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Introduction
The current world we are living in is highly dominated by the sexualized adverts. This is intending to attract the attention of the audience in that some become more obvious than others. It started as a commercial later to a printed ad of the Carl's Jr advert as it was published in 2005.  This advert broke the internet based on its much controversy.
The famous Carl's Jr fast food is a kind of company known for many adverts of burgers selling accompanied by hot celebrities wearing bikinis. This advert is based on gender in that it has a woman on the front page having minimal clothing has her most skin is being exposed. The woman in the advent is a well-known celebrity by the name Paris Hilton. The stance she is in is of such as sexual (Parker and  Furnham 2007). 
Her eyes being closed, the hair is blonde while blowing in the air; her arm is bent while her hands are resting on her hips which make her appear vulnerable. Based on race, it is noted that most of its adverts are accompanied by white women. This suggests that white women are perceived to be more attractive as they are likely to grab the attention more. This is as shown in the picture below.
[image: C:\Users\VINNLY CYBER\Pictures\Capture12342.PNG]
Primary white women are subjected to these kinds of adverts as they portray women as an object that is used for selling a product. The advert is being over-sexualized. The main aim of the advert was to sell the cheeseburger but instead, it is more of selling that woman in the photo. It does not come out clearly what was the essence of the white woman exposing herself in their burger. If it was the cloth industry it would have understood that that was the design they are introducing. What is a naked lady and foodstuff relate. Studying the advert one can notice that the lady even is not interested in the burger, this is because she has closed the eyes and the food is just held in the hand but not eating it (Reichert and Lambiase 2003).  
It does not matter even if the size of the female photo is so small compared to the size of the cheeseburger, your attraction first will be on the female and later to the cheeseburger. “She’ll tell you size doesn’t matter. She’s lying" is the slogan behind the advert. Using the above slogan, “she’ll tell you size doesn’t matter, she’s lying” makes the advert to be more sexualized in that it makes one think of the male genital organ at first and not the burger on the advert. For instance, how is the slogan related to the purchase of the burger? Making it more sexualized is that they use the female pronoun in the advert to make it a gender-based idea. Therefore, having a woman dressed in a bikini while eating a burger becomes extremely unnatural and also unnecessary. 
The advert is selling a woman as well as her body unlike being selling the burger. The main idea of the advert was specifically to sell burgers of the franchise except as it seems to do exactly opposite. This is simply because people are taking more interest in the female character in the advert while forgetting about the burger and its ingredients. Even the background of the lady photo has nothing to do with the food industry.
 According to Reichert (2002), this advert is overt in that it directly displays the opposite of what is expected.  This is because the woman is suggesting a different idea compared to the one intended to do. The woman is suggestive to other sexual attractions but no the burger attraction. Making matters mo0re worse is that, the slogan accompanying the advert says or suggesting something that is not related to the burger. The use of sexual content in advertising is mainly to explore the following theoretical considerations from the consumers towards the product being advertised.
Arousal
This is too mainly to trigger the sexually-based stimuli on the consumer as well as recalling the advert now and then. This gives the consumer a certain degree regarding the tension in the body of the consumer psychologically in the consumer decision making. The arousal that is caused by these stimuli relates directly to the attention based on that particular advert as it can be meditated by the consumer easily. It is also noted that sexually-oriented adverts can as well relate to the reaction of the consumer based on stimulus ambiguity due to surprise or unexpected stimulus.
Based on psychology the tension that is produced due to disequilibrium tends to cause an increase in cognitive activity that is directed to that advertisement as well as the product being advertised. Thus this will enhance the level of information processing as later interacts with the stable value of the consumer to produce an adequate evaluation of the advertisement and consequently the product being advertised. Later the image product is being affected by the kind of interaction accompanied by the object stimulus and the values received by the consumer of the advert. The main attribute of the arousal is that sex-oriented kind of communication is to increases the attention of the consumer to the advert. 
Selective perception 
This is the complex process in which consumers are set to organize, interpret and select sensory stimulation. Based on the case of adverts, the ads are set to have certain intensity before the sex information is interpreted by the consumer. This outlines that the suggestive messages are directed to fall above before the absolute perceptual. This is before the sexual connotations are being understood by the consumers who come across such an advert.
The impact of social content on the individuals 
Ethica and unethical sexual content in an advert are two factors that determine the consumer’s purchase behaviors negatively or positively. The sexual content advert tends to promote images regarding the perfect models to create a new lifestyle behind a certain product to influence more customers to it. Based on every gender it is that they nowadays believe that sex is surrounding them as far as adverts are concerned. Every person in his/her subconscious will be willingly wishing to live a life that is promoted compared to his/her normal life. On the side of women is that they are much stricter due to the deep sexuality contained in the adverts while men seem to be more neutral. 
It is here that, the concept in which individuals always aspire for the forbidden in which the bad reputation will also remain a reputation. This makes us conclude that regardless of the education level of an individual, the preferences or the ethnic background based on the buying behavior of an individual highly depend on psychological factors they are engaged in. an individual’s sentiments such as being clear and honest based on the certain product s more chances to gain their positive impact from the customers (Reichert 2002).
Sex is used to sell and at long last, it sells but not at the same seep as it was estimated or expected. Individuals tend to ask for something that tends to irritate their mind but not the body. Thus the sexual contents in adverts were once upon a time. Every company or organization struggles to create a buzz based on their appearance and name, later all this has no connection to the habits of the consumer.  As it was noted earlier that sex is everywhere, based on this reason it is that customers will not be attracted to watch adverts since sex is everywhere so sexy women on adverts results only in women degradation.
It is accepted that sexual appeals tend to increase the purchasing power of the product.  The sexual content advert also has helped in the creation of a provocative attitude that is from the behavior of the consumer that is greatly against women. Many adverts based o sexual content do capture the female characters unlike few with men characters. Others will conclude that sex on the product does not sell at all. It is mainly on the young generation who tries to imitate the unmoral way in which they are living by ensuring that unethical the advert with unethical presentation is displayed everywhere (Zimmerman and Dahlberg 2008).
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