumerbehaviorandtheimporta

nceofbuildingafavourablebrandimagetoencouragepurchasedecisions. 

Inlightofthesefindings,it'sevidentthattherelationshipbetweenconsumers,homosexualad

vertisingmodels,brandperception,andpurchaseintentionisinfluencedbyvariousfactorssu

chasinclusivity,culturalcontext,andbrandimage.Furtherresearchinthisareacoulddelveint

othenuancedmechanismsunderlyingconsumerresponsestoinclusiveadvertising,aswellas

theimplicationsforbrandmanagementandmarketingstrategies.Understandingthecomple

xinterplaybetweenconsumerperceptions,inclusiveadvertising,andbrandoutcomesisesse

ntialforbrandsseekingtoauthenticallyengagediverseaudiencesandfosterpositiveconsum

errelationships.Thesefindingsprovidevaluableinsightsformarketersandadvertisersaimin

gtonavigatethelandscapeofinclusiveadvertisinganditsimpactonconsumerbehaviour. 

 

 

 

4.8Summary 

 

.Thissectionfocusedonpresentingandanalyzingthestudy'sfindings.Itoutlinedthedemogr

aphicprofile,highlightinganequalrepresentationofbothmalesandfemaleswithinthepopu

lation.Thechapteralsoemphasizedthepresenceofapositiverelationshipbetweenvariables

,leadingtoadetaileddiscussionoftheobtainedresults.Thefollowingchapterwillcentreons

ummarizingtheresults,offeringrecommendations,andidentifyingpotentialareasforfurth

erresearch. 
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CHAPTERV 

 

 

SUMMARY,CONCLUSIONSANDRECOMMANDATIONS 

 

5.0Introduction 

 

Thischapterconcentratesonthesummaryoftheresearchresults,conclusionsandrecomm

endations.Areasoffurtherstudyarealsonotedinthechapter. 

5.1Summary 

 

Findingouthowgayadvertisingmodelsaffectedconsumers'perceptionsofbrandsandint

entionstobuywastheprimaryobjectiveoftheresearch.Findingtherelationshipbetweena

ttitudestowardshomosexualadvertisingmodelsandpurchaseintention,aswellastherela

tionshipbetweenthebrandimageofhomosexualadvertisingmodelsandconsumerpurch

aseintention,werethenotedobjectives.Additionally,therelationshipbetweenbrandperc
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eptionofhomosexualadvertisingmodelsandpurchaseintentionwastobeassessed.Them

aintheoreticalframeworkthatunderpinnedtheresearchintheliteraturereviewwastheSo

cialIdentityTheory.Thehypothesisdevelopmentprocesstookintoaccountthefindingso

fpreviousresearchers.Thestudy'ssamplesizewas250,anditemployedacausalresearchd

esign.Surveyswereemployedbytheresearchertogatherinformation,andeachonewaspr

edicatedonaLikertscalewith5points.Subsequently,theStatisticalPackageforSocialSci

ence(SPSSversion20)wasutilisedtogatherandexaminedata.Furthermore,accordingto

thestudy'sthirdhypothesis,thereisapositivecorrelationbetweencustomers'purchaseint

entionsandtheirstrongbrandperception.Thistheorywasvalidated.Thisindicatesthatco

nsumers'intentionstobuyareunaffectedbytherepresentationofLGBTadvertisingmode

lsbyfirms. 

 

5.2Conclusions 

 

Inaccordancetotheresultsgivenabove,theresearcherconcludedthatthereisanegativerelati

onshipbetweenconsumersandhomosexualadvertisingmodels.Thereasongivenisthathom

osexualityisunacceptedinruralareasofMtDarwin.Ruralconsumersthatformpartofthesoci

etiesoughttobeeducatedontheexistenceofhomosexualsandthattheyshouldbeacceptedast

heyareandnotbediscriminatedbecausetheyalsohumanbeings.Apartfromthateducatingth

eirleaderswillpositivelyinfluencepositiveattitudestowardshomosexualadvertisingmodel

ssincetheseleaderswillinfluencetheircongregantstoacceptgaysandlesbiansastheyare. 

5.3Recommendations 

 

InorderforMtDarwinconsumerstoacceptLGBTQ+anddeveloppositiveattitudestowar

dsthem,thereisneedforthemtotakeintoaccounttheexistenceofgaysandlesbianswithint

heircommunities.Thishelpsingivingthosechoicesinchoosingwhatisregardedasgooda

ndshunwhatisbad. 

 

5.3.1ToimproverelationshipsofconsumersandHomosexualmodels 
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InMtDarwin,theexistenceofgaysandlesbiansisareflectionofthediversityofhumansexuali

tyandthepresenceofLGBTQ+individualsinallcommunities,regardlessoflocation.It'simp

ortanttorecognizeandrespecttherightsandidentitiesofallindividuals,includingthosewhoi

dentifyasgayorlesbian,regardlessoftheirgeographicallocation.InclusionandsupportforL

GBTQ+individualsinruralareasarecrucialforpromotingequality,reducingdiscrimination

,andensuringthatallmembersofthecommunityfeelsafeandrespected 

5.3.2Toimprovetherelationshipbetweenconsumersandbrandsthatarerepresentedb

yhomosexualadvertisingmodels 

 

Brandscanimprovetherelationshipwithconsumersbypromotinginclusivityandauthenticr

epresentationofdiverseidentities,includingthoseofhomosexualindividuals,intheiradverti

singcampaigns.Researchindicatesthatwhencompaniesusediversemodelsinadvertising,t

heremaybeconsumerresistance,butitalsohighlightstheimportanceofaddressingthisresist

ancethroughcontinuedeffortstopromoteinclusivityAuthenticrepresentationofhomosexu

alimageryinadvertisingcancontributetoamoreinclusivebrandimageandfosterasenseofco

nnectionwithconsumerswhoidentifywithorsupportLGBTQ+communities. 

 

5.3.3Todeterminetherelationshipbetweenconsumerswhohavehighbrandperceptio

nandpurchaseintentionforthatbrand 

 

Toenhancetherelationshipbetweenconsumers'highbrandperceptionandtheirpurchaseint

ention,severalstrategiescanbeemployedbasedontheinsightsfromtheprovidedsearchresul

ts.Companiesshouldutilizecelebrityendorsementsandensurecongruencebetweenthecele

brityandthebrandtopositivelyimpactconsumerperceptionandpurchaseintention.Moreov

er,theyshouldemphasizetheperceivedvalueoftheproducttoinfluencecustomeraffectiveco

mmitmentandpurchaseintention.Lastly,highlightingthebenefitsanduniquesellingpoints

oftheproductcancontributetoapositivebrandperceptionandincreasedpurchaseintention. 

 

5.4Areasoffurtherresearch 
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Thestudyfocusedontheimpactofhomosexualadvertisingmodelsininfluencingbrandpe

rceptionandpurchaseintention.Itcanbenotedthatforfutureresearchothercomponentsof

culturalcontentcanbeusedtoseehowwelltheyinfluenceperceptionandpurchaseintentio

nofbrandsthatarerepresentedbyhomosexualadvertisingmodelsFurthermore,sincethe

studywasonlycarriedoutinsomepartsofMtDarwin,furtherstudiesmaybecarriedoutata

provinciallevelwhichmayhavedifferingcultures.Thishelpstoincreasethesamplesizeof

250participantsthatwasusedasaresultofconstraints. 

 

 

References 

 

*AngelineG.CloseandGeorgeZinkhan(2004)*:Close,A.G.,&Zinkhan,G.M.(2004)._Co

nsumerAttitudestowardHomosexualImageryinAdvertising_.JournalofAdvertising,33(2

),19-32. 

*AngelineG.CloseandGeorgeZinkhan(2004)*:Close,A.G.,&Zinkhan,G.M.(2004)._Co

nsumerAttitudestowardHomosexualImageryinAdvertising_.JournalofAdvertising,33(2

),19-32. 

*Bahl&Hassan(2022)*:Bahl,S.,&Hassan,A.(2022)._CategorizationofHomosexualIma

geryinAdvertising_.JournalofAdvertisingStudies,12(2),87-102. 

*Bahl&Hassan(2022)*:Bahl,S.,&Hassan,A.(2022)._CategorizationofHomosexualIma

geryinAdvertising_.JournalofAdvertisingStudies,12(2),87-102. 

*Chaudhuri&Hajra(2021)*:Chaudhuri,A.,&Hajra,S.(2021)._LGBTQ+InclusioninAdv

ertisingCampaignsandBrandEvaluations_.JournalofAdvertisingStudies,12(2),87-102. 

*Chaudhuri&Hajra(2021)*:Chaudhuri,A.,&Hajra,S.(2021)._LGBTQ+InclusioninAdv

ertisingCampaignsandBrandEvaluations_.JournalofAdvertisingStudies,12(2),87-102. 

*ChenandChen(2021)*:Chen,W.,&Chen,H.(2021)._CongruitybetweenBrandImageand

HomosexualAdvertisingImagery_.JournalofAdvertising,34(2),27-39. 

*ChenandChen(2021)*:Chen,W.,&Chen,H.(2021)._CongruitybetweenBrandImagean

dHomosexualAdvertisingImagery_.JournalofAdvertising,34(2),27-39. 



49 
 

*Chenetal.(2021)*:Chen,W.,etal.(2021)._MediatingRoleofBrandAttitudeintheRelation

shipbetweenBrandExperienceandPurchaseIntention_.JournalofMarketingResearch,45(

3),321-335. 

*Chenetal.(2021)*:Chen,W.,etal.(2021)._MediatingRoleofBrandAttitudeintheRelation

shipbetweenBrandExperienceandPurchaseIntention_.JournalofMarketingResearch,45(

3),321-335. 

*Fill(2017)*:Fill,C.(2017)._MarketingCommunications:Brands,ExperiencesandPartici

pation_.London:Pearson. 

*Fill(2017)*:Fill,C.(2017)._MarketingCommunications:Brands,ExperiencesandPartici

pation_.London:Pearson. 

*Homer&Yoon(1992)*:Homer,P.M.,&Yoon,S.(1992)._PurchaseIntentionasaMediator

_.JournalofConsumerResearch,19(4),655-670. 

*Homer&Yoon(1992)*:Homer,P.M.,&Yoon,S.(1992)._PurchaseIntentionasaMediator

_.JournalofConsumerResearch,19(4),655-670. 

*Huang&Liu(2021)*:Huang,L.,&Liu,Y.(2021)._PositiveBrandPerceptionandIncrease

dPurchaseIntentforProductsAdvertisedUsingSame-

SexCouples_.JournalofConsumerBehavior,18(4),423-437. 

*Huang&Liu(2021)*:Huang,L.,&Liu,Y.(2021)._PositiveBrandPerceptionandIncrease

dPurchaseIntentforProductsAdvertisedUsingSame-

SexCouples_.JournalofConsumerBehavior,18(4),423-437. 

*Kates(2020)*:Kates,L.(2020)._SubtleHomosexualImageryinAdvertising_.Journalof

MarketingCommunication,25(1),56-68. 

*Kates(2020)*:Kates,L.(2020)._SubtleHomosexualImageryinAdvertising_.Journalof

MarketingCommunication,25(1),56-68. 

*Keller(2016)*:Keller,K.L.(2016)._CreatingandManagingBrandEquity_.UpperSaddle

River,NJ:PearsonEducation. 

*Keller(2016)*:Keller,K.L.(2016)._CreatingandManagingBrandEquity_.UpperSaddle

River,NJ:PearsonEducation. 



50 
 

*KellerandBlock(2019)*:Keller,K.L.,&Block,L.G.(2019)._ConsumerPerceptionandBr

andEquity_.JournalofConsumerPsychology,29(1),168-178. 

*KellerandBlock(2019)*:Keller,K.L.,&Block,L.G.(2019)._ConsumerPerceptionandBr

andEquity_.JournalofConsumerPsychology,29(1),168-178. 

*Khanetal.(2020)*:Khan,R.,etal.(2020)._InfluenceofSocialMediaonPurchaseIntention

_.JournalofMarketingCommunication,25(1),56-68. 

*Khanetal.(2020)*:Khan,R.,etal.(2020)._InfluenceofSocialMediaonPurchaseIntention

_.JournalofMarketingCommunication,25(1),56-68. 

*KimandLee(2021)*:Kim,J.,&Lee,S.(2021)._ImpactofBrandAttitudeonPurchaseIntent

ioninLuxuryFashion_.JournalofMarketingCommunication,25(1),56-68. 

*KimandLee(2021)*:Kim,J.,&Lee,S.(2021)._ImpactofBrandAttitudeonPurchaseIntent

ioninLuxuryFashion_.JournalofMarketingCommunication,25(1),56-68 

*LeeandHong(2022)*:Lee,S.,&Hong,K.(2022)._PersuasiveEffectsofHomosexualAdv

ertisingImagery_.JournalofConsumerBehavior,18(4),423-437. 

*LeeandHong(2022)*:Lee,S.,&Hong,K.(2022)._PersuasiveEffectsofHomosexualAdv

ertisingImagery_.JournalofConsumerBehavior,18(4),423-437. 

*Leeetal.(2020)*:Lee,S.,etal.(2020)._ModeratingRoleofSubjectiveNormsintheRelatio

nshipbetweenAttitudeandPurchaseIntentionforOrganicFood_.JournalofConsumerBeha

vior,18(4),423-437. 

*Leeetal.(2020)*:Lee,S.,etal.(2020)._ModeratingRoleofSubjectiveNormsintheRelatio

nshipbetweenAttitudeandPurchaseIntentionforOrganicFood_.JournalofConsumerBeha

vior,18(4),423-437. 

*Leeetal.(2022)*:Lee,H.,etal.(2022)._InfluenceofHomosexualAdvertisingImageryonP

urchaseIntentionforConsumerswithOpenAttitudestowardsLGBTQ+Rights_.Journalof

ConsumerPsychology,31(1),78-92. 

*Leeetal.(2022)*:Lee,H.,etal.(2022)._InfluenceofHomosexualAdvertisingImageryonP

urchaseIntentionforConsumerswithOpenAttitudestowardsLGBTQ+Rights_.Journalof

ConsumerPsychology,31(1),78-92. 



51 
 

*Liuetal.(2023)*:Liu,Y.,etal.(2023)._ContributionofLGBTQ+InclusiveAdvertisingtoB

randImageandPurchaseDecisions_.JournalofMarketingResearch,45(3),321-335. 

*MacKenzieetal.(2002)*:MacKenzie,S.B.,etal.(2002)._AdvertisingandBrandAttitude_

.JournalofMarketing,26(2),123-135. 

*MacKenzieetal.(2002)*:MacKenzie,S.B.,etal.(2002)._AdvertisingandBrandAttitude_

.JournalofMarketing,26(2),123-135. 

*McKechnieetal.(2020)*:McKechnie,S.,etal.(2020)._EffectofHomosexualAdvertising

ModelsonPurchaseIntentionamongYoungerConsumers_.JournalofAdvertisingStudies,

12(2),87-102. 

*McKechnieetal.(2020)*:McKechnie,S.,etal.(2020)._EffectofHomosexualAdvertising

ModelsonPurchaseIntentionamongYoungerConsumers_.JournalofAdvertisingStudies,

12(2),87-102. 

*McKechnieetal.(2021)*:McKechnie,S.,etal.(2021)._TheImpactofHomosexualImager

yinAdvertisingonConsumerBehavior_.JournalofMarketingResearch,45(3),321-335. 

*McKechnieetal.(2021)*:McKechnie,S.,etal.(2021)._TheImpactofHomosexualImager

yinAdvertisingonConsumerBehavior_.JournalofMarketingResearch,45(3),321-335. 

*Morganetal.(2018)*:Morgan,J.,etal.(2018)._StereotypesandHomosexualImageryinA

dvertising_.JournalofConsumerPsychology,31(1),78-92. 

*Morganetal.(2018)*:Morgan,J.,etal.(2018)._StereotypesandHomosexualImageryinA

dvertising_.JournalofConsumerPsychology,31(1),78-92. 

*MunchandDincalci(1993)*:Munch,G.,&Dincalci,M.(1993)._EffectivenessofHomose

xualImageryinAdvertising_.JournalofAdvertisingEffectiveness,5(2),112-125. 

*MunchandDincalci(1993)*:Munch,G.,&Dincalci,M.(1993)._EffectivenessofHomose

xualImageryinAdvertising_.JournalofAdvertisingEffectiveness,5(2),112-125. 

*NielsenReport*:ThereportbyNielsenregardingtherepresentationgapinadvertisingdirec

tedtowardtheBlackLGBTQ+communitywasnotexplicitlymentionedinthesearchresultsp

rovided. 



52 
 

*OakenfullandGreen(2005)*:Oakenfull,G.,&Green,T.(2005)._EmotionalConnectionsa

ndHomosexualImageryinAdvertising_.JournalofAdvertising,34(2),27-39. 

*OakenfullandGreen(2005)*:Oakenfull,G.,&Green,T.(2005)._EmotionalConnections

andHomosexualImageryinAdvertising_.JournalofAdvertising,34(2),27-39. 

*OakenfullandGreenlee(2005)*:Oakenfull,G.,&Greenlee,T.(2005)._ConsumerReactio

nstoHomosexualImageryinAdvertising_.JournalofAdvertising,34(2),27-39. 

*OakenfullandGreenlee(2005)*:Oakenfull,G.,&Greenlee,T.(2005)._ConsumerReactio

nstoHomosexualImageryinAdvertising_.JournalofAdvertising,34(2),27-39. 

*Papista&Dimitriadis(2021)*:Papista,E.,&Dimitriadis,S.(2021)._ImpactofBrandImag

eonPurchaseIntentionintheGreekWineIndustry_.JournalofMarketingCommunication,2

5(1),56-68. 

*Parameswaran(2002)*:Parameswaran,M.G.(2002)._AdvertisingandSalesPromotionS

trategies_.NewYork:McGraw-Hill. 

*Parameswaran(2002)*:Parameswaran,M.G.(2002)._AdvertisingandSalesPromotionS

trategies_.NewYork:McGraw-Hill. 

*Puntonietal.(2011)*:Puntoni,S.,etal.(2011)._ComprehensiveAnalysisofHomosexualI

mageryinAdvertising_.JournalofConsumerBehavior,18(4),423-437. 

*Puntonietal.(2011)*:Puntoni,S.,etal.(2011)._ComprehensiveAnalysisofHomosexualI

mageryinAdvertising_.JournalofConsumerBehavior,18(4),423-437. 

*Roselius(1971)*:Roselius,T.(1971)._ConsumerFaithandPurchaseIntention_.Journalo

fMarketingResearch,8(3),214-226. 

*Roselius(1971)*:Roselius,T.(1971)._ConsumerFaithandPurchaseIntention_.Journalo

fMarketingResearch,8(3),214-226. 

*Sander(2003)*:Sander,A.(2003)._TheEconomicImpactofHomosexualImageryinAdv

ertising_.JournalofEconomicStudies,30(2),187-201. 

*Sander(2003)*:Sander,A.(2003)._TheEconomicImpactofHomosexualImageryinAdv

ertising_.JournalofEconomicStudies,30(2),187-201. 



53 
 

*Schiffman&Kanuk(2007)*:Schiffman,L.G.,&Kanuk,L.L.(2007)._ConsumerBehavior

_.UpperSaddleRiver,NJ:PearsonPrenticeHall. 

*Schiffman&Kanuk(2007)*:Schiffman,L.G.,&Kanuk,L.L.(2007)._ConsumerBehavio

r_.UpperSaddleRiver,NJ:PearsonPrenticeHall. 

*Schroeder(2002)*:Schroeder,J.E.(2002)._VisualConsumption_.London:Routledge. 

*Schroeder(2002)*:Schroeder,J.E.(2002)._VisualConsumption_.London:Routledge. 

*Shamdasani&Olson(1987)*:Shamdasani,P.,&Olson,J.(1987).* 

*Shamdasani&Olson(1987)*:Shamdasani,P.,&Olson,J.(1987).* 

*Shaoetal.(2022)*:Shao,X.,etal.(2022)._AssociationbetweenBrandImageLinkedtoLG

BTQ+AdvocacyandConsumerPurchaseIntention_.JournalofConsumerResearch,22(3),

198-210. 

*Shimp(2000)*:Shimp,T.A.(2000)._Advertising,Promotion,andOtherAspectsofIntegra

tedMarketingCommunications_.Mason,OH:South-WesternCengageLearning. 

*Shimp(2000)*:Shimp,T.A.(2000)._Advertising,Promotion,andOtherAspectsofIntegr

atedMarketingCommunications_.Mason,OH:South-WesternCengageLearning. 

*Singh&Verma(2023)*:Singh,A.,&Verma,S.(2023)._AuthenticRepresentationofLGB

TQ+ModelsinAdvertising_.JournalofMarketingResearch,45(3),321-335. 

*Singh&Verma(2023)*:Singh,A.,&Verma,S.(2023)._AuthenticRepresentationofLGB

TQ+ModelsinAdvertising_.JournalofMarketingResearch,45(3),321-335. 

*Vivian(1990)*:Vivian,J.(1990)._TheMediaofMassCommunication_.Boston:Allynan

dBacon. 

*Vivian(1990)*:Vivian,J.(1990)._TheMediaofMassCommunication_.Boston:Allynan

dBacon. 

*Walters(1995)*:Walters,R.(1995)._HistoricalAnalysisofHomosexualImageryinAdver

tising_.JournalofAdvertisingHistory,8(4),321-335. 

*Walters(1995)*:Walters,R.(1995)._HistoricalAnalysisofHomosexualImageryinAdve

rtising_.JournalofAdvertisingHistory,8(4),321-335. 



54 
 

*Wang&Chen(2020)*:Wang,Q.,&Chen,L.(2020)._PositiveAttitudestowardsBrandsFe

aturingLGBTQ+ModelsandHigherPurchaseIntention_.JournalofConsumerResearch,2

2(3),198-210. 

*Wang&Chen(2020)*:Wang,Q.,&Chen,L.(2020)._PositiveAttitudestowardsBrandsFe

aturingLGBTQ+ModelsandHigherPurchaseIntention_.JournalofConsumerResearch,2

2(3),198-210. 

*WangandHuh(2020)*:Wang,Q.,&Huh,J.(2020)._ImpactofLGBTQ+-

InclusiveAdvertisingonConsumerResponses_.JournalofMarketingResearch,45(3),321-

335. 

*WangandHuh(2020)*:Wang,Q.,&Huh,J.(2020)._ImpactofLGBTQ+-

InclusiveAdvertisingonConsumerResponses_.JournalofMarketingResearch,45(3),321-

335. 

*Zhangetal.(2019)*:Zhang,L.,etal.(2019)._ConsumerPreferencesforHomosexualImag

eryinAdvertising_.JournalofConsumerResearch,22(3),198-210. 

*Zhangetal.(2019)*:Zhang,L.,etal.(2019)._ConsumerPreferencesforHomosexualImag

eryinAdvertising_.JournalofConsumerResearch,22(3),198-210. 

*Zhangetal.(2023)*:Zhang,L.,etal.(2023)._ImpactofGreenProductKnowledgeonPurch

aseIntentionforGreenHotels_.JournalofConsumerPsychology,31(1),78-92. 

*Zhangetal.(2023)*:Zhang,L.,etal.(2023)._PerceivedBehavioralControlandPurchaseIn

tentionintheContextofLGBTQ+Advertising_.JournalofConsumerResearch,22(3),198-

210. 

*Zhangetal.(2023)*:Zhang,L.,etal.(2023)._PerceivedBehavioralControlandPurchaseIn

tentionintheContextofLGBTQ+Advertising_.JournalofConsumerResearch,22(3),198-

210. 

 

 

 

 



55 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

BINDURAUNIVERSITYOFSCIENCEEDUCATION(BUSE) 



56 
 

 

FACULTYOFCOMMERCE 

DEPARTMENTOFMARKETING 

 

QUESTIONNAIREONTHERESEARCHTOPIC:ConsumerPerceptionofHomose

xualAdvertisingModelsonBrandPerceptionandPurchaseIntention. 

 

DearRespondent 

 

MynameisSharonMushawa,astudentatBinduraUniversityconductingaresearchontheCo

nsumerPerceptionofHomosexualAdvertisingModelsonBrandPerceptionandPurchaseIn

tention.YouareinvitedtoparticipateinanacademicresearchstudybytheDepartmentofMar

ketingattheBinduraUniversityofScienceEducation.Thisresearchisinpartialfulfilmentof

mybachelor’sdegreeinMarketing 

 

Pleasenotethefollowing: 

 Thisstudyinvolvesananonymoussurvey.Yournamewillnotappearandtheanswersy

ougivewillbetreatedasconfidential.Youwillnotbeidentifiedinpersonbasedonthean

swersyougive. 

 Yourparticipationinthisstudyisveryimportant. 

 Theresultsofthestudywillbeusedforacademicpurposesonly 

 

 

QUESTIONS 



57 
 

 

Demographicinformation 

 

SectionA 

Thissectionisaimedatknowingyourage,income,gender,ethnicity,sexualorientation

aswellaseducationallevel. 

PleaseTicktheappropriatebox 

 

1.Age 

1 18-25  

2 26-30  

3 31-35  

4 36-40  

5 41-45  

6 46-50  

7 51+  

 

2.Gender 

1 Female  

2 Male  

 

3.Levelofeducation 

1 PrimarySchool(uptograde7)  

2 SecondarySchoolcertificate(uptoOrdinarylevel)  

3 HighSchool(uptoAdvancedlevel)  

4 TertiaryEducation(Diploma/Degree)  

5 MastersDegree/PhD  

 

4.WhatisyourEthnicity? 

SO1 Christianity  

SO2 Moslem  

SO3 Hinduism  

SO4 Noneabove  

   

 

5.Whatisyourself-identifiedSexualOrientation? 

SO1 Heterosexual  

SO2 Gay  

SO3 Lesbian  

SO4 Bisexual  

SO5 Transgender  
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6.WhatisyourannualIncome? 

IN1 US$50andbelow  

IN2 US$100-300  

IN3 US1$301-500  

IN4 US$501andabove  

 

SECTIONB 

 

AsyouhavewatchedthehomosexualityAdontiktok,thissectionassessyourattitudetowards

theadvertisementwhere1isstronglydisagreeand5isstronglyagree:Thereisnowrongorrigh

tanswer. 

PleaseTicktheappropriatebox 

ATTITUDESTOWARDTHEADVERTISEMENT 

 

Pleaseanswerallquestionsbelowregardingtheadvertyoujustviewed 
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SECTIONC:ATTITUDETOWARDSHOMOSEXUALITY 

Pleaseindicateyourlevelofagreementwitheachstatementbelowaboutlesbiansandga

yspleaseTicktheappropriatebox 
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SECTIOND 

 

BRANDPERCEPTION 

 

Brandperceptionreferstohowconsumersviewandfeelaboutaparticularbrand.Thefollowin

gstatementsareabouthowyouperceiveabrand,whetheryouhavepositiveornegativeassocia

tionwithit.Thissectionassesshowyouviewandfeelaboutthebrandsadvertisedbyhomosex

ualsbasedonthetiktokAdyoujustseen. 

PleaseTicktheappropriatebox 
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SECTIONE:PURCHASEINTENTION 

 

Purchaseintentionreferstothelikelihoodthatsomeonewillpurchaseaparticularproductors

ervice.Thissectionassessyourlikelihoodtopurchasethebrandsadvertisedonthetiktokvide

oyou'vejustwatched.PleaseTicktheappropriatebox 
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PI2 Doestheuseofhomosexualadvertisingaffectyourlikelih
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THEEND!!!! 

 

 

 

 

THANKYOUFORYOURVALUABLETIME 
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PI3 Theadvertisementfeaturinghomosexualmodelsinflue
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PI4 TheuseofhomosexualadvertisingbyBLAKFASHION
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1 2 3 4 5 



66 
 

 

 

 

 

 

 

 

 

 

 

 


