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ABSTRACT 

The purpose of this study was to identify the motivational need 

appeals used in Mademoisel le magazine perfume advertisements to 

target single, career women. The changes in the use of these 

motivational need appeals over time were also examined. The 

results suggested that perfume advertisers use different 

motivational need appeals when targeting single, career women and 

these appeals do change over time. The motivational needs were 

used as measures for the content analysis along with the verbal, 

visual, and perfume price aspects of the perfume advertisements. 

An analysis of the data indicated that the need for autonomy 

significantly increased over time while the needs for exhibition and 

sex significantly decreased over time. The use of price in perfume 

advertisements decreased over time. 
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CHAPTER I 

INTRODUCTION 

Advertising attempts to communicate to target audiences with 

the purpose of persuading a target audience to purchase a certain 

product. Advertising messages seek to present ideas to which a 

target audience can relate. Magazine advertisements reflect the 

changes that have occurred in a society's self-image and motivational 

needs throughout the years (Belk & Pollay, 1985; Fowles, 1976). 

(Motivational needs are defined as forces within people that generate 

behavioral tendencies which satisfy peoples' wants and desires 

[Fowles, 1976].) Changes in the target audiences' motivational need 

appeals, along with the emphasis or importance of the verbal, visual, 

and price aspects of magazine advertisements, are reflected in 

magazine advertisements over time (Fowles, 1976). Therefore, 

advertisers' appeals to specific target audiences, and the use of visual 

and verbal communication techniques, should be reflected through 

shifts in motivational need appeals used in Mademoisel le 

advertisements over time. 

Consumer needs are sociocultural elements that can vary across 

time (Buttle, 1989). Because marketing activity focuses on need 

satisfaction, advertisers attempt to satisfy varying consumer needs 



through advertising which parallels current consumer needs. Buttle 

(1989) claims that advertising is finding and successfully satisfying a 

target audience's current needs. 

Studies have concluded that the roles of women in the 

American society have undergone many changes in past decades 

(Barak & Stern, 1986; Barry, Gilly, & Doran, 1985; Douglas, 1977; 

Venkatesh, 1980). The women's movement of the 1970s changed 

social values and the social system as more women entered the work 

force (Venkatesh, 1980). The decade of the 1970s brought about 

maturation and change for American women (Mott, 1982). Because 

of women's changing social and economic roles, marketers of 

consumer goods must now decide whether to create advertisements 

directed toward the housewife or the career woman. 

For example, advertisements which use career-oriented themes 

to appeal to all women may not attract women who have a low 

desire to work (Barry, Gilly, & Doran, 1985). Likewise, 

advertisements incorporating a homemaker-oriented theme may not 

appeal to women who desire to work. A neutral theme such as 

"women's best friend" may be effective in appealing to the largest 

proportion of the female market when career woman or homemaker 

specifications are not made (Barry, Gilly, & Doran, 1985). 

Content analyses of magazine advertisements suggest that 

changes have occurred in society's self-image. Print advertisements 

present an ideal image of how a society would like to see itself as the 

society's motivational needs change (Belk & Pollay, 1985). The 

portrayal of women in magazine advertisements tend to mirror and 



contribute to the image that society develops of women (Friedan, 

1963). 

The purpose of this study is to investigate the use of Fowles' 

(1976) motivational need appeals in the perfume advertisements in 

Mademoisel le , a women's fashion magazine that targets career 

oriented women. This study will attempt to answer the following 

research questions: (a) are there specific motivational need appeals 

used to target a specific women's market for perfume products, (b) if 

motivational need appeals are used, does the frequency with which 

they are used change over time, and (c) do perfume advertisers 

change the verbal, visual, and price aspects of print advertisements 

over time when targeting a specific women's audience? The answers 

to these research questions should determine whether perfume 

advertisers' appeals toward women, and the techniques used to 

display perfume advertisers' appeals toward women, vary over time. 



CHAPTER II 

LITERATURE REVIEW 

Advertising is communication with a purpose. The message in 

an advertisement seeks to influence the thinking and/or behavior of 

people who receive the message in a manner that benefits the 

advertiser. The advertiser wants the target audience to purchase a 

product or to utilize a service. In the process of influencing the 

consumer's thoughts or to motivate consumer behavior, the 

advertiser may utilize a host of verbal and nonverbal symbols in 

numerous combinations of logic and emotional appeals. The symbols 

used in the message depends on the needs or motivational appeals 

held by the target audience. The use of the symbols are also 

influenced by the changes in society, the image of the advertiser, and 

the demographic composition of the target audience. 

Motivational Need Appeals 

Fowles (1976) examined 18 motivational need appeals (see 

Appendix A). He chose these motivational need appeals from a list of 

motivational needs in Murray's (1938) Explorations in Personality, in 

which Murray conducted interviews to determine the essential 

variables of personality, part of which were motives. 

Motivational needs are defined as forces within a person which 

influence general behavioral tendencies and account for what a 

4 
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person desires (Fowles, 1976). ' Advertising messages contain 

motivational need appeals which advertisers use to enter consumers' 

minds (Fowles, 1982). An advertiser who targets an audience which 

desires to be independent may use the appeals toward autonomy or 

dominance to enter that specific target market's mind. Advertising 

messages try to communicate to consumers that if consumers have a 

certain need, the use of a certain product will help satisfy that need. 

Additionally, Motivational appeals fall into several distinct 

categories, such as autonomy, dominance, exhibition, and sex.̂  Each 

advertising message contains a variation of a motivational appeal in 

one or more of the categories (Fowles, 1982). 

Needs are sociocultural elements which can vary from one time 

to another (Buttle, 1989). Women's needs today are different from 

women's needs 20 years ago because of the change in women's roles 

in the work force and in society. Needs are states within consumers 

which motivate behavior when needs are aroused. Career women's 

need for autonomy may motivate career women to behave in a 

manner which achieves autonomy such as obtaining a job. Consumer 

purchase behavior acts to reduce tension caused by the consumer's 

needs being aroused. Advertisers help consumers realize and satisfy 

their needs by making consumers aware of and persuading 

consumers to buy certain product brands. 

Consumers are guided toward the purchase of a particular 

product by "inner factors that are related to product perception" 

(Dichter, 1986, p. 151). The consumer will likely purchase a product 

when the consumer perceives that these "inner factors" or 



motivational needs are parallel with the product's advertised image. 

If a consumer perceives the relationship between the consumer's 

motivational needs or self-image and the product's image as positive, 

the consumer's self-image is enhanced and the consumer is likely to 

purchase the product. 

Many factors exist which affect a consumer's motivational 

needs. Among the factors are (a) the extent to which motivational 

needs change over time, (b) product image, and (c) gender of the 

consumer. Each of the factors may influence which appeals 

advertisers use to target a specific audience over time. 

Social Change and Motivational Needs 

As stated earlier, motivational needs are forces within a person 

which influence general behavioral tendencies and account for what 

a person desires (Fowles, 1976). The general behavioral tendency 

can reflect society's motivational needs. Social change may be 

measured when a society's motivational needs at one point in time 

are compared to a society's motivational needs at another point in 

time (Fowles, 1976). 

Advertising piresents an ideal image of how society would like 

to view itself at a certain point in time (Belk & Pollay, 1985). An 

advertisement's verbal elements articulate the reasons why products 

are consumed, displaying the current needs of the culture, which in 

turn is reinforced by the visual elements of the advertisement 

(Pollay, 1985). Advertisements should reflect what changes, if any, 

have occurred in a society's self-image over time, which reflects 
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shifts in the society's motivational needs over time. Because 

advertising focuses on need satisfaction (Buttle, 1989), advertisers 

need to be aware of a target group's changing and current needs to 

effectively reach their target audience. If advertising reflects the 

needs of a target audience over time (Pollay, 1985), the images 

advertisers use in their advertisements need to reflect the current 

self-images and needs of their target markets. 

Image and Advertising 

The concept of image "describes not individual traits or 

qualities, but the total impression an entity makes on the minds of 

others" (Dichter, 1985, p. 75). The image an advertiser gives to a 

product through advertising does not necessarily focus on one 

feature a product possesses, but the total idea a consumer may hold 

of the product in the consumer's mind (Dichter, 1985). Images are 

subject to constant change, and images can be manipulated by the 

environment and varying lifestyles consumers may have. 

One of the functions of advertising is to create and manage a 

brand's image by connecting specific meanings and associations to 

the brand in order to differentiate the brand from the competition 

(Reynolds & Gutman, 1984). An advertiser may associate a perfume 

with a sensual and sexy image to differentiate the perfume from the 

competition which promotes an autonomous image. Perfume 

advertisements tend to emphasize product images and emotions 

rather than technical or physical attributes (Peelor, 1979). Perfumes 

do not possess physical attributes which differentiate the perfume 
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from the competition. Instead, perfumes reflect a specific target 

audience's self-image through the image an advertiser gives to the 

perfume through advertising (Onkvisit & Shaw, 1987). 

A perfume's name and image may be the factors that establish 

a relationship between the perfume and the reason a consumer 

purchases the perfume. Therefore, perfume advertisements tend to 

emphasize emotional or psychological elements of the perfume, 

instead of physical attributes, to distinguish a perfume brand from 

the competition. Image advertising seeks to enhance the emotional 

attributes of products, such as perfume, through the creation of 

images which reflect a target audience's self-image. 

Product imagery is defined as the way a brand communicates 

with a consumer (Holbrook, 1983). Advertisements which 

communicate emotional or psychological attributes of a product 

through imagery may enhance a consumer's feelings about the 

product and the purchasing of the product by the consumer may 

occur (Keon, 1984; Snyder & DeBono, 1985). 

W ômen and Advertising 

Today, more advertisers are targeting their products toward 

women. Advertisers' increased interest in the women's market may 

be due to the greater number of women in the work force and 

because more women are earning their own income. As a 

consequence, the expendable income of women has increased (Mott, 

1982). The working roles of women in the American society have 

undergone many changes in recent years (Barak & Stern, 1986; 



Barry, Gilly, & Doran, 1985; Douglas, 1977; Venkatesh, 1980). The 

women's movement of the 1970s changed social values as more 

women entered the work force and women's social roles changed 

(Venkatesh, 1980). The decade of the 1970s brought about change 

and maturation for American women because American women took 

on the responsibility of holding a job and earning their own income 

(Mott, 1982). 

Women's participation in the labor force rose from 57.9 percent 

to 67.4 percent from the years of 1968 to 1978 among American 

women between the ages of 20 and 29 years (Mott, 1982). Between 

the years of 1973 and 1978, the percentage of women aged 25 to 

29 years who claimed they expected to be working five to ten years 

later, increased from 57 percent to 77 percent (Mott, 1982). Because 

of women's changing social roles, advertisers must decide whether to 

target their advertisements toward working or non-working women 

(Barry, Gilly, & Doran, 1985). 

Maslow's need hierarchy, which includes five levels of basic 

human needs, has been associated with the need fulfillment of 

women in various career orientations (Betz, 1982, 1984). Maslow 

investigated what needs were important to women homemakers, 

professional-managerial-oriented women, and clerical-sales-oriented 

women. Women's needs have traditionally been satisfied in 

association with other people, such as fathers or husbands, who have 

earned the majority of the household income (Betz, 1982, 1984). 

Women who have not worked independently outside the home 

seldom learn that they can satisfy their own needs (Betz, 1984). Of 
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the female homemaker, professional-managerial, and clerical-sales 

work, Betz (1984) reported that professional-managerial and 

clerical-sales-oriented women displayed a greater need for 

autonomy and safety than the homemaker-oriented women, 

Therefore, advertisers who direct their advertising toward career 

women may want to focus their advertisements on the needs for 

autonomy and safety in order to appeal to that audience. 

If stereotypical advertisements are used to gain the attention 

of and influence the purchasing behavior of a certain target audience 

(Forte, Mandato, & Kayson, 1981), magazine advertisers should 

choose an appropriate media vehicle to reach their specific target 

market. Magazine advertisers who wish to reach young, single 

career women would want to advertise in a magazine that targets 

this market, such as Mademoiselle, to effectively influence this 

specific target. Changes in a magazine's editorial and advertising 

content, such as in Mademoiselle, parallel changes in a target 

audience's needs and lifestyle. 

The History of Mademoiselle 

Mademoiselle was founded in 1935 by Street & Smith 

publishers (Peterson, 1964), and features articles about women in 

society and about career-oriented women (Binns, 1974). 

Mademoiselle has followed the ideas of its readers regarding careers 

instead of leading its readers to career ideas (Binns, 1974). 

Mademoiselle does not try to influence the career direction of its 

readers by suggesting which careers the readers should choose; 
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instead. Mademoiselle reflects the changing career goals and career 

decisions of its readers through editorial and advertising content. 

For example. Mademoiselle's career articles focused on women 

working on assembly lines to make war supplies and machinery 

during the 1940s, and career articles emphasized women tending to 

chores in the home during the 1950s (Binns, 1974). 

In 1959, Conde Nast Publications bought Mademoiselle from 

the Street & Smith Publishing Company (Peterson, 1964). Editorial 

copy became hard to find among Mademoiselle's many 

advertisements; however, Peterson (1964) stated that women 

probably bought Mademoiselle for its advertisements as well as its 

editorial content. Mademoiselle contained an artistic degree of prose 

and gave exposure to young unknown writers. 

The women's liberation movement of the 1970s influenced 

Mademoiselle's editorial content by giving rise to articles addressing 

job discrimination, inequality between men and women, and the 

frustration of career women who experienced this inequality (Binns, 

1974). Mademoiselle's career articles increased in the late 1970s 

because more women began choosing careers over or in conjunction 

with marriage and motherhood than in earlier years (Pricso^ 1982). 

A feature article that Mademoiselle regularly published 

through the years was the Annual Merit Awards in which seven to 

12 women were honored for accomplishments that gained national 

attention or whose deeds gained recognition in their professional 

fields ("The Individualists," 1964). For example, in 1962 and 1963 

women with occupations such as actress, opera singer, fashion 
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designer, educator, and ballet dancer were honored ("The 

Individualist," 1964; "Mademoiselle^ Annual Merit Awards," 1962). 

The late 1960s Merit Awards emphasized "involvement and 

expertise in national affairs, demonstrations of leadership potential 

and an ability to debate issues" ("Mademoiselle's Merit Awards," 

1968, p. 49). The Merit Awards of 1966 and 1967 rMademoisel le ' s 

Merit Awards," 1967; "Mademoiselle's Merit Awards," 1968) focused 

on political accomplishments, such as the United States Agency for 

International Development Nurses who worked in Vietnam civilian 

hospitals to help the Vietnamese people. The early 1960s focused on 

articles about women who possessed an art-oriented talent such as 

dancing or singing. The late 1960s emphasized duties which gained 

national political attention. 

Mademoiselle's Merit Awards took a new turn in the 1970s by 

focusing more on the women being honored and less on the actual 

deed or occupation. For example, titles of the Merit Award articles 

included "Mile's Young Women of the Year" (1971), "7 Women Who 

Know the Answers" (1972), and "12 Terrific Women" (1977). The 

focus of the early 1970s Merit Awards was answering the question 

of how to make life better through the giving of oneself ("7 Women," 

1972). These articles honored women who were environmentalists, 

community planners, publishers of women's movement magazines, 

and members of the NAACP ("7 Women," 1972; "Mile's Young 

Women," 1971). 

Another feature which distinguished the 1960s Merit Award 

articles from the Merit Award articles published during the 1970s 
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women's movement was that the 1960s articles placed the 

occupation in bold type with the recipients' name in the article copy, 

and the 1970s articles placed the women's names in bold-face type 

with the accomplishments in the articles' copy. The 1970s articles 

contained more recognition for the women themselves than for the 

actual act they performed such as in the 1960s articles. 

The change in focus indicates that the 1970s women's 

movement encouraged the emphasis of the woman as an important 

individual who conquered the occupation instead of the occupation 

being more important than the woman who performed the duty. In 

1977, Mademoiselle's Merit Award article featured a newscast 

anchor woman, filmmaker, playwright, and photographer, which had 

previously been occupations held mostly by men ("12 Terrific 

Women," 1977). 

Today, Mademoiselle's target audience includes single career 

women between the ages of 18 and 34 years, which has remained a 

steady demographic target from 1962 to the present (Henry 1984). 

Mademoiselle currently features articles about beauty, social 

relationships, and career opportunities (Henry, 1984). Mademoiselle 

also includes articles dealing with automobiles, personal finance and 

in-depth articles concerning current issues (Folio:400. 1984). 

Although Mademoiselle's target market has remained constant over 

the years, the focus of the magazine has changed. Modern 

Mademoiselle emphasizes a career woman's social relationships and 

appearance, more than the Mademoiselle of the 1960s which focused 
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on political accomplishments or the 1970s which emphasized the 

women's movement. 



CHAPTER III 

RESEARCH QUESTIONS AND HYPOTHESES 

The hypotheses will attempt to answer the following research 

questions: (a) are there specific motivational need appeals used to 

target a specific women's market for perfume products; (b) if 

motivational need appeals are used, does the frequency with which 

they are used change over time; and (c) do perfume advertisers 

change the verbal, visual, and price aspects of print advertisements 

over time when targeting a specific women's audience? The answers 

to these research questions should suggest whether advertisers use 

varying motivational need appeals in magazine advertisements over 

time to reflect a specific female audience's varying motivational 

needs and self-image over time. 

Fowles (1982) suggests that advertising messages contain 

motivational need appeals which reflect a target consumer's self-

image. The needs and images projected in some advertisements 

attempt to reflect specific needs for some consumer groups. Some 

products may use a variety of motivational need appeals in 

advertisements to target female consumers with various self-images. 

Perfume is a product which uses emotional or psychological appeals 

to parallel a target market's self-image (Peelor, 1979). Women may 

15 
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select different brands of perfume to satisfy specific personal or 

psychological needs addressed in print advertisements. 

Using a certain perfume suggests not only that a woman will 

acquire a certain fragrance, but that the woman also can acquire the 

qualities, such as beauty or sensuality, that the perfume's image 

offers (Goldman & Wilson, 1983). "Advertisers invest perfumes with 

the features essential to being human. They (perfumes) are 

frequently said to embody the essence of femininity or masculinity" 

(Goldman & Wilson, 1983, p. 135). When a woman uses a perfume, 

she may fulfill the self-image suggested by the perfume 

advertisement. 

The purchase of a perfume is more likely to take place when a 

positive relationship exists between the perfume's advertised image 

and the consumer's self-image (Onkvisit & Shaw, 1987). The self-

image of consumer groups may differ among perfume brand 

purchasers. For example, Charlie is a perfume targeted toward the 

independent woman who prefers to control her own life; and 

Scoundrel is a perfume targeted toward the provocative woman who 

exudes a sensual and sexy image (Onkvisit & Shaw, 1987). 

As stated earlier. Mademoiselle is a women's fashion magazine 

targeted toward single career women between the ages of 18 and 34 

years and focuses on fashion, beauty, social relationships, and careers 

(Henry, 1984). Perfume advertisers who feel their perfume brands 

are used by Mademoiselle's target should convey fashion, beauty, 

social relationships, and careers through their advertisements, just as 
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Mademoiselle, conveys these factors through its articles and features, 

to effectively reach Mademoiselle's target (Henry, 1984). 

Magazine editorial copy changes according to shifts in social 

history and advertising, parallels these changes through copy, art, 

and advertising styles (Pollay, 1985). If changes in a society's 

motivational needs are reflected through a magazine's 

advertisements (Belk & Pollay, 1985; Fowles, 1976), perfume 

advertisers should change the motivational need appeals used in 

their advertisements to reflect the changes in their target audience's 

motivational needs. Therefore, Mademoiselle's perfume advertising 

content should evolve over the years to match women's social roles 

(Pricso, 1982). 

Fowles' (1976) study of 18 motivational need appeals used in 

Life magazine advertisements over three decades concluded that 

motivational need appeals used in magazine advertisements reflect 

and parallel changes in a society's motivational needs. If 

motivational need appeals used in print advertisements reflect shifts 

in a target group's motivational needs (Fowles, 1976), then changes 

in women's motivational needs and the changes in the appeals with 

which perfume advertisers target women should be reflected over 

time in print advertisements. Therefore, changes in single career 

women's motivational needs and perfume advertisers' appeals 

toward this target should be reflected through Mademoiselle's 

perfume advertisements during the years of 1962, 1972, and 1982. 
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Hi: There will be changes in the use of Fowles (1976) 18 

motivational need appeals used in perfume advertisements in 

Mademoiselle over time. 

The need for autonomy and the need for dominance are chosen 

to represent Mademoisel le /s target audience because both of these 

needs incorporate the desire to control one's own environment and to 

be independent (Fowles, 1976). Because Mademoiselle is oriented 

toward young, single career women who earn their own household 

income (Henry, 1984), autonomy and dominance may play a key role 

in helping perfume advertisers project a feeling of independence for 

the women who use the advertiser's perfume brand. Perfume 

advertisers may use the appeals of autonomy and dominance to 

establish a positive relationship between the perfume's independent 

image and the single career woman's need for independence. By 

forming a positive relationship between the single career woman's 

need and the perfume's image, the single career woman's self-image 

will be enhanced (Onkvisit & Shaw 1987). 

An increasing use of the needs for autonomy and dominance in 

Mademoise l le ' s perfume advertisements may be due to the 1970s 

women's movement. Women's participation in the labor force 

increased during the 1970s, and more women surveyed during the 

1970s expected to be working in future years (Mott, 1982). 

Mademoiselle increased women's career information in the 

1970s to meet the changing and increasing interest among the 

female market for careers. Therefore, the independent image that 
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autonomy and dominance bring to perfume advertisements should 

grow more important to women as the years pass. 

H2: There will be an increase in the use of the need for autonomy 

in perfume advertisements in Mademoisel le over time. 

H3: There will be an increase in the use of the need for dominance 

in perfume advertisements in Mademoisel le over time. 

The need for exhibition is defined as the desire to be "looked 

at" or "noticed" (Fowles, 1976, p. 123). Making an impression and 

stressing appearance are two factors associated with exhibition 

(Fowles, 1976). Because young, single career women may be striving 

to be noticed in terms of career opportunities and social 

relationships, the need for exhibition has been chosen to represent 

Mademoisel le 's target market. Young, single career women need to 

be noticed in today's world to achieve employment in the work force 

and to be active in the dating world. 

Young, single career women need to make an impression and 

be noticed by prospective employers in the work force in order to be 

hired for a job. Young, single career women may also need to gain 

the attention of prospective companions if they are interested in 

finding a mate. Perfume advertisers may use the need for exhibition 

to create a confident and attention-getting image for a perfume that 

would fulfill a young, single career woman's need to be noticed in the 

job market and social scene. Therefore, the noticeable image that 

perfume advertisements elicit through the need for exhibition may 

become more effective when targeting young, single career women 

over time. 
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H4: There will be an increase in the use of the need for exhibition 

in perfume advertisements in Mademoiselle over time. 

The use of sex appeals in print advertisements has become 

more overt over time (Soley & Kurzbard, 1986). Reid and Soley 

(1987) predicted that the use of sex appeals in print advertisements 

would decline in the 1980s overall but would continue to be used in 

advertisements promoting products which enhance an individual's 

self-image and attractiveness to the opposite sex, such as perfume. 

Perfume advertisers use sex appeals to make perfume an 

"object of desire" to consumers (Fisher, 1988, p. 70), and perfume 

advertising continues to liberally use partial nudity and sexual 

imagery to attract target consumers (Collier, 1989). Furthermore, the 

use of a decorative female model in print advertisements, which is a 

functionless model whose main task is to present the product as a 

sexual or appealing stimulus, increased 21 percent from 1950 to 

1971 (Chestnut, LaChance, & Lubitz, 1977). Decorative female 

models were used more in print advertisements during the 1970s 

women's movement than the portrayal of women in homemaker 

roles (Reid & Soley, 1983). Because sexual appeals have become 

more overt and the use of sexual stimuli through female models has 

increased, the need for sex in Mademoiselle's perfume 

advertisements should become more prominent. 

H5: There will be an increase in the use of the need for sex in 

perfume advertisements in Mademoiselle over time. 

Visual components of print advertisements include pictures 

and illustrations, and verbal components of print advertisements 
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include headline copy and body copy (Rossiter, 1982). Print 

advertisements which are predominantly verbal are considered to be 

factual and rational, while print advertisements which are 

predominantly visual are considered to be emotional and to contain 

more imagery (Hirchman, 1986; Hirchman & Soloman, 1984). 

Fisher (1988) states that perfumers develop a perfume's image 

and advertising strategy first and then concoct a scent to fit the 

image. Because perfume is an image-oriented product that relies on 

emotional or psychological attributes to sell the perfume (Peelor, 

1977), advertising promoting perfume should be predominantly 

image advertising (Fisher, 1988). Because consumers associate 

verbal elements, such as words, in print advertisements with 

rationality and factualness (Hirchman, 1986; Hirchman & Soloman, 

1984), advertisers who wish to promote their products through 

emotion and image, such as perfume advertisers, can use 

predominantly visual or all-visual advertisements to reach their 

audience. 

Image products, such as perfume, can be better portrayed 

through the use of advertising visual elements rather than verbal 

elements (Rossiter, 1982). Therefore, the use of visual elements in 

perfume advertisements should be used more frequently than verbal 

elements over time. 

H6: There will be a decrease in the use of verbal elements in 

perfume advertisements, in Mademoiselle over time. 

H7: There will be an increase in the use of visual elements in 

perfume advertisements in Mademoiselle over time. 
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Spending more money on perfume advertising is a trend that 

has been increasing in the fragrance industry over the past 15 years 

(Collier, 1989). If advertising costs for a perfume increase, the price 

of the perfume may increase proportionally. Women consumers are 

beginning to avoid the high prices of beauty aid products such as 

perfume (Morgenson, 1989). "As more women have gotten out into 

the business world more, they have come to take a more businesslike 

attitude toward the things they buy" (Morgenson, 1989, p. 132). 

Furthermore, working women may find shopping in a 

department store for the more expensive perfumes inconvenient 

when less expensive perfumes can be purchased at a neighborhood 

drugstore (Morgenson, 1989). More women have started shopping 

for beauty aids in drug and discount stores in the past 10 years 

(Brookman, 1988). Perfume advertisers who market the more 

expensive perfumes should concentrate their advertisements on 

enhancing the young, single career woman's self-image through the 

use of motivational appeals instead of emphasizing price. If perfume 

advertisers concentrate their advertisements more on a perfume's 

expensive price, young, single career women may buy the less 

expensive perfumes from drug stores because career women are 

taking on a more businesslike awareness of the things they buy 

(Morgenson, 1989). Therefore, perfume advertisers should decrease 

the usage of perfume prices in advertisements when targeting young, 

single career women. 

Hg: There will be a decline in the listing of perfume prices in 

perfume advertisements in Mademoiselle over time. 
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The motivational needs for autonomy, dominance, exhibition, 

and sex should serve as effective measures which reflect the appeals 

perfume advertisers use to target Mademoiselle's audience. The 

predictions regardiri^ the perfume advertisements' verbal, visual, 

and price elements also should establish a basis which depicts the 

strategies perfume advertisers use to reach their markets. By using 

the hypotheses to attempt to answer the research questions stated 

earlier, this study should indicate whether advertisers use different 

motivational need appeals in magazine advertisements over the 

years to represent a specific female audience's varying motivational 

needs over time. 



CHAPTER IV 

METHODS AND PROCEDURES 

As stated earlier, print advertisements present an ideal image 

of how a society would like to see itself as the society's motivational 

needs change (Belk & Pollay, 1985). Content analyses of magazine 

advertisements over several years can measure and suggest the 

changes that may occur in a society's self-image over time. 

Therefore, content analyses of magazine advertisements over several 

years suggest trends that may occur in a target audience's 

motivational needs and self-image over time. 

Procedures 

All of the advertisements promoting perfume in Mademoiselle 

from the years of 1962, 1972, and 1982 were used as measures for a 

content analysis. The operational definitions of Fowles' (1976) 18 

motivational need appeals were used to determine if perfume 

advertisers' appeals to women changed between 1962 and 1982. The 

visual, verbal, and ^ price elements of the perfume advertisements also 

were examined to determine if the content and layout of perfume 

advertisements changed over time. The years of 1962, 1972, and 

1982 were considered independent variables because these variables 

were time elements and were not subject to change. The 18 

motivational need appeals used, and the verbal, visual, and price 
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elements of the perfume advertisements were considered dependent 

variables because these variables possessed the possibility of changing 

over time. 

Mademoiselle was chosen for study because it is a national 

publication aimed toward young, single career women aged 18 to 34 

years and focuses on fashion, beauty, social relationships, and careers 

(Henry, 1984). Of the total United States women who read 

Mademoiselle, 71.2 percent are between the ages of 18 and 34 years 

(Simmons, 1987). About 40 percent of the Mademoiselle readers are 

female heads of households aged 18 to 34 years (Simmons, 1988). 

The percentage of female heads of households who read 

Mademoiselle and are employed full time (30-i- hours per week) is 

76.7 percent. Therefore, Mademoiselle reaches a large percentage of 

women aged 18 to 34 years who are employed full-time and who are 

the primary income earners for their households. 

Perfume is a product that is consumed by a large percentage of 

Mademoiselle's age demographic. About 60 percent of the total 

American women aged 18 to 24 years used perfume in the last seven 

days, and 51.5 percent of the women aged 25 to 34 used perfume in 

the last seven days (Simmons, 1988). Furthermore, 30.9 percent of 

the total American women aged 18 to 34 years were heavy users of 

perfume (Simmons, 1988). (Heavy users are women using a perfume 

product eight or more times within a seven-day span [Simmons, 

1988].) Because perfume is a fashion product (Fisher, 1988) and an 

image product which can enhance a woman's self-image (Onkvisit & 

Shaw, 1987), and Mademoiselle is a women's magazine which focuses 
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on fashion (Henry, 1984), perfume advertisements presented in 

Mademoisp.llp should be an effective measure for studying 

advertisers' appeals to women over time. 

The decade of the 1970s was an era of change for women 

because of the 1970s women's movement. Women's participation in 

the workforce increased from 57.9 percent to 67.4 percent between 

1968 and 1978 among American women aged 20 to 29 years (Mott, 

1982). The percentage of American women aged 25 to 29 years who 

expected to be working five to 10 years later increased from 57 

percent to 77 percent between the years of 1973 and 1978 (Mott, 

1982) 

Because women's social roles focused more on careers during 

the 1970s rather than the housewife duties of the 1960s (Mott, 

1982), a year from the 1970s was randomly chosen to represent the 

era of career change. The year chosen was 1972. A year ten years 

prior to and a year 10 years after 1972 were chosen to determine 

whether advertisers' appeals to women changed over time. 

Therefore, the years chosen for this study were 1962, 1972, and 

1982. One hundred fifty-nine perfume advertisements were 

examined in the content analysis from the three years chosen. 

Appendix B lists the perfume advertisements sampled from each 

year used in the study. 

The content analysis coders included three males and five 

females ranging in age from 18 to 55 years. The eight coders had 

access to and were trained to identify the definitions of Fowles' 

(1976) 18 motivational need appeals. The definitions of each 
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motivational need appeal, and examples of how the motivational 

need appeals could be used in advertisements, as presented by 

Fowles (1976), were provided for the eight content analysis coders 

(See Appendix A). 

Before analyzing the actual population of perfume 

advertisements, the coders were trained for the content analysis by 

the researcher. Advertisements promoting automobiles, jewelry, 

clothing, and cosmetics, as well as perfume were shown to the coders. 

The researcher explained, illustrated, and analyzed the 

advertisements for the coders. The researcher also explained why 

the 18 motivational need appeals applied or did not apply to each of 

these example advertisements. 

The coders analyzed eight test advertisements using each of 

the 18 motivational need appeals. In each of the test 

advertisements, seven of the eight coders agreed on the motivational 

need used in the test advertisements. The coders were then allowed 

to analyze the actual population of perfume advertisements. The 

coders were instructed by the researcher to choose the motivational 

need appeal they thought was the most dominant in each perfume 

advertisement. The coders examined the headline copy, body copy, 

and picture presented in each advertisement, and compared the 

advertisement to Fowles' (1976) operational definitions of the 18 

motivational need appeals. 

In addition to selecting the motivational need appeals, the 

coders indicated whether the following elements appeared in the 

perfume advertisements: (a) headline copy, body copy, or a 
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combination of both (verbal elements); (b) the product alone, a 

woman with the product, a woman without the product, a man with 

the product, a man without the product, a man and woman with the 

product, or other props (visual elements); and (c) the price of the 

perfume. A list of the verbal, visual, and price elements was 

provided for each coder. (See Appendix C.) 

Table 1 shows the intercoder reliability and score ranges for 

each of the motivational need appeals (autonomy, dominance, 

exhibition, and sex). The intercoder reliability was calculated by 

obtaining the correlation of the motivational need appeals used in 

the hypotheses between pairs of coders and averaging these figures 

to obtain an estimate of overall reliability. The average intercoder 

reliability for the four motivational need appeals used in the 

hypotheses was 81 percent. The score range for the four 

motivational need appeals used in the hypotheses was 0.6692 to 

1.0000. 

A chi-square test was performed on the hypotheses because 

the dependent and independent variables were considered nominal 

data. Also, the determination of the presence of relationships 

between the dependent and independent variables was desirable. 

The p level was set at 0.05. 
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Table 1 

Intercoder Reliability and Score Ranges for the 
Six Motivational Need Appeals Used in the Hypotheses 

Motivational 
Need Appeal 

Autonomy 

Dominance 

Exhibition 

Sex 

Intercoder 
Reliability 

78.6% 

79.9% 

78.0% 

86.6% 

Score 
Range 

0.6692 - 0.9166 

0.7100 - 1.0000 

0.7100 - 0.8966 

0.7675 - 1.0000 

Note: The intercoder reliability was calculated by obtaining the 
correlation of the motivational need appeals used in the 
hypotheses between pairs of coders and averaging these 
figures to obtain an estimate of overall reliability. 



CHAPTER V 

RESULTS AND HNDINGS 

Mademoiselle contained a total of 251 perfume advertisements. 

Eighty-two perfume advertisements appeared in 1962, 94 ran in 

1972, and 75 were published in 1982. Only 159 perfume 

advertisements were examined in the content analysis because 

duplications of the perfume advertisements were not shown to the 

coders. No duplications of the perfume advertisements were shown 

to the coders because the content of each perfume advertisement 

was the focus of the study and not the effects of repetition of the 

advertisements. 

Hypothesis 1, which stated that there would be shifts in the 

relative frequency of the use of Fowles' (1976) 18 motivational ne 1 

appeals in Mademoiselle's perfume advertisements over time, was 

^ supported (X2 = 48.463; d.f. = 28; p < 0.01). As Table 2 indicates, 

there were no specific trends in the use of the 18 motivational need 

appeals. However, the needs for autonomy, exhibition, and sex 

changed over time. 

The most frequently identified motivational need appeals used 

in 1962 were exhibition (41.8%), recognition (23.6%), achievement 

(7.3%), and autonomy (7.3%). Recognition (22.6%) was the number 

one motivatic. al appeal used in 1972 followed by exhibition (21.0%), 
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autonomy (16.1%), and sex (12.9%). In 1982, autonomy (26.2%) was 

used most frequently. Affiliation, dominance, recognition, and 

exhibition each comprised 11.9 percent of the motivational need 

appeals used in 1982. The primary motivational need appeal 

changed with each period of study. 

Hypothesis 2 indicated that there would be an increase in the 

use of autonomy in perfume advertisements over time. Autonomy 

was used more in 1972 (16.1%) and 1982 (26.2%) than in 1962 

(7.3%) (see Table 2). Therefore, Hypothesis 2 was supported (X2 = 

6.444; d.f. = 2; p < 0.040). 

Hypothesis 3, which stated that there would be an increase in 

the use of dominance in Mademoiselle's perfume advertisements 

over time, was not supported (X2 = 4.973; d.f. = 2; p < 0.083). 

Dominance was used most frequently in 1982 (11.9%) and least 

frequently in 1972 (1.6%). Dominance appeared 5.5 percent of the 

time in 1962 perfume advertisements. No significant increase in the 

use of dominance in perfume advertisements over time was reported 

(see Table 2). 

Hypothesis 4, which said that there would be an increase in the 

use of exhibition in perfume advertisements over time, was not 

supported. The results pointed in the opposite direction of the 

hypothesized prediction. Exhibition appeared in Mademoiselle's 

perfume advertisements 41.8 percent of the time in 1962, 21.0 

percent of the time in 1972, and 11.9 percent of the time in 1982 

(X2 = 12.368; d.f. = 2; p < 0.002) (see Table 2). 
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Hypothesis 5, which stated that there would be an increase in 

the appeal toward sex in perfume advertisements over time, was not 

supported. Again, the results pointed in the opposite direction of the 

hypothesized prediction. The appeal toward sex did not appear in 

Mademoiselle's perfume advertisements in 1962. The appeal toward 

sex was used 12.9 percent of the time in 1972 and 7.1 percent of the 

time in 1982 (see Table 2). 

Table 3 illustrates the use of the verbal, visual, and price 

elements of Mademoiselle's perfume advertisements over time. The 

visual, verbal, and price elements were studied to determine if the 

content and layout of Mademoiselle's perfume advertisements 

changed over time. 

As Table 3 indicates, headline copy alone was used more 

frequently in 1962 (72.7%), 1972 (72.1%), and 1982 (71.4%) than a 

headline copy/body copy combination, which appeared 27.3 percent 

of the time in 1962, 27.9 percent in 1972, and 26.2 percent in 1982. 

Very little change occurred in the verbal elements of headline copy 

only and headline copy/body copy combination overtime. 

The visual element of the product with a woman appeared 

more frequently in 1982 (50.0%) than in 1962 (45.5%) or 1972 

(38.1%). The product alone occurred more frequently in 1972 

(31.7%) than in 1962 (18.2%) or 1982 (16.7%). The product with a 

man and a woman appeared more frequently in 1972 (20.6%) than in 

1962 (18.2%) or 1982 (19.0%). The visual element of the product 

with a woman occurred more frequently in Mademoiselle's perfume 
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advertisements than the other visual elements analyzed during the 

three years studied (see Table 4). 

The perfume price was included in the advertisements more 

frequently in 1962 (69.1%) than in 1972 (29.0%) or 1982 (11.9%). 

Therefore, the practice of listing of the perfume prices in 

Mademoise l le ' s perfume advertisements progressively declined over 

time (X2 = 36.678; d.f. = 2; p < 0.000) (see Table 3). 

Hypothesis 6, which stated that there would be a decrease in 

the use of verbal elements in Mademoisel le ' s perfume 

advertisements over time, was not supported (X2 = 4.380; d.f. = 6; 

p < 0.626). The use of a headline only in perfume advertisements 

occurred 72.7 percent of the time in 1962, 71.0 percent of the time 

in 1972, and 71.4 percent of the time in 1982. There was no 

statistically significant difference in the use of a headline only in 

perfume advertisements over time (X^ = 0.047; d.f. = 2; p < 0.977) 

(see Table 3). 

There was also no statistically significant difference in the use of 

a headline copy and body copy combination in perfume 

advertisements over time (X^ = 0.021; d.f. = 2; p < 0.989). A headline 

copy/body copy combination appeared 27.3 percent of the time in 

1962, 27.4 percent of the time in 1972, and 26.2 percent of the time in 

1982 (see Table 3). 

The verbal element of body copy had too few values to reliably 

report the existence of statistical significance. Body copy appeared 

only once in 1982 in Mademoisel le 's perfume advertisements (see 

Table 3). 
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Hypothesis 7, which said that there would be an increase in the 

use of visual elements in perfume advertisements over time, was not 

supported (X2 = 12.470; d.f. = 6; p < 0.255). As Table 4 indicates, the 

product shown with a woman occurred most frequently in 1962 

(45.5%), and the product alone and the product with a man and a 

woman each comprised 18.2 percent of the 1962 perfume 

advertisements' visual element. 

As Table 4 reports, the use of the product alone in 

Mademoiselle's perfume advertisement visual elements appeared 

more frequently in 1972 (32.3%) than in 1962 (18.2%) and 1982 

(16.7%). The data indicated a decline in the use of the product only 

in 1982 when compared to the other years studied. These results 

were not statistically significant (X2 = 4.628; d.f. = 2; p < 0.099). 

The visual element including the product with a woman 

appeared more in 1982 (50.0%) than in 1962 (45.5%) and 1972 

(38.7%); however, these results were not statistically significant 

(X2 = 1.365; d.f. = 2; p < 0.505). The product being shown with a 

man and a woman occurred more in 1972 (21.0%) than in 1962 

(18.2%) or 1982 (19.0%). These results were not statistically 

significant (X2 = 0.151; d.f. = 2; p < 0.927). Other props, such as 

flowers, jewelry, and animals, used in the perfume advertisements' 

visual element appeared more in 1982 (14.3%) than in 1962 (12.7%) 

or 1972 (3.2%); however, these results were not statistically 

significant (X2 = 4.652; d.f. = 2; p < 0.098). 

The remaining visual elements included in the study (a woman 

without the product, the product with a man, a man without the 
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product) had too few values to reliably determine if statistical 

significance existed (see Table 4). 

Hypothesis 8, which stated that there would be a decrease in 

the listing of perfume prices in Mademoiselle's perfume 

advertisements over time, was supported (X2 = 36.678; d.f. = 2; 

p < 0.000). The listing of perfume prices in perfume advertisements 

progressively declined over time (see Table 5). The perfume price 

was shown 69.1 percent of the time in perfume advertisements in 

1962, 29.0 percent of the time in 1972, and 11.9 percent of the time 

in 1982. Therefore, the tendency of Mademoiselle's perfume 

advertisements in the latter years was to omit the perfume price in 

the perfume advertisements compared to the earlier years. 
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Motivational Need Appeals Over Time 
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1962 1972 1982 X2 

Achievement 

Affiliation 

Cognizance 

Dominance 

Harmavoidance 

Passivity 

Recognition 

Sex 

Acquisition 

Autonomy 

Deference 

Exhibition 

Order 

Play 

Sentence 

N % 

4 

1 

7.3 

1.8 

3 5.5 

2 3.6 

13 23.6 

1 1.8 

4 7.3 

1 1.8 

5.5 

55 

N 

3 4.8 

6 9.7 

2 3.2 

1 1.6 

2 3.2 

14 22.6 

8 12.9 

1 1.6 

1 1.6 

1 1.6 

62 

N % 

4 9.5 

5 11.9 

5 11.9 

1 

2 

5̂ 
V, 

42 

2.4 

4.8 

11.9 

7.1 

1 2.4 

10 16.1 11 26.2 

23 41.8 13 21.0 5 11.9 

0.870 0.647 

4.133 0.127 

a a 

4.973 0.083 

0.167 0.920 

1.472 0.479 

7.540 0.023* 

1.355 0.508 

6.444 0.040* 

12.368 0.002* 

3.227 0.199 

Note: x2 = 48.463; d.f. = 28; p < 0.01 
Individual chi-square values and significance are tests for 
changes over time in the individual motivational appeals, 
a = Too few values to calculate if these motivational appeals 
are statistically significant. 
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Table 3 

Use of Verbal Elements in Perfume Advertisements Over Time 

1962 1972 1982 

N % N % N % 

Headline Only 4 0 72.7 4 4 72.1 3 0 71.4 

Body Copy/ 
Headline Copy 
Combination 15 27.3 17 27.9 11 26.2 

Note: x2 = 4.380; d.f. = 6; p < 0.626 
Individual chi-square values and significance are tests for 
changes over time in the advertisements' individual verbal 
elements. The verbal factor of body copy only had too few 
values to report. However, d.f. were computed for all of the 
dependent variables for verbal elements. 
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Table 4 

Use of Visual Elements in Perfume Advertisements Over Time 

1962 1972 1982 X2_ 

N % N % N % 

Product Only 10 18.2 2 0 31.7 7 16.7 4.628 0.099 

Product 
w / W o m a n 2 5 45.5 2 4 38.1 21 50.0 1.365 0.505 

Product w/Man 
& Woman 10 18.2 13 20.6 8 19.0 0.151 0.927 

Other 7 12.7 2 3.2 6 14.3 4.652 0.098 

Note: x2 = 12.470; d.f. = 6; p < 0.255 
Individual chi-square values and significance are tests for 
changes over time in the advertisements' individual visual 
elements. The p values represent the levels of significance 
among the three periods of time for each element. The 
remaining visual elements are not reported because too few 
values existed to determine statistical significance. 
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Table 5 

Use of Price In Perfume Advertisements Over Time 

1962 1972 1982 

N % N % N % 

Price Included 3 8 69.1 1 8 29.0 5 11.9 

Price Not Included 17 30.9 44 71.0 37 88.1 

Note: x2 = 36.678; d.f. = 2; p < 0.000 



CHAPTER VI 

CONCLUSIONS 

The chi-square tests performed on the eight hypotheses 

resulted in indicating statistical significance for the appeals toward 

autonomy, exhibition, and sex, and for the price element of the 

perfume advertisements. Because of the low number of perfume 

advertisements studied, the use of a single magazine, and some 

intercoder reliability scores of below 80 percent (see Table 1), 

conclusions should be made with caution. 

The use of autonomy in Mademoiselle's perfume 

advertisements increased over time. The use of the appeals toward 

exhibition decreased over time and the use of sex appeals did not 

develop into a consistent pattern. The listing of perfume prices in 

the perfume advertisements declined over time at a statistically 

significant level. Therefore, perfume advertisers who market their 

products toward young, single career women in Mademoiselle used 

the need for autonomy and omitted the prices for perfume in their 

advertisements over time. 

The need for autonomy is defined as the need to "be 

independent and free" (Fowles, 1976, p. 121). More women have 

entered the labor force since the 1970s women's movement (Mott, 

1982; Pricso, 1982). Because Mademoiselle is targeting this growing 
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career women's market, perfume advertisers may feel that the 

appeals toward independence and defiance will effectively reach 

young, single career women. The independent image that autonomy 

gives to perfume advertisements may help form a positive bond with 

the single, career women's underlying need for independence. If a 

positive relationship is formed between the perfume's advertised 

independent image and the single, career woman's need, the single, 

career woman's self-image will be enhanced (Onkvisit & Shaw, 

1987). 

Advertisement expenditures for perfume has increased over 

the past 15 years (Collier, 1989), and women consumers are 

beginning to avoid high prices of beauty aid products such as 

perfume (Morgenson, 1989). Perfume advertisers in the latter years 

of the study may have become wary of displaying a perfume's price 

in an advertisement because today's business women are taking a 

more businesslike attitude about the products they buy (Morgenson, 

1989). Mademoise l le ' s perfume advertisers may feel that young, 

single career woman will purchase more economical brands of 

perfume sold in drug stores rather than the quality brands promoted 

in Mademoisel le if the perfume's price is displayed in modern 

perfume advertisements. (The perfume manufacturers set the 

specific perfume prices and not the individual department stores 

[Dillard's Department Store Perfume Clerk, Personal Communication, 

July 10, 1990].) 

The chi-square test performed on the need toward exhibition 

indicated a statistically significant decline in the use of this need 
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over time in Mademoiselle's perfume advertisements. Therefore, 

perfume advertisers in the latter years of the study decreased the 

use of the appeal toward exhibition in their advertisements. 

The chi-square test performed on the appeal toward sex did 

not show a consistent pattern over time. The appeal toward sex did 

not appear in the 1962 Mademoiselle perfume advertisements. The 

appeal toward sex did appear in 1972, but the use of the appeal 

toward sex diminished in the 1982 perfume advertisements. 

Perhaps perfume advertisers feel that the attention-getting 

behavior of decorative female models (Chestnut, LaChance, & Lubitz, 

1977) and the partial nudity and sexual imagery used in some 

perfume advertisements (Collier, 1989) would not appeal to the 

single, career woman's need to advance in the labor force. Modern 

perfume advertisers may view Mademoiselle's target as being more 

interested in their career positions and achievements rather than 

concentrating on their physical appearances or sexuality such as the 

appeals toward exhibition and sex elicit (Fowles, 1976). 

Although the need for dominance appeared in perfume 

advertisements more frequently in 1982 than in 1962 or 1972, the 

tested differences were not statistically significant. Because perfume 

advertisers increased the use of dominance in their advertisements 

when targeting young, single career women in the latter years of the 

study, future research could examine whether the use of dominance 

became a growing trend in perfume advertisements when targeting 

this women's market. 
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Furthermore, the use of a headline only and the use of the 

product with a woman remained the most frequently used verbal 

visual elements in the perfume advertisements over the three years 

studied. However, the tested differences for the perfume 

advertisements' verbal and visual layouts over time were not 

statistically significant. Perhaps perfume advertisers feel that a 

headline and a visual of a woman with the product is the best layout 

to gain the consumer's attention over time, while various 

motivational need appeals, such as autonomy, convey the current 

motivational needs of the audience over time. 

A limitation of the present study is that the number of 

perfume advertisements studied was small and all of the perfume 

advertisements were obtained from a single source. Making 

concrete, generalizable conclusions about the motivational need 

appeals should be done with caution. Future research could analyze 

a broader range of women's magazines and other categories of 

woman's products to gain a clearer view of how advertisers' appeals 

toward women change over time and whether women's motivational 

needs are reflected through these various appeals. 

Future research also could study why advertisers vary their 

motivational need appeals targeted toward specific markets over 

time. Perhaps perfume advertisers vary which motivational need 

appeals they use in their advertisements so they will not utilize the 

same appeals as the competition, and so their advertisements will 

not look the same as the competition's advertisements. Perhaps 

advertisers feel they have a distinct image that the competition does 
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not have which can be conveyed through certain motivational 

appeals. 

Studying motivational need appeals and magazine 

advertisement layout is important to advertisers who are targeting a 

rapidly changing market such as women. Advertisers must be aware 

of consumers' changing motivational needs and the devices that will 

capture consumers' attention effectively to continue selling their 

products to target markets. Future research could analyze whether 

advertising will take on a more uniform approach, or if the varying 

motivational needs of diverse markets will cause advertisers to 

continue to differentiate their advertising appeals. 
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MOTIVATIONAL NEEDS INSTRUCTION SHEET 

1. Need for Achievement. To accomplish something difficult. To 
master, manipulate or organize physical objects, human beings, or 
ideas. To overcome obstacles and attain a high standard. To excel 
one's self. To rival and surpass others. 

"Best" of something. 
Striving in career. Example of a successful person. 

2. Need for Acquisition. To gain possessions and property. To 
grasp, snatch or steal things. To bargain or gamble. To work for 
money or goods. To keep what has been acquired. 

Hoarding money or goods. 
Prizes, money, gold. 

3. Need for Affiliation. To draw near to another and enjoyably 
cooperate or reciprocate. To win affection. To adhere and remain 
loyal to a friend. 

Couple doing something together, but not absorbed in each other. 
Code close physical proximity into Sex. 

Friendly, but not seductive, girl. 
Friends of same.sex together. 

4. Need for Autonomy. To get free, shake off restraint, break out 
of confinement. To resist coercion and restriction. To avoid or quit 
activities prescribed by domineering authorities. To be independent 
and free to act according to impulse. To be unattached, irresponsible. 
To defy convention. 

Fantasy scene. 
Resisting norms; indulging oneself. 
Escape from something by oneself or with another person. 

5. Need for Cognizance. To explore. To ask questions. To satisfy 
curiosity. To look, listen, inspect. To read and seek knowledge. 

Different ways of life. 
People in the act of investigating. 
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6. Need for Deference. To admire and support a superior. To 
praise, honor, and eulogize. To yield to another. To emulate an 
exemplar. To conform to custom. 

A good underling featured, as secretary. 
Crowd-following behavior suggested. 
Traditions emphasized. 

7. Need for Dominance. To control one's human environment. To 
influence or direct the behavior of others by suggestion, seduction, 
persuasion, or command. To dissuade, restrain, or prohibit. 

Central figure dominating. 
Male commanding; female seducing. 

8. Need for Exhibition. To make an impression. To be seen and 
heard. To excite, amaze, fascinate, entertain, shock, intrigue, amuse, 
or entice. 

Appearance stressed, as slimness, etc. 
Attention-getting behavior. 
Being looked at, not being looked up to such as in Recognition. 

9. Need for Harm avoidance. To avoid pain, physical injury, 
illness, and death. To escape from a dangerous situation. To take 
precautionary measures. 

Elderly people well off and enjoying retirement. 
Threatening settings. 

10. Need for Inviolacy. To prevent depreciation of self-respect, to 
preserve one's good name, to be immune from criticism, to maintain 
psychological distance. To avoid humiliation. To remain or become 
uncriticizable by self or others. 

Disordered appearance; oddball. 
Formal setting which demands correct behavior, as at a 
restaurant, formal gathering, etc. 

11 . Need for Nurturance. To give sympathy and gratify the needs 
of someone who is weak, disabled, tired, inexperienced, etc. To feed, 
help, support, console, protect, comfort, nurse, heal. 

Cute children. 
Pets. 



53 
12. Need for Order. To put things in order. To achieve cleanliness, 
balance, arrangement, organization, neatness, tidiness, precision. 

Cleanliness stressed. 
Whiteness . 

13. Need for Passivity. To relax, load, ruminate. To be disinclined 
to exert oneself physically and mentally. 

Reclining figures; feet up. 

14. Need for Play. To act for "fun" without further purpose. To 
like to laugh and make jokes. To seek enjoyable relaxation from 
stress. To participate in games, sports, dancing, drinking parties, 
cards. 

Exercise and sports without competitive element; dancing. 
Games. 
Par ty. 

15. Need for Recognition. To excite praise and commendation. To 
demand respect. To boast and exhibit one's accomplishments. To 
seek distinction, social prestige, honors, or high office. 

High social positions, as elegant settings. 
Adoration of central figure. 
Being looked up to and not looked at as in Exhibition. 

16. Need for Sentinence. To seek and enjoy sensuous or aesthetic 
impressions. 

Artwork: music; etc. 
Artistic setting in nature. 

17. Need for Sex. To form and further an erotic relationship. To 
have sexual intercourse. To be in love. To hold hands, embrace, kiss. 

Couple in close contact. 
Seductive female. If she is also trying to get her way by being 
seductive, code in Dominance also. 

18. Need for Succorance. To have one's needs gratified by 
sympathetic aid. To be nursed. Supported, sustained, surrounded, 
protected, loved, advised, guided, indulged, forgiven, consoled. To 
remain close to a devoted protector. To always have a supporter. 

Hearth, stove. 
Person being nursed featured. 



APPENDIX B 

PERFUME BRAND NAMES AND DATES ON WHICH 

THEY APPEARED IN ADVERTISEMENTS 

54 



55 

Perfume Brand Name Month Year 

Desert Flower 

Tabu 

Wind Song 

Intimate 

Wind Song 

Moon Drops 

4711 eau de cologne 

Royal Secret 

Shalimar 

Prophecy 

Wind Song 

Caron 

Carven 

Chantilly 

Chanel No. 5 

Fame 

Caron 

Intoxication 

May 

May 

April 

November 
December 

October 
November 

December 

December 

December 

December 

December 

October 
November 
December 

December 

December 

October 
November 
December 

December 

November 
December 

August 
November 

November 

1962 

1972 

1972 

1972 
1972 

1972 
1972 

1972 

1962 

1962 

1962 

1962 

1962 
1962 
1962 

1962 

1962 

1962 
1962 
1962 

1962 

1962 
1962 

1962 
1962 

1962 
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Perfume Brand Name Month Year 

Shalimar 

Prophecy 

Caprice 

Tweed 

Flair 

Replique 

Intimate 

Fame 

White Shoulders/Great Lady 

Desert Flower 

Chanel No. 5 

Arpege 

4711 Tosca 

Flair 

Intimate 

November 

November 

November 

November 

November 

October 
November 

October 
November 

October 

October 

October 
December 

October 

August 

August 

February 
March 
September 
December 

July 
August 
September 

1962 

1962 

1962 

1962 

1962 

1962 
1962 

1962 
1962 

1962 

1962 

1962 
1962 

1962 

1962 

1962 

1962 
1962 
1962 
1962 

1962 
1962 
1962 

Ambush September 1962 
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Perfume Brand Name Month Year 

Primitif 

Hypnotique 

Arpege 

Tabu 

Baroness 

Intimate 

4711 Tosca 

Arpege Mist 

Chanel No. 5 

Blue Grass 

My Sin 

Ambush 

4711 eau de cologne 

Wind Song 

Hypnotique 

Flair 

March 
June 
September 
October 

June 
October 

June 

June 
November 

June 

May 
August 

April 

April 
November 

May 
August 

July 

May 

May 

May 

May 

May 

April 

1962 
1962 
1962 
1962 

1962 
1962 

1962 

1962 
1962 

1962 

1962 
1962 

1962 

1962 
1962 

1962 
1962 

1962 

1962 

1962 

1962 

1962 

1962 

1962 
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Perfume Brand Name Month Year 

Vis a Vis 

Red Lilac 

Wind Song 

Chantilly 

Chanel No. 5 

Chanel No. 5 

Tweed 

Tweed 

My Sin 

L'Air du Temps 

Chanel No. 19 

Spray of Nate 

Bigarade 

White Shoulders 

Chanel No. 5 

MaGriffe 

White Shoulders 

March 
April 
May 

April 

April 

April 
May 

March 
April 
September 

February 

January 

March 

October 

October 

December 

March 

May 

August 
October 
November 
December 

December 

December 

November 
December 

1962 
1962 
1962 

1962 

1962 

1962 
1962 

1962 
1962 
1962 

1962 

1962 

1962 

1962 

1962 

1972 

1972 

1972 

1972 
1972 
1972 
1972 

1972 

1972 

1972 
1972 
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Perfume Brand Name Month Year 

Je Reviens 

Chantilly 

Madame Rochas 

DuBarry 

Infini 

Infini 

Audace 

Le de Givenchy 

Femme 

Quelques Fluers 

MaGriffe 

Chanel 

My Sin 

Arpege 

Fidji 

Cachet 

Worth 

Indian Summer 

December 

December 

December 

December 

December 

November 

October 
November 
December 

November 

November 

November 

November 

November 

October 
November 

September 
October 

October 

October 
November 

June 
October 

October 
November 

1972 

1972 

1972 

1972 

1972 

1972 

1972 
1972 
1972 

1972 

1972 

1972 

1972 

1972 

1972 
1972 

1972 
1972 

1972 

1972 
1972 

1972 
1972 

1972 
1972 

Heaven Sent October 1972 
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Perfume Brand Name Month Year 

4711 

Moon Drops 

Chantilly 

Music 

MaGriffe 

Emeraude 

Muguet des bois 

L'Air du Temps 

Givenchy III 

Wild Meadow 

Chanel No. 5 

Wind Song 

Worth 

Chantilly/Quelques Fluers 

Chantilly/Quelques Fluers 

My Sin 

Arpege 

September 
October 

October 
November 

August 
October 
November 

August 

August 

August 

August 

August 
October 
November 

August 

June 

August 

July 

May 

May 

May 

June 

May 
August 

May 
June 

1972 
1972 

1972 
1972 

1972 
1972 
1972 

1972 

1972 

1972 

1972 

1972 
1972 
1972 

1972 

1972 

1972 

1972 

1972 

1972 

1972 

1972 

1972 
1972 

1972 
1972 



61 

Perfume Brand Name Month Year 

Replique 

Chanel No. 5 

Cachet 

L'Air du Temps 

Ambush 

Interlude 

Chanel No. 5 

Muguet des bois 

Aquarius 

Chanel No. 5 

Chantilly 

Hope 

Chanel No. 5 

Chanel No. 22 

Daydreams 

Charlie Cologne 

May 

May 

April 
May 

April 

April 
August 
October 

February 
April 

June 

March 
May 
June 

April 

April 

March 
April 

January 
March 
May 

January 
February 

January 

November 
December 

December 

1972 

1972 

1972 
1972 

1972 

1972 
1972 
1972 

1972 
1972 

1972 

1972 
1972 
1972 

1972 

1972 

1972 
1972 

1972 
1972 
1972 

1972 
1972 

1972 

1982 
1982 

1982 
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Perfume Brand Name Month Year 

Tabu 

Scoundrel 

Je Reviens 

White Linen 

Ninja 

Fluer de Fluers 

Calandre 

Cinnabar 

Les Fluers 

Raffinee 

Ombre Rose 

L'Air du Temps 

Metal 

Worth 

Estee 

L'Air du Temps 

Charlie 

Night Blooming Jasmine 

Sand & Sable 

March 
April 

October 
December 

October 
December 

December 

November 

November 

November 

November 

October 

October 
November 

October 
November 

October 

September 
November 

September 

September 

August 

August 

June 

May 
November 

1982 
1982 

1982 
1982 

1982 
1982 

1982 

1982 

1982 

1982 

1982 

1982 

1982 
1982 

1982 
1982 

1982 

1982 
1982 

1982 

1982 

1982 

1982 

1982 

1982 
1982 
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Perfume Brand Name Month Year 

Chantilly 

Shalimar 

White Linen 

Ninja 

Touche 

Hope 

Babe 

Touch of Class 

L'Interdit 

Vanderbilt 

Charlie 

Skin 

Tea Rose 

Chimere 

May 
August 
November 

May 

May 

April 

April 

April 

April 
July 
September 

April 

April 

April 
May 
December 

April 

March 
November 

March 
April 
May 
November 

March 
May 

1982 
1982 
1982 

1982 

1982 

1982 

1982 

1982 

1982 
1982 
1982 

1982 

1982 

1982 
1982 
1982 

1982 

1982 
1982 

1982 
1982 
1982 
1982 

1982 
1982 
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Perfume Brand Name 

Nuance 

Chanel No. 19 

Anais Anais 

Estee 

Jontue 

Halston 

Epris 

Month 

March 
June 
August 
November 

February 
April 

February 
April 
May 
September 
November 
December 

February 

February 
May 
December 

January 
December 

February 
May 
October 

Year 

1982 
1982 

•• 1982 
1982 

1982 
1982 

1982 
1982 
1982 
1982 
1982 
1982 

1982 

1982 
1982 
1982 

1982 
1982 

1982 
1982 
1982 
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CODER FORM 

Advertisement # Coder # 

The advertisement's verbal element includes: 

headline only. 

body copy only. 

headline and body copy. 

other. (Please specify.) 

The advertisement's visual element includes: 

the product only. 

the product with a woman. 

a woman without the product. 
the product with a man. 
a man without the product. 

the product with a man and a woman. 
other. (Please specify.) 

The price of the perfume is: 

included in the advertisement. 

not included in the advertisement. 

unable to determine. 

The advertisement incorporates the following need(s): 

achievement acquisition 

affiliation autonomy 

cognizance deference 

dominance exhibition 

harmavoidance inviolacy 

nur turance order 

passivity pl^y 
recognition sentience 

sex succorance 
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