


















Production decreases due to <one all= designs and increases the possibilit







Traditionally, men are described by the monolithic standard of <hegemonic masculinity= 



< =



initiated communication intent on impacting people= 



ey Davidson's <Big Boys for Big Toys= (Avery, 









belonging to significant social groups influences individuals9 attitudes as well as behaviors and 





specially modern fashion is seen as an <unconscious= field of self
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aimed to identify whether the advertisement was evaluated as <ge inclusive= and avoided 

<stereotypical masculine attributes= on a 7 4 4



having an annual income of less than €10,000 (60.6%). 

* p < .05, ** p < .01, *** p < .001, + p ≤ .1 



The main study provides the framework for the data collection, analysis and hypotheses9 

The study9s primary objective 





aimed to identify whether the advertisement was evaluated as <gender

inclusive= and avoided <stereotypical masculine attributes= on a 7 4

4



was assessed with three items regarding participants9 likelihood and 

3

3

was evaluated with the slider function ranging from a price of 0€ to 

200€ for a pair of jeans from the advertised brand. 

3 3

3 3

(Zeynepoğlu & Terzioğlu, 2011) and was composed of 8 times by asking participants to rate 

3 3



participants earn below 10,000€ (59%), followed by 10,000€ 3 € (17.1%), 20,000€ 

€ € 3 74,999€ (6%) and 75,000€ 150,000€ (3.5%). Further, the sample 

is also characterized by an annual income of over 150,000€ (1.7%). Please refer to Appendix F



(Peterson, 1994). Thus, results show that for all variables Cronbach9s alpha 

Cronbach’s Cronbach’s 



* p < .05, ** p < .01, *** p < .001, + p ≤ .1 

–



* p < .05, ** p < .01, *** p < .001, + p ≤ .1 



* p < .05, ** p < .01, *** p < .001, + p ≤ .1 

–

to examine a possible moderation effect with the help of Hayes9 (2013, 2017) Process macro 



CI = [−.33, .13]). More importantly, moderation results show a significant and positive gender

***p < .001, **p < .01, *p < .05, +p ≤ .1



***p < .001, **p < .01, *p < .05, +p ≤ .1

= .47, 95% CI = [−6.48, 3.01]). 



***p < .001, **p < .01, *p < .05, +p ≤ .1

3

***p < .001, **p < .01, *p < .05, +p ≤ .1



advertisement. For this purpose, a further regression analysis was performed using Hayes9 



***p < .001, **p < .01, *p < .05, +p ≤ .1

***p < .001, **p < .01, *p < .05, +p ≤ .1



***p < .001, **p < .01, *p < .05, +p ≤ .1



***p < .001, **p < .01, *p < .05, +p ≤ .1



–

 

 

 
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Type of Gender-Oriented Advertisement  → 

Self-Expression → Purchase Intention 

Type of Gender-Oriented Advertisement  → 
Self-Expression  → Purchase Intention

* p < .05, ** p < .01, *** p < .001, + p ≤ .1 

 



Type of Gender-Oriented Advertisement  → 

Self-Expression → WTP 

Type of Gender-Oriented Advertisement  → 
Self-Expression  → WTP

* p < .05, ** p < .01, *** p < .001, + p ≤ .1 

 

 

 
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slogan <All the man's stage=. This suggests that the wearer of the suit is in the central role in 

laden caption <for the modern gentlemen= directly addresses men without 
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Bachelor9s Degree

Master9s Degree



Under €10,000

€10,000 €19,999

€20,000 €29,999

€30,000 €39,999

€40,000 €49,999

€50,000 €74,999

€75,000 €99,999

€100,000 €150,000

Over €150,000










