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Abstract  

Homosexual Women’s Quest for the Invisible Visibility: How a Minority within a 

Minority perceive themselves through Print Advertising.  

 

Introduction: Visibility within advertising can generate acceptance and 

normalization in society, hence it is a powerful media that is of utmost importance for 

the homosexual group. Portrayals in advertising equal an admission as citizens, which 

homosexual women are currently neglected as media circumscribe male 

homosexuality as norm. Knowledge of how homosexual women identifies with 

portrayals in advertising is currently sparse. Aim: The overall aim of this study is to 

satiate the gap of knowledge of portrayals of homosexual women in advertising and 

how the dual identity of gender and sexuality influence the interpretation of 

advertisements targeting homosexual women. Method: A combination of quantitative 

and qualitative methodology. The sample includes self-identified homosexual women 

recruited consecutively during a two-month period. In total 113 homosexual women 

participated in the study. To provide a realistic interpretation, actual print 

advertisements portraying female homosexuals were used as stimuli within the 

contexts of mainstream media and gay media. Results: The female homosexual group 

appears to be heterogeneous since the perception of the individual sexual identity and 

lifestyle was not aligned but rather dispersed. However, the participants’ perception of 

the sexual identity and lifestyle of the female homosexual group is that is a 

homogenous group. Conclusion: Within the female homosexual group a 

stigmatization exist regarding gender behaviour that does not correspond with the 

recurrent portrayal in advertising of homosexual women as a homogenous group.  

 

Keywords: Gender, gay media, homosexual women, advertising imagery, homosexual 

identity, print media    
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1. INTRODUCTION 

Women, half of the world’s population, are through the male dominance 

acknowledged as a minority. The role as a minority occur by what Pierre Bourdieu 

(2004: 138) refers to as the invisible symbolic violence. Through communication and 

science, together with institutions, the symbolic violence paves the way for the male 

dominance to be perceived as the obvious, necessary, unquestioned natural order. A 

natural order where women, at every moment, are to understand that there are natural 

grounds of their reduced identity that they are socially assigned (Bourdieu 2004: 44). 

The works of different agents and institutions has made the socially constructed 

gender roles to be perceived as natural and evident, and therefore comprises a full 

recognition of legitimacy (Bourdieu 2004: 21).  

The natural order has in general been accepted, except from a few historical 

occasions (Bourdieu 2004: 11). One of these was women’s increased independency 

and formation of new gender roles gained through the work of the second wave 

feminism (Ross 2010: 65). Women’s increased independency enabled what media 

refers to as the third way feminism. By stating that women’s power is achieved 

through attractiveness, feminism was rebranded as femininity (Ross 2010: 46). This 

contributed to a media climate where women are objectified and sexualized more than 

ever through cultural institutions, such as advertising. 

Based on gender identity and sexual identity, women who has a homosexual 

identity, encounters a daily simultaneous oppression, which is a form of societal 

double jeopardy (Bristor & Fischer 1995). Through the male dominance, homosexual 

women possess a double minority status, and a triple minority status if they are of 

colour or have a disability (Hetherington & Orzek 1989: 55). The homosexual 

movement has been plagued over times by variation of politics and religion, and has 

often been caught up in argument for the one best approach (Peñaloza 1996: 36). The 

homosexual movement have been fighting to go from invisibility to visibility, to no 

longer be excluded and made invisible in society (Bourdieu 2004: 138). But to be 

accepted and treated as equal members of society, homosexuals desire to achieve the 

invisible visibility. This can only be achieved by, in a neutralized state, submitting to 

the dominant norm (Bourdieu 2004: 139). 
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By moving away from the simplified designation of advertising as a media 

mainly for selling products, one can regard how advertising depicts minorities and 

how minorities see themselves in the advertisements (Wan-Hsiu 2004: 12; 2006: 

298). During the last decade, the homosexual movement has been dubbed as “the 

Dream Market”, due to its strong buying power (Peñaloza 1996: 10; Um 2012: 134; 

Oakenfull 2007: 49; Oakenfull & Greenlee 2005: 422; Oakenfull et al. 2008: 191; 

Burnett 2000: 75) of over $835 billion, because of a disposable income based on 

lifestyle (Oakenfull 2013: 57). Advertising towards homosexuals has increased 

simultaneously in mainstream media as society’s acceptance towards homosexuality 

has grown (Angelini & Bradley 2010: 486; Evans et al. 2008: 132).  

A higher displayed amount of advertising depicting homosexual imagery in 

mainstream media could benefit the homosexual group since all marketing artefacts 

that include aspects of homosexual iconography is important to social legitimization 

of homosexuality (Peñaloza 1996: 37). Advertising is a powerful medium that extends 

over all media landscapes and is one of society’s most pervasive cultural artefacts 

(Kates 1999: 28). As a medium it simplifies peoples’ views of others through hyper-

ritualized versions of the world and display settings that otherwise would be private or 

unknown for the audience (Blumer 1986: 31). Since people’s view of others is rooted 

in personal experiences and dispositions, it is also influenced by what is displayed in 

society, in culture and in the media (Ross 2010: 154).  

Advertisings influence of simplifying people’s view especially concern groups 

that the general public have slight knowledge or experience of. Advertising that 

employ incorrect portrayals of homosexual women, through for example 

objectification or stereotypes, may be interpreted as reality and generate erroneous 

conclusions of the group.  

At the moment, there is an existing predominance of male imagery in 

advertisements depicting homosexual imagery, which neglects homosexual women. 

The predominance of male imagery could be explained by that a one-size-its-all 

approach is currently used with the presumption of reaching both homosexual women 

and men at the same time when advertising (Oakenfull 2007: 51). From identity 

theory, advertising that do not reflect the viewer’s self-identity is found eliciting non-

favourable responses (Jaffe 1996: 63).  

Research on the homosexual identity claims that gender plays an important 

role as men and women identifies differently with the sexual identity (Eliason 1996: 
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44). Homosexual men identify themselves mainly through the sexual identity; while 

homosexual women identifies more with gender identity than sexual identity. This is 

currently disregarded when advertising towards homosexual women (Oakenfull 2007: 

51). Furthermore, when advertising consists of products that appeal to the target 

groups lifestyle and identity, it seems fruitless to regard homosexual women and men 

as one consumer group. Not only can this result in advertisements that do not appeal 

to the target group, but it can also generate a deceptive representation of homosexual 

women. 

This means that homosexual imagery could generate negative reactions by the 

general public towards homosexuality. Therefore, advertisers need to understand the 

social responsibilities that accompany targeting homosexuals in mainstream media 

(Bowes 1996: 224). Even if the value of advertising towards homosexuals in 

mainstream media is distinct and the responsibility of rightful depiction is significant, 

the field has been under-studied and under-reported within academic literature (Um 

2012: 134; DeLozier & Rodrigue 1996: 210; Baxter 2010: 136)  

As very little attention has been paid to the subject, there is limited amount of 

academic and marketing research in the field and advertising towards homosexuals is 

consequently done with little realization (Oakenfull & Greenlee 2005: 423; Oakenfull 

2013: 59; Bhat et al. 1996: 174). Due to the insignificant amount of research, the area 

has mainly remained an unexplored field within media and communication research 

(Burnett 2000: 75; Kates 1999: 25). The existing research within the field is heavily 

focused on homosexual men (Oakenfull 2013: 68). Researchers continually neglect 

homosexual women as only one study within the area focuses exclusively on 

homosexual women (Oakenfull 2013: 59).  

1.1 Aim and research questions 

The overall aim of this study is to explore how homosexual women perceive the 

portrayal of the homosexual woman in advertising and how this portrayal coincide 

with their individual sexual identity. The obtained data will provide an insight of how 

advertised portrayals of a minority within a minority can alter the perception of the 

minority within a minority itself.  

The questions this study will aim to answer: 

How does the portrayal of homosexual women in advertising coincide with the 

individual sexual identity and lifestyle of homosexual women?  
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How do homosexual women perceive the portrayals of homosexual women in 

advertising to coincide with the group’s sexual identity and lifestyle of other 

homosexual women? 

1.2 Materials, limitations and disposition  

This research will not aim to produce any form of marketing strategy on targeting 

homosexual women. The results of the research will only be applicable to specific 

advertising strategies that target the audience identity and lifestyle. The structure of 

the thesis is as follows; initially an overview of previous research and theoretical 

framework will be outlined, followed by the employed methodology. Secondly, the 

collected data will be introduced and discussed in relation to the theoretical 

framework. Conclusively, the main findings will be summarized. 

2. PREVIOUS RESEARCH  

This section provides a brief introduction to previous research concerning the 

homosexual movement, advertising targeting homosexuals, as well as critique 

towards existing research.  

 

2.1 The homosexual social movement 

According to Lisa Peñaloza (1996: 19) when conducting research about advertising 

towards homosexuals and their identification with its content, it can only be entirely 

understood if it is positioned in the sociohistorical context of the homosexual 

movement. During the previous 30 years, the homosexual movement have generated 

durable changes. The movement originated in the US, 1969, when homosexuals 

refused to tolerate the subordinated status they had been given (Peñaloza 1996: 18).  

This was the famous and symbolic Stonewall Rebellion in New York, which 

influenced homosexuals worldwide to speak up and claim civil rights. The fight for 

homosexual’s civil rights in the US swayed the American Psychiatric Association in 

1973 (1973: 497) to remove homosexuality as a psychiatric diagnostic and supported 

the legislation of civil rights. Across the Atlantic, it took the Swedish government 

additionally six years until the Swedish National Board of Health and Welfare 

removed homosexuality as a medical diagnosis in 1979 (The Swedish Federation for 

Lesbian, Gay, Bisexual and Transgender Rights 2005: 21). In 2009, Sweden became 
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the seventh country in the world to allow same-sex marriage, when the gender-neutral 

marriage act was applied (Freedom to Marry 2014). 

Presently, same-sex marriage is legal in sixteen countries around the globe. 

However, homosexuality is still considered illegal in numerous countries. Within 

these countries differences of the legality between female homosexuality and male 

homosexuality exist. Female-to-female relationship is only prohibited in 35 countries 

(International Lesbian, Gay, Bisexual, Trans and Intersex Association 2014), whereas 

male-to-male relationship is considered a criminal offence in 76 countries. In seven of 

these, male homosexual behaviour or identity equals death penalty (Government of 

the Netherlands 2014). Legalization of homosexuality has not eliminated 

discrimination towards homosexuals in Swedish communities, since violations of 

human rights because of sexual identity and gender identity occur on a regular basis. 

For example: violent attacks in forms of verbal bullying to physical abuse, and 

discriminatory treatment that occurs in the everyday life in public settings such as 

workplaces, schools and hospitals (United Nations 2014; Gustavsson 2012).  

Previous research shows that homosexual females are less an object for 

homophobia than homosexual males (Um 2012: 137). However, feminist theorists 

states that homosexual women faces a simultaneous oppression built on both gender 

identity and sexual identity (Bristor & Fischer 1995). Hence, homosexual women 

have a double minority status, and a triple minority status if they are of colour or have 

a disability (Hetherington & Orzek 1989: 55). As homosexual women face challenges 

from being female and homosexual, this oppression is a form of societal double 

jeopardy. Homosexual men do not encounter this oppression, and therefore only have 

to deal with society’s acceptance of their sexual identity (Oakenfull et al. 2008: 193). 

A study by John Bowes (1996: 227) found that openly homosexual women encounter 

more difficulties and receive several negative consequences than openly homosexual 

men.  

Societal acceptance of diverse sexual identity and gender behaviour has 

varied, as well as traditional gender roles, which always have been manifested in 

society through institutions and communication (Ross 2010: 4). During the same 

times as the homosexual movement started to stand up for their civil rights, the 

second wave feminism began the search for gender equality through social 

transformation (Ross 2010: 65). The search for gender equality resulted in secured 

gains that made it possible for women to obtain other, more modern, acceptable 
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gender roles in society than the traditional roles as caregiver, mother and housewife. 

This increased women’s independence, for example economic independence. These 

advancements aggravated numerous responses in the media. Which contributed to that 

the media in the current decade rebranded femininity as feminism, by having the 

advertising industry perform a resexualisation of women’s bodies in media.  

Karen Ross (2010) describes this resexualisation as one of the greatest triumph 

in advertising industry, as it is not only seen as evidence of feminist achievement but 

also of women’s enhanced place in the world. Through the pornographication of 

popular culture, which includes the advertising industry, the sexualisation of the 

female body has over the last decades turned feminism into sexual explicitness (Ross 

2010: 46). From this, a new gender identity for women arises, which media refers to 

as the third wave feminism. The third wave feminism has a post-modern, post-

feminist, approach that: “Anything goes as long as we are enjoying ourselves” (Ross 

2010: 47). The third wave feminism portrays women as sexually liberated who know 

what they desire and are capable of acquiring it.  

Furthermore, according to Ross (2010: 65), the third wave feminism does not 

have the legitimacy of calling itself feminism, since it reduces women’s power to a 

simple sexual ability to attract suitable mates by fixating women to their biology 

(Ross 2010: 4). This entails that displaying cleavage at work and the art of pole dance 

has become a proxy for women’s liberation (Ross 2010: 30). Which means that the 

sexualisation of women’s body in media is seen as something that promotes women’s 

liberation, as the criticism against it is dismissed as old-fashioned and out of touch 

with women’s sexual liberation (Ross 2010: 62). However, Ross (2010) questions 

why women need to accomplish the most stereotypical male fantasies of femininity, 

and therefore achieve popular culture’s definition of power, the sexual power of 

attracting men, when women are denied any real power.  

Instead, the sexualised imagery does not come with much power since media 

enhance the general understanding of women as less than the sum of their body parts 

(Ross 2010: 21). Bourdieu (2004: 43) further explains that those who defined third 

wave feminism as women’s sexual liberation, where women are in control of their 

body and sexuality as traditional norms related to chastity and restraint are breached, 

disregard that women’s body is still obvious dependent of men’s standpoint.   

Women’s representation can only be changed by a social transformation, where 

women’s rights are respected, understood and implemented by media and 
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communication. This does not occur in today´s media, as for example, advertising use 

predominantly stereotypical renditions of femininity and masculinity, to reach the 

audiences by their understanding of gender stereotypes (Ross 2010: 43).  

 

2.2 Homosexual advertising 

The homosexual group is presently targeted in advertising by elements of homosexual 

identity and experience. This sort of representation provides a mirroring function that 

potentially has consequences on homosexual subjectivity, i.e. how they think of 

themselves (Peñaloza 1996: 17). Research indicates that the majority of 

advertisements towards homosexuals use intimacy between two same-sex characters, 

often male, to communicate the homosexual content (Oakenfull 2007: 51).  

The current practice within advertising is predominant with gay male imagery, 

which is applied by a one-size-fits-all approach (DeLozier & Rodrigue 1996: 204). 

This one-size-fits-all approach is constructed on the belief that both homosexual men 

and women can successfully be reached by advertisements depicting gay male 

imagery (Oakenfull 2007: 51). It is argued that when homosexual women view 

advertisements depicting gay male imagery, they will, based on the common feature 

of sexual identity, translate its subtext and codes, and see themselves represented in 

the advertisement (Oakenfull 2007: 55). However, based on aspects considering 

gender identity and sexual identity, research shows that the current predominance of 

male imagery is likely to alienate homosexual women (Oakenfull et al. 2008: 193). 

Michele Eliason (1996) states that gender identity is more central for homosexual 

women, while homosexual men identifies more through sexual identity.  

This indicates that the sexual identity for homosexual men is primarily 

associated with homosexual activity. Which differs from homosexual women, who 

associate sexual identity with a more emotional and political component (Eliason 

1996: 53). This component has created a commonly used stereotypical image of 

homosexual women as politically, anti consumerist, minded feminists (Sender: 2004: 

187). The stereotypical image of homosexual women as radical feminists with an anti-

market sentiment, who connects capitalism to patriarchy, holds mainstream marketers 

at a distance (Oakenfull 2013: 67). As the lesbian subculture involves great diversity 

(Clark 1991: 185) new stereotypes of homosexual women has evolved in popular 

culture during the last decade through mainstream media like The L Word, which is 
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one of the gay-oriented shows that has pushed the boundaries for cultural acceptance 

of homosexuality (Oakenfull 2007: 50). As an answer to media’s creation of third 

wave feminism, a more feminine, newer and postfeminist stereotype of homosexual 

women has appeared in media, called the lipstick lesbian (Sender 2004: 189). The 

lipstick lesbian provides an image of homosexual women that are criticised for aiming 

at pleasing heterosexual men’s fantasies about homosexual women, rather than create 

awareness of homosexual women in society (Sender 2004: 192). However, the radical 

feminist lesbian still dominates advertisers view of homosexual women (Oakenfull 

2013: 68). 

Although research on identity theory suggests that audience best responds to 

advertising content that mirrors identity, marketers still define homosexuals as a 

minority group with one shared identity based on sexual orientation (Jaffe 1996; 

Oakenfull & Greenlee 2005: 426). Consequently, despite the need for increased 

diversity, gay male imagery is almost exclusively used in advertising towards 

homosexuals (Freitas et al. 1996: 85). 

As previous research states that homosexual women identify more through 

gender identity, additional research shows that homosexuals may not identify with 

gender-based advertisements depicting heterosexual imagery identity (Oakenfull & 

Greenlee 2005: 436). Therefore homosexuals cannot exclusively be targeted through 

gender identity, but advertisements must include elements of sexual identity (Clark 

1991: 192). Furthermore, research by Gillian Oakenfull (2007) claims that there is a 

strong need for advertisements depicting lesbian imagery. Because, as a minority 

within a minority, to see themselves represented in the media such as advertising, is a 

social validation of vast importance since sexuality is a fundamental part of human 

experience and identity (Peñaloza 1996: 32). In general, advertising towards the 

homosexual group, may assist homosexuals as individuals and as members of a 

minority, with social and political legitimation (Bowes 1996: 238; Peñaloza 1996: 

27).   

2.2.1 Out-of-closet advertising 

There are two categories of imagery most frequently used as strategies when 

advertising towards homosexuals: explicit and implicit imagery (Puntoni et al. 2011: 

26; Oakenfull 2013: 59; Um 2012: 133). Advertising with explicit imagery is referred 

to as out-of-closet advertising since it depicts homosexuality by explicitly referencing 
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to the homosexual lifestyle (2013 Gay Press Report 2014:1). These explicit references 

are often depicted through intimacy between two same-sex characters, usually 

between males (Oakenfull 2007: 51). The interpretation of the advertising content and 

intended target audience is therefore unambiguous (Angelini & Bradley 2010: 486). 

Advertising that uses the explicit strategy is called gay-specific advertising or out-of-

closet advertising (2013 Gay Press Report 2014: 7). The purpose with out-of-closet 

advertising is to target homosexuals based on sexual identity and experience, to which 

they at various degrees can relate (Wan-Hsiu 2006: 88). Out-of-closet advertising is 

often used in gay media that exclusively target a homosexual audience. According to 

the 2013 Gay Press report (2014), the use of out-of-closet advertising within gay 

media increased during 2013 after a constant decline since 2010, where gay-specific 

advertising took up 72,4 percent in gay media. In 2013, approximate 56,2 percent of 

the advertisements in gay media were gay-specific.  

Although there is an existing need and call for acknowledging the diversity 

between homosexual men and women, advertising in gay media almost exclusively 

contain gay male imagery (Baxter 2010: 136). Even if gay media is a gay-friendly 

media, a study by Paul Poux (1998) concluded that, less than half of the homosexual 

population reads any form of gay media. Which means that only a small amount is 

reached. However, it has been estimated that approximately 80 to 90 percent of the 

homosexual group read mainstream magazines. Consequently, a larger amount of the 

homosexual population can be reached through mainstream media (Um 2012: 136).  

This goes in line with what Blaine Branchik (2002) refers to as the mainstream 

media phase which has been evolving within media towards homosexuals since the 

1970. However, moving from one media to the other requires a change of strategy as 

explicit imagery, is only regarded a low risk strategy when placed in gay media (Um 

2012: 136). It becomes a high risk strategy when placed in mainstream media, since 

research has shown that imagery of same-sex couples of any gender, can induce 

resilient negative reactions by the general public toward homosexuality (Oakenfull & 

Greenlee 2005: 422).  

To circumvent this, a more discreet strategy with implicit imagery, known as 

gay window advertising, is used when advertising in mainstream media, which mostly 

is aimed towards male homosexuals (Clark 1991: 182; Puntoni et al. 2011: 25).  
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2.2.2 Gay window advertising 

In gay window advertising, the content of sexual relations between the characters in 

the imagery is ambiguous (Borgerson et al. 2006: 960). By definition, the ambiguous 

imagery creates various interpretations of the content and therefore leads to multiple 

meanings within the audience in response to the same message (Puntoni et al. 2011: 

26). Explicit heterosexual references are avoided by depicting either one or two same-

sex characters (Clark 1991: 183). The homosexual content is coded through attributes 

of homosexual identity that has certain meanings to members of the group as they 

serve as identification markers, which assist in the interpretation of implicit imagery 

(Oakenfull & Greenlee 2005: 427). These subtextual elements comply with 

experiences or representations of the homosexual identity (Clark 1991: 183).  

Examples of such iconography and symbolism are: clothing, body language, 

appearance and references to pride, coming out and family (Greenlee 2004: 365; 

Peñaloza 1996: 30). The design of subtle and ambiguous visual codes makes it 

possible to reach homosexuals without risking alienating the mainstream audience 

(Tuten 2005: 444; Wan-Hsiu 2006: 84). The design minimizes the risk of negative 

attitudes towards homosexuality and alienation of the mainstream audience, as this 

only occurs when the viewer identifies the content as such (Oakenfull & Greenlee 

2005: 365). Research on how advertisements depicting homosexual imagery affect 

viewers, indicate that heterosexual viewers at a large extent can respond negatively 

towards homosexual imagery, particularly explicit ones (Um 2012: 138).  

Additionally, previous research states that many members of the mainstream 

audience is in fact far from prepared to accept homosexuals in society and mainstream 

media (Oakenfull et al. 2008: 192). Therefore, implicit imagery is often preferred 

when advertising to gays and lesbians in mainstream media (Um 2012: 136). 

However, according to Danae Clark (1991: 197) homosexual women are not as easy 

to reach by implicit strategy since they are part of a heterosexist culture, homosexual 

women tend to read the content of mainstream advertising from a heterosexual 

perspective, knowing that they are not the primary audience and therefore presume 

that the characters have a heterosexual identity. Furthermore, Eliason (1996) claim 

that, for homosexual women to identify themselves with advertisements depicting 

implicit imagery, the implicit imagery must balance the aspects of sexuality and 

gender. This has to be done without depicting the characters too explicitly. 
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Even if gay-window-advertising often is described as a ”win-win situation”, 

homosexuals are critical towards the strategy (Oakenfull et al. 2008: 197). Most 

homosexuals have a negative view toward implicit imagery since the core of the 

strategy is to conceal homosexuality (Wan-Hsiu 2006: 303). This may reflect the 

homosexual struggle for acceptance in society (Sender 2004). As advertisements with 

implicit homosexual imagery contains an inside joke, shared with the homosexual 

group and the advertisers (Peñaloza 1996: 31), homosexuals may think that the 

advertisers lack commitment to the homosexual movement and tries to fly under the 

”gaydar” (Gudelunas 2011: 66).  

Despite the growing interest for the use of implicit imagery in mass media its 

influence on homosexuals and heterosexuals is quite unknown, since academic 

literature mainly ignores the subject (Greenlee 2004: 367).  Even though the amount 

of gay-themed advertising is increasing especially in mainstream media, knowledge is 

virtually non-existent of print advertisements targeting homosexuals and how 

homosexuals identify with the content (Um 2012: 134).  

 

2.3 Critique of previous research 

The work of social movements and social scientists has within their respective 

domains, helped to counter the legacy of institutionalized oppression and stigma 

towards homosexuals (Peñaloza 1996: 14). Through society’s growing acceptance 

towards homosexuality (Branchik 2002: 95), homosexuals have become more visible 

in mainstream media, and a plethora of marketers desires to advertise towards 

homosexuals (Branchik 2002: 88). According to Peñaloza (1996: 37), marketing 

towards homosexuals should be viewed as a critically significant field of social 

struggle, than something that should be prevented or evaded. All marketing artefacts 

that include aspects of homosexual iconography have the potential to validate both 

homosexual individuals and the homosexual community, and can be used towards 

these communities (Peñaloza 1996: 37).  

However, even if the importance of marketing towards homosexuals is clear 

and the responsibility of a rightful depiction is high, the area have been under-studied 

and under-reported as it has received very little attention in academic literature 

(Oakenfull 2007: 51). Therefore, advertising towards homosexuals is done with slight 
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knowledge since there is an inadequate amount of both academic and marketing 

research on the subject (Oakenfull & Greenlee 2005: 423; Oakenfull 2013: 59).  

Within media and communication research the area has largely remained an 

unexplored field due to the insignificant amount of research (Um 2012: 134; Kates 

1999: 25). Additionally, the existing research within the field is heavily focused on 

homosexual men (Oakenfull 2013: 68). Without including any specific information 

about homosexual women as individuals or as a target market, previous research tends 

to treat homosexual men and women as one homogenous group (Oakenfull 2013: 67). 

Currently, only one research within the field focuses exclusively on homosexual 

women (Oakenfull 2013: 68). Overall, homosexual women’s attitude and 

identification with advertising depicting lesbian imagery is still largely an unexplored 

field (Oakenfull 2013: 67). 

Moreover, treating homosexuals as a homogenous group within research, can 

lead to biased research and incorrect generalizations of results. For example, the 

results from previous research that were based on: male homosexuality (see Puntoni 

et al. 2011: 25), male imagery as stimuli (Bhat et al. 1996: 174; 1998: 15), or male 

respondents (Vanable et al. 2013), are referred to within research that regard 

homosexuals as a homogenous group (Um 2012:137; Burnett 2000: 77; Oakenfull 

2007: 55). Additionally, research that contains biased sample (see Coleman 1985: 98) 

is referred to when defining homosexuality in other scientific research (see Oakenfull 

2007: 53). This is an example of when someone’s bias becomes another’s valid 

assumption (Resnik 1998: 85). Also, within the research of Eliason (1996), a 

biomythography (see Lorde 1982) is used as a source when considering diversity 

within homosexuality.  

3. THEORETICAL FRAMEWORK 
This section will present the theoretical framework that later will be combined to 

assist in the analysis of the collected data. Bourdieu’s theories on habitus, class 

identity, taste and their relation to the sexual identity provide a useful framework to 

analyse how homosexual women identifies through advertising. Bourdieu’s theory 

about the male dominance is applied to gain understanding of gender roles and sexual 

identity. This is further combined with theories of the homosexual identity, which are 

elaborated in combination with the dual identity of homosexual women. 
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3.1 Habitus, class and taste 

The concept of habitus is a cultural structure that addresses the formation of regulated 

human behaviour, without being a consequence of direct adherence to certain external 

norms or rules in society (Maton 2008: 52). Habitus is defined by Bourdieu as an 

internal set of dispositions and schemes, which one acquire from life-experiences and 

socialization. Therefore, individuals with similar class identities have a tendency to 

experience similar life conditions and receive similar life experiences. This has the 

possibility to generate similar perceptions, attitudes and behaviours (Maton 2008: 53). 

As a concept, class identity is not limited to define different classes in society, such as 

working class and upper class. Class identity can be applied to groups of members 

defined by a collective feature that generates similar life conditions, and therefore 

presumably creates similar habitus (Crossley 2008: 93; Moi 1991: 1029).  

It is therefore possible to state, based on the common feature of sexual 

identity, that the members of the homosexual group have similar habitus, through life 

experience and socialization. Furthermore, Bourdieu acknowledge that no individuals 

within a group are the same and that the shared similarities arise from the individual’s 

internalization of the opportunities and constraints from the belonged group (Maton 

2008: 54). Types of power resources, or capitals, which is used by the disposition of 

habitus to adopt practices, motivate individuals (Swartz 2002: 655). Bourdieu 

identifies four different principal types of capitals: economical, social, symbolical and 

cultural. These capitals can only be acquired if the individual has knowledge of what 

is considered valuable to their respective group, to then recognize what is considered 

power.  

According to Bourdieu, an individual’s taste can determine what is considered 

valuable in a particular class, as well as differentiate themselves from other classes 

and members of those classes. As a form of disposition of an individual’s habitus, the 

concept of taste as a cultural preference, is used as a communicative tool by 

expressing the preference or disdain for particular objects. Furthermore, Bourdieu 

explains that people belonging to a particular class will exhibit similar patterns of 

taste (Swartz 2002: 656). Additionally, Bourdieu (2005), as summarised by Caroline 

Dahlberg (2010: 29), argues that people are defined by their taste and therefore states 

that advertising need to be consistent with people’s habitus and taste to be successful.  
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3.2 La domination masculine   

According to Bourdieu (2004: 11), the masculine dominance is an example of the 

paradoxical submission, meaning that, apart from some minor historical events, the 

world order of the male dominance as a natural state, is widely accepted and naturally 

passed on through generations. The male dominance is performed in social relations, 

where it is known for both the dominant and the dominated. The performance is a 

language, a lifestyle, and a way of acting, thinking, and reacting. The paradoxical 

submission is a result of what Bourdieu refers to as the symbolic violence, which is 

defined as a form of invisible violence that cannot be seen by the dominated despite 

its widely known and accepted character.  

The symbolic violence is performed through symbolical methods, by 

communication and knowledge. The structure of the male dominance is the result of a 

continuous reproduction, to which certain agents and institutions such as: school, 

religion, state – contribute (Bourdieu 2004: 48). What proves that the androcentric 

approach is established as natural is that the male strength is never questioned and 

does not need to be justified in legitimized discourses (Bourdieu 2004: 21). There are 

universally applied thinking schemes that register differences, between men and 

female in a system of homologous antagonisms, such as high/low, hard/soft, on 

top/below (Bourdieu 2004: 19).  

These differences can correspond to body movements; such as high/low 

equals stand up/bend down. The thinking schemes register differences inscribed in the 

objective and distinct features that creates and neutralises them, where the movements 

obtain social meaning that is applied to gender roles and sexual behaviour. The 

thinking scheme naturalize the differences and features between male and female, and 

does so by creating results that is expected by the world (Bourdieu 2004: 20). 

Therefore differences between genders appear to be natural and normal to the degree 

that it is inevitable and exists in the objectified condition. By achieving acceptance 

and perceived as a natural state, the social construction of gender includes a full 

recognition of legitimacy (Bourdieu 2004: 21).  

The objectified condition is found in material things, the social world, the 

embodied state, the bodies, and in agents’ habitus (Bourdieu 2004: 20). The 

dominated applies categories that are constructed from the dominants perceptive on 

domination relationships and therefore make them appear as natural (Bourdieu 2004: 

48). The result of this can be that the dominated ones expose themselves to a 
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systematic trivialization, which creates the perception of not reaching the dominant 

norms. For example the perception of the own body as not complying with fashions 

and medias aesthetic norms, which further results more generally, to women’s assent 

to a deprecating image of women. When the dominated apply schemes on the 

dominant that is a product of the dominance, the result becomes an inevitable act of 

acknowledgement and submission (Bourdieu 2004: 27).  

The social world constructs the body as a gendered reality that defines the 

differences between the biological sexes with the base of the relationship of 

dominance between men and women that constitutes a part of the social 

construction’s reality (Bourdieu 2004: 22). The biological differences between the 

sexes can therefore appear as a natural eligibility of the socially constructed 

differences between the genders. Bourdieu (2004: 62) argues that women’s virtues 

entirely consist of restraint and continence, which are generated as necessities. The 

symbolical value of women lies in their chastity and reputation (Bourdieu 2004: 59). 

By the connection to money, the female body is turned into an object, with the 

purpose to create pleasure for men (Bourdieu 2004: 29).  

Bourdieu (2004: 33) describe differences between the genders definition and 

meaning of sexuality. Women usually have a relationship-based orientation towards 

sexuality. In contrast, men tend to define sexuality by the terms of conquest, as the 

sexual act is an end in itself through domination and owning. Sexual relationships can 

be seen as a social dominance relationship because it is constructed according to the 

principles between male, active, and female, passive, which also defines the sexual 

desire (Bourdieu 2004: 34). This is further described in a study by Rogers (2005), as 

summarized by Ross (2010: 18), that stated due to the content in man’s lifestyle 

magazines about relationships, that the goal of mastering intimacy is more about 

sexual conquest rather than development of relationships. 

3.3 Defining the homosexual identity  

Since the early 1970s, the minoritizing-universalizing debate considering the 

definition and meaning of the homosexual identity has resulted in theories of great 

varieties (Eliason 1996: 32; Cass 1984: 104). However, in an article by Vivienne Cass 

(1984: 107) it was stated that the homosexual identity as a concept was referred to in 

academic research and articles without any explanation of its meaning. Cass (1984: 

121) drew the conclusion that all existing research and theories at the time was not 
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sustainable, due to similar weaknesses concerning the definition of the homosexual 

identity. Cass’s article (1984) was considered an extremely important contribution to 

research on homosexual identity and provided a useful start for further research 

(Troiden 1985: 108).  

Based on Cass’s conceptualization of the homosexual identity, Troiden (1985) 

established further concrete ground by claiming an importance of reference to social 

categories within situations of social character. From a sociological perspective of 

Troiden (1989: 46), a formal definition of the homosexual identity would be that 

homosexuality is an attribute that refers to the perception of self as homosexual in 

relation to fictional or real social settings. Troiden classifies the homosexual identity 

as a form of cognitive construct that is a component of an individual’s self-concept. 

Troiden (1985: 103) states that the homosexual identity can only be acquired if the 

individual places itself in the social category as a homosexual, and therefore is self-

defined as homosexual. This usually occurs through interactions with other self-

defined homosexuals. Furthermore, as Troiden (1989: 46) describes the homosexual 

identity as a necessary part of an individual’s identity formation, he also claims that 

the homosexual identity is only one of many identities in the self-concept of an 

individual.  

However, Troiden (1985: 106) explains that many homosexuals experience 

the homosexual identity as a master status at some times during their lifetime. Troiden 

(1988), as summarized in Oakenfull (2013: 60), describes that as a master status, the 

homosexual identity is viewed as defining characteristics of self and as attributes 

relevant to most social interactions and situations. Compared to heterosexuals who 

define their identity by age, gender, education, martial status and occupation, the 

sexual identity is much more central for people who identifies as homosexuals 

(Eliason 1996: 32).  

From a social interactionist perspective, Kenneth Plummer (1975) states that 

the definition of homosexuality includes more than sexual behaviour or orientation. It 

involves an identity and lifestyle (Eliason 1996: 36). The social interactionist 

perspective describes that one becomes homosexual through an isolation process as 

outcast in society. This type of perspective, considering that one becomes homosexual 

due to life experiences, goes in line with the viewpoint that homosexuality is a choice 

to love someone of the same-sex. Furthermore, if homosexuality is genetic or a choice 

has generated much debate, where the majority of the public define homosexuality as 
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a choice to live a lifestyle where you love someone of the same sex. Which therefore 

is a choice that goes against the norms of sexual identity and sexual behaviour 

(Peñaloza 1996: 20).  

When it comes to the concept of lifestyle, there are disagreements over its 

suitability when defining the homosexual identity. Through the concept of habitus, 

Bourdieu (1993) explains that individuals with similar lifestyles probably will 

develop similar habitus, as they would have similar life experiences and similar 

cultural conditions. According to Martin Evans, Gordon Foxall and Jamal Ahmad 

(2008: 138) lifestyle is a way of life that is defined through unique combinations of 

attitude, interest, and opinion. The homosexual identity arrives with lifestyles and 

cultures that have certain collective features of distinctive character compared to 

others, and therefore is not merely an identity that could be defined through sexuality 

(Oakenfull 2007: 54). However, Liza Peñaloza (1996: 22) states that by categorizing 

the homosexual identity as a lifestyle, it potentially trivializes its complexity by 

reducing the definition as a lifestyle based on sexuality.  

Furthermore, there are disagreements among scholars and social activists 

considering which requirements are required to achieve a homosexual identity 

(Peñaloza 1996: 24). From a liberal standpoint, a homosexual identity can be gained 

by having engaged in homosexual behaviour or claiming a homosexual identity at 

some point during one’s lifetime. Troiden (1988) does not agree that behaviour is 

what defines a homosexual identity (Oakenfull 2007: 53). Instead Troiden (1988) 

states that, since sexual acts may not affect an individual’s sexual identity, open 

behaviour of homosexual character is not necessarily an expression of a homosexual 

identity (Oakenfull 2007: 54).  

However, within marketing research the homosexual identity often is defined 

as a dichotomous construct – either you are, or you are not (Oakenfull 2007: 53). This 

definition ignores the statements from a majority of social science research that there 

are degrees of homosexual identity. Research within subcultures and social 

movements, suggests that members of the homosexual group should be viewed as a 

distinct subculture, and not as a consumer segment within marketing research 

(Oakenfull 2007: 52). This is further agreed on by feminist theorist who states that the 

homosexual identity should be viewed as a distinct subculture, where members differ 

in the degree of identification with the group norms and values (Oakenfull 2007: 51).  
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This might mean, according to Oakenfull (2007: 53), that the degree of gay 

identity, namely level of gayness, could influence homosexual’s interpretation of 

advertisements. Oakenfull (2007) suggests that the level of gayness may influence in 

which ways the homosexual identity is constructed. However, the level of gayness is a 

concept that has derived from the results of research (Vanable et al. 2013) that 

concluded that different sorts of behaviour influenced the homosexual identity. The 

study found that individual’s high and low level of involvement in the homosexual 

culture affected the identification with the homosexual subculture and its members. A 

high level of involvement resulted in that individuals experienced the homosexual 

identity more central to their sense of self, compared to those who had a low level of 

involvement.  

In the study of Peter Vanable, David McKirnan and Joseph Stokes (2013: 430) 

the kinds of behaviour that affects how central the homosexual identity is for an 

individual, include frequency of visiting gay bars, attending at organizational 

activities and consuming gay media. This means, according to Vanable et al. (2013: 

431) that both types of homosexuals, high and low involvement, can identify as 

homosexual. However, the manifestation of identity and homosexual lifestyle differs 

greatly between them. Furthermore, the concept should be used critically since the 

research by Vanable et al. (2013: 430) was only conducted with a sample of gay 

males. 

 Furthermore, Troiden (1985: 105) describes something similar, namely that 

evidence within the research area suggests that the involvement within the subculture 

could affect the individuals’ self-esteem, but not the sense of belonging to the gay 

community. According to Troiden (1985: 106), the existence in society can be linked 

to how important the homosexual identity is to an individual.  

Troiden (1985) further explains that the following factors, among others, can 

affect the homosexual identity; (1) the social stigma around homosexuality and 

homosexuals; (2) gender-inappropriate behaviour; (3) the heterosexual assumption – 

that the heterosexual identity is prevalent. The latter is shared by Jeffrey Weeks 

(1991), a Foucauldian constructionist, who notes that the identification with the 

homosexual identity can be a statement of membership to a group that is in relation to 

the heterosexual dominant codes (Eliason 1996: 54). The sexual identity according to 

Weeks is a paradox built on a constant need to stabilize an identity, that is a product 

of language and culture, which constantly is changing (Eliason 1996: 54). This goes 
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in line with post-structuralism’s definition of the homosexual identity, that no true 

homosexual identity exists, only fluid, dynamic identities, because there is no true 

history of homosexuality, but instead several (Eliason 1996: 32).  

This definition is adapted by queer theory, a left winged theory, which often is 

referred to within research regarding sexuality and gender (Kates 1999: 26; Hennessy 

1994: 86). Based on Foucault’s radical view of sexuality with influences by the works 

of Butler, the theory does not conceptualize sexuality as a part of an individual’s 

biological essence (Kates 1999: 26). Rather it is defined as a product of sociocultural 

and historical influences, and therefore conceptualized as a product of different power 

relations that includes a diversity of possibilities. The goal of queer theory is to gather 

knowledge of how gender and sexuality interacts with power, and how the sexual 

norm of heterosexuality is sustained through cultural institutions, as advertising.  

Since the concept queer refers to both an identity of a nonheterosexual person 

and a positionality that opposes the norm, it does not only consider homosexuals, but 

also include: transgender people, transsexuals, sexual fetishism, pedophilia, and 

bestiality (Kates 1999: 27). Furthermore, queer theory starts from the critical analysis 

of the idea that any given sexuality is natural and invariable, and seeks to explore 

queer sexualities beyond the male/female gender binary code.  

As this study focus exclusively on homosexual women, it is not relevant to 

involve a theory that mainly focuses on extreme norm breaking identities such as 

trans sexuality, referred to as ”gender benders”. Even if queer theory does not assume 

a heterosexual identity and a masculine/feminine gender identity and gender 

behaviour, the openness for the so called queer combinations, which for example can 

be a bearded men in floral dresses which Kate describes as the ultimate queerness, is 

out of context for this thesis. Furthermore this research aims to investigate from a 

female gender identity perspective rather than denying gender identification, which 

queer theory aim to do. 

 

3.3.1 Invisible visibility 

Bourdieu (2004: 135) choose not to take part in the complex debate about how 

homosexuals should be defined through categories or segments. Instead Bourdieu 

address homosexuals as the homosexual’s movement, which members have a stigma 

that unlike colour and femininity can be hidden. According to Bourdieu (2004), 
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through domestic violence, members of the homosexual movement are made invisible 

by denial of civil rights and a public, visible existence. The domestic abuse is visible 

when the homosexual movement is denied an existence as a public, known and 

recognized movement. If the movement takes on a more visible role then usual, it is 

reminded to go back to be invisible or discrete, as they usual are.  

Bourdieu claims that the homosexual movement have been fighting to go from 

invisible to visible in society, and now desire to be invisible again in a neutral state by 

subjecting themselves to the dominant norm. Anthony Freitas, Susan Kaiser and 

Tania Hammidi (1996: 85) explain that visibility is important for homosexual 

individuals, as membership to the group involves to be marked by the dominant 

culture and simultaneously be invisible.  

Through increased visibility, the homosexual movement believes that greater 

acceptance and space will be gained.  As permanent changes on societies attitudes 

towards homosexuals, only can be made by a permanent transformation of the 

embodiment categories. Since upbringing and education give social categories its 

embodied categories, which cause their position as obvious, necessary, not to be 

questioned and a natural order, Bourdieu (2004: 138) questions if a symbolic 

revolution that makes the homosexual movement known, visible and recognized; for 

example Pride, is satisfying enough for the movement.  

Ironically, in The Male Dominance (2004), Bourdieu almost exclusively 

writes about homosexuality from the perspective of men, and therefore most parts of 

his view on the homosexual movement is more suitable in regards to homosexual men 

than homosexual women. This can only be seen as an obvious example of what 

Bourdieu himself states that when discussing the male dominance that there is a 

tendency to take support from a way of thinking that in itself is a product of the male 

dominance (Bourdieu 2004: 17). However, Bourdieu (1993: 140) further explains that 

homosexual women, compared to homosexual men, are twice dominated. 

  

3.3.2 The dual identity of homosexual women  

Marketers tend to unite homosexual men and women as a homogenous group based 

on their sexual identity, since it brings them together in the shared strive for civil 

rights and acceptance in society (Oakenfull 2013: 58). This can further explain the 

predominance of advertisements depicting gay male imagery that is used when 

targeting homosexuals. The predominant use of gay male imagery is based on the 
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presumption that homosexual women identify in the same ways as homosexual men. 

Therefore homosexual men and women can be targeted as a homogenous group 

(Oakenfull 2013).  

Feminist theorists state that because of the view of the male homosexual 

identity as the dominant identity, homosexual women are both historically and 

culturally framed as a female version of male homosexuality (Rich 1980: 649; 

Oakenfull 2007: 56). Feminist theorists are very critical towards this inclusion since 

research indicates distinctive differences considering how men and women identify as 

homosexuals. According to Eliason (1996: 52), the majority of theories on the 

homosexual identity indicates that the sexual identity for homosexual men were 

mainly associated with sexual activity, as the sexual identity for homosexual women 

was stronger connected to political and emotional components.  

Additionally, experiences that are gained from the homosexual identity may 

differ between homosexual men and women. Research indicates that homosexual men 

and women identifies through different aspects of the homosexual experience 

depicted in advertisements containing homosexual imagery (Oakenfull 2007: 56). The 

differences are based on the assumption that for homosexual men the sexual identity 

has mainly been associated with gay activity. While for homosexual women the 

sexual identity is more a political and emotional component (Eliason 1996: 52). That 

the sexual identity is more of a political and social component for homosexual 

women, is to be clarified from a historical perspective as homosexual women have for 

a long time deliberately distinguished themselves from cultural dominant definitions 

(Clark 1991: 184). Homosexual women have done this to separate themselves from 

heterosexual culture politically, and used it as markers to signal their sexual identity 

and therefore their membership within the homosexual group. This have particularly 

been done with the cultural dominant definitions of female beauty and fashion as 

homosexual women’s resistance distinguish them from non-homosexual women.  

Furthermore, homosexual women identify more through their gender identity 

than sexual identity, while homosexual men identifies more through sexual identity 

(Oakenfull et al. 2008: 193). Therefore, gender identity is regarded to have greater 

impact for homosexual women than homosexual men. Troiden (1989: 71) suggests 

that differences in gender role socialization explain the disparities of the sexual 

identity between homosexual men and women.  
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Through the concept of sexual scripts1 Troiden explains that individuals construct 

sexual feelings by using systems of sexual meanings articulated by the wider culture. 

Therefore, Troiden propose that the homosexual identity occurs through the 

identification and labeling of sexual feelings through experiences gained with gender 

roles and related sexual scripts.  

Gillian Oakenfull, Michael McCarthy & Timothy Greenlee (2008: 193) 

indicates that unlike homosexual men, homosexual women face a type of societal 

double jeopardy by being female and homosexual. Oakenfull et al. (2008) points out 

that homosexual men simply have to deal with society’s acceptance. Feminist 

theorists further explains that the daily simultaneous oppression towards homosexual 

women, build on gender identity and sexual identity, distinguish them from the 

identity of homosexual men (Oakenfull 2007: 56). Rich (1980) claims that the 

homosexual identity of women can only be rightfully viewed when its definition is 

disassociated from the values of male homosexuality.  

4. METHODS  

Within this section the different data collection methodologies, online survey and in-

depth interviews, are combined through triangulation to provide a comprehensive set 

of data. Combined through triangulation, the methods are viewed as different 

autonomous ways of examining the same research problem and therefore neither 

method is superior or preliminary (Flick 2006: 27).  

First and foremost the quantitative method will be introduced since its 

collected data provides an initial understanding of the investigated subject that is 

further investigated with the qualitative data collection. Secondly the qualitative 

methodology is presented as well as the selected data analysis. Lastly the limitations 

of the methodology are outlined. 

!

!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!
1! Sexual scripts define what kinds of feelings are sexual. They provide information about cognitive 

limits of sexuality, for example, appropriate and inappropriate sexual partners, proper and improper 
sexual behaviour. These concepts emphasize the powerful roles of the sexual script when shaping 
sexual conduct (Troiden 1989: 44). 
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4.1 The survey 

4.1.1 Methodology  

Quantitative methods are in general suitable to find patterns among members in large 

or special groups. As quantitative methods research on a macro level, findings on a 

wide scale could be established and create a solid ground (Bryman 2001: 147). In the 

context of media and communication studies, survey is considered to be an especially 

appropriate method to gather information about attitudes, values, beliefs and 

knowledge from groups (Bruhn Jensen 2002: 242). The online approach is suitable 

since data collection by traditional offline methods would risk a non-representative 

data due to reachability problems (Morhart et al. 2008: 248). Little is known about 

how to successfully approach homosexuals when conducting research about them. 

Conducting research on homosexuals is a difficult challenge, mainly because of two 

reasons: First, the hidden characteristic of sexual identity creates difficulties to obtain 

a large and representative sample. As the research obtains an intimate character due to 

the hidden characteristic there is a great chance of a low response rate or biased 

answers (Morhart et al. 2008: 247). The aspect of the unknown population has not 

always been taken into consideration of previous research considering homosexuals, 

which has led to methodological criticism for biased sourcing (Morhart et al. 2008: 

248).  

Second, the homosexual population is hard to reach as they are found to be 

highly sceptical towards research about homosexuals. Additionally, as homosexuals 

can feel ashamed of their sexual identity, Felicitas Morhart, Sven Henkel and Walter 

Herzog (2008) states that the participants should be reached by a sensitive tone in a 

safe and confidential setting where the researcher shows respect of privacy. Morhart 

et al. (2008) concludes that online settings, Internet, can provide an effective source 

for data collection considering homosexuals as it offers anonymity and minimized 

social pressure.  

Furthermore, Internet encourage a more open and honest identity of 

individuals, which leads to a less biased data sample, as secure and open communities 

encourage its members to respond honestly in surveys that is investigating their 

sexual identity (Morhart et al. 2008: 249). Surveying homosexuals is a promising, but 

at the same time, difficult task for research since isolating the homosexual population 

is problematic (Morhart et al. 2008: 252; Gudelunas 2011: 65).  
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4.1.2 Stimuli and participants 

The stimuli include ten real print advertisements that depict (a) explicit lesbian 

imagery, and (b) implicit lesbian imagery. As the different imageries are different 

strategies to reach and depict homosexuals, it generates various ways for homosexuals 

to identify with the investigated imagery. The selected advertisements were of high 

engagement with transformational motivation2 from following product categories: 

travel, automobile and fashion. The three product categories were established from 

the Rossiter-Perry-model (Evans et al. 2008: 111), which defines that advertisements 

for fashion, automobile and travel aims at the audience identity and lifestyle. The 

model also defines the three product categories as highly representative as they are 

commonly used within advertising, which would result in typical interpretations of 

the advertisements.  

Only advertising targeted towards homosexual women that depicted same-sex 

couples or two female characters were selected. Since gender based advertisements 

are the most common way to reach homosexual (Oakenfull & Greenlee 2005: 436) all 

selected advertisements included depictions of female same-sex gender or two female 

characters. The advertisements were taken from either the Swedish lifestyle magazine 

QX or from GLAAD’s Advertising Library, which is a collection of mainstream 

corporate advertisements with an LGBT (Lesbian, Gay, Bi- and Transsexual) theme. 

In GLAAD’s Advertising Library the target audience of the advertising is declared. 

The advertisements had been published in national mainstream media or gay print 

media. Print advertising was chosen as stimuli since it is the most developed medium 

when advertising towards homosexuals (Angelini & Bradley 2010: 486).  

Furthermore, it allows the viewer to reflect upon the advertisement in a much 

more detailed way compared to other media (Kretsedemas 1993: 40). The selected 

print advertisements were kept in their original context, mainstream- or gay media, to 

minimize the risk of altering the interpretations or evaluations (Bergström 2009: 105). 

Representative lifestyle magazines were altered to contain the selected 

advertisements. Lifestyle magazines are suitable since homosexuality, according to 

Oakenfull (2007: 54), can be described as a lifestyle. Because the stimuli represented 

two types of imagery, a pilot study of 25 advertisements: 12 explicit and 13 implicit, 

!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!
2!Within the field of advertisement, there are two different types of motivation for purchase: Positive 
motivation/Transformational, and negative motivation/informational. These can be combined with either low or 
high engagement. Transformational products with high engagement are targeted towards the audience lifestyle and 
identity (Evans et al. 2008: 111).  !
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was conducted with a sample of five self-identified homosexual women. The 

participants were introduced to the advertisements and inquired how well they could 

identify with the depiction of homosexual women, on an individual level and how 

they perceived homosexual women in general would identify with the advertisements. 

The participants were found through a snowball sampling procedure on gay-friendly 

sites on Facebook. The most suitable advertisements for the research aim were 

implemented in the survey (see Appendix B). The survey was manually distributed to 

self-identified homosexual women in the three largest cities in Sweden. Stefano 

Puntoni, Joelle Vanhamme and Ruben Visscher (2011: 27) states that viewers who 

consider themselves belong to the target group have more positive attitudes toward 

the advertisement than viewers who feel excluded. Therefore, the demographic 

variable of age ensured that identification with the advertisements was possible. The 

participants of the study included 113 self-identified homosexual women, with an age 

range of 23 – 35 years old. 

4.1.3 Design and procedure 

A study by Morhart et al. (2008) of how to obtain data from the LGBT community 

provides an online research strategy to overcome the challenges that occurs when 

conducting research on hidden characteristics (Morhart et al. 2008: 247). The strategy 

contains a three-step model with the purpose to collect data from the LGBT 

community (Morhart et al. 2008: 252). The model enables an increased form of 

intimacy in communication throughout the steps. Step 1 is the least intimate form of 

communication (anonymous/impersonal) and step 3 builds on the most intimate forms 

of communication (personal and nonanonymous) (Morhart et al. 2008: 251).  

 The first step was applied by Morhart el al. (2008) to communicate through 

mass channels to promote their study, such as radio, banners. For this research 

Facebook was used as a ground to reach gay friendly sites and posted a short 

introduction to the study with a hyperlink.  In this introduction the researcher 

provided her identity as an academic scholar and her origin to establish credibility, 

which also was done by Morhart et al. (2008: 251).      

 The second step employed a more intimate communication channel, a gay 

online forum (Morhart et al. 2008:  251). Qruiser was selected as distribution 

platform since it is the largest Nordic online LGBT community. According to Morhart 

et al. (2008) the communication had to be sensitive and empathetic to generate 
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acceptance. Furthermore by providing identity and personal information, acceptance 

and trust can be gained (Morhart et al. 2008: 251). Which was why a personal profile 

was created that included a personal presentation, the purpose of the study, a 

hyperlink to the survey and a photo album with selected imagery.   

 The final step includes the most intimate form of communication: personal, 

non-anonymous communication. To enable such communication the researchers 

personal Facebook profile was used to send private messages to individuals who were 

active members on different gay-oriented Facebook pages. By using the search tool 

on Qruiser suitable participants for the survey were found, and private messages were 

manually sent from the private profile. 

          

 

 

The survey was designed through the online non-payment service Google Form. The 

collected data of the survey were handled anonymously, so that it was impossible to 

identify or connect them with any of the participants. The survey was piloted with 11 

participants to examine if validity was obtained and therefore properly captured the 

meaning of the concept or construct it represented (Bruhn Jensen 2002: 240). Some 

minor readjustments were done on the survey from obtained feedback. The structure 

of the descriptive survey consisted of three parts.  

Firstly, socio-demographic background data such as: sexual identity, age, 

gender, location, and level of education was collected. The demographic variable 

level of education was used to minimize the risk that the participant’s economical 

situation would affect their identification with the advertisements, which could have 

misleading results. According to the Swedish Confederation of Professional 

Figure 4.1: Three-Step Procedure for 
Collecting Data from the LGBT 
community (Morhart et al. 2008: 251) 

Figure 4.2: How the model in figure 4.1 

was applied in the research. 
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Associations (Ljunglöf 2011: 5), individuals with an education from a university or 

another higher education system have 7 to 15 percent higher income compared to 

individuals without higher education.  

Secondly, multiple-choice questions concerning previous experiences and 

attitudes towards lesbian-oriented advertisements were introduced. In the final part, 

the stimuli was presented with the purpose of researching to what extent the 

advertisements agreed with their individual identity and lifestyle, compared to the 

identity and lifestyle of the female homosexual group. The answers were limited to a 

four-point descriptive scale from “strongly disagree” to “strongly agree”. Any form of 

middle alternative such as: do not know, was not included here as reactions was 

deliberately provoked. Approximately 600 personal messages were sent via Facebook 

and Qruiser with a response rate of 19,5 percent, 113 units. However as the survey 

was distributed on various Facebook groups and personal profile on Qruiser, some 

respondents might have participated through those channels. Hence the response rate 

might not be accurate. The results was coded and divided to establish initial patterns 

that were further analysed in the interviews.  

4.2 Interviews 

4.2.1 Interview methodology  

Qualitative methods are in general suitable for studying the social world. The method 

seeks to describe and analyse the culture and behaviour of people and groups, from 

the point of view of those being studied (Bryman 2001: 46). The qualitative method 

makes it possible to see through the eyes of the respondents, which can gain new 

perspectives within the research area (Bryman 2001: 61).  

Focus interviews are suitable for studying subjective viewpoints and deeper 

interpretations in social groups (Flick 2006: 155). The focus interviews aimed to gain 

a more in-depth understanding of the respondents’ interpretation, evaluation and 

experience of how they perceive themselves, regarding identity and lifestyle, through 

advertisements depicting explicit and implicit lesbian imagery.  

!

4.2.2 Stimuli and participants 

Representative lifestyle magazines with implemented selected print advertisements 

depicting homosexual imagery were used as stimuli during the interviews. These 

lifestyle magazines were representations of mainstream media and gay media, due to 
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its target groups. The selected implicit print advertisements were incorporated in a 

mainstream media context: the Swedish lifestyle magazine Elle (see Appendix E). 

Since the implicit strategy often is used within mainstream media (Clark 1991: 182).  

The selected advertisements depicting explicit imagery were incorporated in a 

gay media context: the Swedish lifestyle magazine QX (see Appendix F). Since the 

explicit strategy mainly is used in gay-media (2013 Gay Press report 2014). The 

participants included nine self-identified homosexual women with an education from 

a university or another higher education system. The age of the participants ranged 

from 23 to 34 years old, with a mean age of 28. The participants were recruited 

through private messages on Qruiser after they had found the study interesting and 

important after an initial participation in the survey.  

 

4.2.3 Design and procedure 

By relevant theoretical framework and the results of the survey, the design of the 

interview guide was constructed of three themes: identification with the 

advertisements, stereotypes and gender identity, and the sexual identity. The first 

theme was based on findings in the survey considering differences and similarities 

between individual identity and identity of the group. Since gender identity is to be 

central to homosexual women it was chosen as a theme (Eliason 1996). Together with 

stereotypical images of homosexual women, it explores aspects of the homosexual 

identity of self and the group. The importance and relevance of the sexual identity to 

homosexual women within advertising has been quite neglected by research in media 

and communication, and the results of the survey indicated that interesting findings 

could be found through this.  

The guide (see Appendix D) was used as an informal reference with central 

topics to ensure that the same themes were discussed during all interviews. Since the 

interviews aimed to further explore the results of the survey, each themes was 

introduced with open questions. This was done to achieve rambling, as the participant 

leads the conversations into areas that are most important for them regarding the 

subject. This is of high value since the interviewee aimed to explore further within the 

three themes (Bryman 2001: 46).  

The guide was piloted with one participant, to confirm that aspects and topics 

relevant to the research questions were discussed during the interviews. After the pilot 
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study mere changes were made to the format based on feedback from the pilot 

interview. Individual semi-structured interviews were conducted. Seven were carried 

out face-to-face, and two over video and speakerphone. 

Information about anonymity and permission of audio recording was agreed 

on before place and time was decided. The interviews were audio recorded and 

simultaneously the interviewer made notes about which stimuli that was discussed 

during the interview. Each participant decided the location where the face-to-face 

interviews occurred. Overall, the duration of each interview was approximately 40 to 

50 minutes. During the interview session logistical notes were taken about which 

specific advertisement was being discussed, to prevent confusion when transcribing 

the data (Bruhn Jensen 2002: 274). The interviews were transcribed verbatim with the 

aim to find patterns. The transcriptions occurred on the same date as the interviews to 

keep the interview fresh in mind and remember data of importance to the research 

(Ekström & Larsson 2010: 69).  

 

4.3 Treatment of materials 

4.3.1 Data collection 

A pretest of the online survey was conducted, followed by distribution of the survey 

on Qruiser and Facebook. After 12 days of distribution, the data of the survey was 

collected and decoded. The result from the survey in combination with theoretical 

framework generated the interview guide, which was tested through one pilot 

interview. The in-depth interviews and transcription occurred over a three-week 

period. 

4.3.2 Analysis of material  

A qualitative content analysis was chosen as a suitable method to analyse the 

transcriptions from the in-depth interviews. The suitability in this method lies in its 

ability to analyse subjective viewpoints collected through the interviews (Flick 2006: 

328). The data from the verbatim transcriptions were organized and summarized into 

categories, as less relevant passages of material were reduced. To illustrate the main 

findings, quotations translated from Swedish to English were used.  

4.4 Limitations  

Even if a generalizable sample would be wished in the quantitative method, it is 
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impossible to generate a representative sample (Morhart et al. 2008: 250), since the 

true population of homosexuals is unknown, as previous research shows various 

results from 3 to 10 percent (Oakenfull 2013: 62). Therefore, the sample size is 

unfortunately not considered vast enough to generalise the findings on the population 

as a whole, even if the respondents fulfilled all criteria that were needed. 

Additionally, the role as researcher within quite unknown areas, due to limited 

amount of existing research, the aim should rather be of exploring character than 

confirming (Morhart et al. 2008: 250). Therefore, the results from the survey were 

used as background indicators of patterns and themes that were further deepened and 

developed by the in-depth interviews. The survey’s low response rate can be 

explained by the third step of the three-step model, where 300 members on different 

gay-oriented Facebook pages were reached through private messages. This was meet 

with high scepticism and negativity towards the purpose of the research based on its 

connection with advertising and the used definition of homosexual women was met. 

Because the research concerns the hidden characteristic of sexual identity and 

Facebook is a very personal community where the sexual identity is not as central or 

official as on gay forums, it is reasonable why high scepticism and low participant 

rate was given. A handful of people even criticised the study to be conducted by 

Russian authorities with the purpose to identify Swedish homosexual women. 

Therefore, a higher response rate would possibly been generated if Facebook had not 

been used in the final step. 

5. RESULTS 

This section presents the results from the survey and the in-depth interviews. The 

section initially discusses the overall results from the survey since it, as a quantitative 

method, provides a broad picture of what is of significance. The quantitative data is 

further discussed in relation to the qualitative data, based on the previously selected 

themes as well as the research questions and aim.  

5.1 The survey  

The presentation of the imagery below corresponds with the order in which they were 

introduced during both the survey as well as the in-depth interviews. Note that the 

values in the tables represent a certain amount of participants, and not the percentage.  
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It is observable that a majority of the participants consider that this implicit fashion 

advertisement does not agree with their sexual identity or the sexual identity of the 

female homosexual group. There appears to exist a close connection between the 

individual sexual identity and the sexual identity of the female homosexual group in 

the data regarding this advertisement.  

The ambiguous communication, through intimacy between the models and 

subtle textual codes, the homosexual content in the advertisement disagrees with both 

the sexual identity of self and homosexual women. It has previously been argued that 

homosexuals have a negative view towards implicit imagery, when the interpretation 

of the advertisement is that it tries to conceal the homosexual content and therefore 

lack commitment in homosexual women’s battle for societal acceptance. This can 

further be explained by that homosexual women associate the sexual identity with a 

more emotional and political component. If this is the reason why the advertisement 

disagreed with the sexual identity, can only be examined through the in-depth 

interviews.  

!
!
!
!
!
!
!
 

 

Table 5.1. If this implicit fashion advertisement coincide with the individual sexual 

identity as well as the participants’ perception of the sexual identity of the female 

homosexual group. 
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30 
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76 

32 
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Strongly 
disagree!

Disagree! Agree! Strongly 
agree !

Self!

Homosexual 
women!
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This implicit travel advertisement employs similar ambiguous codes through 

subtextual elements and body language as can be seen in Table 5.1. The data 

generated a result where a majority of the participants perceived that the 

advertisement did not represent the lifestyle of the female homosexual group. 

Nonetheless, unlike the result in Table 5.1, the individual lifestyle of the respondents, 

with a slight margin, was agreeably represented in the advertisement. Evidently the 

sexual identity of homosexual women had a stronger collective result, compared to 

the view of the individual sexuality, which was scattered. An explanation for the 

scattered results might be explained by the lack of diversity of portrayals of 

homosexual women in media. The lack of diversity might contribute to the perception 

that the advertisement disagrees with the sexual identity of homosexual women, as it 

does not consist with how homosexual women are usually portrayed in mainstream 

media.  

 

 

 

 

Table 5.2. If this implicit travel advertisement coincide with the individual lifestyle as 

well as the participants’ perception of the lifestyle of the female homosexual group. 
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Homosexual 
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Even if explicit heterosexual references are avoided in advertisement by the depiction 

of two same-sex characters, merely a slight amount of the participants considered it to 

agree or strongly agree with their individual sexual identity and the sexual identity of 

the female homosexual group. As with the advertisement in Table 5.2, this lack of 

agreement could be explained by the notion that the female characters in the 

advertisement do not cohere with the regularly stereotypical portrayals of homosexual 

women. This is further probable since approximately twice the amount considered the 

advertisement to agree with their individual sexual identity than agree with the sexual 

identity of the female homosexual group.  

Another possible explanation is that the heterosexual dominant perspective, 

which homosexual women often adopts when reading the content of mainstream 

advertising (Clark 1991: 197), results in that the characters in the advertisement is not 

perceived by the participants as homosexual and consequently are not coherent with 

the sexual identities of themselves or other homosexual women. As the sexual identity 

of homosexual women has traditionally displayed resistance to the mainstream 

fashion definition of female beauty (Clark 1991: 183), this may be one of the reasons 

the advertisement was considered to disagree and strongly disagree with the sexual 

identity of the female homosexual group. 

 

 

 

 

 

Table 5.3. If this implicit fashion advertisement coincide with the individual sexual identity 

as well as the participants’ perception of the sexual identity of the female homosexual 

group. 
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The ambiguous coding of the homosexual content in the advertisement, subtextual 

elements with reference to coming out, did not provide a representation of the 

homosexual woman that complied with the perception of the lifestyle of the female 

homosexual group. As the design of implicit imagery is ambiguous and the reading of 

the homosexual content therefore lies in the ability of the audience to interpret the 

content as homosexual, arguably the subtextual references were not identified as such, 

which might explain the high disagreement with the lifestyle of the female 

homosexual group. On the contrary since the purpose of the study was defined in 

advance to the participants, it is highly unlikely that this occurred. However, as can be 

seen in Table 5.1 and Table 5.2, it is plausible that subtextual elements do not cohere 

with experiences or representations with neither the sexual identity nor lifestyle of the 

female homosexual group.  

 

 

 

 

 

 
!

 
 

 

 

 

Table 5.5.  If this implicit fashion advertisement coincide with the individual sexual 

identity as well as the participants’ perception of the sexual identity of the female 

homosexual group. 
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Table 5.4. If this implicit automobile advertisement coincide with the individual lifestyle 

as well as the participants’ perception of the lifestyle of homosexual women.  
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The strong connection between the individual sexual identity of and the sexual 

identity of the female homosexual group may be that the common feature of sexual 

identity creates similar habitus through socialization and experience. If analysed with 

the theory of habitus, the results indicate that individuals identifies through the class, 

as the same taste is shared. The knowledge of what is considered valuable and 

relevant to the group is high. Although what is of value and relevance to the group 

cannot be investigated through the survey, but is further researched in the qualitative 

study. The advertisement may be assessed as successful in portraying the sexual 

identity of homosexual women as the majority of the participants agreed or strongly 

agreed with the portrayal. Bourdieu (2005) states that individuals are defined through 

their taste, hence the advertisement’s correlation with the sexual identity is successful 

because the content is regarded to be consistent with both habitus and taste  (Dahlberg 

2010: 29) of the participants as well as their perception of the habitus and taste of the 

female homosexual group. 

!
!

!
!
!
!
!
!
!
!
 

 

 

 

The primary strategy of this advertisement was explicit imagery, nevertheless it also 

employed textual elements to communicate the homosexual content, which likewise 

was used in the implicit advertisements seen in Tables: 5.1, 5.2, and 5.4. Unlike the 

results in Tables 5.1, 5.2 and 5.4, the advertisement was considered to be consistent 

with the individual sexual identity of homosexual women as a greater amount 

strongly agreed as well as agreed rather than strongly disagreed and disagreed. 

Nevertheless, the advertisement was considered to be more cohesive with the sexual 

identity of self, than of other homosexual women. Consequently, the mirroring 

function had an effect on the homosexual subjectivity, as the advertisement coincided 

Table 5.6. If this explicit travel advertisement coincide with the individual sexual 

identity as well as the sexual identity of the female homosexual group. 
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more with the individual sexual identity rather than the sexual identity of the female 

homosexual group.  

!
!

!
!
 

 

 

 

 

 

 

 

 

With minor margin this advertisement was considered to be less consistent with the 

individual sexual identity, compared to Table 5.6. The practically equal distribution 

between the participants on the alternative of more versus the alternative of less might 

indicate that the female homosexual group is not a homogenous group. Instead the 

group is a heterogeneous group, which further strengthens the notion that there exists 

diversity within the group that is virtually non-existent in the portrayal of homosexual 

women in media. However, even if the advertisement was considered to be less 

consistent with the individual sexual identity compared to Table 5.6, nearly all 

participants could identify themselves with any or both of the characters in the 

advertisement (see Appendix A, Table 8), the majority of those who could not 

identify with any of the characters considered the advertisement to be less coherent 

with their individual sexual identity. Correspondingly, those who considered the 

advertisement to be less coherent with their individual sexual identity, identified in a 

higher amount with the sitting character in the advertisement, while a majority of 

those who found the advertisement to be more consistent with their individual sexual 

identity identified with the standing character. Why this correlation transpired is 

further investigated through the in-depth interviews. 

!
!
!

Table 5.7. Compared to the stimuli in table 5.6, if this explicit travel advertisement 

coincided more or less with the individual sexual identity. 

39 41 

25 

8 

More! Less! Equal! Do not 
know!
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Uniformly as the explicit travel advertisement in Table 5.6, the homosexual content is 

depicted through intimacy of a homosexual couple that share a kiss. Similarly to the 

result in Table 5.6, almost an identical quantity considered the advertisement to agree 

with the individual sexual identity as well as the sexual identity of the female 

homosexual group. Furthermore, this advertisement generated approximately the 

same amount of disagreement in regards to the perception of the sexual identity of the 

female homosexual group. As the advertisements in Table 5.6 and Table 5.8 received 

similar results on the sexual identity of homosexual women, the consistency of 

intimate physical contact with the sexual identity in these explicit travel 

advertisements is evenly divided between disagreement and agreement. This might be 

since the purpose of explicit advertisements is to target homosexuals through their 

sexual identity and experiences, which here is divided between considered consistent 

and not consistent. The experience of the behaviour in the advertisement is 

constructed from how individuals express their sexual identity when traveling, which 

might diverge. 

  

!

!

Table 5.8. If this explicit travel advertisement coincide with the individual sexual identity 

as well as the participants’ perception of the sexual identity of the female homosexual 

group.  
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Even if the goal for gay-specific advertisements is to target homosexuals through their 

sexual identity, it seemingly did not succeed in this case, as there was a significant 

majority that strongly disagreed with the coherency of the sexual identity portrayed. 

Although the connection between the advertisement and the individual sexual identity 

was extensively disagreed upon, the advertisement was considered to be more 

consistent with the sexual identity of the female homosexual group. The explanation 

for this might be that the advertisement portrays a stereotypical image of homosexual 

women as radical feminists, which might be more consistent with the perception of 

the female homosexual group rather than the actual diversity of the group. 

Table 5.10. If this explicit fashion advertisement coincide with the individual sexual 

identity as well as the participants’ perception of the sexual identity of the female 

homosexual group. 
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Table 5.9. If this explicit automobile advertisement coincide with the individual sexual 

identity as well as the participants’ perception of the sexual identity of the female 

homosexual group.  

 

63 

30 

17 

3 
10 

56 
45 

2 

Strongly 
disagree!

Disagree! Agree! Strongly 
agree!

Self!

Homosexual 
women!



42!

 
!
Contrasting the stimuli in Table 5.9, this advertisement utilises the reverse 

stereotypical image of homosexual women, namely the lipstick lesbian. As this 

stereotype has been critiqued for aiming to please heterosexual men rather than 

targeting homosexual women, this is probably why it is considered to be in strong 

disagreement as well as disagreement with the individual sexual identity and the 

perceived sexual identity of the female homosexual group. Identity theory states that 

viewer’s respond favourably to advertising content that mirrors their identity, the data 

clearly indicate that the lipstick lesbian is not consistent with the identity of 

homosexual women nor is it consistent with the perception of the sexual identity of 

the female homosexual group.  

!

5.2 The Interviews 

As predicted, the data from the interviews regarding identification with the 

advertisements resulted in that most of the homosexual content in advertisements 

depicting implicit imagery was difficult for the participants to recognize and identify. 

The majority of the participants explained that without knowledge about the purpose 

of the study before seeing the advertisements, the subtle homosexual content would 

not have been found in the imagery and therefore not been identified with. This was 

associated with how the participants considered that mainstream advertising including 

heterosexual imagery often used physical intimacy between women, without targeting 

homosexual women. They stated that the lack of frequency regarding mainstream 

advertising towards homosexual women was a further reason why the homosexual 

content would normally be unnoticed, as this kind of advertisement usually was not 

targeted towards them. However, due to the lack of frequency the few that does exist 

was explained as something positive for the participants, which was achieved by 

turning a blind eye on erroneous imagery.  

 

Participant nr 2: There are so few ads towards homosexual women that you do not 
care about if it is good or bad, you just get happy and excited because it exists.  

 
Participant nr 8: Lesbians really want to say that good lesbian advertising exists, 
when in fact it does not. Therefore, you have to settle with what is given.  
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Despite if explicit or implicit imagery was depicted, some participants considered that 

the advertising was more coherent with their identities after having identified genuine 

feelings between the characters in the content. This was explained by that homosexual 

women in general would be taken more seriously in society if the advertising depicted 

genuine emotions and not sexual attraction. 

 

Participant nr 1: When female homosexuality is depicted in various media it is almost 
never considered to be equal to heterosexuality. Therefore, feelings are a certificate of 
authenticity regarding homosexuality. 

 

One implicit advertisement managed to balance the aspects of sexuality and gender, 

which resulted in a strong connection between the individual sexual identity and the 

perceived sexual identity of the female homosexual group (see Table 5.5). In this ad, 

the appearance of the characters was not considered either too masculine or feminine, 

as the characters were seen intimate in a natural way that reflected behaviour of a 

realistic homosexual female couple. Therefore homosexual women could successfully 

identify themselves with the advertisement depicting implicit imagery. 

 

Participant nr 6: It is natural and beautiful at the same time and that is why I like this 

picture. 
 

Facial expressions had an impact on if of the advertisement was considered to 

targeting homosexuals. Facial expressions that were considered as genuinely 

expressing happiness distinguished the advertising from what the participants 

considered was advertising towards heterosexuals, as characters with facial 

expressions that expressed attractiveness were not seen as members of the class. The 

participants considered that the content where faking the homosexual identity as the 

expression of intimacy through attractiveness was not perceived as genuine. It also 

was seen as a stereotypical male fantasy of femininity and homosexual women. 

 

Participant nr 9: This is straight guys definition of lesbian couples!  

 

For example, in Table 5.10, the stereotypical imagery of the lipstick lesbian, also 

named by participants as porn stars lesbians, was considered heterosexual men’s 

fantasy abut homosexual women. Clearly, this depiction was neither consistent with 



44!

the individual sexual identity nor the sexual identity of homosexual women. During 

the interviews, even if the advertising depicted explicit imagery through intimacy 

between a same-sex couple, the participants strongly considered that it was not 

targeted towards them but towards heterosexual men. This advertising was also 

considered to create a negative experience for the participants, as advertising with this 

sort of stereotypical imagery did not take the homosexual identity seriously.  

Furthermore, the most mentioned example of negative experience from 

advertising towards homosexuals was the advertisements of Stockholm Pride 2012. 

An advertising campaign made by students at a famous advertising school in 

Stockholm, Sweden, with the purpose to depict positive aspects of being a member to 

the LGBT community. The negative experience derived from that the advertising 

content was not depicting the homosexual identity in a fair and just way. 

 

Participant nr 4: At first I found them funny, but soon I realized that the ads gave an 
impression that homosexuality is a choice and gave reasons that motivated why one 
should be homosexual. That is not what homosexuality is about.   

 

By depicting the homosexual identity in advertising as a choice, based on pros and 

cons, is clearly connected for the participants to trivialize the value, definition and 

attitude towards homosexuality. The depiction of homosexuality as a choice is not 

consistent with neither the sexual identity of self and the sexual identity of 

homosexual women. This furthers the results in Table 5.1 and Table 5.4, where the 

use of subtextual elements creates similar results. The participants explained that it is 

unlikely that advertising towards heterosexuals would adopt a similar strategy. As the 

advertising for Stockholm Pride 2012 was displayed in mainstream media, the strong 

negative reactions could be explained with that they were targeted towards a 

mainstream audience, and therefore frequency could impact the mainstream audience 

attitudes towards homosexuality. As this sort of advertising was not considered to 

assist achieving normalisation and acceptance in society, since it trivializes 

homosexuality to a choice, a sexual orientation and less equal to heterosexuality, it is 

comprehensible why the participants not considered the advertising in Table 5.1 and 

Table 5.4 to be coherent with the identity of the female homosexual group. Instead the 

approach that homosexuality is not equal to heterosexuality and is more a fun thing 

that one may want to try, is similar with the approach of postmodern feminism: 

“Anything goes, as long as we are enjoying ourselves.” (Ross 2010: 47). Furthermore, 
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to treat the LGBT community as a homogenous group in mainstream advertisement 

could be seen as an example of how little the advertising industry knows about 

homosexual women and their identification with advertising content.  

Additionally, all participants had through gender identity achieved a negative 

experienced by advertisement targeted towards a non-homosexual audience. In 

general, the participants often found advertising offensive towards women, by 

sexualisation and objectification. Many argued that mainstream advertising that 

depicted female characters often was targeted towards heterosexual men. This 

occurred even in advertising for products towards women, such as lingerie.  

The explicit advertising in Table 5.7 raised some interesting discussion as 

unlike the result in Table 5.7 the majority could not identify with any of the 

characters. Furthermore, even if the content did not depict any explicit sexual 

behaviour, a sexual domination between the characters was found, as one of the 

characters was considered to have a stereotypical behaviour that men have in 

mainstream advertising.  

 

Participant nr 8: In most mainstream ads, the woman is always looking at the man, 
while the man is looking into the horizon. Almost, like they have got something 
better to do.          

 

Why this occurred can be explained through thinking schemes. The thinking schemes 

register differences between men and women in a system of homologous antagonism 

as: high/low, on top/below, which can correspond to actual body movements 

(Bourdieu 2004: 19). These movements are further applied to gender roles and sexual 

behaviour where social meanings have obtained, and create what seem to be natural 

differences between the genders. Therefore, the interpretation of a sexual domination 

between the same-sex characters was because the definition of sexuality for men is 

through conquer and domination, which the participants considered was achieved by 

one character’s body movements. Additionally, this was further strengthening by the 

other character, which was defined as the dominated. However, what is even more 

interesting is that the dominant character received the identity of a stereotypical 

homosexual woman. This was explained by the character’s lack of femininity, which 

is consistent with the portrayal of the stereotypical homosexual woman as a radical 

feminist (Oakenfull 2013: 67).  
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Furthermore, all participants stated that they could not identify with 

advertising depicting stereotypical imagery of homosexual women. The reason for 

that was the connection between lack of femininity and the general idea of the 

appearance of homosexual women. This kind of stereotypical imagery was 

something, which most participants did not like and also did not want to be identified 

with. The discussions about stereotypical imagery often lead into the acceptance of 

the homosexual identity within society and the homosexual group. There where a 

wish among the participants that femininity would be accepted as a homosexual 

identity within the group of homosexual women. That the homosexual identity 

together with feminine gender behaviour would be equally accepted within the 

homosexual group as the masculine identity seems to be. The reason for this was that 

the homosexual identity of a feminine woman was not taken seriously when it was 

expressed openly.  

 

Participant nr 9: As an openly femme lesbian I always get to hear: Are you really 
gay? Because it is expected to look like a stereotypical butch when you are a 
homosexual, both by society and other lesbians.  

 

Through femininity, the homosexual identity did not seem to be rightfully expressed 

according to the values within the homosexual group. Why openly homosexual 

women with feminine gender behaviour have difficulties to achieve societal 

acceptance is due to the lack of resemblance with the stereotypical imagery of 

homosexual women as radical feminists. Even if individual places themselves in the 

social category as homosexuals, other members do not agree with this. The results 

strongly indicates that what is considered to be valuable for homosexual women as a 

class, is that the sexual identity is taken seriously and is equal to heterosexuality, 

which is the dominant norm. This does not occur due to how media depicts 

stereotypical imagery as for example the feminine lipstick lesbian.  

Because this stereotypical imagery has received criticism since the female 

homosexuality is not intended for members of the class, but for the pleasure of 

heterosexual men, the feminine gender behaviour together with a homosexual identity 

have a hard time to be accepted within society and the group. Further, during the 

interviews most participants agreed that homosexual women in general would identify 

with advertisements depicting stereotypical imagery, as the imagery depict societal 
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perceptions of homosexual women’s appearances, and therefore expressed the 

membership of the class.  

 

Participant nr 5: I think that many lesbians would identify themselves through 
masculine stereotypes, since there is some kind of hatred among left-winged lesbians 
about femininity. Like, you are not a real lesbian if you look straight, or like a 
woman. 

 

The membership of the class is expressed through a masculine appearance that 

differentiates themselves from other classes and members of those classes. A 

feminine appearance does not differentiate the members from other members of 

classes, and therefore it is not considered valuable within the homosexual group.  

This was strengthened by that difficulties of identification was sometimes 

motivated by that the appearance of characters did not reflect how most homosexual 

women looked like. These advertisements depicted implicit imagery, whereas the 

characters were considered too beautiful to have a homosexual identity. Furthermore, 

advertisements that were considered containing femininity was considered possibly 

targeted towards a non-homosexual audience and therefore the respondents were 

suspicious if the content was targeted towards them. This could be explained by that 

sexual behaviour is expressed through the imagery and that explicit sexual behaviour 

is more connected to men’s definition and characteristic of sexuality than for women. 

This can further be explained by what Troiden (1985) refers to as gender-

inappropriate behaviour, which the respondents thought occurred in most of the 

explicit advertisements.  

All respondents wanted an increased amount of advertising towards 

homosexual women, as it would result in higher acceptance in society. Also, 

increased visibility would create a more diverse perception of homosexual women in 

society. Furthermore, the visibility had to be in a positive way, as some of the 

respondents feared that the wrong type of attention would provoke and generate 

negative attitudes towards homosexuality. This wanted to be avoided, and therefore it 

is not only about a wish for an increased amount of advertising towards homosexual 

women but the advertising had to be portrayed to obtain the right kind of visibility. 

 
Participant nr 7: I do not want to anger the public by having homosexual advertising 
in mainstream media that will make people react in a negative way. 
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The fear of negative attitudes towards homosexuality from the general public was 

often brought up in context of the explicit stimuli, especially the advertisement in 

table 5.9. This advertisement was considered to be depicting stereotypes of 

homosexual women in a masculine way that was beyond society’s acceptance towards 

homosexuals. This was the advertisement that most could not identify themselves 

with, but considered that other homosexual women would be able to identify with it. 

As mentioned before, the masculine identity is stated to be an identification marker 

for this class.  

Consequently, most respondents could not identify with advertisements that 

depicted stereotypes; even if these strongly expressed the homosexual identity. The 

reasons for this were lack of femininity or the stereotypical view of the appearance of 

homosexual women. Most respondents did not like this stereotype and did not want 

that others should identify them through it. However, most the respondents thought 

that homosexual women in general would identify with advertisements depicting 

stereotypes. The reason for this was how society thinks that homosexual women 

should look to be identified as one, and how homosexual women want to show the 

public their sexual identity and that they are members of the homosexual group.  

 

Participant nr 3: I think that many lesbians would be able to identify through 
masculine stereotypes, since there is some kind of general hatred about femininity. 
You are not a real lesbian, if you look straight. Because masculinity works like a code 
to communicate with other lesbians that you are one of them.  

 

One example of this is the advertisement in Table 5.7, which the participants agreed 

that homosexual women in general would be able to identify with the stereotypical 

imagery, but did not want to identify with as an individual. Furthermore, in the survey 

most participants could identify with either of the characters and the dislike for the 

advertisement was not as strongly expressed than what occurred during the in-depth 

interviews. 

Interesting was that during the interviews all participants mentioned similar 

occasions when the sexual identity was of importance and expressed. The sexual 

identity was expressed during flirting, interactions with other members of the group 

and when a heterosexual identity was assumed. The latter was explained as a reaction 

to something that needed to be corrected to prevent misunderstandings, which is 

further confirmed by Troiden (1985), as the assumption of a heterosexual identity is 
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prevalent. The occasions where the sexual identity was expressed further explains 

why the masculine gender behaviour is of value to the group. Often mentioned was 

how institutions and communication sources had a heterosexual assumption, which 

made the participants feeling left out.  

6. CONCLUSIONS AND DISCUSSION 

A quite substantial finding in this study was that the individual sexual identity, differ 

from the perceived sexual identity of the female homosexual group. During the 

interviews it became evident that advertisements that was considered to not coincide 

with the individual sexual identity or lifestyle, was often considered to coincide with 

the sexual identity or lifestyle of homosexual women. As previous research has stated, 

homosexual women are depicted with minor diversity in advertising and other media. 

In addition, the common stereotype of homosexual women as radical feminists keeps 

marketers at a distance. Based on previous research, this stereotypical imagery exists 

because homosexual women have taken a masculine identity to distinguish the group 

from others. However, this research has shown that very few are able to identify with 

the stereotypical homosexual woman.  

Furthermore, the result indicates that lack of femininity results in that the 

advertisements are not considered to be consistent with the individual sexual identity. 

Furthermore, when advertising portrayed the stereotypical homosexual woman, see 

Table 5.9, it was regarded as a plausible agitation of the public, which was not desired 

by the participants. Even if Bourdieu’s theory of the invisible visibility in relation to 

homosexuality is seldom adapted in previous research, this study undoubtedly 

demonstrates that the invisible visibility is of great importance for homosexual 

women, as advertising is perceived as a media that can contribute to their acceptance 

as equal citizens in society. Homosexual women, in general, have difficulties 

understanding when advertising is targeting them, which is understandable since such 

advertisements are virtually non-existent.   

Even if previous research states that advertising may possibly assist the 

homosexual group to achieve acceptance in society, the result of this research 

undoubtedly advocates that advertising can, according to homosexual women, can 

enhance society’s acceptance.  
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Further, this research has revealed that advertising towards homosexual 

women is accompanied with a substantial degree of responsibility as homosexual 

women perceive advertising as a way to legitimize them in society and also since 

homosexual women share concerns of how it may affect the general audience attitude 

towards homosexuals in society. However it would be erroneous for homosexual 

women if they decided to distance themselves as well as counteract consumerism and 

media. The political agenda of the homosexual movement has developed since the 

early 70’s, however the enquiry is if the male dominance has forced homosexual 

women to remain within a political and social era? Evidently, media’s creation of 

third way feminism has undoubtedly made it more difficult for divergent homosexual 

women to achieve acceptance in society. The stereotypical lipstick lesbian is 

comparable to what Ross (2010) defines as heterosexual men’s stereotypical imagery 

of femininity, which was revealed during the interviews.  

Nevertheless, it is essential for further research not to interpret criticism about 

the feminized stereotypical imagery of homosexual women as an indication that 

homosexual women are against femininity. Rather, there is a desire that the 

homosexual identity will be acknowledged in a diversified definition within both the 

female homosexual group and by society at large. Homosexual women desire that 

feminine gender behaviour within the homosexual identity will be accepted, albeit not 

in the manner that heterosexual men would outline it. Since homosexual women has 

traditionally distinguished themselves from heterosexual women, it is comprehensible 

that the data demonstrate that an excessive amount of femininity in mainstream 

advertising, is received with critique and scepticism from the participants, regarding 

the authenticity of the sexual identity. The results noticeably illustrate that media’s 

depiction of homosexual women in combination with how homosexual women has 

taken on a masculine identity to distinguish themselves from the heterosexual norm, 

has made it incredibly hard to accept feminine gender behaviour as a homosexual 

identity. However, the appropriate amount of femininity makes the female 

homosexuals consider the advertisement to be consistent with their individual sexual 

identity, while it is not considered to be consistent with the sexual identity of other 

homosexual women.  

Combined with the result from the survey, the data from the in-depth 

interviews illustrate that gender identity is defined through different aspects based on 

the strategy employed. Within out-of-closet advertisement, gender identity was 
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defined through what was considered as gender appropriate behaviour in the depicted 

character’s appearance. The advertisements with explicit imagery that was not 

considered employing gender appropriate behaviour were not considered consistent 

with the individual sexual identity or lifestyle. Combined with Troiden’s (1988) 

classification of obtainment of the homosexual identity, the results shows that even if 

open behaviour of sexual character is portrayed within the advertisement, it is not 

permanently considered as an expression of homosexual identity.  

Further this is associated with the predominance of male imagery within 

advertising. As men are more referred to open sexuality, the predominance of male 

homosexuality within advertising through the one-size-fits-all approach does not 

depict gender behaviour that institutions and communication have taught women to 

obtain. Therefore, the homosexual group cannot continue to be utilized as a 

homogeneous group since the accepted gender behaviour differ significantly between 

male and females. As previous research and theoretical frameworks concludes that 

openly homosexual women achieve a simultaneous oppression in society, which 

homosexual men do not, the impression of advertising may further differ between the 

groups.  

However, why inappropriate gender behaviour for the individual sexual 

identity often was considered consistent with the sexual identity of homosexual 

women can further be clarified by both media’s depiction of the group and how 

homosexual women traditionally has distinguished themselves from other classes 

through the masculine identity.  

Concisely put; within advertising depicting implicit imagery, the gender 

identity was seen from a heterosexual view as the respondents often presumed that 

neither they or homosexual women in general was not the primary audience for the 

advertisements. This occurred despite knowledge of the purpose of the study and 

previously being exposed to advertising with implicit imagery in the stimuli. 

Consequently, the homosexual content within the stimuli was not realized as the 

participants stated that they would not have noticed the homosexual content and did 

not assume that they were the target audience.  

Having established the impact of gender identity, the sexual identity is 

nonetheless of importance as the results confirm what previous research has specified 

regarding the difficulty for homosexual women to identity with content that lack an 

element of sexual identity. Furthermore, the results indicate that the overall social 
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stigma concerning homosexuality and homosexuals does not merely occur in society, 

but a stigmatization transpires within the subgroup of homosexual women. When 

advertising portrays homosexual identity through characters with feminine gender 

behaviour, a similar we against them approach was apparent.  

Characters with feminine gender behaviour were defined as potential members 

of the heterosexual class. Feminine gender behaviour within the homosexual group is 

seen as deviant from the recognized masculine behaviour. Through medias lack of 

frequency and respect, as feminine homosexual women are often portrayed as 

pleasure for heterosexual men, advertisements resexualisation of women could 

explain the prevailing stigmatisation within the group. As previous research defines 

the sexual identity of homosexual women, to be a political component, the rebranding 

of feminism into femininity is contributing to the critical perception towards 

advertisements depiction of feminine homosexual identity. The sexual identity is 

highly important for homosexual women, albeit not in an identical fashion as 

homosexual men.  

Third wave feminism deeply influence homosexual women, as well as media; 

consequently, neither the homosexual group regards the stereotypical imagery of a 

femme lesbian as a serious portrayal of the homosexual woman. Advertising for 

homosexual women is regarded a political field as its foremost purpose is to generate 

acceptance within society. This is something that the advertising industry and other 

media channels need to comprehend, as women in general are dominated within 

society. I, as a self-identified young homosexual woman consider the definition of 

homosexuality for women as a construct based on simultaneous oppression.  

As homosexual women, as a minority, strive for acceptance in society, the 

visibility that advertising can provide needs to be performed and perceived in the right 

way. This study has highlighted the necessity for further research within the area, as 

the results indicate that media’s stereotypical imagery of homosexual women may 

have manipulated the members’ definition of it. The result of this research should be 

interpreted within the limitations of the methodology. Given the use of actual 

advertisements containing brands, the author recognizes the limitation of brand 

factors such as brand effect, brand usage and brand familiarity.  

To the best of the author’s knowledge, this is the first Swedish study to 

investigate this issue, as the field is nearly devoid of research. Additional research is 

needed in this area to further explore the possible consequences of stereotypical 
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imagery of minorities within media. This research illustrate that homosexual women 

is not a homogenous group, but a heterogeneous group with diversities that needs to 

be realized and portrayed within media. Further research is required on the impact of 

homosexual women’s dual identity as women and homosexuals on their response to 

gay-oriented advertising. In the future prospective studies impact of a triple minority 

identity would contribute to the scarcely existent research on homosexual women’s 

identity and their response to media depicting homosexual portrayals.  
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A high amount considered that ads towards homosexual women were relevant. As 

seen in table 2, a higher amount wanted to see more ads compared to how many found 

it relevant.  
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Almost all participants wanted to see more advertising towards homosexual women. 

No one did not wanted to see more and only two considered it to be irrelevant.  

 

 

 

99 

1 
13 

Yes! No! Does not matter!

Table 1. Importance of advertising towards homosexual 

women. 

111 

0 2 

Yes! No! Does not 
matter!

Table 2. How many wanted to see more advertising towards 

homosexual women. 
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The vast majority had seen ads towards homosexual women in gay magazines. Other 

sources were in significantly lower amount, as magazines was in the lowest amount. 

Few could not recall.   

!

!
As can be seen in Table 3, gay magazines was the media were most had seen ads 

towards homosexual women, but the result here shows that it was the least wished 

place to see more ads. All other media gained more than the double amount, as TV-

advertising had the highest amount. In addition, some participants wrote these 

opinions: “Everywhere!” “It needs everywhere!” “Everywhere, to highlight and 

eventually crush the heterosexual norm!” “Anything that raises awareness of that 

homosexuality is a good thing.” “Information brochure, for example.” “In information 

from authorities.”  

8 

19 

99 

5 

13 

Cannot recall!

Other!

Gay Magazines (e.g. QX, Diva)!

Magazines (e.g. ELLE, Plaza)!

Daily Newspapers (e.g. Dagens 
nyheter, Aftonbladet)!

Table 3. Where advertisement towards homosexual women had been seen. 

96 

94 

46 

109 

95 

6 

Daily Newspapers (e.g. Dagens Nyheter, 

Magazines (e.g. ELLE, Plaza) !

Gay Magazines (e.g. QX, Diva) !

TV-advertisment !

Public spaces (e.g. Public transport) !

Other !

Table 4. Where advertisement towards homosexual women wanted to be seen. 
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A significant high amount considered that the advertising in gay media was targeted 

towards homosexual men. No one considered that the ads were primarily targeted 

towards homosexual women. A very low amount found it equally between the 

genders. A clear majority did read gay media, as few did not.  
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!
A majority considered that ads towards homosexual women often used stereotypes. A 

high amount found that the ads sometimes could portray homosexuals by stereotypes, 

as less than half did not thought that ads used stereotypes. A low amount did not 

know.  

99 

0 6 8 

Towards 
homosexual 

men!

Towards 
homosexual 

women !

Equally! Do not read 
gay media!

Table 5. To whom the advertising in gay media was primarily considered target 

towards. 

48 

18 

39 

8 

Yes! No ! Sometimes! Do not know!

Table 6. The use of stereotypical characters in advertisement towards homosexual 

women. 
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A higher amount have had positive experience both several times and occasionally 

compared to negative experience. Only one had no positive experience, as a small 

amount could not remember. The negative experience shows more equal numbers as 

almost the same amount had several negative experiences, as those who had not 

experienced anything negative. A higher amount, compared to positive experience, 

could not remember if they have had a negative experience. The majority have had 

positive experience.  
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40 

60 

1 

12 

27 

35 
29 

22 

Yes, several 
times!

Yes, 
occasionally !

No! Can not 
remember!

Positive!
Negative!

Table 7. Prior experience of advertisement towards homosexual women.   

19 

13 

6 

1 

6 

22 

4 

9 
7 

12 

4 
2 

4 

1 
2 

1 

Standing! Sitting! Both! None!

More 

Less 

Equal 

Do not know 

Table 8. Combined with the result of Table 5.7, the coincided of the sexual 

identity of self with the characters in the ad 



!
!
!
!
!
!
!
!
!
!
!
!
!
!
!
 

The ad agreed on homosexual women’s sexual identity, as a slightly lower amount 

disagreed.!!

 

The individual lifestyle is strongly consistent with the individual sexual identity in 

table 5.8, where the majority agreed with nearly the same result. As seen in table 5.8, 

the individual lifestyle was disagreed with same amount. Difference is seen on 

strongly disagreed which generated a higher amount on the individual lifestyle than 

sexual identity.  

!
!
!

11 

53 

45 

4 

Strongly 
agree!

Agree!Disagree!Strongly 
disagree!

Table 9. If the advertisement in table 5.7 is coincided with the sexual 

identity of homosexual women. 

Table 10. If the advertisement in table 5.8 coincided with the individual lifestyle.   

14 

50 

36 

13 

Strongly agree!Agree!Disagree!Strongly 
disagree!
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APPENDIX B. SURVEY – TRANSLATED VERSION 
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APPENDIX C. SURVEY – ORIGINAL VERSION  
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APPENDIX D. INTERVIEW GUIDE 

 

The following set of questions was used as a general guideline to structure the 

interviews. Even if the interview is built around four different themes, the direction of 

the interview was consistent with respondent’s opinions and experiences. Therefor, 

the order of the questions presented here was not necessarily followed in all 

interviews. Before the interview started the respondents were asked to look through 

the stimuli, consisted of two lifestyle magazines. 

 

Identification with advertising 

1. After looked through the various magazines, can you tell me if you 
experienced any differences between the advertising in the magazines?  

2. In what ways did you experience it? / Can you tell something more about it?  
3. How do you feel about the explicit/implicit lesbian imagery in QX/ELLE?  
4. Does the advertising speak to you? Do you identify with the imagery? Why? 
5. Do you think homosexual women in general identifies with this image? Why? 
6. Would you like to see more homosexual women presented in advertising? 

Where would you like to see more advertising towards homosexual women? 
Why? 

7. Do you experience that advertising towards homosexual women differs from 
imagery that usually appears in mass media?  

Stereotypes & Gender roles 

1. How do you interpret the relationship between the characters? Why? 
2. Do you consider that any of these ads uses stereotypical characters?  
3. Had your interpretation of the relationship changed if one of the characters 

would have been a man? Which of the characters would you have changed?  
The homosexual identity 

1. Are there situations in your daily life where you identify yourself with your 
sexual identity?  

2. Have there been situations where you have felt it necessary to express your 
sexual identity? 

3. How do you express your sexual identity? Examples? 

4. Was there any commercial within the magazines that you thought depicted 

homosexual women in a more believable way?  

5. Is there any thing that defines the characters sexual identity? 

6. How do you think that homosexual women in general would interpret the 

sexual identity?  



!
!
!
!
!
!
!
!
!
!
!
!
!
!
!
!
!
!
!
!
!

APPENDIX E. IMPLICIT STIMULI 
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APPENDIX F. EXPLICIT STIMULI  
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