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1. Introduction
In advertising, elders are often excluded, or when present, portrayed as weak or in need of care
(Lagercrantz, 2019). These stereotypes are imprinted from a young age, and subconsciously lead
to negative expectations of one’s own aging. The negative expectations have been shown to
decrease the average lifespan by as much as 7.5 years. In other words, a fear of aging acts as a selffulfilling prophecy, leading to a lower quality of life when older, and possibly even shortening of
lives (Lagercrantz, 2019). Realistic portrayals of age have long been absent in advertising, the
argument being that using older models in advertising could decrease the brand’s attractiveness in
the eyes of younger consumers (Deuisch et al., 1986; Mazis et al., 1992). However, the question
remains if this assumption still holds for young consumers today?
In recent years, there has been a shift in the market and older models have been increasingly
featured in ads. Examples include Maye Musk (69) for Cover Girl, Jane Fonda (81) for L’Oréal,
and Isabella Rossellini (67) for Lancôme. The increased use of older models calls for researchers
to examine the effects these might have on consumer perceptions and intentions.
Lately, researchers have shown an increased interest in examining stereotypes in advertising, not
only to investigate their social effects but also to understand their occurrence and advertising
effects (e.g. Åkestam et al., 2017; Dahlen et al., 2018; Eisend, 2017; Liljedal et al., 2020).
However, research has mainly focused on gender stereotypes, and to some extent stereotypes
concerning ethnicity or sexual orientation (Åkestam et al., 2017) but in the area of age stereotypes,
research is still scarce.
Further, the research that has been conducted has mainly focused on the advertising effects in
regard to older consumers, while the effects of targeting younger generations with ads portraying
older models have largely been overlooked. However, Bank of America and Merrill Lynch have
suggested that Generation Y and Z are “the world's most important demographics” (2016). Making
up 59 percent of the world’s population, the generations’ combined gross income is expected to
reach $62 trillion by 2030. The immense purchasing power of these generations make them an
important audience for advertisers to reach. The generations are known for their more progressive
views compared to previous generations, and for questioning stereotypes of e.g., gender and
ethnicity(Dimock, 2019). However, questions remain regarding the advertising effects of nonstereotypical portrayals of age in regard to the younger generations. Do they appreciate these
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portrayals, or could the effects be negative? Is there a trade-off between advertising effects and
doing good for society, or are non-stereotypical portrayals of age a win-win for both advertisers
and society?

1.1 Background
There are several stereotypes prevailing in society. Stereotypes are defined by Taylor and Stern
(1997) as:
“a generalized and widely accepted belief about the personal attributes of members of
a social category, such as gender, ethnicity, or sexual orientation”.

As stereotypes apply to a certain group of people, there are few stereotypes which apply to all.
Most stereotypes apply to people from the moment they are born, such as those regarding sex or
race. However, age is different from other stereotypes in that it starts applying to people as they
grow older.
The average expected life span is increasing, creating interest to study stereotypes and
discrimination against older people. While there are different definitions of "old", WHO has
referred to people being elderly or older when exceeding the age of 60 (World Health Organization,
2018). In Sweden, the life expectancy is 81.3 years for men and 84.7 years for women (Statistiska
Centralbyrån, 2020). This indicates that most Swedes will, in time, belong to this group of
“elderly” or “old” people. When this time comes, there is a risk that they will be discriminated
against due to long-withstanding stereotypes (Isopahkala-Bouret, 2015), especially in the
advertising context (Lagercrantz, 2019).
According to Rättvisaren (2020), a yearly study on how people are represented and portrayed in
Swedish advertising, older people are largely portrayed individually or as a part of a
heteronormative relationship. Some ads show older people with grandchildren, but apart from
these, the portrayal of life as an older person is very restricted in terms of relationships, roles, and
situations. The same study also shows an underrepresentation of larger body shapes and non-white
people among older individuals.
Overall, in advertising, older models are less present than younger ones. In the advertising world
the models seem to be moving into the category of “elderly” at a much younger age than 60. It has
been claimed that a model over the age of 35 can expect to be referred to as old (Wallman, 2019).
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Hence, in the world of advertising, ageing has a strong connection to being left out of the spotlight.
This not only leaves models without employment but is also reflected in the advertising consumers
are exposed to. Women start feeling left out of advertising or portrayed in an insensitive way
already as they reach menopause (WARC, 2018), which on average takes place between the age
of 45-55 (NHS, 2017). Thus, around this age, women feel they can no longer identify with the
adverts they are exposed to. In Sweden, only one percent of women portrayed in advertising are
over the age of 64, while women between 24 and 35 are overrepresented, accounting for 26 percent
of women portrayed in advertising, but only 7 percent of the population (Lundahl et al., 2020).

1.2 Problem Area and Knowledge Gap
Although the positive effects of non-stereotypical portrayals in advertising have been suggested
by several scholars (Åkestam et al., 2017; Eisend, 2019; Liljedal et al., 2020), stereotypical
portrayals are still prevalent in advertising. In recent years, the advertising industry has taken
initiatives to reduce the use of stereotypes. These efforts have mainly centered around gender
stereotypes, such as the Cannes Glass Lion award, created in 2015, focused on challenging gender
bias. Advertising research could further contribute to this development by providing the industry
with more research on the effects of non-stereotypical portrayals (Liljedal et al., 2020).
Although there has been an increase of older women in advertising (Liljedal et al., Forthcoming),
few studies have been conducted on non-stereotypical portrayals of age, the resulting effects, and
whether these effects differ across consumer segments. The limited research available has mainly
investigated the effects of non-stereotypical portrayals of age on senior consumers (e.g Erffmeyer
& Milliman, 1990). It has been suggested that the usage of older models could have positive or
neutral effects on the brand for younger consumer segments (Greco et al., 1997; Gubernick, 1996).
However, these studies were made on in-store point-of-sales ads (Greco et al., 1997), or the term
“young” was not explicitly defined (Gubernick, 1996). Still, the belief that stereotypical portrayals
in advertising are effective in convincing consumers prevails (Windels, 2016), even if negative
effects have been shown (Åkestam,2017). In a similar way as expensive or creative advertising
(Dahlen et al., 2018; Modig et al., 2014; Modig & Lethagen, 2008), non-stereotypical adverts have
been shown to elicit positive signals creating favorable advertising effects through an increased
perceived brand effort, brand ability, and product quality (Åkestam et al., 2017; Liljedal et al.,
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2020). However, studies regarding the mechanisms behind advertising effects of non-stereotypical
portrayal of age are scarce, where this study aims to make a theoretical contribution.
In advertising, elders are often portrayed in a one-dimensional way. Subconsciously, these
portrayals lead to negative expectations of aging, which in turn could lead to a lower quality of life
when older, reinforced by own ideals and expectations (Lagercrantz, 2019; Nilsson, 2019).
Further, as stated by North and Fiske (2012), little research about prejudice on the grounds of age
has been made, even if it is becoming an increasingly important subject considering the aging
world population. Advertising portrayals of age is hence not only a question of equal
representation, but also a question of mitigating the negative effects of unequal and nonrepresentative media portrayals. Even if the usage of non-stereotypical portrayal of age could have
important implications for society it is of outmost importance for advertisers and researchers to
understand the advertising effects that such portrayals could elicit among consumers. Because of
this, it is important for brands that more research is conducted on this topic, concluding how to
include portrayals of older people in a way that is not discriminatory yet favorable for the brand.
A Scopus search for “age stereotypes” and “advertising” gives only four results, and a search for
“ageism” and “advertising” gives a total of 18 results, few of which concern advertising effects.
This emphasizes the need to conduct further research in this area.
Up to date, little research has been made on how Generation Z differs from Generation Y. A
suggested reason being that Generation Z has not yet been a powerful force in the market, due to
their young age. However, as this new generation enters the workforce, gaining increased
purchasing power, it is of importance to understand them. Both business practitioners and scholars
encourage companies to get to know Generation Z and how they differ from previous generations
(Gomez et al., 2019.; Heather, 2017; Keyes, 2017; Knee, 2015; Think with Google, 2019). Pew
Research center (2015), stated that using generational cohorts to investigate differences across
groups of consumers is plausible as:
“An individual’s age is one of the most common predictors of differences in attitudes and
behaviors. On issues ranging from foreign affairs to social policy, age differences in attitudes can
be some of the widest and most illuminating. Age denotes two important characteristics about an
individual: their place in the life cycle […] and their membership in a cohort of individuals who
were born at a similar time.”
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As mentioned, previous studies concerning older models and younger consumers (Greco et al.,
1997; Gubernick, 1996) have not included these generations as they were deemed too young, or
were not born, at the time of the studies. It is important to understand how to attract both Gen Y
and Z and if advertising effects differ across the cohorts. Further, companies currently using nonstereotypical portrayals of age in advertising should find it valuable to understand the effects this
entails. By comparing the effects of non-stereotypical portrayals of age across these two
generations, this study contributes to start filling this theoretical and practical gap.

1.3 Purpose
The primary purpose of this thesis is to contribute to research by addressing the existing knowledge
gaps related to non-stereotypical usage of age in advertising and its effects. The study aims to
establish what advertising effects usage of non-stereotypical portrayals of age generate. The
purpose is further to understand the underlying mechanisms of these effects by applying signaling
theory.
A secondary purpose is to investigate if the advertising effects of using non-stereotypical
portrayals of age differ across Generation Y and Generation Z. This by applying an additional
theoretical layer though cohort theory.

1.4 Delimitations
Stereotypes can be applied to many different social categories such as gender, religion, age,
sexuality, or ethnicity. For the purpose of this thesis, the scope has been limited to age stereotypes
and non-stereotypical age portrayals. Further, the study is limited to two product categories,
sunglasses and underwear. These products have been chosen as they are age neutral and can be
used by an older or a younger person. It is argued that the adverts are relevant to all genders as the
products could be bought as gifts. The fashion industry was deemed suitable as it is an industry
where model characteristics are salient in advertising.
The stimuli further contain only female models, which is the most underrepresented group when
portraying older models (Carrigan & Szmigin, 1998; Zhang et al., 2006). It is within this category
that the shift has been most evident over the last few years, especially with the increased use of
older models in beauty and fashion, where a majority of models are female. The focus on female
models was also chosen to isolate the stereotype of age. Had male models also been included, this
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would have raised other questions regarding effects of gender stereotypes, which is outside the
scope of this thesis.
The study is further limited to the Swedish market. This focus was chosen due to time and resource
constraints. It is important to consider that stereotypes are dynamic and vary across cultures. As
the research focuses on Sweden, the stereotypes discussed are those commonly seen in the West.
The study investigates the effects of non-stereotypical portrayals of age in advertising with regards
to Generation Y and Z. This as the authors aim to deliver as much value as possible to practitioners,
through investigating what has been claimed to be the most important market segments (Kuwait
Times, 2016), under the prevailing time and resource constraints. Generation Z is further a group
where research is limited. Their increasing purchasing power coupled with their progressive values
make them an interesting group to investigate in the area of advertising stereotypes.

1.5 Expected Knowledge Contribution
Brands are increasingly including older models in their advertising, indicating a shift in industry
practice. However, the effects of these portrayals are yet to be examined. This thesis therefore aims
to contribute to both research and practice by determining the advertising effects of using nonstereotypical portrayals of age. The paper contributes to advertising literature by widening the
research on portrayals of different stereotypes and their effects though an extension of signaling
theory. Furthermore, it contributes to advertising practitioners by providing implications for what
effects might be expected when using non-stereotypical portrayals of age, and for what purposes
these portrayals can be expected to be most effective. To create a deeper understanding of the
implications and effects, generational differences between Generation Y and Z, the group of
consumers that will soon make up the largest part of the world’s purchasing power, are examined.
This as, to the authors’ knowledge there are up to date, no studies which have investigated the
effects of non-stereotypical portrayals of age on these groups of younger consumers.

1.6 Disposition
Firstly, the relevant literature on stereotypes and their use in advertising is reviewed. The authors
also review the literature on age stereotypes specifically and signaling theory as an explanatory
model of advertising effects, before taking an in-depth look at generational cohorts and how
generations may be affected differently by advertising. Based on the literature, hypotheses of
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advertising effects are developed. Secondly, the methodology of the thesis is explained and
justified. Thirdly, the results and relevant analyses are presented. Fourthly, the findings and their
implications are discussed. Lastly, the study is concluded, its limitations are addressed and areas
for further research are proposed.

2. Literature Review and Hypothesis Development
This section contains a review of the literature on stereotypes in advertising and their effects, with
a focus on age stereotypes. Signaling theory is investigated to understand the mechanisms behind
advertising effects. To gain an understanding of how Generation Y and Z might be affected
differently by non-stereotypical portrayals of age in advertising, the relevant literature on the two
generations’ respective characteristics and their implications for advertising is reviewed.
Hypotheses are subsequently developed in accordance with previous literature.
2.1 Synthesis of Literature Review

How do the mechanisms behind
the effects of non-stereotypical
portrayals of age in advertising
work?

How do Generation Y
and Z view age
stereotypes differently?

Age Stereotypes

Signaling Theory

Generational
Cohort Theory

Do Generation Y and Z interpret
signals from advertisements
differently, hence, resulting in
different advertising effects?

Figure 1: Synthesis of Literature Review
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What advertising effects
do non-stereotypical
portrayals of age generate
through signaling, and do
these differ across
Generation Y and Z?

To address the defined knowledge gap, the authors review the literature on stereotypes, signaling
theory, and cohort theory. By combining these three elements, the authors are able to develop
hypotheses about possible advertising effects of non-stereotypical portrayals of age, the
mechanisms behind these effects, and how these differ across Generation Z and Y, which is the
purpose of this thesis. This study applies a hierarchy-of-effects model (Lavidge & Steiner, 1961)
in that it examines how responses to ads such as attitudes and intentions are formed through
different stages (Smith et al., 2008). Through conducting an experiment, the authors examine how
and where non-stereotypical portrayals of age affect consumer responses to advertisements.

2.2 Stereotypes and Schemas
To understand the concept of stereotypes and how they function, it is useful to look at how the
human brain processes, and makes sense of, information. This process is commonly referred to as
schemas. The concept of schemas describes brain patterns, ways of thinking or behaving to
organize and categorize information. This, in order to make sense of the information, and
understand the relationship between different parts of information (Wahlund, 2020). This is useful
in everyday life as schemas make it possible for the brain to quickly understand and sort
information. The usage of existing schemas, also called assimilation, is a constant process within
the human brain.
When imagery or stories are repeated continuously over time, it can create generally adopted
beliefs about the people being portrayed (Taylor & Stern, 1997). In this way, stereotypes are a sort
of schemas. The brain can be said to create stereotypes around how things usually are or have
historically been.
Non-stereotypical portrayals in advertising can be beneficial to advertisers, but also to consumers.
There are many negative effects of being exposed to stereotypes, both for individual consumers
and society. Eisend (2010) suggests that using stereotypes in advertising can lead to expectations
and judgments that restrict life opportunities for the social category being stereotyped. Studies
have shown both negative effects of using stereotypes (e.g. Åkestam et al., 2017; Buunk &
Dijkstra, 2011; Richins, 1991) and positive effects of challenging stereotypes (e.g. Bissell & Rask,
2010; Halliwell & Dittmar, 2004; Peck & Loken, 2004).
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2.2.1 Stereotypes, Schemas and Processing
As humans tend to believe their schemas to be universally true, when they prove not to be, the
brain is forced to further process this contradicting information (Wahlund, 2020). As stereotypes
are related to our cognitive schemas, they make it easier for us to organize and interpret
information (Wahlund, 2020). Non-stereotypical portrayals hence make it harder for consumers to
process the information in the advertisement, as the viewer cannot use their schemas to more easily
do so. According to Liljedal et al. (2020), using non-stereotypical portrayals is thus a way to “cut
through the clutter”, much like creative or expensive advertising (Dahlen et al., 2018; Modig et
al., 2014). If an advert requires more processing by the receiver, it will stand out in comparison to
others.
2.2.2 Ageism
Stereotypes of or discrimination against older people has also been referred to as “ageism” (Levy
& Macdonald, 2016). The term “ageism” was first introduced by Robert N. Butler who defined it
as: “prejudice by one age group toward other age groups” (Butler, 1969). Before the term of
ageism was coined, researchers such as Tuckman and Lorge (1953, p. 249) investigated negative
perceptions towards aging. They suggested that with aging comes an expectation to take a passive
role in society, which in turn creates stereotypes.
Studies investigating the negative aspects of ageism have been made on topics such as behaviors
towards older people (Hummert & Shaner, 1994; Kite et al., 2005; Erdman B. Palmore, 2004),
treatment at work (Carrns, 2013; Duncan & Loretto, 2003; Gee et al., 2007; North & Fiske, 2012;
Rampell, 2010, 2011) and treatment in the healthcare sector (Coudin & Alexopoulos, 2010; Dong,
2014; Nussbaum et al., 2005).
Even if to a lesser extent, there has also been research on the positive aspects of ageism (Erdman
Ballagh Palmore, 1990, p. 4), where it has been documented that older people are often seen as
helpful, reliable, kind, and neat. These attributes can be interpreted as positive, but as Kenalemang
(2019) emphasizes, it is a very one-dimensional view of elderly people, leading to stereotypes
around their behavior.
2.2.3 Ageism in Advertising
Decorative models in advertising commonly conform to norms regarding gender, ethnicity, body
type, and attractiveness (Åkestam et al., 2017). A non-stereotypical portrayal is hence when the
14

person being portrayed does not adhere to these norms. This can be done in many ways, such as
looks, acts, or what product category a model is featured in advertising for.
A stereotype that prevails in advertising is that of youth, where people who no longer fit into this
category are left out (Carrigan & Szmigin, 2003; Greco, 1988; Prieler et al., 2017; Zhang et al.,
2006). Carrigan and Szmigin (2003) state that older people have been absent from adverts, or when
present, been portrayed in a stereotypical or inappropriate manner. Further, the share of older
models in advertising is not representative of society at large. Older women are being
discriminated in favor of older men (Carrigan & Szmigin, 1998; Zhang et al., 2006) or younger
women who are considered more attractive (Carrigan & Szmigin, 2003). Previous researchers have
pointed to advertising and its role in creating and reinforcing ageism in society (Carrigan &
Szmigin, 1998; Long, 1998; Roberts & Nan Zhou, 1997; Zhou & Chen, 1992).

2.3 Attitudes
There are many different definitions of attitudes. According to Fishbein & Ajzen (1975), an
attitude can be defined as “a learned predisposition to respond in a consistently favourable or
unfavourable manner with respect to a given object”. This means that attitudes are established
over time through learning, are predictors of actions, and that these actions stemming from
attitudes are either favorable or unfavorable. In this way, attitudes can be a way of predicting
intentions and behaviors.
2.3.1 Attitudes Towards Brands and Advertisements
Attitudes are a measure of importance to advertisers as they can be said to predict consumers’
intentions and behaviors with regards to a product or brand, such as purchase intentions (Belch &
Belch, 2018, p. 117; Fishbein & Ajzen, 1975; Katz, 1960; Spears & Singh, 2004). A division has
been made between attitudes towards the brand and attitudes towards a specific advertisement.
According to Mitchell and Olson (1981) the two should be seen as conceptually separate. Brand
attitude is defined as a consumer’s evaluation of a brand, which often shapes consumer behavior.
Ad attitude on the other hand, is defined as the consumer’s response to a specific ad during a
specific occasion of exposure (Modig & Lethagen, 2008). Ad attitude has been shown to somewhat
mediate effects on brand attitude (Mitchell & Olson, 1981).
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2.3.2 Attitudes Towards Stereotypical Advertising
In advertising, products are often showed in idealized settings (Richins, 1991). People portrayed
often conform to ideals around e.g. attractiveness, body type, of ethnicity (Åkestam et al., 2017).
Advertisers often assume using an attractive model will lead to more positive attitudes and increase
the likelihood of consumers buying the product (Buunk & Dijkstra, 2011). However, ads with
stereotypically attractive women have been shown to result in lower satisfaction with the self and
one's own appearance among other women (Richins, 1991), potentially due to the enforcement of
stereotypes which creates similar effects (Åkestam, 2017). This is somewhat conflicting as the
goal of advertising can be seen as increasing consumer satisfaction (Richins, 1991), while in
practice marketing using stereotypical imagery can do the opposite.
A brand’s attractiveness has been defined as positive appraisal towards the associations and
characteristics that are central or distinctive for a brand (Ahearne et al., 2005; Currás-Pérez et al.,
2009). It has been claimed that using older models in advertising could decrease the brand’s
attractiveness in the eyes of younger consumers (Deuisch et al., 1986; Mazis et al., 1992). Research
has not fully supported this claim, but rather also suggested that it can affect the younger
consumers positively or have neutral effects (Day & Stafford, 1997; Erffmeyer & Milliman, 1990;
Greco et al., 1997; Gubernick, 1996).
Previous research has studied the effects of breaking other stereotypes in advertising and the
resulting consumer attitudes. Dismantling these stereotypes has shown positive effects on attitudes
towards the ad and brand, as well as the perceived product quality (Åkestam et al., 2017; Eisend
et al., 2014; Liljedal et al., 2020).
The authors of this thesis suggest that similar effects as those of dismantling other stereotypes in
advertising will be observed in relation to non-stereotypical portrayals of age, and therefore
hypothesize the following:
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H1: Attitudes towards advertisements using non-stereotypical portrayals of age
will be more positive than attitudes towards those using stereotypical portrayals
of age.
H2: Attitudes towards brands using non-stereotypical portrayals of age will be
more positive than attitudes toward brands using stereotypical portrayals of
age.

H3: Products in advertisements using non-stereotypical portrayals of age will
be perceived to be of higher quality than products in advertisements using
stereotypical portrayals of age.

To explain the hypothesized positive effects of using non-stereotypical portrayals of age in
advertising proposed in H1-H3, the authors suggest signaling theory, which will be further
elaborated on below.

2.4 Signaling Theory
The concept of signaling was created by Michael Spence for which he received the Nobel Prize in
Economics in 2001 (The Nobel Foundation, 2001). Signaling theory is based on information
asymmetry, where a sender conveys information to a receiver who interprets the signals (Connelly
et al., 2011). In advertising, the company or brand is the sender, and the receiver is the potential
buyer or customer. The messages sent are a way to signal characteristics of the product or brand,
such as price or quality. The concept of signaling is a necessity for consumers’ decision making
as it is impossible for a single individual to try all products available on the market (Kirmani &
Rao, 2000).
According to Malmelin (2010), advertising is more intense and present than ever before. A
constant flow of advertising in different media channels creates saturation. Advertising literacy,
described by Malmelin as “the ability to recognize, evaluate and understand advertisements and
other commercial messages”, is needed among consumers to understand these ever-present
signals. Saturated receivers and senders, combined with new media channels and forms of
advertising, have made it increasingly challenging for companies to get a good return on their
advertising investments (Zyman & Brott, 2002). Further, receivers of advertising messages
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become more difficult to reach as advertising becomes integrated and inseparable from other media
(Malmelin, 2010). This emphasizes the importance of using the appropriate signals to be able to
“cut through the clutter” in the advertising landscape.
Signaling theory connected to advertising spend proposes that when asymmetric information
exists, the rational consumer considers it to be economically unwise of the brand to be dishonest
in their signaling activities, as that would create dissatisfaction among the receivers (Ambler &
Hollier, 2004; Dahlén et al., 2008; Kirmani & Rao, 2000). In line with this, Kirmani and Rao imply
that expensive signaling can be used to signal to the receiver that the brand delivers higher quality
products. This concept is known as the “theory of costly signaling” (Bird & Smith, 2005) which
indicates that a high-quality company is more likely to have the capability to absorb the cost for
more expensive signaling. Another area that has received attention is creative advertising (Dahlén
et al, 2008; Modig et al., 2014).
A common measure to evaluate signals from creative or expensive advertising is brand attitudes
(Dahlen et al., 2018; Modig et al., 2014). Signaling creativity has been shown to positively affect
brand attitude through increased perceived brand effort, which in turn increases perceived brand
ability, followed by perceived product quality, which finally affects brand attitudes (Modig et al.,
2014). Further, the mediation on brand attitude through effort, ability and quality has been shown
when using non-stereotypical portrayals of occupational gender roles (Liljedal et al., 2020).
Signaling brand effort
Online advertising has grown exponentially the last few years. Modig, Dahlén & Colliander (2014)
propose that this might make it more accessible to use signaling theory to signal high effort without
having to spend large amounts of money. In previous research, both creative and expensive
advertising have been shown to increase consumers’ perception of how much effort was put into
the advert by the brand (Ambler & Hollier, 2004; Dahlén et al., 2008; Modig et al., 2014).
Increased perceived brand effort was shown to have brand-related effects, by mediating effects of
creative advertising on ad attitudes (Dahlen et al., 2018) and brand attitudes (Modig et al., 2014).
The authors of this thesis propose that use of non-stereotypical age portrayals in advertisements
can elicit similar effects as using expensive or creative advertising. In line with the reasoning
above, it is argued that advertising using non-stereotypical portrayals of age will send a positive
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signal leading to higher perceived brand effort than advertisements that use stereotypical portrayals
of age. This higher perceived brand effort is proposed to explain the more positive effects
hypothesized in H1 and H2.
Consequently, the following is hypothesized:

H4: Perceived brand effort will be higher for advertisements using nonstereotypical portrayals of age than for advertisements using stereotypical
portrayals of age.

Signaling brand ability
Perceived corporate ability refers to consumers’ beliefs that a company is smart and can innovate
(Luo & Bhattacharya, 2006). Brand ability is similar to corporate ability, but on the individual
brand level (Dahlén et al., 2008). The above-mentioned higher perceived brand effort has been
shown to lead to higher perceived brand ability (Dahlén et al., 2008; Dahlen et al., 2018). The
reasoning behind this argument is that because of the higher perceived brand effort, consumers are
likely to infer that the brand is going to innovate more, both now and in the future; implying a
higher brand ability (Ambler & Hollier, 2004; Dahlén et al., 2008; Kirmani & Rao, 2000; Kirmani
& Wright, 1989).
In light of this, the authors hypothesize that using non-stereotypical portrayals of age will signal
higher brand ability:

H5: Perceived brand ability will be higher for advertisements using nonstereotypical portrayals of age than for advertisements using stereotypical
portrayals of age.

Signaling brand quality
Research suggest that consumers are likely to expect that the above-described ability, will be used
not only to create more creative advertising but also higher quality products (Ambler & Hollier,
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2004; Dahlén et al., 2008; Kirmani & Rao, 2000; Kirmani & Wright, 1989). Hence, the authors
propose brand ability as an explanation for the effects hypothesized in H3.
Signaling and its mediating effects
In summary, in the same manner as for creative or expensive advertising, the authors of this thesis
propose that the signaling mechanism will be present for brands using non-stereotypical portrayals
of age in their advertising, explaining the hypothesized positive effects in H1 and H2. Sending a
positive signal in the form of non-stereotypical portrayals of age will increase consumers’
perceived brand effort, which in turn affects perceived brand ability, followed by perceived
product quality, finally affecting the attitude towards the ad and brand.

H6: Perceived brand effort, perceived brand ability, and perceived product
quality will mediate the positive effects of advertisements using nonstereotypical portrayals of age on consumer attitudes toward ads and brands.

Figure 2: Theoretical framework for Hypotheses 1–6 in line with signaling theory

2.5 Intentions as Outcomes of Non-Stereotypical Advertising
The use of definitions of intentions differs widely across theoretical fields. In law, for
example, intentions are taken seriously, because the level of intent is a basis for decisions on
appropriate punishment for committed crimes, but in marketing contexts intentions are frequently
not explicitly defined at all but nevertheless often seen as carriers of information about behavior. In
any event, in this thesis, we define intentions as the extent to which a person plans to perform a
behavior (Ajzen, 1985), and we view intentions as possible predictors of subsequent
behavior (Blackwell et al., 2005; Söderlund, 2001; Warshaw, 1980).
Even if critique towards the usage of intentions as a way of predicting behavior has been raised,
where researchers propose that consumers might not act in accordance with their stated intentions
(Belk, 1985), the usage of intention as a measure is generally argued in the field to be the best way
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to predict behavior in response to advertising (Blackwell et al., 2005; Dahlén et al., 2003). In
summary, signals are often sent with the aim to create an outcome in the form of an intention.
2.5.1 Word of Mouth Intention
Studies have shown the necessity of brands to create attitudes extending beyond the product, to be
sustainable in the long term (Chaudhuri & Holbrook, 2001). To do so, brands need to influence
consumers to speak about and recommend the brand (e.g. Chu & Kim, 2011; Keller, 2007;
Reichheld, 2003), which is referred to as WOM intentions. In this thesis, WOM is hence defined
as consumers plans to spread information about a brand to others. Word-of-mouth can be either
negative or positive (East et al., 2007).
It has been shown that WOM intentions increase if the consumer believes more effort was put into
the creation of the advert, which has been achieved through e.g., creative advertising (Modig &
Colliander, 2009). If the effort is perceived as higher, this results in positive spillovers on brand
attitudes and other brand evaluations in accordance with signaling theory (Modig et al., 2014).
In light of this, the authors of this thesis suggest that, similar to creative advertising, nonstereotypical portrayals of age in advertising will increase WOM intentions for the brand. The
authors also propose that this effect can be explained by signaling theory. Consequently, the
following is hypothesized:
H7: A brand’s use of non-stereotypical portrayals of age will increase positive
WOM intentions compared to brands using stereotypical portrayals of age.
H8: The positive effects on ad and brand attitudes explained in H6 will further
mediate the positive effects of advertisements using non-stereotypical
portrayals of age on WOM intentions.

Figure 3: Theoretical framework for Hypotheses 1–5, 7 and 8 in line with signaling theory.
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2.5.2 Purchase Intention
Purchase intention can be defined as a consumer’s intent to purchase or plan to purchase a product
or service. It is in this thesis defined as a “conscious plan to make an effort to purchase a brand”
(Spears & Singh, 2004). In order to go through with a purchase, there is a process of matching a
motive to purchase with specific characteristics or attributes of the brand considered (Belch &
Belch, 2003, p. 120). Mitchell and Olsson (1981) suggest that purchase intent is mediated by the
consumer’s attitude towards a brand. Similarly, behavioral intentions are said by Fishbein and
Ajzen (1975) to be influenced by attitudes. It has further been shown that an increased brand
attitude can increase purchase intentions (Dahlén et al., 2003).
Several studies have found that stereotypical portrayals in advertising can lead to more negative
ad and brand attitudes, and lower purchase intentions (Eisend et al., 2014; Feiereisen et al., 2009;
Huhmann & Limbu, 2016; Martin et al., 2007). Non-stereotypical portrayals on the other hand,
have been shown to lead to more positive effects such as increased brand attitude (Bian & Wang,
2015; Bissell & Rask, 2010). For example, when using non-stereotypical portrayals of female body
size (Bian & Wang, 2015; Bissell & Rask, 2010).
The authors hypothesize that these effects should also be observed for adverts using nonstereotypical portrayals of age, and that these portrayals can lead to higher purchase intentions by
affecting consumers’ brand attitude positively.
H9: Advertisements using non-stereotypical portrayals of age will lead to
higher levels of purchase intention than advertisements using stereotypical
portrayals of age.
H10: The positive effects on ad and brand attitudes explained in H6 will further
mediate the positive effects of advertisements using non-stereotypical
portrayals of age on purchase intentions.

Figure 4: Theoretical framework for Hypotheses 1-5, 9, and 10 in line with signaling theory.
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2.6 Generations and Generational Cohorts
The term “generations” is often used in a broad sense, when a person is said to belong to the “older
generation” or “younger generation”. Further, it can refer to roots or heritage when used as “first” or “second-generation immigrants”.

Both ways of usage imply a linear progression of

generations where grandparent, parent and child belong to different generations, this is the linear
view on generations. However, one could also group people based on the time period when they
were born. People who are born around the same time then become one generation or one “cohort”,
in the cohort view (Vincent, 2005).
In the linear view, the timespan of a generation is usually about 20-25 years, which is supposed to
mirror the approximate time it takes to be born and live until the stage where one gets a child
oneself (Schewe & Meredith, 1994; Strauss & Howe, 1991). As the linear view, the cohort view
implies a linear relationship between generations, however, not necessarily between related
people. The span of a generational cohort rather focuses on circumstances during the group's
childhood and young adulthood. Events during these years are said to form them into who they
are. Wyatt (1993) stated that:
“I shall define ‘generation’ as a cohort of persons passing through time who come to share a
common habitus and lifestyle. Generations are often defined culturally by sharing a ‘traumatic
event’ (war‐time experience, civil war or natural catastrophe), collective rituals and memories
(such as Woodstock), and adversarial political mentors.”
This implies that generational cohorts are formed and bound together by events that impact society
as well as their worldview, creating similar habits and lifestyles.
In the cohort view, it would be possible for a parent and a child to both fit into one generation.
Exact time spans for generations are no exact science, and there is no defined number of years
making a generation. Dimock (2019) stated that the time spans are mainly tools to help analysis.
2.6.1 Generation Y and Z
Generation Y has also been called the millennials, digital natives or the me-generation, indicating
a large focus on the self (Francis & Hoefel, 2018; TIME, 2013). Scholars define the spectrum for
Generation Y differently. For the purpose of this study, Generation Y has been defined as people
born between 1981-1995 (Barr, 2020; Finn & Donovan, 2013; Pew Research Center, 2015).
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Again, there are differing opinions about which individuals to include in Generation Z. While it
has been defined in loose terms such as those born in the mid-to-late 1990s (Merriam-Webster,
2020) others have argued for 1995, 1996 or 1997 as the cut-off point. For this thesis, the year 1996
has been chosen as the first year to be included, the span used in this research is hence 1996-2010
(Finn & Donovan, 2013; Francis & Hoefel, 2018; Heather, 2017; Iberdrola, 2017; Keyes, 2017).
Gen Y and Z are often grouped together due to their more progressive views compared to previous
generations. The two generations have similar views on issues such as Donald Trump’s presidency,
racial equality and climate change (Dimock, 2019). They are also more negative towards
stereotypes around factors such as gender, ethnicity, and sexuality than previous generations
(Dimock, 2019). While there are many similarities between the two cohorts and their values, it can
be argued that there are also important differences which could affect how they perceive
advertising.
2.6.2 Growing Up During Different Times Shaping Outlooks on Life
Generation Y has always had technology at close access and have therefore been referred to as
digitally native. However, even if technology is ever present in their day-to-day life, they did not
grow up with a tablet in their hand. Rather, they lived through the shift of the world from analogue
to digital (Iberdrola, 2017). When growing up, the economy was prospering, and possibilities
seemed endless. According to Rasmus Lindgaard, Insight and Analysis Leader at CompanYoung,
this is the reason self-confidence has been named one of the top traits of millennials (Feitsma,
2019), and spills over onto their purchase patterns. Growing up with economic stability,
Generation Y has become comfortable spending their money (Feitsma, 2019) as soon as they
receive it, and are aware of their possessed purchasing power (Der Hovanesian, 1999).
Generation Z did not experience the shift from analogue to digital but were born with technology
fully incorporated into their lives (Keyes, 2017). It is a big part of everything they do, from
education to social interactions. Because of this, technology has been said to be incorporated into
Generation Z’s DNA (Iberdrola, 2017). Being so intertwined with the internet, Generation Z,
although being fact fostered and innovative, have a limited attention span, demanding everything
instantly (Feitsma, 2019; Iberdrola, 2017). Generation Z are realists, growing up when the 2008
financial crisis hit, many saw their families struggle, leaving them to not see stability as a given
and with low trust in established systems (Knee, 2015). Because of this, they search for value and
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quality, both when it comes to price but also in their overall life (Keyes, 2017; Knee, 2015) and
have been called “savers” regarding income (Feitsma, 2019).
2.6.3 Different Values and Issues Close to Heart
Pew Research (2018) states that Generation Z is the most racially and ethnically diverse generation
that has existed. They are more polycultural than any previous generation (Dimock, 2019; Knee,
2015). It is claimed that this has made the generation more open-minded and accepting than
previous generations (Business Insider, 2020), and the most progressive generation yet. They are
also more negative towards stereotypes around factors such as gender and ethnicity than any
previous generations (Dimock, 2019). Therefore, it could be argued that the generation should be
more open and positive towards non-stereotypical portrayals of age, compared to previous
generations.
Further, Generation Z wants advertising to be personalized (PR Newswire, 2018), have an
individual expression (Francis & Hoefel, 2018), and be new and different (Rodriguez, 2015).
Consumption for Generation Z is a way to express their identity (Francis & Hoefel, 2018). While
both Gen Y and Z are known to emphasize environmental issues, Generation Z also puts more
emphasis on social issues (Amed et al., 2019). As Generation Z values personal expression and
inclusiveness, it could be argued that they should positively evaluate non-stereotypical portrayal
of age, as it might be a way to signal inclusiveness and uniqueness. Therefore, the authors suggest
Gen Z will be more positive towards non-stereotypical portrayals of age than Gen Y.
2.6.4 Different Brand-Related Behaviors
Generation Z’s progressive attitudes raise pressure on brands to stay “woke”, a phrase made
popular on social media, essentially meaning to stay alert and updated on social issues (Amed et
al., 2019). 90 percent of Gen Z believe companies should address both social and environmental
issues. The increased focus on social issues is further reflected in widespread movements such as
#BlackLivesMatter and #MeToo. Brands have started to take notice of these changing attitudes
and adapting their marketing messages, for example Nike supporting Colin Kaepernick during the
NFL “anthem protests” (Amed et al., 2019).
During recent years, brands that showcase more diverse portrayals in terms of gender, ethnicity,
and body type have grown more popular among Generation Z. Examples include Milk Makeup,
Glossier, and Fenty Beauty (Helen Carefoot, 2020). As beauty brands, they rather focus on creating
25

a more authentic version of oneself through creative makeup, than on conforming to a certain ideal
or stereotype, which is otherwise common in this product category. This is further reflected in the
brands' advertising and packaging (Helen Carefoot, 2020). As Generation Z is less inclined to
adhere to stereotypes, it could be argued that they are likely to positively evaluate non-stereotypical
portrayals of age.
Generation Z is more focused on a brand’s values, ethics, and how well these align with the
generation’s own, rather than factors such as brand size (Feitsma, 2019; Webster, 2019), compared
to Generation Y. These factors further affect their consumption decisions (Francis & Hoefel,
2018). Gen Z questions brands’ decisions and do not hesitate to leave a brand if another brand is
thought to better fulfil their needs (Heather, 2017). They also evaluate brands along the lines of
ethical practices and their impact on society (Gomez et al., 2019). The generation is inclined to
pay more for brands if they identify with the causes they stand for (Francis & Hoefel, 2018). For
a brand to become attractive for Gen Z, the company needs to show that they aim to be a good
global citizen, where actual actions and commitments are of high importance (Gomez et al., 2019).
If the brand fails to create overall value for Gen Z, the reaction can be negative. In a study by
Google, 80 percent of Gen Z consumers claimed they would switch from their favorite brand if
they came across a comparable product with higher quality or value (Think with Google, 2019).
Because of this, the generation is seen as less loyal to brands compared to previous generations
(Gomez et al., 2019). If a brand uses advertising that is e.g., macho, racist, or homophobic,
Generation Z is inclined to boycott the brand and stop spreading the word about it (Francis &
Hoefel, 2018). However, if the brand succeeds in catching the consumer’s attention in a favorable
way, Gen Z can become brand ambassadors (Rodriguez, 2015). If mistakes are made by a brand,
they can be forgiven by Gen Z if they clearly and thoroughly correct their mistakes (Francis &
Hoefel, 2018).
Importantly, Gen Z’s values and opinions also affect their purchasing behavior more than for
previous generations. According to McKinsey (2018), 81 percent, of Gen Zers, more than for any
other generation, would stop buying a brand not fulfilling what they see as value. Even if there
are some indications, it is not yet clear how Generation Z’s views are reflected in their evaluation
of advertisements, as there is not much academic research on the issue. This is where the authors
hope to contribute.
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2.6.5 Expected Differences in Results Depending on Generational Belonging
Based on the differing attitudes, values and consequent effects on brand evaluations described
above, the authors hypothesize that using non-stereotypical portrayals of age will have different
effects on Generation Z and Generation Y. The authors argue that both generations will evaluate
non-stereotypical portrayals of age more positively than stereotypical portrayals of age. However,
the authors suggest Generation Z will evaluate the non-stereotypical portrayals more positively.
In summary, due to their more progressive views and disapproval of stereotypes, Generation Z
should express more positive responses to non-stereotypical portrayals of age in advertising in
comparison to Generation Y. Generation Z does value social responsibility and being a good global
citizen more highly than does Generation Y. The authors argue that usage of non-stereotypical
portrayals of age could be a way to signal social responsibility and good citizenship, as the negative
effects of stereotypical portrayals and the positive effects of breaking stereotypes in advertising
are well-documented. Thereby, non-stereotypical portrayals of age should create more positive
effects among Gen Z. As Generation Z is also more likely than Generation Y to switch from brands
that do not live up to their progressive values, they should have different WOM intentions and
purchase intentions for brands signaling inclusiveness through non-stereotypical portrayals of age.
In light of this, the authors hypothesize the following:

H11: The effects observed in H1-H10 will be more positive for Generation Z
than for Generation Y.

3. Methodology
This section outlines the approach to conducting research and the subsequent methodological
choices in terms of research strategy and design. Limitations of the chosen methods and the quality
of data are also addressed. The research methodology is largely based on the recommendations
for business research provided by Bryman & Bell (2011) and Saunders, Lewis, & Thornhill (2016).

3.1 Research Philosophy
This research applies a positivist research philosophy (Saunders et al., 2016). Epistemologically,
the focus is on observable and measurable facts to produce the data. The authors attempt to
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establish causal relationships within the data to arrive at law-like generalizations, which can help
explain and predict behavior. The positivist research philosophy also entails that researchers try to
remain an objective and value-free stance, meaning that the aim is to be neutral and detached from
the data to avoid influencing the findings.

3.2 Methodological Approach
The research approach of this thesis is deductive (Bryman & Bell, 2011). A quantitative research
approach is applied, which is generally associated with the deductive strategy (Bryman & Bell,
2011). Hypotheses are developed based on existing theory and subsequently tested through data
collection in the form of an experiment. Findings are then analyzed to confirm or reject hypotheses,
possibly leading to a revision of theory. This approach is suitable to the purpose of this thesis and
is also the dominant approach when studying advertising effects (Åkestam et al., 2017; Hunt,
2014).

3.3 Research Design
The hypotheses are tested in an empirical study, designed as two between-subjects experiments.
This design is commonly used in psychology and advertising research, to test effects and outcomes
of different messages (Allen, 2017). Participants are randomly assigned to either the treatment
condition (non-stereotypical portrayal of age) or control condition (stereotypical portrayal of age).
A between-subjects experiment implies that the differences in conditions occur between the
separate group participants, as opposed to a within-subjects design, where each participant is
exposed to multiple conditions. The experimental design emphasizes the importance of
replicability, reliability, and validity, which will be addressed later in this section.
The experimental design is chosen as it allows for establishment of causal relationships (Spencer
et al., 2005). As the researchers are in control of the stimuli, this design increases the possibility
to conclude that the exposure to the non-stereotypical or stereotypical portrayals of age causes the
observed effects. As the chosen stimuli are highly similar except for how stereotypical they were
perceived to be, the possible difference between respondent groups is most likely to stem from this
manipulated variable (Perdue & Summers, 1986). Furthermore, when investigating stereotypes,
which are often unconscious, a quantitative method like an experiment can capture psychological
processes more adequately than qualitative methods (Åkestam et al., 2017). Stereotypical
advertising portrayals are also sensitive to demand effects, meaning that respondents’ answers are
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influenced by what they think is socially desirable or what they think the researcher wants to hear
(Eisend, 2017). Compared to qualitative methods like interviews, demand effects decrease when
using an anonymous experiment (Lynn & Lynn, 2003).
There are, however, limitations to the experimental design. Firstly, an experiment can only answer
the questions posed by the researchers before conducting the experiment, meaning that
assumptions or prejudices held by the researchers could influence the design and results of the
experiment. Secondly, the causal relationships that can be explained by an experiment are also
limited to the variables included, meaning that there could be other explanations for the observed
effects that would perhaps be better to capture with a qualitative method such as in-depth
interviews (Åkestam et al., 2017).
The nature of this research is explanatory, as it seeks to explain the relationships between variables
(Saunders et al., 2016). This design is coherent with the positivist research philosophy and the
deductive approach. As the effects of non-stereotypical and stereotypical portrayals of age are
compared between groups, namely Generation Z and Generation Y, there is also an evaluative
aspect to the study (Saunders et al., 2016).

3.4 Experiment Design
The experiment was operationalized as a digitally distributed questionnaire. In the pre-study the
respondents answered questions about all the stimuli, shown in a randomized order. In the main
studies, the respondents were randomly assigned to answer questions about one of the stimuli used.
The non-stereotypical ads represent the treatment groups, and the stereotypical ads represent the
control groups. In this section the authors will further elaborate on how the experiment was
constructed, and how the stimuli and measures used were arrived upon.
3.4.1 Stimuli Development
In order to measure the developed hypotheses, the adverts used had to be perceived as stereotypical
and non-stereotypical, respectively.
In the pre-study, five potential adverts were tested. The two stereotypical underwear ads were
included to test which one was most appropriate to use in the main study. One of the two was
perceived as significantly less stereotypical than the other and was subsequently excluded from
the main study.
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In the main studies there was one non-stereotypical image and one stereotypical image for each
product category. In both cases, conforming to the ad stereotype would be to portray a young
woman. Besides the differing ages, the women were similar in terms of ethnicity (white/Caucasian)
and body shape (slim), this in order to avoid any other stereotypes than age affecting the consumer
evaluation of the ads or brand. The ad pairs were further similar with regards to product and
background. Real product adverts, rather than mock-up adverts, have been used as stimuli. The
ads used were active in advertising campaigns at the time of the study or have been a part of a
consumer campaign in the past.
However, as the stimuli were real ads, the researchers could not control the background of the
images. All brands were blurred from the ads to avoid effects of already prevailing attitudes
towards the brands. This was stated in the questionnaire to ensure awareness among respondents.
The stimuli used in the pre-study and main studies can be found in Appendix 1.
3.4.2 Differing Stimuli
Different products could carry different implications for the outcomes of non-stereotypical
portrayals of age in advertising. For example, a product such as anti-aging cream is more likely to
feature an older model because of the inherent characteristics of the product. In the same manner,
an advert for diapers for newborns could be argued to naturally feature a baby.
In this study, two different products have been used, namely underwear and sunglasses. The
products have been chosen as they are age neutral, meaning they can be used by both an older and
a younger person. The authors also claim that the products are relevant for all genders, as they
could be bought as gifts if the respondent does not use them themselves. The choice of product
categories was further partly dependent on the availability of real ads.
The authors expect different results between the two product categories. The underwear category
has been claimed as suitable when portraying physical characteristics of the model and connected
stereotypes, such as body types (Åkestam et al., 2017). The authors argue that this is a suitable
product to use in this study as showing the model’s body can be a clear way of portraying age. The
underwear category is also chosen as a contrast to the sunglass category, where sunglasses can be
seen as a more neutral product and underwear as a more provocative or progressive product
category regarding portrayals of older models. This is interesting to investigate further in order to
find out if there are limits to where non-stereotypical portrayals of age have different advertising
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effects. Possibly, there could be less acceptance of age stereotypes within certain product
categories. Hence, the authors conducted two separate studies to investigate if the two product
categories would generate different effects.
3.4.3 Measures
All measures used have been validated by previous research. As the original language of the
measures was English, the same was chosen as the language of the questionnaire. This in order to
avoid the risk of decreasing validity, replicability, or reliability of the measures through translation.
The authors acknowledge that different Likert scales, with differing numbers of available
responses, are used in the field (Darbyshire & McDonald, 2004). In this study, all measures used
a 10-point Likert scale. Some of the original measures used this scale and the rest were adapted to
reach consistency. The interval scales ranged from 1 to 10 with equal distances. The scales were
bipolar, meaning that respondents were asked to judge statements from e.g., bad to good or positive
to negative. This is a well-established technique used in marketing research, which allows for key
statistical analyses (Malhotra, 2004). A low value on the scale (1) represented a bad/negative value,
and a high value on the scale (10) represented a good/positive value. All bipolar scales were labeled
in the same direction, with low values to the left and high values to the right, following the
recommendations of Söderlund (2005). For questions using a scale with several items, a test of
internal consistency was performed using Cronbach’s alpha, where the standard recommendation
of values above 0.7 were deemed as acceptable (Saunders et al., 2016).
The 10-point Likert scale has been argued to be superior the 7-point Likert scale as it proposes a
more precise measure, which allows for respondents to show more variances in their answers. In
turn, by allowing for a greater spread, it has been argued that it is superior for usage in statistical
analysis. Further, while a 7-point Likert scale has been suggested for telephone questionnaires,
scales with a larger number of points have been suggested for electronic questionnaires
(Darbyshire & McDonald, 2004).

3.5 Pre-Study
A pre-study was conducted to ensure that the stimuli were interpreted as non-stereotypical or
stereotypical portrayals of age. As the aim is to examine the effects on individual consumers,
respondents were to define what was a non-stereotypical advertising portrayal. As the definition
of stereotypes employed is “a generalized and widely accepted belief about the personal attributes
31

of a social category”, there is an issue of proving that what the researchers personally define as
stereotypes is generalized and widely accepted (Åkestam et al., 2017). By letting the experiment
participants’ rate if they perceive the advertisements as stereotypical or non-stereotypical, this
could be overcome. Further, pilot testing increases the reliability and validity of the study and its
results (Saunders et al., 2016).
3.5.1 Sample
The pre-study used a convenience sample of n = 36; 75 percent female; mean age = 25.5 years old,
participants similar to, but not included in, the main study.
3.5.2 Measures
Except for ensuring that the non-stereotypical portrayals of age were in fact interpreted as such,
the pre-study also tested that the models in the stimuli used were considered of different ages, and
that the stimuli were comparable in term of model attitude. Model attractiveness was expected to
differ between the older and younger models, as younger models are generally considered more
attractive (McLellan & McKelvie, 1993). Hence, model attitude was deemed a more appropriate
measure for evaluating the level of comparability between the stimuli. As one of the models is
famous, which might affect attitudes, respondents were asked if they recognized the models.
Attention check questions were also included.
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MEASURE

QUESTION ITEM

SCALE

SCALE RELIABILITY

ADAPTED FROM

Stereotype

1. “This is a stereotypical portrayal
of age.”
2. “This is a stereotypical portrayal
of age in advertising.”

Both measured on the scale
“Strongly disagree” (1)
to “Strongly agree” (10)

Pearson correlation = 0.98, p
< 0.01 for sunglasses; 0.94, p
< 0.01 for underwear.

Liljedal et al., (2020).

Age of Models

“How old would you guess that the
person in the ad is?”

Free-text numerical
response.

Model Attitude “What do you think about the woman
shown in this ad?”

“Bad” (1) to “Good” (10),
Cronbach’s α = 0.99 for
”Dislike” (1) to “Like”
sunglasses, and 0.94 for
(10), “Negative impression” underwear
(1) to “Positive impression”
(10)

Recognition

“Do you recognize the woman in the
ad?”

Multiple-choice.
“Yes”, “No”, and “I don’t
know”.

Attention
Check

Attention check questions were asked
to check that the respondents had
viewed the ad and their content. The
questions used were multiple choice
questions asking,
1. “Did the ad include a person
2. “What products did the ads
display?”

Multiple-choice answers
1. “Yes”; “No”; “I don’t
know”
2. “Underwear and
sunglasses”; “Bag and
sunglasses”; “Underwear
and bag”

Liljedal et al., (2020).

Table 1: Overview of Measures Used in Pre-Study

3.5.3 Results of Pre-Study

PRE-STUDY

Non-stereotypical

Stereotypical

Sunglasses

M

SD

M

SD

t

df

p

Stereotype

2.00

1.10

7.20

2.36

-11.67

35

< 0.001***

Age of models
Model attitude

77.25
8.25

4.90
1.58

25.50
7.36

2.22
1.64

50.32
2.40

35
35

< 0.01**
0.054

Underwear
Stereotype
Age of models
Model attitude

2.79
64.25
7.28

2.36
7.14
1.60

8.00
24.25
7.22

2.63
1.74
2.01

-6.55
28.39
0.11

35
35
35

< 0.001***
< 0.01**
0.91

Significance level: *p < .05, ** p < .01, ***p< .001

Table 2: Summary Results of Pre-Study
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Stereotypes
The results in the pre-study were satisfactory for both pairs of stimuli in that the ads with older
models were perceived as less stereotypical portrayals of age.
(MNon-stereotypicalSunglasses = 2.00, SD = 1.10; MStereotypicalSunglasses = 7.20, SD = 2.36; t(35) = -11.67, p
< 0.001), (MNon-stereotypicalUnderwear = 2.79, SD = 2.36; MStereotypicalUnderwear = 8.00, SD = 2.63; t(35) =
-6.55, p < 0.001).
For the underwear ads, the pretest included two stimuli depicting younger women. As one of these
were perceived as less stereotypical than the other (M Stimulus4 = 5.92, M Stimulus5 = 8.00), the stimulus
that was considered relatively less stereotypical was excluded from the rest of the analysis and not
included in the main study.
Age of models
As expected, the older models were perceived as older, which further points towards the
appropriateness of the stimuli for the purpose of this study.
(MNon-stereotypicalSunglasses = 77.25, SD = 4.90, MStereotypicalSunglasses = 25.50, SD = 2.22; t(35) = 50.32,
p < 0.01)
(MNon-stereotypicalUnderwear = 64.25, SD = 7.14, MStereotypicalUnderwear = 24.25, SD = 1.74; t(35) = 28.39,
p < 0.01).
Model attitude
There was no significant difference in the attitude towards the models, hence the models in the
different stimuli were deemed comparable.
(MNon-stereotypicalSunglasses = 8.25, SD = 1.58, MStereotypicalSunglasses = 7.36, SD = 1.64; t(35) = 2.40, p <
0.05).
(MNon-StereotypicaldUnderwear = 7.28, SD = 1.60, MStereotypicalUnderwear = 7.22, SD = 2.01; t(35) = 0.11, p
= 0.91).
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Recognition
For one stimulus, the one featuring a famous person, three out of 36 respondents or 8.3 percent of
the sample, claimed they recognized the woman in the ad. These responses were further analyzed
but showed no significant difference in responses for the other questions. Hence, these respondents
were still included in the analysis, and the stimuli was deemed appropriate to include in the main
study.
3.5.4 Changes to the Main Studies
As a result of the pre-study, two changes were made to the main studies. Firstly, one of the original
stimuli, Stimulus 5 (Appendix 1), was excluded as it was perceived as less stereotypical than the
other ad depicting a young model. The other stimuli were included in the main studies, as the
results of the pre-study were satisfactory. Secondly, the flow of the questionnaire was altered in a
way that made it possible for respondents to scroll up and see the advertisement during all
questions related to its contents, as several respondents commented on this in the pre-study.

3.6 Main Studies
The learnings from the pre-study were brought on to the main studies. Apart from one of the
stereotypical adverts for underwear, the stimulus used were the same as they were proven to be
stereotypical and non-stereotypical, respectively. Study 1 investigated the effects of using nonstereotypical portrayals of age in the sunglass category, while Study 2 investigated these effects in
the underwear category.
3.6.1 Sample
Respondents were recruited through distributing the questionnaire on the authors’ social media
pages, namely Facebook and LinkedIn. This method was chosen because of its convenience,
restrictions in terms of time and resources, as well as the current Covid-19 pandemic. To encourage
respondents and increase the completion rate of the questionnaire, 2SEK was donated to The
Swedish Cancer Society for every completed response. This was stated in the social media posts
encouraging people to participate in the experiment.
The full sample consisted of 392 respondents. Firstly, 17 responses were removed as the
respondents were born before 1981, hence not belonging to the defined Generation Z or Y.
Secondly, as suggested by our supervisor, to achieve a relatively equal balance of respondents in
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Generation Z and Y, some answers from the respondents belonging to Generation Z were removed.
A balance of 60 versus 40 percent in Generation Z and Generation Y respectively was decided on
to remove as few responses as possible but keep a relatively balanced number of responses in the
two groups. Subsequently, the 50 last recorded responses from respondents belonging to
Generation Z were removed, leaving the total sample included in the study at 322 respondents.
The gender distribution was 49.1 percent female, 49.1 percent male, 0.3 percent non-binary, and
1.5 percent preferred not to say. Respondents were born between 1983 and 2002, mean 1995.76,
indicating that the mean age was approximately 25 years. The mean age of Generation Z was 22,
and the mean age of Generation Y was 28.
3.6.2 Measures
For the main studies, the measures for stereotypes (Pearson correlation = 0.75, p < 0.01 in Study
1; 0.71, p < 0.01 in Study 2) and model attitude (α = 0.98 Study 1; 0.97 Study 2) were the same as
those used in the pre-study. In the main study the measures used further aimed at examining
consumers attitudes as well as plans to perform a certain behavior in the future. The following
measures were used:

36

MEASURE

QUESTION ITEM

SCALE

SCALE RELIABILITY

ADAPTED
FROM

Ad Attitude

“What do you think
about this
advertisement?”

Three items on a 10point bipolar scale.
“Bad” (1) to “Good”
(10);
“Dislike” (1) to “Like”
(10); “Unpleasant” (1) to
“Pleasant” (10)

Cronbach’s α coefficient
was 0.91 in Study 1, and
0.95 in Study 2

Liljedal et al.,
(2020).

Brand Attitude “What do you think
about the brand
behind this
advertisement?”

1. “Bad” (1) to “Good”
(10)
2. “Dislike” (1) to “Like”
(10)
3. “Unpleasant” (1) to
“Pleasant” (10)

Cronbach’s α coefficient
was 0.97 in Study 1, and
0.98 in Study 2

(Liljedal et al.,
2020)

Word-ofMouth
Intention

1. “I want to
recommend
[brand]”
2. “I want to talk
about [brand]”

Both measured on the
scale “Strongly disagree”
(1) to “Strongly agree”
(10)

Pearson correlation was
0.80, p < 0.01 in Study 1,
and 0.71, p < 0.01 in
Study 2.

Modig et al.
(2014)

[Brand] was replaced by “this
brand” as the brands were excluded
from the stimuli used in the study.

Purchase
Intention

“If you were to buy
[product], how likely
is it that you would
choose something
from Brand X?”

“Not at all likely” (1) to
“Highly likely” (10)

Dahlen et al.,
(2009)

[Product] was replaced by either
“underwear” or “sunglasses” for
the respective stimuli. “Brand X”
was replaced by “this brand” as the
brands were excluded from the
stimuli

Product
Quality

“What is your
perception of the
quality of the
advertised product?”

“Low” (1) to “High” (10), Cronbach’s α coefficient
“Lower than average” (1) was 0.92 in Study 1, and
to “Higher than average” 0.90 in Study 2.
(10), and
“Worse than competing
brands” (1) to “Better
than competing brands”
(10).

Ambler and
Hollier (2004),
Dahlen et al
(2008), Liljedal
et al. (2020),
and Modig et al
(2014)

Brand Effort

1. “I feel that the
All measured on the scale Cronbach’s α coefficient
brand has put a lot “Strongly disagree” (1) to was 0.95 in Study 1, and
of time behind the “Strongly agree” (10)
0.93 in Study 2.
ad”
2. “I feel that the
brand has put a lot
of effort behind the
ad,”
3. “I feel that the
brand has put a lot
of thought behind
the ad.”

Ambler and
Hollier (2004),
Dahlen et al
(2008), and
Modig et al
(2014)

Brand ability

1. “The brand is
leading within the
product category”
2. “The brand is
successful”
3. “The brand is
modern.”

All measured on the scale Cronbach’s α coefficient
“Strongly disagree” (1) to was 0.88 in Study 1, and
“Strongly agree” (10)
0.82 in Study 2.

Dahlén et al.
(2008)

Age of Models

1. “How old would
you guess that the
person in the ad
is?”
2. “How would you
describe the person
in the ad on the
scale below?’

1. Free-text numerical
response
2. Two items on a 10point bipolar scale using
the items “Young” (1) to
“Old” (10) and
“Youthful” (1) to
“Elderly” (10)

Liljedal et al.
(2020).

Model
Attractiveness

“What do you think
about the woman
shown in this ad?”

Cronbach’s α coefficient
10-point bipolar scale
“Not good looking” (1) to was 0.92 in Study 1, and
0.94 in Study 2.
“Good looking” (10),
”Unattractive” (1) to
“Attractive” (10),
“Ugly” (1) to “Beautiful”
(10),

For the second question
the Pearson correlation
was 0.80, p < 0.01 in
Study 1, and 0.81, p <
0.01 in Study 2
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Thought
Processing

What comes to mind Free –text response
when you see this ad?

Praxmarer
(2011).

COMMENT

Praxmarer (2011) used the items
unattractive/attractive,
ugly/handsome, and
unappealing/appealing.
“Appealing/unappealing” was
changed to “good looking/not good
looking” to further focus on the
model’s appearance and avoid any
ambiguity in the interpretation of
the measure. “Handsome” was
changed to “Beautiful” as
handsome tends to be more
masculine while beautiful is more
feminine. As the models depicted
were female this measure was
adapted to the gender of the
models.

Age of Models

1. “How old would
you guess that the
person in the ad
is?”
2. “How would you
describe the person
in the ad on the
scale below?’

1. Free-text numerical
response
2. Two items on a 10point bipolar scale using
the items “Young” (1) to
“Old” (10) and
“Youthful” (1) to
“Elderly” (10)

For the second question
the Pearson correlation
was 0.80, p < 0.01 in
Study 1, and 0.81, p <
0.01 in Study 2

Model
Attractiveness

“What do you think
about the woman
shown in this ad?”

Cronbach’s α coefficient
10-point bipolar scale
“Not good looking” (1) to was 0.92 in Study 1, and
0.94 in Study 2.
“Good looking” (10),
”Unattractive” (1) to
“Attractive” (10),
“Ugly” (1) to “Beautiful”
(10),

Thought
Processing

What comes to mind Free –text response
when you see this ad?

Attention
Check

1. “Did the ad include Multiple-choice answers
a person”
1. “Yes”; “No”; ”I don’t
2. “What product did
know”
the ad display?”
2. “Underwear;
“Sunglasses”; “Bag”

Liljedal et al.
(2020).

Praxmarer
(2011).

Praxmarer (2011) used the items
unattractive/attractive,
ugly/handsome, and
unappealing/appealing.
“Appealing/unappealing” was
changed to “good looking/not good
looking” to further focus on the
model’s appearance and avoid any
ambiguity in the interpretation of
the measure. “Handsome” was
changed to “Beautiful” as
handsome tends to be more
masculine while beautiful is more
feminine. As the models depicted
were female this measure was
adapted to the gender of the
models.

Table 3: Overview of Measures Used in Main Study

Thought processing
The main studies also included a qualitative element in the form of a question asking, “What comes
to mind when you see this ad?”, where respondents wrote down their thoughts. The listed thoughts
were coded independently by the two authors. For each stimulus, the number of thoughts about
age (e.g., “old people can be cool”), about the product (e.g., “cute underwear”), or about the
brand (e.g., “progressive brand”) were counted. For each of these categories, it was first ensured
that the two authors’ individual coding were positively correlated, indicating that the authors had
interpreted the data in similar ways. The number of thoughts reported was then arrived at by
calculating the mean number of thoughts between the two authors’ coding. This method is in line
with the research by Liljedal et al. (2020) and was included to capture possible reflections of the
respondents that might provide more depth to the analysis of the results.
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3.7 Data Quality
A quantitative research design raises concerns of reliability, validity, and replicability. These are
addressed below.
3.7.1 Reliability
Reliability refers to the consistency of the results produced, in particular, how consistent the results
would be if the studies were repeated (Saunders et al., 2016). To increase reliability, the questions
and measures used in the questionnaire are all well-established and validated by previous research.
All scales were tested for internal consistency using Cronbach’s α, with a value of 0.7 or above
deemed as acceptable (Saunders et al., 2016).
Reliability was further increased by pilot testing whether the stimuli used were in fact perceived
as different ages and as non-stereotypical or stereotypical portrayals of age by respondents
(Saunders et al., 2016). The satisfactory results of the pre-study further increase the likelihood of
the stimuli as being adequate to measure differences in effects of non-stereotypical versus
stereotypical portrayals of age in advertising.
To further ensure internal reliability, the qualitative data in the form of thought protocols was
coded independently by the two authors. An index was then computed to ensure that the data had
been interpreted in similar ways.
3.7.2 Validity
External validity refers to the extent to which the results can be generalized to other contexts such
as different samples, times, or settings (Saunders et al., 2016). The distribution method of the study
raises issues of external validity. As the questionnaire was distributed on the authors’ social media
pages, the sample exists only of respondents in the authors’ extended networks and cannot be seen
as representative for the entire population of Generation Z and Generation Y consumers in Sweden.
This method was chosen due to time- and financial restrictions, as well as the current Covid-19
pandemic. As the researchers did not observe the respondent environment, it was not possible to
control for possible external effects on responses. For example, there is a possibility that
respondents communicated while taking the questionnaire, which would further decrease the
external validity of the results.
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3.7.3 Replicability
Replicability refers to the extent to which the study could be replicated to support or disprove the
findings and research conclusions (Bryman & Bell, 2011). To assure replicability, the authors have
documented the method of data collection and analysis extensively, ensuring that the process can
be easily followed. The established reliability and validity of the measures used also positively
affect the replicability of the study (Saunders et al., 2016). The authors hence argue that the
replicability of this study is sufficient.
3.7.4 Research Ethics
Research ethics refer to the standards of behavior of the researchers in relation to the research
participants (Saunders et al., 2016). To ensure the anonymity of the participants, data was collected
through an anonymous online questionnaire. Before taking the online questionnaire, the
respondents were informed of the purpose of the data collection and what personal data would be
collected (gender and age), and gave their consent to participate in the study. The researchers
maintained an objective stance in analyzing the data, through following the recommendations for
statistical analysis by Pallant (2013), Preacher & Hayes (2008) and Zhao, Lynch, and Chen (2010).

3.8 Instruments and Methods of Analysis
The questionnaire (Appendix 2) was created using the online survey tool Qualtrics. Data was
collected through electronically distributing the questionnaire and the raw data was subsequently
directly exported into IBM SPSS. The data was collected in the period of October 25th, 2020 to
November 1st, 2020. The data collected was stored in the SSE Microsoft One Drive, in accordance
with GDPR.
SPSS was used for all statistical analysis, which included independent t-tests and serial mediation
analysis using bootstrap analysis (Preacher & Hayes, 2008) in PROCESS version 3.5 plug-in for
SPSS. The same questions were used for both Study 1 and Study 2, although the data
corresponding to the different product categories was individually analyzed. This method of
analysis was chosen based on the recommendations by Preacher & Hayes (2008) and Zhao, Lynch,
& Chen (2010), it is also a method used in related literature (Liljedal et al., 2020). The authors
used bootstrapping with 5000 bootstrap samples, and a 95 percent confidence interval, consistent
with Liljedal et al. (2020).
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4. Analysis and Results
In this section, the results are reported and analyzed. To assess the effects of non-stereotypical
portrayals of age in advertising, the hypotheses are tested to determine what the effects are, how
the causal effects are mediated and whether these can be explained by signaling theory. Further,
it is examined whether there is a difference in effects between Generation Z and Generation Y.

4.1 Study 1 – Sunglasses
4.1.1 Manipulation Check and Model Perception
Firstly, a manipulation check was made to ensure that the older model was perceived to be older,
which was confirmed (MNon-StereotypicalSunglasses= 78.21, SD = 7.41; MStereotypicalSunglasses= 24.20, SD =
3.16; t(82.77) = 55.53, p < 0.001). The models were also perceived to be “old” and “young”
respectively (MNon-StereotypicalSunglasses=8.46, SD = 1.38; MStereotypicalSunglasses =3.49, SD =1.51;
t(148.02) = 21.34, p < 0.001). It was further established that the adverts containing younger models
were perceived to be more stereotypical than the adverts with older models (MNonStereotypicalSunglasses=

3.99, SD = 2.19; MStereotypicalSunglasses=4.98, SD =2.25), t(153) =-2.77, p < 0.01).

The attitude towards the model showed a significant difference between the two groups, the
attitude towards the older model was more positive than towards the younger model (MNonStereotypicalSunglasses=

7.62, SD = 1.88; MStereotypicalSunglasses= 6.41, SD =2.02), t(153) = 3.83, p < 0.001).

This is important to keep in mind when evaluating the other results.
The assessment of the attractiveness of the model showed no significant difference between the
stereotypical and non-stereotypical portrayal of age (MNon-StereotypicalSunglasses=6.38, SD = 2.01;
MStereotypicalSunglasses= 6.61, SD = 1.95), t(153) =-0.71, p = 0.48). As there was no significant
difference, the perceived attractiveness of the model is not likely to have affected the other results.
As mentioned above, a question about whether the respondents recognized the model was used to
control for possible effects. Out of the full sample (N = 155), 5 respondents, 3.3 percent of the
total sample, claimed to recognize the model. Four respondents recognized the model in Stimulus
1, and one respondent recognized the model in Stimulus 2. These responses were further analyzed
but were coherent with other responses. As only one of the models, Stimuli 1, was a famous person,
the possible effects stemming from recognition were deemed to be insignificant and all responses
were hence included in the analysis.
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4.1.2 Effects of Non-Stereotypical Portrayals of Age in Advertising
Hypotheses 1-5, 7, and 9 were tested by running independent t-tests comparing the treatment group
(respondents who saw a non-stereotypical ad) and the control group (respondents who saw a
stereotypical ad).
Ad attitude was not significantly different between the stereotypical and non-stereotypical
portrayal of age (MNon-StereotypicalSunglasses=6.57, SD = 2.26; MStereotypicalSunglasses = 6.32, SD = 1.98),
t(153) = 0.73, p = 0.47).

H1 is thus not supported in Study 1.

No significant differences were observed in the brand attitude between the stereotypical and nonstereotypical portrayal of age (MNon-StereotypicalSunglasses = 6.70, SD = 2.16; MStereotypicalSunglasses = 6.4,
SD =1.75), t(125.05) =0.93, p = 0.35).

H2 is thus not supported in Study 1.

The assessment of the product quality showed no significant differences between the
stereotypical and non-stereotypical portrayal of age (MNon-StereotypicalSunglasses = 6.67, SD = 1.97;
MStereotypicalSunglasses = 6.52, SD = 1.89), t(153) = 0.49, p = 0.63).

H3 is thus not supported in Study 1.

The perceived brand effort was higher for the non-stereotypical portrayal of age (MNonStereotypicalSunglasses=

5.59, SD = 2.61; MStereotypicalSunglasses = 4.40, SD = 1.98), t(119.17) = 3.10, p <

0.01).

42

H4 is thus supported in Study 1.

The assessment of perceived brand ability showed no significant difference between the
stereotypical and non-stereotypical portrayal of age (MNon-StereotypicalSunglasses= 6.18, SD = 1.98;
MStereotypicalSunglasses = 5.92, SD = 1.88), t(153) = 0.842, p = 0.40).

H5 is thus not supported in Study 1.

The WOM intention was not significantly different between the stereotypical and nonstereotypical portrayal of age (MNon-StereotypicalSunglasses = 5.30, SD = 2.28; MStereotypicalSunglasses = 4.62,
SD = 2.04), t(153) = 1.95, p = 0.053).

H7 is thus not supported in the Study 1.

The purchase intention was not significantly different between the stereotypical and nonstereotypical portrayal of age (MNon-StereotypicalSunglasses = 4.96, SD = 2.53; MStereotypicalSunglasses = 5.42,
SD = 2.58), t(153) = 1.12, p = 0.26).

H9 is thus not supported in Study 1.

As only H4, (perceived brand effort) was supported in Study 1, the decision was taken to not run
mediation analyses to test hypotheses 6, 8, and 10. As the purpose of the mediation analysis is to
examine the causal explanation of observed effects, it would not be valuable to run the analysis
without having observed any significant effects. The finding that model attitude was more positive
for the older model was not analyzed further, as there were no significant differences in the other
factors that might have been affected by this. Instead, the authors move directly on to comparing
the results between Generation Z and Y, to examine if there are any differences in effects between
the generations.
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STUDY 1
N=155

Non-stereotypical
N= 67

Stereotypical
N= 88

M

SD

M

SD

t

df

p

Stereotype

3.99

2.19

4.98

2.25

-2.77

153

<0.01**

Age of model

78.21

7.41

24.20

3.16

55.53

82.77

<0.001***

Old/Young

8.46

1.38

3.49

1.51

21.34

148.02

<0.001***

Model attitude

7.62

1.88

6.41

2.02

3.83

153

<0.001***

Model attractiveness

6.38

2.01

6.61

1.95

-0.71

153

0.48

Ad attitude

6.57

2.26

6.32

1.98

0.73

153

0.47

Brand attitude

6.70

2.16

6.4

1.75

0.93

125.05

0.35

Product quality

6.67

1.97

6.52

1.89

0.49

153

0.63

Brand effort

5.59

2.61

4.40

1.98

3.10

119.17

<0.01**

Brand ability
WOM intention

6.18
5.30

1.98
2.28

5.92
4.62

1.88
2.04

0.842
1.95

153
153

0.40
0.053

Purchase intention

4.96

2.53

5.42

2.58

1.12

153

0.26

Significance level: *p < .05, ** p < .01, ***p< .001

Table 4: Summary Results of Study 1

4.1.3 Comparing Generation Z and Y in Study 1
To compare how the results differ between Generations Z and Y, independent t-tests were
conducted between the two groups.
The data showed no significant differences between generations for the non-stereotypical
condition. Consequently, independent t-tests were performed between the two generations for the
stereotypical condition as well. For the stereotypical condition, there were some significant
findings:
Ad attitude was significantly higher for Generation Z than for Generation Y in the stereotypical
condition.
(MStereotypicalSunglassesGenZ = 6.72, SD = 2.02; MStereotypicalSunglassesGenY = 5.67, SD = 1.75, t(86) = 2.47,
p < 0.05).
Brand attitude was significantly higher for Generation Z than for Generation Y in the
stereotypical condition.
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(MStereotypicalSunglassesGenZ = 6.72, SD = 1.75; MStereotypicalSunglassesGenY = 5.89, SD = 1.66, t(86) = 2.22,
p < 0.05).
Brand effort was significantly higher for Generation Z than for Generation Y in the stereotypical
condition.
(MStereotypicalSunglassesGenZ = 4.76, SD = 2.07; MStereotypicalSunglassesGenY = 3.80, SD = 1.68, t(86) = 2.27,
p < 0.05).
Brand ability was significantly higher for Generation Z than for Generation Y in the stereotypical
condition.
(MStereotypicalSunglassesGenZ = 6.28, SD = 1.99; MStereotypicalSunglassesGenY = 5.31, SD = 1.52, t(86) = 2.40,
p < 0.05).
WOM intentions were significantly higher for Generation Z than for Generation Y in the
stereotypical condition.
(MStereotypicalSunglassesGenZ = 5.07, SD = 2.06; MStereotypicalSunglassesGenY = 3.86, SD = 1.80, t(86) = 2.80,
p < 0.01).
Purchase intentions were significantly higher for Generation Z than for Generation Y in the
stereotypical condition.
(MStereotypicalSunglassesGenZ = 5.96, SD = 2.67; MStereotypicalSunglassesGenY = 4.51, SD = 2.17), t(86) = 2.64,
p < 0.01)

H11 is thus not supported in the sunglass category.

This suggests that non-stereotypical portrayals of age lead to lower ad and brand attitudes for
Generation Y than for Generation Z. Generation Y also perceives lower brand effort and brand
ability for stereotypical portrayals of age than does Generation Z. Additionally, Generation Y are
less inclined to talk about or purchase a brand advertised using stereotypical portrayals of age
compared to Generation Z.
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STUDY 1
Stereotypical
N= 88

Generation Y
N= 33
M
SD

Generation Z
N=55
M
SD

Model attitude
Model attractiveness

6.27
6.12

1.83
1.93

6.49
6.90

Ad attitude

5.67

1.75

Brand attitude
Product quality

5.89
6.39

WOM intention

t

df

p

2.14
1.91

0.48
1.85

86
86

0.64
0.07

6.72

2.02

2.47

86

<0.05*

1.66
1.57

6.72
6.59

1.75
2.06

2.22
0.48

86
86

<0.05*
0.63

3.86

1.80

5.07

2.06

2.80

86

<0.01**

Purchase intention

4.52

2.17

5.96

2.67

2.64

86

<0.01**

Brand effort
Brand ability

3.80
5.31

1.68
1.52

4.76
6.28

2.07
1.99

2.27
2.40

86
86

<0.05*
<0.05*

Non-stereotypical
N= 67

Generation Y
N= 22

Generation Z
N=45

M

SD

M

SD

t

df

p

Model attitude
Model attractiveness

7.77
6.83

2.06
1.94

7.55
6.16

1.81
2.03

-0.46
-1.31

65
43.61

0.65
0.20

Ad attitude

6.73

2.34

6.50

2.25

-039

40.37

0.70

Brand attitude

6.70

2.38

6.70

2.06

0.01

65

0.99

Product quality

6.64

2.13

6.69

1.91

0.10

65

0.92

WOM intention

5.48

2.41

5.21

2.24

-0.45

65

0.66

Purchase intention

5.27

2.60

4.80

2.51

-0.72

65

0.48

Brand effort
Brand ability

6.18
6.32

3.10
2.22

5.30
6.11

2.32
1.87

-1.31
-0.40

65
65

0.19
0.69

Significance level: *p < .05, ** p < .01, ***p< .001

Table 5: Summary of the Results Across Generations in Study 1

4.1.4 Thought Processing
The recorded thoughts of the respondents were coded independently by the two authors. Firstly,
there were more frequent thoughts about age e.g., “elegant older woman” (Pearson correlation
0.89, p < 0.01) for the non-stereotypical advert. 20.15 percent of respondents thought about the
age of the older model, compared to only 1.13 percent of respondents who thought about the age
of the younger model. For thoughts about the product e.g., “expensive sunglasses” (Pearson
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correlation 0.92, p < 0.01), there were more thoughts for the stereotypical ad. 7.46 percent of
respondents thought about the product in the non-stereotypical condition, compared to 9.09 percent
of respondents in the stereotypical condition. Lastly, the thoughts about the brand e.g., “New cool
approach to advertising by the brand” (Pearson correlation 0.85, p < 0.01), were more apparent
for the non-stereotypical ad. 11.94 percent of respondents thought about the brand in the treatment
group, compared to 6.81 percent of respondents in the control group.

4.2 Study 2 – Underwear
4.2.1 Manipulation Check and Model Perception
Firstly, a manipulation check was performed. As expected, the older models were perceived to be
of older age (MNon-StereotypicalUnderwear = 64.2, SD = 4.49; MStereotypicalUnderwear = 24.05, SD = 2.93;
t(117.78) = 51.80, p < 0.001). The models were also perceived to be “old” and “young”
respectively (MNon-StereotypicalUnderwear = 7.32, SD =1.39; MStereotypicalUnderwear = 2.79, SD = 1.06),
t(156.81) = 23.76, p < 0.001). It was further established that the advert containing a younger model
was perceived to be more stereotypical than the advert containing an older model (MNonstereotypicalUnderwear

= 4.05, SD = 2.29; MStereotypicalUnderwear = 6.33, SD = 2.41), t(165) = -6.26, p <

0.001).
The attitude towards the model was not significantly different between the treatment and control
groups (MNon-stereotypicalUnderwear = 7.44, SD = 2.17; MStereotypicalUnderwear = 7.00, SD = 2.10), t(165) =
1.31, p = 0.19), indicating that the stimuli are comparable.
The assessment of the attractiveness of the model showed a significant difference between the
groups, where the non-stereotypical model was perceived as being less attractive than the
stereotypical model (MNon-stereotypicalUnderwear = 6.39, SD = 2.52; MStereotypicalUnderwear = 8.28, SD =
1.67), t(146.27) = -5.72, p < 0.001). As younger models are generally perceived as more attractive
than older models, this result was expected. However, model attractiveness was still measured, to
be aware of the differences.
Once again, a question about whether the respondents recognized the model was used to control
for possible effects. Out of the full sample (N=167), 5 respondents, 3 percent of the sample,
claimed to recognize the model. These respondents claimed to recognize the model in Stimulus 3.
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The responses were further analyzed but were coherent with other responses. Also, as none of the
models in this study was a famous person, the possible effects stemming from recognition were
deemed to be insignificant and these responses were hence included in the analysis.

4.2.2 Effects of Non-Stereotypical Portrayal of Age in Advertising
Hypotheses 1-3, 7, and 9 were first tested by running independent t-tests comparing the treatment
and control groups.
Ad attitude was not significantly different between the stereotypical and non-stereotypical
portrayal of age (MNon-stereotypicalUnderwear = 6.38, SD = 2.46; MStereotypicalUnderwear= 6.61, SD = 2.10),
t(165) = −0.64, p = 0.53).

H1 is thus not supported in Study 2.

Brand attitude was higher for the non-stereotypical portrayal of age than for the stereotypical one
(MNon-stereotypicalUnderwear = 7.10, SD = 2.16; MStereotypicalUnderwear = 6.05, SD = 2.11), t(165) = 3.19, p
< 0.01.).

H2 is thus supported in Study 2.

The assessment of the product quality showed no significant difference between the stereotypical
and non-stereotypical portrayal of age (MNon-stereotypicalUnderwear = 6.20, SD = 1.62; MStereotypicalUnderwear
= 5.81, SD = 1.70), t(165) = 1.49 p = 0.137).

H3 is thus not supported in Study 2.
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The WOM intention was higher for the non-stereotypical advert (MNon-stereotypicalUnderwear = 6.09,
SD = 2.23; MStereotypicalUnderwear = 4.45, SD = 1.90), t(165) = 5.05, p < 0.001). As the measure used
the items “I want to recommend this brand” and “I want to talk about this brand”, with a Pearson
correlation of 0,75, the WOM intentions are assumed to be of a positive character.

H7 is thus supported in Study 2.

The purchase intention was not significantly different between the stereotypical and nonstereotypical adverts (MNon-stereotypicalUnderwear = 4.85, SD = 2.72; MStereotypicalUnderwear = 4.85, SD =
2.84), t(165) = -0.02, p = 0.988).

H9 is thus not supported in Study 2.

In the next section, it is further examined how signaling theory might be used to explain the
observed positive effects on brand attitude and WOM intention from using non-stereotypical
portrayals of age in advertising.
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STUDY 2
N= 167

Non-stereotypical
N=85

Stereotypical
N=82

M

SD

M

SD

t

df

p

Stereotype

4.05

2.29

6.33

2.41

-6.26

165

< 0.001***

Age of models

64.2

4.49

24.05

2.93

51.80

117.78

< 0.001***

Old/Young

7.32

1.39

2.79

1.06

23.76

156.8

< 0.001***

Model attitude

7.44

2.17

7.00

2.10

1.31

165

0.19

Model attractiveness

6.39

2.52

8.28

1.67

-5.72

146.27

< 0.001***

Ad attitude

6.38

2.46

6.61

2.10

−0.64

165

0.53

Brand attitude

7.10

2.16

6.05

2.11

3.19

165

< 0.01**

Product quality

6.20

1.62

5.81

1.70

1.49

165

0.14

WOM intention

6.09

2.23

4.45

1.90

5.05

165

< 0.001***

Purchase intention

4.85

2.72

4.85

2.84

-0.02

165

0.99

Brand effort

6.96

1.94

3.77

1.89

10.77

165

< 0.001***

Brand ability

6.22

1.62

4.81

1.83

5.27

165

< 0.001***

Significance level: *p < .05, ** p < .01, ***p< .001

Table 6: Summary Results of Study 2

4.2.3 Mediation
To assess whether the effects observed above can be explained by signaling theory as hypothesized
in H6, independent t-tests were run for perceived brand effort and perceived brand ability, followed
by a serial mediation.
The assessment of the perceived brand effort showed a significant difference between the groups
(MNon-stereotypicalUnderwear= 6.96, SD = 1.94; MStereotypicalUnderwear = 3.77, SD = 1.89), t(165) = 10.77, p
< 0.001). This indicates that the respondents perceived the brand using the non-stereotypical
portrayal of age as having put more effort behind the advert.

H4 is thus supported in Study 2.
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Brand ability was also perceived to be higher for the non-stereotypical portrayal of age than for
the stereotypical one (MNon-stereotypicalUnderwear= 6.22, SD = 1.62; MStereotypicalUnderwear = 4.81, SD =
1.83), t(165) = 5.27, p < 0.001).

H5 is thus supported in Study 2.

As no significant difference in ad attitudes were observed in Study 2, ad attitude was excluded
from the subsequent mediation analysis. This led to the adapted hypothesis:

H6b: Perceived brand effort, perceived brand ability, and perceived product
quality will mediate the positive effects of advertisements using nonstereotypical portrayals of age on consumer attitudes toward brands.

The serial mediation analyses were performed using bootstrap analysis (Preacher & Hayes, 2008),
in PROCESS version 3.5. PROCESS model 6 was first used to test H6:

Figure 5: Theoretical framework for Hypotheses 2-5 and 6b in line with signaling theory.

The serial mediation analysis showed a significant mean indirect effect of 0.265 (5000 bootstrap
samples, 95 percent confidence interval CI: 0.107 to 0.485). These results lend support to the
explanatory model using signaling theory. As the confidence interval does not contain any negative
numbers or zero, this indicates that the effect is positive with 95 percent confidence. Therefore, it
shows that there is a mediating effect of perceived brand effort, perceived brand ability, and
perceived product quality on brand attitudes, when using non-stereotypical portrayals of age in the
advert.

H6b is thus supported in Study 2.
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No significant difference in perceived product quality was observed, but as this is an integral factor
in signaling theory, a separate serial mediation analysis was made. This analysis excluded the
quality measure and tested whether perceived brand effort and perceived brand ability still
mediated the effects on brand attitude. This led to the further adapted hypothesis:

H6c: Perceived brand effort and perceived brand ability will mediate the
positive effects of advertisements using non-stereotypical portrayals of age on
consumer attitudes toward brands.

Figure 6: Theoretical framework for Hypotheses 2, 4, 5 and 6c in line with signaling theory,
excluding product quality.

In the subsequent serial mediation analysis, a significant mean indirect effect of 0.843 (5000
bootstrap samples, 95 percent confidence interval CI: 0.445 to 1.368) was observed. These results
lend support to the adapted hypothesis. As the confidence interval does not contain any negative
numbers or zero, this indicates that the effect is positive with 95 percent confidence.
Therefore, it shows that brand effort and brand ability mediate the effects of non-stereotypical
portrayals of age in advertising on brand attitude even without product quality as a mediator.

H6c is thus supported in Study 2.
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When testing H8, ad attitude was once again excluded from the mediation analysis, as no
significant difference in ad attitudes were observed in Study 2. This led to the adapted hypothesis:

H8b: The positive effects on brand attitudes explained in H6b will further
mediate the positive effects of advertisements using non-stereotypical
portrayals of age on WOM intentions.

A second bootstrap analysis was made, following the same procedure as described above, to test
H8b:

Figure 7: Theoretical framework for Hypotheses 2-5, 7 and 8b in line with signaling theory.

A significant mean indirect effect of 0.139 (5000 bootstrap samples, 95 percent confidence interval
CI: 0.051 to 0.270) was observed. These results lend support to the explanatory model using
signaling theory. As the confidence interval does not contain any negative numbers or zero, this
indicates that the effect is positive with 95 percent confidence. Therefore, it shows that there is a
mediating effect of perceived brand effort, perceived brand ability, perceived product quality, and
brand attitudes on WOM intention when using non-stereotypical portrayals of age in the advert.

H8b is thus supported in Study 2.

Again, as no significant difference in perceived product quality was observed, a separate serial
mediation analysis was made, excluding the quality measure and testing whether perceived brand
effort perceived brand ability, and brand attitude could have effects on WOM intentions without
including the perceived product quality variable.
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This led to the adapted hypothesis:

H8c: The positive effects on brand attitudes explained in H6c will further
mediate the positive effects of advertisements using non-stereotypical
portrayals of age on WOM intentions.

Figure 8: Theoretical framework for Hypotheses 2, 4, 5, 7 and 8c in line with signaling theory,
excluding perceived product quality.

In the subsequent serial mediation analysis, a significant mean indirect effect of 0.440 (5000
bootstrap samples, 95 percent confidence interval CI: 0.203 to 0.810) was observed. These results
lend support to the adapted hypothesis.
As the confidence interval does not contain any negative numbers or zero, this indicates that the
effect is positive with 95 percent confidence. Therefore, it shows that brand effort, brand ability,
and brand attitude mediate the effects on WOM intention when using non-stereotypical portrayals
of age in advertising, even if product quality is not included as a mediator.

H8c is thus supported in Study 2.

As there were no observed effects on purchase intentions from using non-stereotypical portrayals
of age (H9 was not supported), a mediation analysis to test H10 was not run, instead the authors
move on to compare the results between Generations Z and Y.
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4.2.4 Comparing Generation Z and Y in Study 2
To compare how the results, differ between Generation Z and Y, independent t-tests were
conducted between the two groups.
The data showed very few significant differences between generations for the non-stereotypical
condition. The one variable that differed significantly was the purchase intention, where
Generation Y had a higher purchase intention than Generation Z (MNon-sereotypicalUnderwearGenZ = 4.30,
SD = 2.34; MNon-stereotypicalUnderwearGenY = 5.63, SD = 3.04, t(83) = -2.28, p < 0.05).
As there were few differences observed between the generations in the treatment group, additional
independent t-test were performed to compare the results between the generations in the control
group. For the stereotypical condition, perceived brand ability was higher for Generation Z
(MStereotypicalUnderwearGenZ = 5.36, SD = 1.63; MStereotypicalUnderwearGenY = 4.21, SD = 1.86, t(80) = 3.00,
p < 0.01).
This shows that, contrary to what was hypothesized, Generation Y showed a higher purchase
intention for brands using non-stereotypical portrayals of age than Generation Z. Additionally,
Generation Z consumers perceived a higher brand ability for brands using stereotypical portrayals
of age in advertising than did Generation Y consumers.

H11 is thus not supported in Study 2.
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STUDY 2
Stereotypical
N= 82

Generation Y
N= 39

Generation Z
N= 43

M

SD

M

SD

t

df

p

Model attitude

6.67

2.32

7.31

1.85

-1.40

80

0.17

Model attractiveness

8.22

1.69

8.33

1.67

-0.30

80

0.77

Ad attitude

6.20

2.20

6.99

1.94

1.73

80

0.09

Brand attitude

5.77

2.24

6.30

1.98

1.15

80

0.26

Product quality

5.64

1.85

5.97

1.55

0.87

80

0.39

WOM intention

4.26

2.19

4.67

1.58

1.00

80

0.32

Purchase intention

4.49

2.65

5.19

2.99

-1.12

80

0.27

Brand effort
Brand ability

3.62
4.21

1.98
1.86

3.92
5.36

1.81
1.63

0.72
3.00

80
80

0.48
<0.01**

Non-stereotypical
N= 85

Generation Y
N= 35

Generation Z
N=50

M

SD

M

SD

t

df

p

Model attitude
Model attractiveness

7.70
6.58

2.14
2.60

7.25
6.26

2.19
2.48

-0.93
-0.57

74.38
71

0.37
0.57

Ad attitude

6.81

2.48

6.09

2.43

-1.33

72.42

0.19

Brand attitude
Product quality

7.23
6.29

2.12
1.55

7.01
6.13

2.21
1.68

-0.45
-0.43

83
83

0.65
0.67

WOM intention

6.56

2.21

5.77

2.20

-1.62

73.26

0.11

Purchase intention

5.63

3.04

4.30

2.34

-2.28

83

<0.05*

Brand effort

7.14

1.84

6.83

2.01

-0.75

77.07

0.45

Brand ability
6.35
1.68
6.13
Significance level: *p < .05, ** p < .01, ***p< .001

1.58

-0.63

83

0.53

Table 7: Summary of the Results Across Generations in Study 2
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4.2.5 Thought Processing
The recorded thoughts of the respondents were coded independently by the two authors. Firstly,
the thoughts about age e.g., “uncommon to see someone of this age in an underwear ad” (Pearson
correlation 0.86, p < 0.01) was higher for the non-stereotypical ad. 20 percent of the respondents
thought about the age of the model in the treatment group, compared to only 4.27 percent of
respondents in the control group. For thoughts about the product e.g., “nice underwear” (Pearson
correlation 0.86, p < 0.01), there were more thoughts for the stereotypical ad. 11.77 percent of
thoughts were about the product in the non-stereotypical condition, compared to 29.27 percent in
the stereotypical conditions. Lastly, the thoughts about the brand e.g., “progressive brand”
(Pearson correlation 0.81, p < 0.01), were more apparent for the non-stereotypical ad. 10 percent
of respondents thought about the brand in the treatment group, compared to 3.05 percent of
respondents in the control group.
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4.3 Summary of Study 1 and Study 2
RESULT
STUDY 1

RESULT
STUDY 2

H1: Attitudes toward advertisements using non-stereotypical portrayals of age will be
more positive than attitudes towards those using stereotypical portrayals of age.

Not supported

Not supported

H2: Attitudes towards brands using non-stereotypical portrayals of age will be more positive
than attitudes toward brands using stereotypical portrayals of age

Not supported

Supported

H3: Products in advertisements using non-stereotypical portrayals of age will be perceived to
be of higher quality than products in advertisements using stereotypical portrayals of age.

Not supported

Not supported

H4: Perceived brand effort will be higher for advertisements using non-stereotypical
portrayals of age than for advertisements using stereotypical portrayals of age.

Supported

Supported

H5: Perceived brand ability will be higher for advertisements using non-stereotypical
portrayals of age than for advertisements using stereotypical portrayals of age.

Not supported

Supported

H6: Perceived brand effort, perceived brand ability, and perceived product quality
will mediate the positive effects of advertisements using non-stereotypical portrayals of age
on consumer attitudes toward ads and brands.

N/A

N/A

H6b: Perceived brand effort, perceived brand ability, and perceived product quality will
mediate the positive effects of advertisements using non-stereotypical portrayals of age on
consumer attitudes toward brands.

N/A

Supported

H6c: Perceived brand effort and perceived brand ability will mediate the positive effects of
advertisements using non-stereotypical portrayals of age on consumer attitudes toward
brands.

N/A

Supported

H7: A brand’s use of non-stereotypical portrayals of age will
increase positive WOM intentions compared to brands using stereotypical portrayals of age.

Not supported

Supported

H8: The positive effects on ad and brand attitudes explained in H6 will further mediate the
positive effects of advertisements using non-stereotypical portrayals of age on WOM
intentions.

N/A

N/A

H8b: The positive effects on brand attitudes explained in H6c will further mediate the positive
effects of advertisements using non-stereotypical portrayals of age on WOM intentions.

N/A

Supported

H8c: The positive effects on brand attitudes explained in H6b will further mediate the positive
effects of advertisements using non-stereotypical portrayals of age on WOM intentions.

N/A

Supported

Not supported

Not supported

N/A

N/A

Not supported

Not supported

HYPOTHESIS

H9: Advertisements using non-stereotypical portrayals of age will lead to higher levels of
purchase intention than advertisements using stereotypical portrayals of age.
H10: The positive effects on ad and brand attitudes explained in H6 will further mediate the
positive effects of advertisements using non-stereotypical portrayals of age on purchase
intentions.
H11: The effects observed in H1-H10 will be more positive for Generation Z than for
Generation Y.

Table 8: Summary of Outcomes of Hypothesis Testing Study 1 and 2
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5. Discussion
In the following sections, the results from the two studies are analyzed and discussed. Differences
and similarities in the studies as well as across the generational cohorts are discussed. Further,
the authors provide their reasoning around the different studies’ managerial implications.

5.1 Study 1
The only hypothesis supported in Study 1 was that of increased brand effort, while the hypotheses
about increased ad attitude, brand attitude, product quality, brand effort, brand ability, WOM
intentions, purchase intentions, and generational differences were not supported. The hypotheses
regarding mediating effects were not tested, as mediation analysis was not deemed worthwhile
with non-significant links.
Brand effort was perceived as higher when using an older model, suggesting that non-stereotypical
portrayals of age in advertising for sunglasses signals that the brand has put more effort into the
creation of the ad. The full chain of signaling mechanisms was however not examined in this study,
as no other hypothesized effects were significantly different across the treatment and control
group.
When investigating non-stereotypical portrayals of age in advertising for sunglasses, a significant
difference in the attitude towards the model was shown, where the attitudes were more positive
towards the older model. This study failed to show any positive advertising effects apart from a
higher perceived brand effort, which implies that simply using an older model might not be enough
to elicit positive advertising effects. However, the finding that attitudes towards the older model
were significantly more positive suggests that there could be positive social effects. It would be
interesting to research this further, for example using measures such as perceived socialconnectedness and empathy, like e.g., the research by Åkestam et al. (2017) on portrayals of
homosexuality.
The analysis of the thought protocols showed three main themes. Firstly, there were more thoughts
about age when using the non-stereotypical model. A suggested reason being that the advert is not
a stereotypical advert and the respondents therefore reacted to this “unusual” factor. Secondly, in
the stereotypical condition, there were more thoughts about the product than in the nonstereotypical condition. This could be because this advert is seen as stereotypical and similar to
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adverts that respondents are regularly exposed to. As there is nothing unusual about the ad,
attention might rather be directed towards the product. Finally, the non-stereotypical advert evoked
more thoughts about the brand than the stereotypical ad. Though no conclusions about causal
relationships can be made, this finding could be a part of the explanation for the higher observed
brand effort for the non-stereotypical ad.
The hypothesis that non-stereotypical portrayals of age in advertising would lead to more positive
effects for Generation Z than for Generation Y was not supported in Study 1. However, when
examining the few differences observed, Generation Y was more negative toward the stereotypical
portrayals than Generation Z. Interestingly, the differences were not observed in the treatment
group but rather in the control group. This indicates that although there might not be any
significantly different effects on the two generations when using non-stereotypical portrayals of
age, using stereotypical portrayals of age can have more negative effects on Generation Y than on
Generation Z. This is a surprising finding which contradicts previous research (Dimock, 2019),
and will be discussed further below in the general discussion.

5.2 Study 2
In this study, the hypotheses about increased brand attitude, increased perceived product quality,
increased purchase intentions, and generational differences were not supported. However, the
results showed increased brand attitude, brand effort, ability, and WOM intentions. Further, the
hypotheses that the effects on brand attitude and WOM were mediated by brand effort and ability
were supported. The supported hypotheses imply that there are positive effects of using nonstereotypical advertising, as suggested by previous research (Dahlen et al., 2018; Liljedal et al.,
2020; Modig et al., 2014). The results indicate that this applies not only to stereotypes such as
gender roles and sexuality, but also to non-stereotypical portrayals of age in advertising, at least in
the product category of underwear.
As has been shown throughout this study, the effects could be explained by signaling theory. This
implies that, in a similar manner as using creative advertising (Dahlén et al., 2008; Modig et al.,
2014), non-stereotypical portrayals of age can be used to make consumers perceive that the brand
has put in more effort and has higher brand ability, which in turn lead to more positive brand
attitudes and increased WOM intentions. However, neither the product quality, as suggested by
(Dahlen, Rosengren, 2008) nor the purchase intention, were significant. It was hypothesized that
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the usage of non-stereotypical age portrayals in advertising would be a way to signal higher
product quality in a similar way that Kirmani and Rao (2000) showed that price has been an
indicator of quality, this was however not supported.
When conducting the mediation analyses testing whether the observed effects could be explained
by signaling theory, quality was first included. The analyses showed significant indirect effects.
However, as no significant difference in quality was observed, quality was excluded from the
meditation analysis in a second stage, in order to not dilute results by incorporating non-significant
variables. The subsequent mediation analyses testing H6c and H8c also showed significant indirect
effects. This implies that even without higher perceived product quality, a higher perceived brand
effort and brand ability created spillover effects on brand attitude and WOM. When perceived
quality was excluded from the mediation, the indirect effects were larger, suggesting that removing
this factor removed some noise from the data.
In this aspect the current study expands knowledge from previous research on signaling theory.
The reason for this would be interesting to examine further, but the authors propose a possible
explanation being that the effects of non-stereotypical portrayals of age occur on the brand level
rather than the product level. The reasoning for this being that the non-significant effects were
more connected to the advertised product while the significant effects were seen on the brand level.
This is further in line with the observation of increased WOM intention for the non-stereotypical
advert, which is also a factor on the brand level rather than the product level.
A similar logic can be applied to the measure of ad attitude, which did not show a significant
difference between stereotypical and non-stereotypical ads. This is an interesting finding as the
attitudes towards the brand were heightened when using the non-stereotypical advert. It implies
that the respondents in the study separate the advert and the brand into different entities. Again,
this implies that there is no need for a positive ad attitude to create spillover effects on the brand
attitude, but the brand-level measures of perceived brand effort and ability were shown to lead to
positive brand-related effects in the form of more positive brand attitudes and increased WOM
intentions. It is of interest to investigate this further to understand why this is the case and
understand the further implications.
In study 2, the younger model was perceived as more attractive. This could be argued to possibly
have affected the other results. However, as younger models are generally seen as more attractive
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than older models, this has been argued to be a part of the age stereotype (McLellan & McKelvie,
1993). The authors hence argue that the perceived attractiveness of the model does not have to be
taken into account when evaluating the other measures. In line with this reasoning, using a model
that is considered less attractive might also be seen as breaking a stereotype and thereby the
schema, and could hence demand more processing by the receiver. This could be a way to “cut
through the clutter” which in accordance with suggestions of Malmelin (2010) is of increasing
importance. These findings are further in line with the suggestions by Richins (1991), that a
stereotypically attractive model might result in more negative effects.
As in Study 1, the thought protocols showed that for the stereotypical ad, there were more thoughts
related to the product. For the non-stereotypical ad, more thoughts were related to the age of the
model and the brand. This further supports the argument that non-stereotypical portrayals of age
produce effects on the brand level rather than the product level, which could be an explanation to
why no significant differences in ad attitude and perceived product quality were observed.
This indicates that non-stereotypical portrayals of age might be able to cut through the clutter, in
a similar manner as creative advertising (Dahlén et al., 2008), at least on the brand level where
more thoughts were recorded. This could be especially important when trying to reach the
constantly connected Generations Z and Y, as they are exposed to a constant flow of
advertisements and have a very short attention span (Feitsma, 2019; Iberdrola, 2017).
The comparison between Generation Z and Y in Study 2 showed few significant differences. The
only two differences observed were that in the non-stereotypical condition, purchase intention was
higher for Generation Y. Further, in the stereotypical condition, brand ability was perceived as
lower among Generation Y respondents. These findings will be further discussed in the general
discussion.

5.3 General Discussion of Both Studies
The authors proposed that non-stereotypical portrayals of age could be used as a signal to make
the receiver perceive higher brand effort, brand ability, and quality, and thereby higher ad and
brand attitude as suggested in previous research on creative and expensive advertising (Dahlen et
al., 2018; Modig et al., 2014). The effects where further hypothesized to mediate WOM intentions
as well as purchase intentions.
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The current study has shown that non-stereotypical portrayals of age could be beneficial in
underwear adverts through mediating effects suggested by signaling theory, increasing brand
attitudes and WOM intentions. However, the mediating effects were only partly observed and only
observed in Study 2. A proposed explanation for this is that the brand effort was not considered
high enough in Study 1. After observing that the mean brand effort in Study 1 was quite low (5.59),
an independent sample t-test was performed, comparing brand effort across the two studies. This
test showed that brand effort was perceived as significantly higher for the non-stereotypical
underwear ad than for the non-stereotypical sunglass ad (MNon-stereotypicalUnderwear = 6.96, SD =1.93;
MNon-stereotypicalSunglasses = 5.59, SD = 2.61, t(118.11) = 3.59, p < 0.001). This suggests that the brand
effort might need to reach a certain threshold in order to showcase the mediating effects suggested
by signaling theory. Even though there was a significant difference in perceived brand effort
between the stereotypical and non-stereotypical conditions in Study 1, the mean brand effort (5.59)
is not far above the mean of the scale (5.50), indicating that even though the brand effort was
perceived as higher than for the stereotypical ad, it might not have been over the potential
threshold.
Further, the results raise questions regarding whether it is the age of the model rather than the
product, or the two in tandem that affect the respondent’s impressions. In the two adverts the
perceived mean ages of the older models were not the same, approximately 78 years old for the
sunglass model and 64 for the underwear model. The results of the studies differed in terms of
attitudes towards the model, which were significant for the sunglass advert. In this advert, the older
model created a positive attitude towards the model. The authors question if this sprung from the
fact that the sunglass model was perceived to be older than the underwear model and if the reverse
would have applied if the ages would have been perceived differently. A similar reasoning could
be applied to the WOM intention. WOM was significantly higher for the non-stereotypical
condition in the underwear advert but not in the sunglass advert. An interesting aspect to
investigate further is therefore why this is the case. Could it be that there is a limit to how old the
model can be, which cannot, or needs to be, exceeded in order to achieve different effects? If the
non-stereotypical model in Study 1 would have been perceived to be a bit younger, would this
have created an increased WOM intention but decreased attitudes towards the model? Further, if
the non-stereotypical model in Study 2 would have been perceived as older, would this have
created less WOM intention but more positive attitudes towards the model? Although no such
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causal conclusions can be drawn from this study, this would be an interesting area for further
research.
The above discussion raises questions about where lines are drawn or where limits are crossed
when portraying age in a non-stereotypical way. How far away from a stereotype can or should a
brand move to observe positive effects? The results of this study suggest that simply showing an
older model might not be enough to observe positive advertising effects, but that the ad might need
to do so within certain limits. Arguably, an older woman wearing sunglasses is not uncommon to
see in everyday life. An older woman in underwear on the other hand, might elicit stronger
responses as, for the respondents in this study, it is a less common sight. The positive effects
observed in Study 2 could then possibly be explained by the fact that the ad forces increased
consumer processing, as has been shown with creative advertising and advertising breaking
occupational gender-role stereotypes (Liljedal et al., 2020; Modig et al., 2014). In line with this,
the analysis of the thought protocols showed that more thoughts were evoked regarding both age,
brand, and product in Study 2 than in Study 1. This also raises questions related to intersectionality
and breaking several stereotypes at once. As emphasized by Rättvisaren (2020) there are other
characteristics such as body shape and ethnicity that are also underrepresented when portraying
older women. Would the same effects have been observed if the models were e.g., of a minority
ethnicity or “plus-sized”? If the underwear ad would have had a more sexual undertone, would the
positive effects still have been observed? Would breaking several stereotypes at once result in even
more positive effects, or is there a limit to how non-stereotypical an ad can be? Examining where
these “lines” are drawn would be an interesting area for further research. However, it must also be
acknowledged that as society develops, these lines naturally move, and what is perceived as nonstereotypical today might not be so in a few years.
Examining the thought protocols, the findings further point towards the suggestion that the effects
of non-stereotypical age of advertising can be observed on a brand level rather than a product level.
In both studies, the stereotypical ad evoked more thoughts on the product, while the nonstereotypical ad evoked more thoughts on the brand. Furthermore, there were a larger number of
thoughts related to age for the non-stereotypical ads, indicating both that the intended manipulation
worked, but also that these ads might have led to increased thought processing due to not falling
into the respondents’ existing schemas. The authors suggest that this increased processing could
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help explain the positive effects observed, as it can be a way for the ad to “cut through the clutter”.
In Study 2, more thoughts were evoked regarding both age, brand, and product than in Study 1. It
is plausible to state that the stimuli used in Study 2 led to a higher degree of processing, indicating
that it succeeded in cutting through the clutter, which could help explain the more positive effects
observed in Study 2.
5.3.1 Comparing Generation Z and Y
There are several possible explanations for the surprising results when making a comparison of
the two generations. Firstly, the mean age of Generation Y and Z had close proximity in the current
sample. Had there been larger age differences, other results might have been observed. This is
further dependent on where the line between generations is drawn, a common issue in generational
cohort research (Pew Research Center, 2015). In this study, the line was drawn between 1995 and
1996. Some researchers claim individuals born in 1995 should also be considered part of
Generation Z, and some claim Generation Z should only include those born after 1996 (Dimock,
2019). As most of the respondents in this study were born in 1995-97, drawing the line at another
year could potentially have produced other results. For example, if all respondents born in 1995
would have been included in Generation Z instead of Y, the mean age of the Generation Y sample
would have increased, potentially affecting the results. The authors did not test this in the current
study, as doing so would have resulted in highly unequally weighted groups. The authors
encourage future research to make comparisons using a wider age span within Generation Z and
Y, as there could be differences providing implications for brands and advertisers.
Secondly, Generation Y consumers are inherently older than Generation Z consumers. As one’s
own aging has been shown to be viewed as something negative (Lagercrantz, 2019), the
evaluations of ads depicting young models could have a negative correlation to the respondent’s
age, due to for example higher identification, self-referencing or perceived social connectedness.
Following the same logic, this might make Generation Y appreciate the older models more. For
Generation Z on the other hand, still being very young, it might be that older women are a group
they do not identify with or that older people feel very distant to them.
The hypothesis about generational differences was based on arguments claiming Generation Z to
be the most inclusive generation to date. The results of the studies raise the question “How far does
Generation Z’s inclusiveness reach?”. It is interesting that the generation values inclusion and
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evaluates breaking stereotypes around factors such as gender or race more positively than other
generations (e.g. Dimock, 2019), but that these views might not extend to breaking age stereotypes.
A possible explanation is that due to their young age, they might not reflect on age or ageing to
the same extent and hence not put as much thought into the age of the displayed model. However,
to be able to compare the effects on Generation Z of breaking different stereotypes in the context
of advertising, more research needs to be conducted.
The fact that few differences were observed between the generations in the non-stereotypical
condition further strengthens the arguments of signaling theory and point at the strength of the
model. A non-stereotypical portrayal of age generates positive brand-related effects through
signaling higher brand effort and ability, and the results of this study indicates that this does not
vary significantly across the generations.

5.4 Theoretical Implications
This thesis provides theoretical implications through expanding the literature on signaling theory
and proposing new mechanisms to the existing theory. The study suggests that signaling theory
could explain the effects of non-stereotypical portrayals of age on brand attitudes and WOM
intentions through heightened perceived brand effort and brand ability. As shown in this research,
the perceived product quality is not necessarily a key variable in this context. This suggests that
non-stereotypical portrayals of age, at least in the underwear category, have effects at the brand
level rather than the product or ad level. Hence expanding previous research on signaling theory
and how it can be used in advertising research. However, the few differences observed between
generations point to the robustness of the signaling model.

5.5 Managerial Implications
As stated above, the studies conducted suggest the usage of non-stereotypical portrayals of age in
advertising could be beneficial for brands, targeting Generation Z and Y and advertising certain
products, namely underwear. In Study 2, the effect was shown to be higher perceived brand effort
and ability which in turn created more positive attitudes towards the brand and finally increased
the WOM intentions. This is an important implication as it has been suggested that attitudes that
increases WOM can be part of creating a long-term sustainable brand (Modig et al., 2014). The
findings are valuable both to brands that are currently using non-stereotypical advertising, and to
brands who have considered to start doing so. The study emphasizes that non-stereotypical
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portrayals of age could be a powerful tool in the brand building process rather than directly on
specific product sales. A suggested reason being that non-stereotypical portrayals of age indicate
that the brand takes societal responsibility. The implication for practitioners is therefore to start
off by assessing what the aim of the advert or campaign is. If the main intention is brand building,
usage of non-stereotypical portrayals of age within the underwear category should be beneficial,
as shown in this study.
Previous studies have shown that stereotypes can have negative effects on brands (Åkestam et al.,
2017; Buunk & Dijkstra, 2011; Richins, 1991), however, these studies have investigated other
stereotypes than age. Further, there has been concern that usage of older models might impose a
risk in regard to younger consumers, as they would have more negative attitudes towards such
portrayals (Deuisch et al., 1986; Mazis et al., 1992). As this research outlines, this is not necessarily
the case. Rather, the usage of older models in underwear adverts creates positive outcomes for the
brand through not only effort, ability, and attitudes but also WOM intentions. Further, the results
showed no significant differences between Generation Z and Y of using non-stereotypical
portrayals of age. Hence, advertisers should not refrain from using older models when targeting
younger consumers, contrary to what some previous research has suggested. This study further
extends the existing suggestions by (Greco, 1988; Gubernick, 1996) that non-stereotypical
portrayals of age could generate positive or neutral effects among younger consumers. This by
showing that this relation holds for the previously not included Generation Y and Z.
As generational cohorts are a common way of segmenting target audiences, this study could
contribute to practitioners’ understanding. The study concludes that few differences were observed
between Generation Y and Z under the non-stereotypical condition. This is a surprising finding, as
the differences between the generations suggest that their evaluations of non-stereotypical
advertising should differ. Another surprising finding was that the few differences observed showed
that Generation Y were more opposed to stereotypical portrayals than Generation Z, which
contradicts previous research (Dimock, 2019) and implies that practitioners should be more careful
in using age stereotypes when targeting this generation. As the suggestions in this study differs
from previous suggestions, more research should be conducted before suggesting any
generalizable guidelines for practitioners in this regard.
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Ageism is a societal issue as it discriminates against a large group of people around the world. As
stated, women start feeling left out of advertising around the age of 45 (NHS, 2017; WARC, 2018).
Hence, the inclusion of older people in advertising should not only be assessed from a product or
brand perspective but also from a corporate social responsibility perspective. There might be other
positive social or societal effects of including a wider representation of age in advertising. As
emphasized by Kenalemang (Lagercrantz, 2019), stereotypical portrayals of older people in
advertising can lead to negative expectations of aging, which could lead to a lower quality of life
when older. Hence, breaking age stereotypes can be valuable even if the advertising effects are
neutral. Whether it is the responsibility of advertisers or policymakers to look to wider societal
effects and not just advertising effects can be discussed. As researchers have emphasized the role
of advertising in reinforcing ageism (Carrigan & Szmigin, 1998; Long, 1998; Roberts & Nan Zhou,
1997; Zhou & Chen, 1992), the authors argue that this is of increasing importance for advertisers
to consider. Especially when targeting the younger Generations Y and Z, as they are known to
leave brands which do not live up to their values. The authors encourage researchers to include
these aspects when investigating the usage of non-stereotypical portrayals of age in advertising.
As the number of non-stereotypical portrayals increase, they will inherently become less and less
unusual. This means that they might no longer induce increased thought processing, and the
positive effects observed might then not be as apparent. This provides implications for advertising
practitioners. Because stereotypes are dynamic, the effects shown in this study might not remain
for long, indicating that there could be a certain advantage to being a “first-mover”. To benefit
from the effects derived from breaking age stereotypes, the time to start including these portrayals
in advertising is sooner rather than later.

6. Conclusion
In the final section of this thesis, the authors provide concluding remarks, address limitations of
the study and suggest areas for further research.
This study makes contributions to the knowledge gap on non-stereotypical portrayals of age in
advertising by extending the understanding of, and providing implications for what effects these
might have, and how the mechanisms behind the effects can be explained. Further it elaborates on

68

in what contexts the portrayals might be most effective, and investigates if the effects differ across
Generation Y and Z.
Through conducting two experimental studies, the authors show that non-stereotypical portrayals
of age can increase the level of perceived brand effort and ability, which in turn increases the brand
attitude and WOM intentions, in the underwear category. This contributes to an extension of
signaling theory by showing that a mediation through product quality is not necessary when using
non-stereotypical portrayal of age, the brand attitude and WOM intentions can still increase by
mediation straight from brand effort and brand ability. The positive effects observed were
significant at the brand level, rather than the product or advertisement level, implying that brands
should use non-stereotypical portrayals of age in advertising for branding or PR purposes, rather
than for the purpose of increasing sales.
These findings have important implications for advertising practitioners. All mentioned effects
were observed in Study 2, depicting an ad for underwear, but only partly through brand effort in
Study 1, depicting an ad for sunglasses. This implies that the effects of using older models differs
between product categories. The study also investigated whether the effects differ across
Generation Z and Y. The only significant difference in the non-stereotypical condition was an
increased purchase intention for underwear for Generation Y in comparison to Generation Z.
However, the ad attitude, brand attitude, perceived brand effort, perceived brand ability, WOM
intentions and purchase intentions were significantly lower for Generation Y in the stereotypical
condition for sunglasses while brand ability was lower for Generation Y for underwear. This
indicates negative effects of using stereotypical portrayals of age in advertising targeting this
generation. These findings suggest that advertisers should not refrain from using older models
when targeting younger audiences, but rather be careful not to portray age in a stereotypical way.
However, contrary to what was hypothesized, Generation Y might be more opposed to
stereotypical portrayals of age in adverting than Generation Z.
As none of the studies showed significant negative effects of using non-stereotypical portrayal of
age, the authors encourage brands and advertisers to consider using older models even when
targeting younger consumers. Not only could these portrayals have positive advertising effects,
but there could also be positive societal effects of breaking stereotypes and portraying a wider
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range of people in advertising media. The authors also encourage further research into age
stereotypes in advertising and their effects, as this is still an under-researched area within the field.
To answer the initial questions, the younger consumer cohorts do appreciate the usage of nonstereotypical portrayal of age, at least as indicated by higher perceived brand effort, perceived
brand ability, brand attitudes and WOM intentions. The adverting effects can over all be positive.
This indicates that there should not have to be a choice between brand building and societal good
for practitioners, but it should rather be a win-win to start incorporating older models in
advertising.

6.1 Limitations and Further Research
This study has contributed to the research on usage of non-stereotypical portrayal of age in
advertising. However, the scope was limited to two product categories, namely sunglasses and
underwear. The different studies evoked differing results, suggesting there might be categories
where the effects would be higher or lower. This should be taken into consideration for
practitioners and be a starting point for future research. The authors suggest that more research is
conducted on this matter to understand if there are other product categories or stereotypes where
this relationship holds.
The study has expanded the research on signaling theory by uncovering an area where brand effort
and ability might not create spillover effects to quality, while the mediation to increased brand
attitude and WOM intention still holds. The authors argue that this can be because nonstereotypical portrayals of age create effects on the brand level rather than the product level. The
same reasoning applies to the fact that the study showed positive effects of non-stereotypical
portrayals of age on brand attitude, but not on ad attitude. This was further supported when
conducting a qualitative analysis of quantitative data, examining the respondents thought
processes. However, these findings are somewhat biased in that they depend on what the authors’
deemed to be coded into each category and are merely a complement to the quantitative analysis
in order to provide support and a deeper understanding. The authors suggest that more research is
conducted both on the extension of signaling theory as well as on the thoughts evoked in
respondents when exposed to non-stereotypical portrayals of age.
Even if the study has made contributions regarding age stereotypes and advertising, it did only
investigate one stereotype. Therefore, the aim was to eliminate any effects of other potential
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stereotypes on the results. The concept of intersectionality between different stereotypes would be
interesting to investigate further, as there are not only white and slim women who age. The authors
of this study encourage research on the effects of challenging additional stereotypes such as race
and body shape. Further, it would be interesting to investigate the effects of non-stereotypical
portrayals of not only older women but also older men to understand whether and how the effects
differ. Also, as previously discussed, the age of the older models was perceived differently. If this
had explicit effects on the outcomes could not be concluded in this study, but the authors encourage
further investigations on how and if different ages within the category of “older people” create
different advertising effects.
This study provides valuable findings on the advertising effects of using non-stereotypical
portrayals of age. It would however be interesting to further research whether there are social
effects, such as perceived social-connectedness or empathy. The authors also suggest that nonstereotypical portrayals of age could have wider societal implications, such as consumers’ views
of older people and their own aging. It is encouraged to conduct further studies on this topic, both
through experiments but also through qualitative methods such as in-depth interviews.
The respondents in the study belong to Generation Y and Z. The study hence makes a valuable
contribution to research on non-stereotypical portrayals of age in relation to the groups with the,
soon to be, largest purchasing power. However, the research on which the initial claims about the
generations were founded was to a large extent non-academic. This as there is up to date, little
academic research in this field. However, the authors want to encourage to extend this study with
more academic research once available.
A further limitation of the study is that the difference between the mean age of Generation Z and
Y was quite low in the sample; 22 for Generation Z and 28 for Generation Y. If the age difference
would have been larger this could have yielded different results. It is also suggested to compare
the generations used in this study, both together and separately, to previous and forthcoming
generations. This, as they have been suggested to have more progressive views than other
generations (Dimock, 2019) and it would be interesting to understand if there are different
mechanisms behind the results. However, older people could possibly be more attracted to the
brand or product through self-referencing or social connectedness, theoretical models that the
authors encourage future research to incorporate.
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Generational theories, such as the cohort theory, have been criticized as it implies that all people
in a generation are similar, no matter where or in what culture they grew up (Yelkur, 2002). The
nature of Generation Z being digitally native has been claimed to overcome this issue, as this
generation, through their interconnectivity, is more similar across national borders than previous
generations (Kuwait Times, 2016; OC&C Strategy, 2019). Further, the focus on the Swedish
market counteracts this potential issue. At the same time however, this focus might decrease the
potential replicability of the study in other markets or countries, especially as stereotypes are
dynamic and can vary widely between various parts of the world or different points in time.
Another limitation of this study is the representability of the sample. Due to time and resource
constraints, a convenience sample was recruited from the authors’ social media pages. The
respondents are hence all part of the authors’ networks. This indicates that they are likely to be
similar in aspects such as socioeconomic background. This is also a potential explanation to the
small difference between the mean age of Generation Z and Y. This as the authors, both age 24 at
the time of writing, are connected to more people in this age span than people on the younger or
older ends of the generational spans. As discussed above, this could be part in explaining why the
hypothesis about generational differences was not supported. The authors recognize that the usage
of a convenience sample decreases the external validity of the study, indicating that the results
might not be generalized to the wider population of Generation Z and Y consumers in Sweden.
However, the authors claim that this study still contributes with new findings in the area of age
stereotypes in advertising, an area that has previously not gained much research attention. These
findings can be used as a springboard for future researchers to generate and test hypotheses for the
wider population.
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7. Appendices
7.1 Appendix 1: Advertising Stimuli Pre and Main Studies
Stimuli Pre-Study
Stimulus 1
Stimulus 2
Sunglasses: Non-stereotypical portrayal of age
Sunglasses: Stereotypical portrayal of age

Stimulus 3
Underwear: Non-stereotypical portrayal of age

Stimulus 4
Underwear: Stereotypical portrayal of age
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Stimulus 5
Underwear: Stereotypical portrayal of age
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Stimuli Main Studies
Stimulus 1
Stimulus 2
Sunglasses: Non-stereotypical portrayal of age
Sunglasses: Stereotypical portrayal of age

Stimulus 3
Underwear: Non-stereotypical portrayal of age

Stimulus 4
Underwear: Stereotypical portrayal of age
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7.2 Appendix 2: Questionnaire

Age stereotypes in advertising
Start of Block: Intro

Q1.1
Thank you for taking part in our study, which is a part of our master thesis at the Stockholm School of
Economics.

The purpose of this study is to investigate consumer attitudes towards portrayals of age in advertising.
For every completed survey, 2SEK will be donated to Cancerfonden.

Thanks again!

Best regards,
Paula & Elin

Page Break

Q1.2
Please read the following information

Project title: Age stereotypes in advertising
Year and semester: 2020, fall semester
Aim of the study: To investigate consumer attitudes towards non-stereotypes versus stereotyped
portrayals of age in advertising
Students responsible for the study: Paula Britsman, MSc student (41603@student.hhs.se), Elin
Lindström, MSc student (23765@student.hhs.se)
Supervisors and department at SSE: Karina Töndevold Liljedal, Department of Marketing and Strategy
Supervisor e-mail address: karina.liljedal@hhs.se
Type of personal data about you to be processed: Age, gender, nationality, personal opinions
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Information regarding GDPR:
As an integral part of the educational program at the Stockholm School of Economics, enrolled students
complete an individual thesis. This work is sometimes based upon surveys connected to the subject.
Participation is naturally entirely voluntary, and this text is intended to provide you with necessary
information about that may concern your participation in the study. You can at any time withdraw your
consent and your data will thereafter be permanently erased.
Confidentiality - Anything you say or state in the survey
will be held strictly confidential and will only be made available to supervisors, tutors and the course
management team.
Secured storage of data - All data will be stored and processed safely by the SSE and will be permanently
deleted when the projected is completed.
No personal data will be published - The thesis written by the students will not contain any information
that may identify you as participant to the survey or interview subject.
Your rights under GDPR - You are welcome to visit
https://www.hhs.se/en/about-us/data-protection/
in order read more and obtain information on your
rights related to personal data.

o I have taken part of the information provided above and consent to take part in this study
o I do not consent to take part in this study
Page Break
Start of Block:
Q2.1 In the next section of this survey, you will be shown an advertisement followed by questions
regarding its contents. Please state your spontaneous opinion, even if the information is limited. All
brands have been blurred from the ad.

[STIMULUS]
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Q3.2 What do you think about this advertisement?
1

2

3

4

5

6

7

8

9

10

o o o o o o o o o o
o o o o o o o o o o
o o o o o o o o o o

Bad

Dislike

Unpleasant

Good

Like

Pleasant

Q3.3 What do you think about the brand behind this advertisement?
1
Bad

Dislike

Unpleasant

2

3

4

5

6

7

8

9

10

o o o o o o o o o o
o o o o o o o o o o
o o o o o o o o o o

Good

Like

Pleasant

Q3.4 To what extent do you agree with the following statements?
Strongly
disagree
1

2

3

4

5

6

7

8

9

Strongly
agree
10

I want to
recommend
this brand

o

o o o o o o o o o

I want to
talk about
this brand

o

o o o o o o o o o
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Q3.5 If you were to buy [product], how likely is it that you would choose something from this brand?
1
Not at all
likely

2

3

4

5

6

7

8

9

10

oo o o o o o o o o

Highly
likely

Q3.6 What is your perception of the quality of the advertised product?
1
Low
Lower
than
average
Worse
than
competing
brands

2

3

4

5

6

7

8

9

10

o o o o o o o o o o

High

o o o o o o o o o o

Higher
than
average

o o o o o o o o o o

Better
than
competing
brands
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Q3.7 To what extent do you agree with the following statements?
Strongly
disagree
1

2

3

4

5

6

7

8

9

Strongly
agree 10

I feel that the
brand has put a
lot of time
behind the ad.

o

o o o o o o o o o

I feel that the
brand has put a
lot of effort
behind the ad.

o

o o o o o o o o o

I feel that the
brand has put a
lot of thought
behind the ad.

o

o o o o o o o o o

Q3.8 To what extent do you agree with the following statements?
Strongly
disagree 1
The brand is
leading within
the product
category.
The brand is
successful.
The brand is
modern.

2

3

4

5

6

7

8

9

Strongly
agree 10

o

o o o o o o o o o

o
o

o o o o o o o o o
o o o o o o o o o

Q3.10 How old would you guess that the person in the ad is?
________________________________________________________________
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Q3.11 How would you describe the woman in the ad on the scale below?
1
Young

Youthful

2

3

4

5

6

7

8

9

10

o o o o o o o o o o
o o o o o o o o o o

Old

Elderly

Q3.12 To what extent do you agree with the following statements?
Strongly
disagree
1
This is a
stereotypical
portrayal of
age.
This is a
stereotypical
portrayal of
age in
advertising.

2

3

4

5

6

7

8

9

Strongly
agree
10

o

o o o o o o o o o

o

o o o o o o o o o
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Q3.13 What do you think about the woman shown in this ad?
1
Bad

Do not like
Negative
impression

2

3

4

5

6

7

8

9

10

o o o o o o o o o o
o o o o o o o o o o
o o o o o o o o o o

Good

Like
Positive
impression

Q3.14 What do you think about the woman shown in this ad?
1
Not good
looking
Unattractive

Ugly

2

3

4

5

6

7

8

9

10

o o o o o o o o o o
o o o o o o o o o o
o o o o o o o o o o

Q3.15 Did you recognize the woman in the ad?

o Yes
o No
o I don't know
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Good
looking
Attractive

Beautiful

Q3.16 What comes to mind when you see this ad?
________________________________________________________________

Q7.1 What is your gender?

o Female
o Male
o Non-binary
o Prefer not to say
Q7.2 What year were you born in? E.g. 1992
________________________________________________________________

Q7.3 Did the ad include a person?

o Yes
o No
o I don't know
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Q7.4 What product did the ad display?

o Sunglasses
o Underwear
o A bag
Q7.5 Please provide any additional comments or feedback on this survey below.
________________________________________________________________
End of Block

84

8. References
Ahearne, M., Bhattacharya, C. B., & Gruen, T. (2005). Antecedents and Consequences of
Customer-Company Identification: Expanding the Role of Relationship Marketing.
Journal of Applied Psychology, 90(3), 574–585. https://doi.org/10.1037/00219010.90.3.574
Ajzen I. (1985) From Intentions to Actions: A Theory of Planned Behavior. In: Kuhl J., Beckmann
J. (eds) Action Control. SSSP Springer Series in Social Psychology. Springer, Berlin,
Heidelberg. https://doi.org/10.1007/978-3-642-69746-3_2
Allen, M. (2017). Between-Subjects Design. In The SAGE Encyclopedia of Communication
Research Methods. SAGE Publications, Inc. https://doi.org/10.4135/9781483381411.n36
Ambler, T., & Hollier, E. A. (2004). The Waste in Advertising Is the Part That Works. Journal of
Advertising Research, 44(4), 375–389. https://doi.org/10.1017/S0021849904040413
Amed, I., Balchandani, A., Beltrami, M., Berg, A., Hedrich, S., & Rölkens, F. (2019, February
12). The influence of ‘woke’ consumers on fashion. McKinsey & Company.
https://www.mckinsey.com/industries/retail/our-insights/the-influence-of-wokeconsumers-on-fashion
Barr, S. (2020, September 29). From millennials to baby boomers: Which generation are you from?
The Independent. https://www.independent.co.uk/life-style/generation-definitions-whatam-i-millennial-generation-x-y-z-baby-boomers-golden-age-young-old-a8679741.html
Belch, G. E., & Belch, M. A. (2003). Advertising and Promotion: An Integrated Marketing
Communications Perspective (6th Edition). McGraw-Hill Education.
Belch, G. E., & Belch, M. A. (2018). Advertising and promotion: An integrated marketing
communications perspective (Eleventh edition). McGraw-Hill Education.
Belk, R. W. (1985). Issues in the Intention-Behavior Discrepancy. Consumer Behavior, 1, 1–34.
Bian, X., & Wang, K.-Y. (2015). Are size-zero female models always more effective than averagesized ones?: Depends on brand and self-esteem! European Journal of Marketing, 49(7/8),
1184–1206. https://doi.org/10.1108/EJM-08-2013-0414
Bird, R., & Smith, E. A. (2005). Signaling Theory, Strategic Interaction, and Symbolic Capital.
Current Anthropology, 46(2), 221–248. https://doi.org/10.1086/427115
Bissell, K., & Rask, A. (2010). Real women on real beauty: Self-discrepancy, internalisation of
the thin ideal, and perceptions of attractiveness and thinness in Dove’s Campaign for Real
Beauty.
International
Journal
of
Advertising,
29(4),
643–668.
https://doi.org/10.2501/S0265048710201385
Blackwell, R. D., Miniard, P. W., & Engel, J. F. (2005). Consumer behavior (9th ed). Harcourt
College Publishers.
Bryman, A., & Bell, E. (2011). Business research methods (3rd ed). Oxford University Press.
Business Insider. (2020). Generation Z: Latest Gen Z News, Research, Facts & Strategies |
Business Insider. Business Insider. https://www.businessinsider.com/generation-z
Butler, R. N. (1969). Age-Ism: Another Form of Bigotry. The Gerontologist, 9(4 Part 1), 243–246.
85

https://doi.org/10.1093/geront/9.4_Part_1.243
Buunk, A. P., & Dijkstra, P. (2011). Does attractiveness sell? Women’s attitude toward a product
as a function of model attractiveness, gender priming, and social comparison orientation:
Model Attractiveness and Social Comparison Orientation. Psychology & Marketing, 28(9),
958–973. https://doi.org/10.1002/mar.20421
Carrigan, M., & Szmigin, I. (1998). The usage and portrayal of older models in contemporary
consumer advertising. Journal of Marketing Practice: Applied Marketing Science, 4(8),
231–248. https://doi.org/10.1108/EUM0000000004544
Carrigan, M., & Szmigin, I. (2003). Regulating ageism in UK advertising: An industry perspective.
Marketing
Intelligence
&
Planning,
21(4),
198–204.
https://doi.org/10.1108/02634500310480086
Carrns, A. (2013, May 8). Older workers say age bias is common. New York Times.
http://www.bucks.blogs.nytimes.com/2013/05/08/older‐workers‐say‐age‐bias‐is‐
common/?module=Search&mabReward=relbias%3Ar
Chaudhuri, A., & Holbrook, M. B. (2001). The Chain of Effects from Brand Trust and Brand
Affect to Brand Performance: The Role of Brand Loyalty. Journal of Marketing, 65(2),
81–93. https://doi.org/10.1509/jmkg.65.2.81.18255
Chu, S.-C., & Kim, Y. (2011). Determinants of consumer engagement in electronic word-of-mouth
(eWOM) in social networking sites. International Journal of Advertising, 30(1), 47–75.
https://doi.org/10.2501/IJA-30-1-047-075
Connelly, B. L., Certo, S. T., Ireland, R. D., & Reutzel, C. R. (2011). Signaling Theory: A Review
and
Assessment.
Journal
of
Management,
37(1),
39–67.
https://doi.org/10.1177/0149206310388419
Coudin, G., & Alexopoulos, T. (2010). ‘Help me! I’m old!’ How negative aging stereotypes create
dependency among older adults. Aging & Mental Health, 14(5), 516–523.
https://doi.org/10.1080/13607861003713182
Currás-Pérez, R., Bigné-Alcañiz, E., & Alvarado-Herrera, A. (2009). The Role of Self-Definitional
Principles in Consumer Identification with a Socially Responsible Company. Journal of
Business Ethics, 89(4), 547–564. https://doi.org/10.1007/s10551-008-0016-6
Dahlén, M., Lange, F., & Gylldorff, L. (2003). Optimal marknadskommunikation. Liber ekonomi.
Dahlen, M., Rosengren, S., & Karsberg, J. (2018). The Effects of Signaling Monetary and Creative
Effort in Ads: Advertising Effort Can Go a Long Way Influencing B2B Clients,
Employees, and Investors. Journal of Advertising Research, 58(4), 433–442.
https://doi.org/10.2501/JAR-2018-013
Dahlén, M., Rosengren, S., & Törn, F. (2008). Advertising Creativity Matters. Journal of
Advertising Research, 48(3), 392–403. https://doi.org/10.2501/S002184990808046X
Darbyshire, P., & McDonald, H. (2004). Choosing Response Scale Labels and Length: Guidance
for Researchers and Clients. Australasian Journal of Market Research, 12(2).
https://dro.deakin.edu.au/eserv/DU:30006485/mcdonald-choosingresponse-2004.pdf
Day, E., & Stafford, M. R. (1997). Age-related cues in retail services advertising: Their effects on
86

younger consumers. Journal of Retailing, 73(2), 211–233. https://doi.org/10.1016/S00224359(97)90004-X
Der Hovanesian, M. (1999). Spending it, investing it–coming on strong: The children of the baby
boomers are affecting spending and investing as significantly as their parents did; the
similarity ends there. Wall Street Journal, 12.
Deuisch, F. M., Zalenski, C. M., & Clark, M. E. (1986). Is There a Double Standard of Aging?1.
Journal of Applied Social Psychology, 16(9), 771–785. https://doi.org/10.1111/j.15591816.1986.tb01167.x
Dimock, M. (2019, January 17). Defining generations: Where Millennials end and Generation Z
begins. Pew Research Center. https://www.pewresearch.org/fact-tank/2019/01/17/wheremillennials-end-and-generation-z-begins/
Dong, X. (2014). Elder Abuse: Research, Practice, and Health Policy. The 2012 GSA Maxwell
Pollack
Award
Lecture.
The
Gerontologist,
54(2),
153–162.
https://doi.org/10.1093/geront/gnt139
Duncan, C., & Loretto, W. (2003). Never the Right Age? Gender and Age‐Based Discrimination
in
Employment.
Gender,
Work
&
Organization,
11(1),
95–115.
https://doi.org/10.1111/j.1468-0432.2004.00222.x
East, R., Hammond, K., & Wright, M. (2007). The relative incidence of positive and negative word
of mouth: A multi-category study. International Journal of Research in Marketing, 24(2),
175–184. https://doi.org/10.1016/j.ijresmar.2006.12.004
Eisend, M. (2010). A meta-analysis of gender roles in advertising. Journal of the Academy of
Marketing Science, 38(4), 418–440. https://doi.org/10.1007/s11747-009-0181-x
Eisend, M. (2017). The Third-Person Effect in Advertising: A Meta-Analysis. Journal of
Advertising, 46(3), 377–394. https://doi.org/10.1080/00913367.2017.1292481
Eisend,

M. (2019). Gender Roles. Journal
https://doi.org/10.1080/00913367.2019.1566103

of

Advertising,

48(1),

72–80.

Eisend, M., Plagemann, J., & Sollwedel, J. (2014). Gender Roles and Humor in Advertising: The
Occurrence of Stereotyping in Humorous and Nonhumorous Advertising and Its
Consequences for Advertising Effectiveness. Journal of Advertising, 43(3), 256–273.
https://doi.org/10.1080/00913367.2013.857621
Erffmeyer, R. C., & Milliman, R. E. (1990). Improving advertising aimed at seniors. Journal of
Advertising Research, 31(6).
Feiereisen, S., Broderick, A. J., & Douglas, S. P. (2009). The effect and moderation of gender
identity congruity: Utilizing “real women” advertising images: The Effect and Moderation
of Gender Identity Congruity. Psychology & Marketing, 26(9), 813–843.
https://doi.org/10.1002/mar.20301
Feitsma, A. (2019, March 26). What is the difference between Generation Y & Z? CompanYoung.
https://companyoung.com/article/the-difference-between-generation-y-and-z/
Finn, D., & Donovan, A. (2013). PwC’s NextGen:A global generational study (p. 14). PwC, the
University of Southern California and the London Business School.
87

Fishbein, M., & Ajzen, I. (1975). Belief, attitude, intention, and behavior: An introduction to
theory and research. Addison-Wesley Pub. Co.
Francis, T., & Hoefel, F. (2018, November 12). ‘True Gen’: Generation Z and its implications for
companies
|
McKinsey.
McKinsey
&
Company.
https://www.mckinsey.com/industries/consumer-packaged-goods/our-insights/true-gengeneration-z-and-its-implications-for-companies#
Gee, G. C., Pavalko, E. K., & Long, J. S. (2007). Age, Cohort and Perceived Age Discrimination:
Using the Life Course to Assess Self-reported Age Discrimination. Social Forces, 86(1),
265–290. https://doi.org/10.1353/sof.2007.0098
Gomez, K., Mawhinney, T., & Betts, K. (2019). Welcome to Generation Z. Deloitte and Network
of
Executive
Women.
https://www2.deloitte.com/content/dam/Deloitte/us/Documents/consumerbusiness/welcome-to-gen-z.pdf
Granbois, D. H., & Summers, J. O. (1975). Primary and Secondary Validity of Consumer Purchase
Probabilities. Journal of Consumer Research, 1(4), 31–38. https://doi.org/10.1086/208605
Greco, A. J. (1988). REPRESENTATION OF THE ELDERLY IN ADVERTISING: CRISIS OR
INCONSEQUENCE?
Journal
of
Services
Marketing,
2(3),
27–34.
https://doi.org/10.1108/eb024731
Greco, A. J., Swayne, L. E., & Johnson, E. B. (1997). Will Older Models Turn Off Shoppers?
International
Journal
of
Advertising,
16(1),
27–36.
https://doi.org/10.1080/02650487.1997.11104671
Gubernick, L. (1996). “Gray hair is cool”. Forbes, 157(9), 116–118.
Halliwell, E., & Dittmar, H. (2004). Does Size Matter? The Impact of Model’s Body Size on
Women’s Body-Focused Anxiety and Advertising Effectiveness. Journal of Social and
Clinical Psychology, 23(1), 104–122. https://doi.org/10.1521/jscp.23.1.104.26989
Heather, B. (2017, June 23). Banks should avoid replicating their millennial strategy for Gen Z.
American
Banker,
120.
https://search.proquest.com/docview/1912339894/abstract/3F74CD2C88394E8CPQ/1
Helen Carefoot. (2020, March 2). Cosmetic brands are pivoting to gender-neutral products,
packaging and advertising ; Brands are trying to attract male-identifying customers with
packaging and advertisements that aren’t associated with traditional gender stereotypes.
The Washington Post.
Howard, J. A., & Sheth, J. N. (1969). The theory of buyer behavior. Wiley & Sons.
Huhmann, B. A., & Limbu, Y. B. (2016). Influence of gender stereotypes on advertising
offensiveness and attitude toward advertising in general. International Journal of
Advertising, 35(5), 846–863. https://doi.org/10.1080/02650487.2016.1157912
Hummert, M. L., & Shaner, J. L. (1994). Patronizing speech to the elderly as a function of
stereotyping.
Communication
Studies,
45(2),
145–158.
https://doi.org/10.1080/10510979409368419
Hunt, S. D. (2014). Marketing Theory: Foundations, Controversy, Strategy, and Resource88

advantage Theory: Foundations, Controversy, Strategy, and Resource-advantage Theory
(1st ed.). Routledge. https://doi.org/10.4324/9781315702537
Iberdrola.
(2017).
Generation
Z:
Transforming
https://www.iberdrola.com/talent/generation-x-y-z

the

system.

Iberdrola.

Isopahkala-Bouret, U. (2015). Graduation at age 50 +: Contested efforts to construct “third age”
identities and negotiate cultural age stereotypes. Journal of Aging Studies, 35, 1–9.
https://doi.org/10.1016/j.jaging.2015.07.001
Juster, F. (1964). Anticipations and Purchases: An analysis of Consumer Behavior. Princeton
University Press.
Katz, D. (1960). The Functional Approach to the Study of Attitudes. Public Opinion Quarterly,
24(2, Special Issue: Attitude Change), 163–204. https://doi.org/10.1086/266945
Keller, E. (2007). Unleashing the Power of Word of Mouth: Creating Brand Advocacy to Drive
Growth.
Journal
of
Advertising
Research,
47(4),
448–452.
https://doi.org/10.2501/S0021849907070468
Keyes, D. (2017, December 21). DIGITAL COMMERCE AND GEN Z: How retailers and brands
can appeal to the next generation of consumers. Business Insider.
https://www.businessinsider.com/the-digital-commerce-and-gen-z-report-2017-12
Kirmani, A., & Rao, A. R. (2000). No Pain, No Gain: A Critical Review of the Literature on
Signaling Unobservable Product Quality. Journal of Marketing, 64(2), 66–79.
https://doi.org/10.1509/jmkg.64.2.66.18000
Kirmani, A., & Wright, P. (1989). Money Talks: Perceived Advertising Expense and Expected
Product
Quality.
Journal
of
Consumer
Research,
16(3),
344.
https://doi.org/10.1086/209220
Kite, M. E., Stockdale, G. D., Whitley, B. R., & Johnson, B. T. (2005). Attitudes toward younger
and older adults: An updated meta‐analytic review. Journal of Social Issues, 61(2), 241–
266. https://doi.org/10.1111/j.1540‐4560.2005.00404.x
Knee, S. (2015, March 3). Tomorrow’s Target: Marketing to Centennials. Publicis North America
Press. http://blog.publicisna.com/tomorrows-target-marketing-to-centennials/
Kuwait Times. (2016, September 18). Thematic investing: New kids on the block. PressReader.
https://www.pressreader.com/kuwait/kuwait-times/20160918/282471413327341
Lagercrantz, A. (2019, January 23). Forskning: Mediebild av äldre kortar liv med 7,5 år. Svenska
Dagbladet. https://www.svd.se/forskning-mediebild-av-aldre-forkortar-liv-med-75-ar
Lavidge, R. J., & Steiner, G. A. (1961). A Model for Predictive Measurements of Advertising
Effectiveness. Journal of Marketing, 25(6), 59. https://doi.org/10.2307/1248516
Levy, S. R., & Macdonald, J. L. (2016). Progress on Understanding Ageism: Understanding
Ageism. Journal of Social Issues, 72(1), 5–25. https://doi.org/10.1111/josi.12153
Liljedal, K. T., Berg, H., & Dahlen, M. (Forthcoming). A signal worth sending: Non-stereotyped
gender role portrayals in advertising. Accepted for Publication in the Journal of Advertising
Research.
Liljedal, K. T., Berg, H., & Dahlen, M. (2020). Effects of Nonstereotyped Occupational Gender
89

Role Portrayal in Advertising: How Showing Women in Male-Stereotyped Job Roles
Sends Positive Signals about Brands. Journal of Advertising Research, 60(2), 179–196.
https://doi.org/10.2501/JAR-2020-008
Long, N. (1998). Broken down by Age and Sex—Exploring the Way we Approach the Elderly
Customer. Journal of the Market Research Society, 40(2), 73–91.
https://doi.org/10.1177/147078539804000205
Lundahl, M., Malmsten, P., & Sandelin, K. (2020). Rättvisaren 2020 - Brand Identity. En studie
av strukturerna bakom hur människor representeras och avbildas i reklam. Kantar Sifo
and
Mediekompaniet.
https://rattvisaren.com/2020/wpcontent/uploads/2020/09/Rapport%20R%C3%A4ttvisaren%202020%20%20Brand%20Identity.pdf
Luo, X., & Bhattacharya, C. B. (2006). Corporate Social Responsibility, Customer Satisfaction,
and Market Value. Journal of Marketing, 70(4), 1–18. https://doi.org/10.1509/jmkg.70.4.1
Lynn, A., & Lynn. (2003). Experiments and quasi-experiments: Methods for evaluating marketing
options. The Cornell Hotel and Restaurant Administration Quarterly, 44(2), 75–84.
https://doi.org/10.1016/S0010-8804(03)90020-6
Malhotra, N. K. (2004). Marketing research: An applied orientation (4. ed., internat. ed). Pearson,
Prentice Hall.
Malmelin, N. (2010). What is Advertising Literacy? Exploring the Dimensions of Advertising
Literacy.
Journal
of
Visual
Literacy,
29(2),
129–142.
https://doi.org/10.1080/23796529.2010.11674677
Martin, B. A. S., Veer, E., & Pervan, S. J. (2007). Self-referencing and consumer evaluations of
larger-sized female models: A weight locus of control perspective. Marketing Letters,
18(3), 197–209. https://doi.org/10.1007/s11002-007-9014-1
Mazis, M. B., Ringold, D. J., Perry, E. S., & Denman, D. W. (1992). Perceived Age and
Attractiveness of Models in Cigarette Advertisements. Journal of Marketing, 56(1), 22–
37. https://doi.org/10.1177/002224299205600104
McLellan, B., & McKelvie, S. J. (1993). Effects of age and gender on perceived facial
attractiveness. Canadian Journal of Behavioural Science/Revue Canadienne Des Sciences
Du Comportement, 25(1), 135–142. https://doi.org/10.1037/h0078790
Merriam-Webster. (2020). Generation Y | Definition of Generation Y. Retrieved 4 November
2020, from https://www.merriam-webster.com/dictionary/Generation%20Y
Mitchell, A. A., & Olson, J. C. (1981). Are Product Attribute Beliefs the Only Mediator of
Advertising Effects on Brand Attitude? Journal of Marketing Research, 18(3), 318.
https://doi.org/10.2307/3150973
Modig, E., & Colliander, J. (2009, May 26). Word of mouth effects of creative advertising, in
Helfer, J.-P. & Nicolas, J.-L. (eds). Proceedings of the 38th EMAC Conference, Audencia
Nantes, France.
Modig, E., Dahlén, M., & Colliander, J. (2014). Consumer-perceived signals of ‘creative’ versus
‘efficient’ advertising: Investigating the roles of expense and effort. International Journal
of Advertising, 33(1), 137–154. https://doi.org/10.2501/IJA-33-1-137-154
90

Modig, E., & Lethagen, H. (2008). Unbundling Creativity [Master Thesis]. Handelshögskolan i
Stockholm.
NHS. (2017, October 23). Menopause. Nhs.Uk. https://www.nhs.uk/conditions/menopause/
Nilsson, T. (2019, January 8). Smal bild av äldre i reklam riskerar att leda till minskad empati.
Resume.
https://www.resume.se/marknadsforing/reklam/smal-bild-av-aldre-i-reklamriskerar-att-leda-till-minskad-empati/
North, M. S., & Fiske, S. T. (2012). An inconvenienced youth? Ageism and its potential
intergenerational
roots.
Psychological
Bulletin,
138(5),
982–997.
https://doi.org/10.1037/a0027843
Nussbaum, J. F., Pitts, M. J., Huber, F. N., Krieger, J. L. R., & Ohs, J. E. (2005). Ageism and
Ageist Language Across the Life Span: Intimate Relationships and Non-intimate
Interactions. Journal of Social Issues, 61(2), 287–305. https://doi.org/10.1111/j.15404560.2005.00406.x
OC&C

Strategy.
(2019).
A
generation
without
https://www.occstrategy.com/media/1806/a-generation-without-borders.pdf

borders.

Pallant, J. (2013). SPSS survival manual: A step by step guide to data analysis using IBM SPSS
(5. ed). McGraw Hill.
Palmore, Erdman B. (2004). Research Note: Ageism in Canada and the United States. Journal of
Cross-Cultural
Gerontology,
19(1),
41–46.
https://doi.org/10.1023/B:JCCG.0000015098.62691.ab
Palmore, Erdman Ballagh. (1990). Ageism: Negative and positive. Springer Pub.
Peck, J., & Loken, B. (2004). When will larger-sized female models in advertisements be viewed
positively? The moderating effects of instructional frame, gender, and need for cognition.
Psychology and Marketing, 21(6), 425–442. https://doi.org/10.1002/mar.20012
Perdue, B. C., & Summers, J. O. (1986). Checking the Success of Manipulations in Marketing
Experiments.
Journal
of
Marketing
Research,
23(4),
317–326.
https://doi.org/10.2307/3151807
Pew Research Center. (2015, September 3). The Whys and Hows of Generations Research.
https://www.pewresearch.org/politics/2015/09/03/the-whys-and-hows-of-generationsresearch/
PR Newswire. (2018). Criteo’s Gen Z Report Unveils the Habits of the New Generation of
Shoppers: For Retailers to Appeal to Gen Z, They Must Focus on Experiences that are
Desirable,
Accessible
and
Tangible.
PR
Newswire.
https://search.proquest.com/docview/2049844687/CB25BF0180964DFBPQ/5?accountid
=39039
Preacher, K. J., & Hayes, A. F. (2008). Asymptotic and resampling strategies for assessing and
comparing indirect effects in multiple mediator models. Behavior Research Methods,
40(3), 879–891. https://doi.org/10.3758/BRM.40.3.879
Prieler, M., Kohlbacher, F., Hagiwara, S., & Arima, A. (2017). Gender Portrayals of Older People
in
Japanese
Television
Advertisements.
Asian
Women,
33(1),
25.
91

https://doi.org/10.14431/aw.2017.03.33.1.25
Rampell, C. (2010, May 12). In Job Market Shift, Some Workers Are Left Behind (Published
2010).
The
New
York
Times.
https://www.nytimes.com/2010/05/13/business/economy/13obsolete.html
Rampell, C. (2011, May 6). Older Workers Without Jobs Face Longest Time Out of Work. New
York Times. https://economix.blogs.nytimes.com/2011/05/06/older-workers-without-jobsface-longest-time-out-of-work/
Reichheld, F. F. (2003, December 1). The One Number You Need to Grow. Harvard Business
Review, December 2003. https://hbr.org/2003/12/the-one-number-you-need-to-grow
Richins, M. L. (1991). Social Comparison and the Idealized Images of Advertising. Journal of
Consumer Research, 18(1), 71. https://doi.org/10.1086/209242
Roberts, S. D. & Nan Zhou. (1997). The 50 and Older Characters in the Advertisements of Modern
Maturity: Growing Older, Getting Better? Journal of Applied Gerontology, 16(2), 208–
220. https://doi.org/10.1177/073346489701600205
Rodriguez, A. (2015). INFORMED BY MILLENNIAL MISSES, BRANDS RETOOL FOR GEN
Z: MARKETERS MAKE SMALL, QUICK BETS TO CATCH CONSTANTLY
CHANGING ‘CENTENNIALS’. Advertising Age, 86(11), 32–33.
Saunders, M., Thornhill, A., & Lewis, P. (2016). Research Methods for Business Students (7th
edition). Harlow: Pearson Education Limited.
Schewe, C., & Meredith, G. (1994). Segmenting Global Markets by Generational Cohorts:
Determining Motivations by Age. Journal of Consumer Behaviour, 4, 51–63.
https://doi.org/10.1002/cb.157
Smith, R. E., Chen, J., & Yang, X. (2008). The Impact of Advertising Creativity on the Hierarchy
of Effects. Journal of Advertising, 37(4), 47–62. https://doi.org/10.2753/JOA00913367370404
Söderlund, M. (2001). Den lojala kunden. Liber ekonomi.
Söderlund, M. (2005). Mätningar och mått: I marknadsundersökarens värld. Liber ekonomi.
Spears, N., & Singh, S. N. (2004). Measuring Attitude toward the Brand and Purchase Intentions.
Journal of Current Issues & Research in Advertising, 26(2), 53–66.
https://doi.org/10.1080/10641734.2004.10505164
Spencer, S. J., Zanna, M. P., & Fong, G. T. (2005). Establishing a causal chain: Why experiments
are often more effective than mediational analyses in examining psychological processes.
Journal
of
Personality
and
Social
Psychology,
89(6),
845–851.
https://doi.org/10.1037/0022-3514.89.6.845
Statistiska Centralbyrån. (2020, September 2). Medellivslängden i Sverige. Statistiska
Centralbyrån.
http://www.scb.se/hitta-statistik/sverige-i-siffror/manniskorna-isverige/medellivslangd-i-sverige/
Strauss, W., & Howe, N. (1991). Generations: The history of America’s future, 1584 to 2069. New
York: William Morrow and Company Inc.
Taylor, C. R., & Stern, B. B. (1997). Asian-Americans: Television Advertising and the “Model
92

Minority”
Stereotype.
Journal
of
https://doi.org/10.1080/00913367.1997.10673522

Advertising,

26(2),

47–61.

The Nobel Foundation. (2001). The Sveriges Riksbank Prize in Economic Sciences in Memory of
Alfred Nobel 2001. NobelPrize.Org. https://www.nobelprize.org/prizes/economicsciences/2001/spence/facts/
Think with Google. (2019, October). How generations Y and Z differ – and what brands can talk
to about them. Think with Google. https://www.thinkwithgoogle.com/intl/en145/consumer-insights/consumer-trends/how-generations-y-and-z-differ-and-whatbrands-can-talk-to-about-them/
TIME.

(2013, May 20). Millennials: The Me Me Me
https://time.com/247/millennials-the-me-me-me-generation/

Generation.

Time.

Tuckman, J., & Lorge, I. (1953). ATTITUDES TOWARD OLD PEOPLE. JOURNAL OF SOCIAL
PSYCHOLOGY, 37(2), 249–260.
Vincent, J. A. (2005). Understanding generations: Political economy and culture in an ageing
society. The British Journal of Sociology, 56(4), 579–599. https://doi.org/10.1111/j.14684446.2005.00084.x
Wahlund, R. (2020, January 15). Brands Communications [Lecture].
Wallman, R. (2019, April 15). ‘Ad land’s obsession with youth will come at a cost’. Marketing
Week. https://www.marketingweek.com/advertising-obsession-with-youth/
WARC. (2018, September 14). Older women feel stereotyped in advertising | WARC. WARC.
http://origin.warc.com/newsandopinion/news/older-women-feel-stereotyped-inadvertising/41039
Warshaw, P. R. (1980). Predicting Purchase and Other Behaviors from General and Contextually
Specific
Intentions.
Journal
of
Marketing
Research,
17(1),
26–33.
https://doi.org/10.1177/002224378001700103
Webster, M. (2019). Understanding Gen Z. National Provisioner, 233(1), 100–103.
Windels, K. (2016). Stereotypical or just typical: How do US practitioners view the role and
function of gender stereotypes in advertisements? International Journal of Advertising,
35(5), 864–887. https://doi.org/10.1080/02650487.2016.1160855
World

Health Organization. (2018, February 5). Ageing and
https://www.who.int/news-room/fact-sheets/detail/ageing-and-health

health.

WHO.

Wyatt, D. (1993). Out of the sixties: Storytelling and the Vietnam generation. Cambridge
University Press.
Zhang, Y. B., Harwood, J., Williams, A., Ylänne-McEwen, V., Wadleigh, P. M., & Thimm, C.
(2006). The Portrayal of Older Adults in Advertising: A Cross-National Review. Journal
of
Language
and
Social
Psychology,
25(3),
264–282.
https://doi.org/10.1177/0261927X06289479
Zhao, X., Lynch, J. G., & Chen, Q. (2010). Reconsidering Baron and Kenny: Myths and Truths
about Mediation Analysis. Journal of Consumer Research, 37(2), 197–206.
https://doi.org/10.1086/651257
93

Zhou, N., & Chen, M. V. T. (1992). Marginal Life after 49: A Preliminary Study of the Portrayal
of Older People in Canadian Consumer Magazine Advertising. International Journal of
Advertising, 11(4), 343–354. https://doi.org/10.1080/02650487.1992.11104510
Zyman, S., & Brott, A. A. (2002). The end of advertising as we know it. John Wiley & Sons.
Åkestam, N., Rosengren, S., & Dahlen, M. (2017). Advertising “like a girl”: Toward a better
understanding of “femvertising” and its effects: ÅKESTAM et al. Psychology &
Marketing, 34(8), 795–806. https://doi.org/10.1002/mar.21023

94

