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ABSTRACT

Research on sex-related services advertisingxpdsred to some extent their
legality, but not compliance of their promotionabls with media clearance policies. As
a result, many illegal offers are advertised bylegeans. Exploring the landscape of
online escort personals in the United States stidy investigates the correspondence of
their content to the U.S. penal codes and onlindiargeclearance.

Although frequently associated with controvergiadducts and transformational
advertising, research on sexual appeal has largedyed escort services. This study
examines how sexual appeal alongside informatiandltransformational appeals
construct online personals for escort servicesrapasitory of constantly contested
economic, social, and legal relationships.

This study conducted a content analysis of 4,98Be personals published in a
one-year period (July 2011- June 2012) in New Yéaitkanta, Chicago, and San
Francisco within the "escorts" section Backpagethe most profitable online classifieds
for escort services in 2012. By systematically eixamg the promotion of escort services,

this study offers the coding framework for objeetanalysis of controversial services



advertising. Based on the results, the preseny stadelops indicators for legality,
clearance compliance, and professionalism, whiokige insights to understanding the
reasons for the success of online personals.

This study found that posters primarily adherethealia clearance and U.S. penal
codes, with the exception of publishing photos afars. Posters relied on self-
censorship/cropping techniques to conceal thentities. Differences by geographic
location were evident with examining poster race escort service availability to
members of other racial groups. Personals exhigbfeatures of legality and clearance
compliance as well as legality and professionalisiied more on informational than
transformational cues, with the exception of peas®posted on behalf of the providers
that contained disclaimers and prices, while feaguminors clothed in a sexually-
revealing manner. Personals exhibiting featuredezfrance compliance and
professionalism relied more on transformationahtimiormational cues, with the
exception of personals that employed techniqueléfcensorship or cropping.
Implications are presented, followed by future egsk recommendations for advancing
research on legality and clearance complianceaufreservices advertising, as well as
professionalism in the industry for sex-related/ses.

INDEX WORDS: online personals, media clearanceapeodes, escort services,
sex appeal, informational and transformationiaeatising.
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CHAPTER 1
INTRODUCTION, RESEARCH QUESTIONS, OVERVIEW
Introduction

Sex work and the promotion of sex work is illegrinost of the United States.
Still, many individuals seeking sexual encounteesable to go to online classifieds to
find, buy, and sell sex with the click of a mou§ke majority of online personals include
promotional messages about what appear to bedegaielated services (e.g., massage,
escort); however, despite media clearance polafiesline classifieds which prevent
posters from publishing illegal offers, these mgssdrequently disguise sex solicitation.
Online classifieds often allow marketing of illegabctices to flourish by ostensibly legal
means.

Personals oRraigslistandBackpagepnline classified sites owned by Craig
Newmark and Village Voice Media respectively, ereghbsters to promote a variety of
services. According to AIM Group (2013) that tradik® popular sites accepting online
personals, the five sites made $39.1 million ireraxes in 2012Backpageone of the
most popular online classified sites, accounted@®#A% of that revenue, most of which
came from publishing offers for sex-related sersidelot of studies on sex in
advertising exist, but this study seeks to dranegalizations about sexual content of
escort personals. To this point very few studieshaddressed the issues of sex in
advertising and the effectiveness of clearanceigsliBoddewyn, 1985). Until these

issues are addressed and research on them haseceatention proportionate to the
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popularity of online personals, it is unlikely tiiae problems surrounding the sex
industry or the promotion of sex-related servicdslve understood, let alone resolved.

Research Questions

The overarching concern guiding this study is sdated services' use of legal
means to promote illegal sex-related services Imemersonals. The investigation of
this paradox, illegal legality, begins with a systgic analysis of the content of escort
services advertising dBackpageThus, the first research question is:

RQ1: What is the content of online escort advery3iWhat are the main

attributes mentioned by escort services providelse?

RQ1a: How do escort service providers communidse expertise?

RQ1b: Which traits do escort service providers easpte most frequently?

RQ1c: What are the demographic characteristicsafigers portrayed in escort

service advertisements?

Online personals for escort services are compledianartifacts. Promoting a
complex variety of controversial services, they ommicate in a manner which serves
the business needs of the poster and meets theniational and perhaps emotional needs
of potential clients all the while negotiating légad compliance policies. Two research
guestions relate the content of online personagt@rnment mandates and media
compliance.

RQ2: Do online personals violate U.S. penal codegdlity of the ads)?

RQ3: Does the content of online personals corredpoiciearance policies of the

media? Do online personals violate the media'sa@te® policies?
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Online personals for escort services work in aetgof ways. Prior research on
transformational and informational advertising agpeavill contribute to understanding
of the complexity of online personals. Answering fuestions associated with
informational and transformational advertising agpevill contribute to understanding
the answers of the paradox of illegal legality. &alingly, the next research question
will aim at distinguishing different appeals in penals:

RQ4: Where in the informational/transformationadretical framework do

online personals fall?

Because the activity promoted by escort servissgx-related, an examination of
sexual advertising appeals in the personals wiitrdoute to interpretation of their
content. Accordingly, this study poses the question

RQ5: What is the role of sexual appeal in escosises advertising? Accounting

for the role of sexual appeal in advertising ofogsservices, how is the

framework for informational and transformationaVerdising could be used to
elaborate on legality of and clearance policiediagfo online personals?
Overview

The Internet has become the most popular mediaméoketing sex. In 2012
Backpagenade almost $31.4 million in revenues from salesntihe personals (AIM,
2013). Despite profitability, online classified a&dliising, just as it was for classified
advertising in the 1970s (Lorimor, 1977), has reeeilittle research attention.

This study will focus on the dilemmas associatéti gelling and buying sex-
related services through personals published imerlassifieds. Most of the research on

sex work thus far has focused on illegal serviche&Hising, "neglecting contexts where
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it is legal and regulated” (Weitzer, 2009, p. 213)is study is to fill this gap by
exploring the content of online classifieds as legedia that allow the promotion of
allegedly legal indoor sex-related services.

Reflecting legal complexities of sex work and potimnal activities surrounding
sex work, online classifies have developed cle@gaticies. In theory then, online
classifieds represent a promotional space for leg&lrelated activities. However, as
artifacts rich with meanings and social implicaippersonals for online escort services
frequently transgress clearance policies, whil¢éasnisg themselves as profitable
business ventures. To avoid administrative an@imescases criminal punishment (e.qg.,
paying fine, risking the removal of the ads fromita), posters of personals work their
way through the media's clearance policies by imglynstead of listing prices and self-
censoring their images.

Although a complete discussion of the promotioseX-related services is
beyond the scope of this project, this study widlwd upon interdisciplinary research to
improve understanding of escort services advedisirgeneral and how personals for
online escort services are used in particular.apoging streams of research from
advertising, law, and sociology, this study wilbdaglss the dearth of research on the
promotion of allegedly legal indoor sex-relatedvgsss, services advertising and sexual
appeals, and advertising of controversial servicgse. Three streams of literature
inform this study: (1) history of regulations fdret promotion of controversial services
and media clearance policies, (2) investigatiothefcontent for escort services
advertising as a branch of controversial servick®dising, and (3) research on

informational, transformational, and sexual adganrg appeals.
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In order to facilitate conversation of sex-relatedtroversial services advertising,
the primary concepts involved are clarified befoudlining the relevant literature.
Among these concepts are: (1) sex work and praistitu(2) escort and massage
services, and (3) media clearance policies relatedivertising of sex-related services.

The terms, sex work and prostitution, are oftegduaterchangeably. Disciplines
of sociology and mass communication have shapeth#aning of "prostitution” and
"sex work" as "commercial sexual services, perforces, or products given in exchange
for material compensation” (Weitzer, 2000, p. 3)eTerm "sex work" is a product of the
women's rights movements and an effort to avoidrheginalization of sex industry
workers; the term is to exemplify sex workers'@gpe to convey professional qualities,
rather than suggesting lack of worth (ProCon.o@f)8). Hence, there is a distinction
between "sex work™" and "prostitution.” The formepiresents an effort to practice social
justice, whereas the latter is stigmatized.

Few studies in academic literature provide debnd of escort and massage
services (Smith, Grov, Seal, & McCall, 2013) oragwize distinctions within each
category (Bryant & Palmer, 1975). Yet these disioms are important, because legality
of sex-related services varies: sex work is illegassage service is not. As a result,
posters have little option but promoting sex wagkveces under the disguise of escort or
massage services. In doing so, they remain in legahdaries, while contributing to the
growth of potentially illegal promotional activige

This study provides context for thinking about@$sservices promotion in terms
of a regulatory mix, a web of intricate relationqshbetween government, self-regulation,

media clearance, and consumer activism. Theseesngite complementary: each is better
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equipped than others to handle particular situatidMedia clearance, for example, has
the advantage of preventing potentially misleadidgertising from ever reaching the
public. All components of the mix are needed ta@hemaximum regulatory potential. To
better explain the regulatory environment surrongdiscort services, this study provides
elaboration on U.S. penal codes and transgreseegiasding sex work promotion, details
the environment contributing to the ineffectivenetmedia clearance policies, and,
finally, explores the self-regulatory procedurdsted to online classifieds.

The Advertising Self-Regulatory Council (formeMARC and associated
organizations), is the advertising profession'mpry self-regulatory body. Advertising
self-regulation (ASR) is defined as "the existeata written code of ethics, conduct,
standards, or principles or a written statemenadties, guidelines or procedures for the
voluntary regulation of the advertising activitafs..members" (LaBarbera, 1983, p.
132). Maitland (1985, p. 132) labels self-regulatas "corporate social responsibility,”
while Xuemei, Kitchen, and Cuomo (2011) distinguigtween macro-level or national
advertising industry ASR and micro-level or medi@RA Despite the illegality of sex
work and its promotion, media clearance policie®ran of media self-regulation, play a
vital role in the regulatory mix for legal escoergices online.

The discussion here will proceed in the followmgnner: the next chapter
outlines the literature review, highlighting thetairical and marketing roots of
controversy associated with online personals aodreservices. The first section of that
review will contextualize escort personals withemgces advertising. Rather than
promoting the brand or product associated witkdtyice advertising focuses on

building consumer awareness and interest with stgpehe services. Providing a
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framework for exploring controversial services atigeng and online personals, this
section documents the studies that acknowledgerdiit needs of services as opposed to
branded goods, pointing out that research on sss\advertising has received
considerably less attention. Additionally, litenawn posters' motivations determining
their involvement in the promotion of escort seed@nd their choices for advertising
strategies contributes to understanding onlinegmails as media artifacts, rich with
social, economic, legal, and emotional meaning.

Second, an historical examination of sex-relaggises marketing in the United
States is presented as a context to this studgi@mensideration is given to the
regulations and practices of selling/buying sexobethe existence of the Internet and
after. Online possibilities for communication andsgémination of information are
outstripping the ability to regulate the InterriBtis is especially true in the case of
publishing illegal content. The content analysiadiacted here is also situated within the
self-regulatory framework for online media in thaitéd States, determining if the
content of personals corresponds to media's cleanamlicies.

The third body of literature investigates attremibf informational and
transformational, as well as sexual advertisingeajsp Despite relatively rich findings
provided in the services advertising literature, thsearch has been conducted primarily
within the context of informational and transformatl appeals, but not sexual appeals.
Although the proportion of magazine ads using sesell brands and services has
increased from 15% in 1983 to 27% in 2003 (Reicl&hnilders, & Reid, 2012), the
notion that sexual appeal is effective only in atlseg low-risk products and services

purchased by impulse buyers remains prevalenthi@diet al. (2012) concluded that
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sexual appeals in advertising high-risk, informagiloproducts and services are
ineffective (e.g., financial services). Howeveg tfuestions about the use of sexual
appeal in ads featuring high-risk services thataiger transformational or both
informational and transformational advertising agdpdnave been unexplored, despite the
fact that such services as entertainment and béawey been "responsible for much of
the increase" of sexual appeal in advertising (Reicet al., 2012).

Given that escort services are related to bothtyesnd entertainment industries,
the study of escort services could provide furtheight into the sexual appeal literature.
In sum, an exploration of the literature in sersieglvertising, online personals, and
advertising appeals will examine extant knowledgthese areas, providing a more
grounded approach to analyzing the online escaosopals as controversial vehicles for
successful promotion of services. Situated at tre of the contested nature of sex-
related services advertising, this study providdsee-dimensional lens through which a
comprehensive view on online personalBackpageas possible.

The content analysis described in the third chragptemethod discusses the
coding procedures and codebook, links content aizaljariables in the three broad areas
of legality, clearance, and professionalism, ad agldentifies commonalities between
attributes of online personals. The fourth chapteresults details the content of
personals, providing a discussion of interrelatibesveen variables. Exploring media's
clearance policies, the fifth chapter on discussimplications, and future research

focuses on how illegal practices are successfullyketed using seemingly legal means.
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CHAPTER 2
LITERATURE REVIEW
The study of online personals for escort servissstuated at the intersection of
mass communication, sociology, and law. Althougimshing from vital topics
associated with legality, promotion, and cleargm@eedures, questions about online
personals have not triggered a great deal of relse@p date, no systematic,
comprehensive view on the advertising for contrenisex-related services exists. The
overarching premise guiding this research is adgmtahow do illegal advertisements get
marketed legally? The next section provides theleggry context for sexual encounters,
by defining legal and illegal sexual activities ardrifying distinctions between them.

Sexual Encounters

Criminalization of sex work, the heterogeneousirexdf prostitutes and the wide
range of contexts in which sex work occurs (Surkattz, Weaver, & Inciardi, 2005)
complicate the situation surrounding definitionsek work and its regulation. This
section provides a brief overview of different tgpe sex work and their role in the sex
industry. It focuses on personals posted by femalédse escorts section of
Backpagecom including legal offers of massage and escort sesvas well as illegal
offers of sex work disguised as an escort or a aggsservice.

Laying out a framework for establishing empirigaheralizations on sex-related
services and their promotion, Harcourt and Dond2&05) distinguished 25 types of

direct (which includes blatant sex soliciting) andirect (which is represented by sex
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solicitation disguised as another service) formsexf work. They have emphasized street
sex work, brothel prostitution, private prostitutj@scort sex work, and prostitution in
hotel and karaoke bars as the most prominent fofraex work.

Historically, regardless of its legal status, strigrostitution, that is, street
solicitation and the provision of services in carside streets, has been one of the most
common forms of prostitution in the United Statieav Office of Daniel Jensen, 2013).
Brothel prostitution frequently occurs in the disgd form of massage parlors and
saunas (Law Office of Daniel Jensen, 2013). Thetjmeof owning a brothel and
prostituting individuals is common in the Unitechtéts, despite its criminalization
(Tompkins, 2008). Private prostitution is represery sex workers, working on their
own premises and benefiting from online sex woknpotion. Escort prostitution, which
is the most covert form of sex work, requires dketio call to arrange a meeting. It
should be noted that many escorts provide onlysexual services and do not engage in
sex work. However, the line between those escadnts engage in prostitution and those
who do not is fluid: sometimes the choice to emgagex work comes after a brief
negotiation, even when initially a client has ngideto buy sex. Hence, sex-related
advertisements with sexual innuendoes represerg ti@ct solicitation than
advertisements for sex work disguised as massagemssexual escort services. In
addition to street or phone solicitation, varioag work catalogues and print and online
classifieds promote sex-related opportunities. Esawho post their personals online are
more similar to private prostitutes than to steeed brothel workers.

Studying the differences between types of sex wsrkgilderman (2012) found

that escorts and private prostitutes are more édddhan their street counterparts.
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Escorts and private sex workers tend to work paré-br temporarily, exiting the sex
industry at their discretion. Additionally, mosttests and private sex workers are less
dependent on the money supplied by their tradékeiskx workers on the streets who
represent "a vulnerable, and increasingly forgottéass of sex worker" (Gilderman,
2012).

Another category of sex worker is representeddigliprostitutes, who typically
approach unattached males in their hotel rooms fifoe of sex work has been found to
be "pervasive in the hotel industry at all levgBfinkmann, 2013). Yet another type of
prostitution is represented by karaoke club anctedall prostitutes working male clubs.
In these situations, clients are usually offeregcsyd services, supplemented by drink
specials and offers of other adult entertainmepedgnces. A less common category of
sex work frequently occurs in crack houses, whieats receive sex in exchange for
drugs (Donovan, 2005).

Despite its criminalization in most of the Unit8thtes, sex work continues to
have an "entrenched and visible presence" in thatcp (Hagner, 2009, p. 434). The
differences in criminal penal laws of differentteacomplicate the situation. For
instance, the laws against buying sex in New Y owdk Binois are not enforced as
consistently as those in Georgia and Californiardpé&ing a minor (i.e., pimping) is a
crime in lllinois, but regulations avoid addressthgs specific issue in California,
Georgia, and New York (Hagner, 2009). Given thegdil status of the sex industry, the
majority of the sex workers advertise services utige disguise of escorts and massage

therapists (Mccutcheon, 2013, p. 72).
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Escort Services

Advertisements for sex-related services, escattraassage personals are
prominently placed on the boards of online clasd8iin the "escorts" and "body rubs"
subsections dBackpagg2013), as well as in the "casual encounters"esttimmn of
Craigslist(Craigslist, 2010-present). In promoting sex-ralatervices, the common
concerns of posters are what to emphasize to stand the increasingly cluttered
setting, and how to market services in a constamtinging regulatory and social
environment (Stevens, n.d.).

Escorts are more expensive than street walkeestalthe additional costs
associated with working for an agency (if agencgeoh or placing print or online
advertisements (if independent) (Smith et al., 20tBmany cases, work of escort
providers — both stated in the ad and implied -sda# include sexual or sex-related
services. The difference between an escort workingomeone else and an independent
escort is in the degree of agency or ability to enpkigments and take action required
when faced with a choice of providing a servicecamparison to independent escort
providers, other escort providers rely on their pany for advertising, introducing
clients, and providing space for a meeting (LU28€5). An escort services company is
commonly perceived to provide escorts for speaficasions (e.g., business lunches,
wedding receptions and parties). In general, thegexual services provided by most
escorts may include but are not limited to: (1)vtong a "girlfriend experience" or
"GFE;" (2) performing therapeutic massage; and (3) acamiyipg clients on

professional meetings. Some escorts might be dlaifar a more prolonged period of
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time (e.g., business vacation). Any additional mervincluding sexual services, must be
negotiated during the meeting directly with theagsberself.

When writing online personals for escort servigesters borrow heavily from
advertising techniques used in both services aaddadvertising. In order to disguise
the sexual nature and hence the illegality of theivices, sex workers sometimes label
themselves as escorts. While some advertise thailability for dinners and dates, many
are in fact "call girls;" their service is a frdior "indoor" prostitution (Castle & Lee,
2008, p. 108). The subtlety of sex work advertisiegends on the severity of
punishment for sex-related activities enforced pagticular state. To avoid
administrative and criminal punishment, typical adblished in the "escorts" subsection
of the "adult" section oBackpagenclude no sexual innuendos or references to tioe pr

of the service:

Hey guys, | am looking for some fun, let's meet ugdme to party &
paint the town red.

No blocked calls please!

When promoting sex work under the disguise of éssmnvices, posters use tactics of
tensile pricing, frequently employing vernaculargis as: "donations," flowers, or "rose

petals" to make references to money:

I'm looking for that special guy to have some fun. I'll be real sweet to you,

200 roses. NO SEX, and No Text, OUTCALL , INCALL.
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To increase the perceived value of their serwagdsout mentioning prices,
posters regardless of their legal status frequeatbr to their ability to provide a
"girlfriend experience"” or companionship and emmaiocsupport (Hendrix, 2005; Lucas,
2005; Tewksbury & Gagne, 2002). GFE has becomepalar that to get favorable
reviews all escorts are routinely expected to gteviemotional support,” which is
frequently exemplified by conversation, affectiantduching, and massage (Hughes,
2003). From the perspective of clients who not aagk sex, but also appreciate having
an emotional connection to the escort providerjdbal GFE is a sex worker who truly
acts as if she were not being paid for sex or sotfmer sex-related activity. When
referring to this kind of experience, Hughes (20f@8)nd that some clients believe that
women who offer GFE would do so solely for enjoymen

Posters manage clients' price expectations byriredeto client satisfaction. When
referring to money, posters cautiously state tlaghpent is received in exchange for
"companionship.” In addition, posters may providdiszlaimer notifying potential
clients that anything that happens once a clierten@n escort "happens between two
consenting adults." Moreover, posters usually tioaéé by contacting them, the client has
to acknowledge that there is no "enforcement ageineglved. Additionally, some

posters go so far as to mention "entrapment"” iir Hrei-prostitution disclaimers.

I'm better than ur ex my time is no rush my bodlf have u pleased this is no
exchange for s.e.x this is for our companionshigetting to no one another if u
no wat | mean watevers done once we meet will heden two consecutive
adults. By contacting me yu agree that ur not apfaainy law enforcement

agency or task force team thx I'm waiting to makday....
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Posters then use a number of techniques; an adifoition disclaimer is one of
them, to distance themselves from potential legaations for sex solicitation.

Massage Services

Similar to escorts, massage therapists adveliigeinquiries and massage often
"Is treated as a sexual service." Sex workers disguthemselves as massage therapists
contribute to the confusion regarding the natursmagsage services. Bryant and Palmer
(1975, pp. 229-231) offered a typology of massaaops, distinguishing between:

(1) genuine massage parlors (health clubs andlestadents legitimate in their
operation);

(2) "rip-off* massage parlors, where the custorasduied by a seductive promise
of having a sexual experience, but after cominipéoparlor he is refused any sexual
service;

(3) brothels disguised as massage parlors, whien affull menu of sexual
services;

(4) massage-and-masturbation only parlors (the prestalent type includes
masturbation service in the massage service).

Overall, massage therapists' reliance on a thaetmpenage of their services
marks the distinction between massage therapistsexworkers or escorts. A typical ad
for a genuine massage therapist would be placddnatite "body rubs” subsection of the

"adult" section orBackpagend include references to the type of massage rpesth

Massage and Spa Therapist...90 Minute, 2 Hour @esgibailable...Curvy &

Fit... MASSAGE Practice: Theraputic, deep tissuee@sh, Couples Massage
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Online personals posted within the "escorts" sciose of the "adult" section on
Backpageanclude additional services, such as fetishes, emrand more. These personals
are usually placed within the classification forssage services outlined by Bryant and
Palmer (1975) as "rip-off" massage parlors, bratlkdguised as massage parlors, and

massage-and-masturbation only parlors:

| Will Deliver a Most Memorable Grand Finale!

| am an All American Beauty w/Unmatched Enthusias®kills-
My Visit Will Ensure You Have a Great Nights Sleep!

You Will Wake Up With a Smile from Ear to Ear!

Guaranteed Complete Erotic Pleasure & Amazing Mpdsa

Cute Asian Women are waiting for YOU!
Korean, Chinese, Japanese. Erotic Massage plaeepan now! Read my

Reviews.

As evidenced in the examples provided, the prasnati legal and illegal sex-
related services is an intricate dance. Onlinegretls promoting escort services are
complex phenomena, impossible to understand witltbawking at advertising, social
justice, sociology, and law. Understanding defomal differences between various escort
services and providers who are publishing the cawal provide a basis for solving the
paradox of illegal legality online, the situationwhich sometimes illegal services get
marketed with legal means. The next section willew studies on escort advertising. It

will also speak about the content of online pertoaad the motivations of those who
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post them, while taking into consideration legal ancial risks involved in the buying
and selling of sexual services. Social networkecipized websites for escorts, and
online classified sites will be discussed.

Marketing Sexual Encounters through Online Escerséhals

The Internet is a ubiquitous medium with globaate, its ability to propel any
advertising campaign into the global spotlight idely recognized. However, given its
constantly evolving nature, questions arise abossible consequences of online
advertising and opportunities to handle it morécedhtly. One of the ways to deal with
online media, while having a task of leveragingtdidives of advertising campaigns, is
to test different message strategies. The othersotwecontrol the content of campaigns,
accounting for media self-imposed clearance pdidiethe former is about efficiency,
the latter is about legality.

Most studies conducted on the illegal sex-relaidities (e.g., sex work
disguised as escort or massage service) have aviideontent of the ads, focusing
instead on the complicated relationships betweerclients and the service providers.
The search of literature discovered only 18 studpeifically looking at online
personals. This section will draw empirical genieedions from the studies that have
looked at (1) characteristics of clients that ieflae their choices of escorts, (2)
motivations and advertising choices used by postensline personals, (3) male escort
advertising online, and (4) female escort advergiginline. Of these studies, 11 studies
analyzed the content of escort services advert(snade escorts = 8, female escorts = 3).

The following sections will review principal studie
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Reflections on Clients of Internet Sexual Serviocavitglers

The studies reviewed here provide keen insightstimt reactions and behavior of
clients. One of the studies used interviews witbnts of escort services, whereas the
others analyzed online reviews posted by them.

The fulfillment of sexual desires and a searchribmacy are among the main
reasons why people check online personals. Onlassifieds have a reputation of
attracting seekers of "very specific sexual expe@s — something you can't always
count on from a one night stand that starts atia of bar" (Axon, 2010). Pitts, Smith,
Grierson, O’Brien, and Misson (2004) examined anlieviews written by escort service
clients, as a point of entree into the interactibesveen clients and escorts. Despite the
fact that 44% of the escort clients in their stoelyorted sexual relief as one of the
common reasons they had decided to use escortsgftie researchers concluded that
the popularity of escorts is related to their apito provide both sexual and non-sexual
benefits.

Another analysis of online forum reviews submitbgdclients of sex workers
explored the nature of the intimacy developed endhbcort service worker-client
interaction. Mirod and Weitzer (2012) found thagoee of intimacy ranged from
"counterfeit intimacy to an authentic emotional 8dretween the two parties," the former
representing a service "where the provider’'s exgiesof feelings is entirely
manufactured" (p. 450) and the latter represemmgremunerative relationships.

That intimacy is important is evident in the fdwat the clients of both escorts and sex
workers will choose a service that promises intiynadavor of one that does not, all

else being equal. Thus, the business success &krgogngaged in the sex-related
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services appears to depend on the provision/proofisgimate experiences, even for a
short period of time.

In an early, pre-Internet study Holzman and P{i€82) interviewed clients of
sex workers or sex workers disguised as escodetermine their motivations for buying
sex. They found that the main motivations for ogllan escort were mystery-seeking and
excitement. However, in addition to satisfying nesges for sensation seeking, clients
also sought reassurance and emotional pleasumegsade sexual satisfaction.
Confirming the importance of the sexual elemerihair experience, almost all clients
admitted that "the desire for sex was the bottom 6f the intention to pay for sex"
(Holzman & Pines, 1982, p. 103). These studies ssighat sex workers provide
intangible experiences sometimes difficult to findife. The promise of intimacy in
escort personals influences clients' choice of ®sawvices and the assessment of the
quality of escort service experience.

One more study conducted by Milrod and Monto (30#2affirmed the
importance of intimacy in the escort experiencesyrstudied the characteristics, sexual
preferences, attitudes, and motives of nren 684) who locate and contract female
escorts for paid sex acts through a prostituteesedite online. Calling themselves
"hobbyists," these men solicit indoor prostitutbeast solely by using the Internet, the
place where "in contrast to customers seeking putss on the street, the risk of arrest is
extremely low." The study concluded that men pref&the "girlfriend experience" or
intimacy over all other personal qualities and vebra.

To sum up, escort service workers help their thetttain intimate experiences,

while satisfying their desires for mystery, sermageeking, and reassurance. These
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commonalities observed across abovementioned studlaence the client choices; they
identify the complex stimuli that trigger the desito go online in search of an escort.

Online Personals: Posters' Motivations and Chaitéglvertising Strateqgies

The atmosphere surrounding adult entertainmentrgssin online classifieds in
"escorts" and "casual encounters” sections is hypeualized and charged with sexual
expectations. This suggests the need to investigatrations of individuals placing
personals online (Roe-Sepowitz, 2012). One padrcstudy examining motivations
provides insight into the personalities of the posttheir needs, and personal
involvement. Other studies examine their adverisinategies.

Parsons, Koken, and Bimbi (2001) addressed thehpsygical motivations for
publishing escort personals among males. Thewiet®ed 46 gay and bisexual male
escorts who advertise online, and found that redgats’ high sexual compulsivity was
associated with high levels of sensation seekinglamw self-confidence. At the same
time, these factors were deemed to be importanvatains for going online to publish
either an announcement of non-sexual nature onlmegpersonal offering sexual escort
service. However, different motivations triggerefiedent levels of involvement.

Two studies used content analysis to examine emldvertising strategies used
by posters. In exploratory analysis of the conté#nt6 escort websites located using
online search engines Castle and Lee (2008) destalitypical" escort service personal.
These ads consistently provided self-descriptimmtdiding hair and eye color; body type
and measurements; personality; demeanor; and lsiographical sketches. Additionally,
rates based on in-call/out-call, dates by the haod, contact information were provided.

Only half of the websites specified payment optighe other half relied upon implied
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references rather than explicit pricing statemdrds,tensile pricing, which helped
posters avoid punishment for sex solicitation. &asimply the unspecified price
differences rhetorically, listing a number of "eldnd exquisite" characteristics.

Groom and Pennebaker (2005) conducted a compedesizalysis of 1,500
internet personal advertisements posted by hetanakeen and women, gay men and
lesbians, examining language styles. Testing theraption that "gender differences
found in predominantly heterosexual samples ardlen@ reversed among gay men and
lesbians" (p. 447), they found that (1) men rembféets as a way of information
exchange, whereas women relied on rapport witlpthential reader, fostering
connections; (2) men relied on facts, and womeaerde&n emotions; and (3) men used
indefinite social references, whereas women haddige elaborated version of their ideal
mate" (p. 458).

In an effort to identify human trafficking and &&d prostitution victims, Roe-
Sepowitz et al. (2012) analyzed 2,048 escort sesvypersonals published Backpage
throughout May 2012 in Phoenir € 1145) and Philadelphia & 903). Judgments
about the legality of online personals were basethe use of techniques such as (a) self-
censorship of photos, (b) posting sexually suggesir nude photos, and (c) posting
photos that feature under-age models (Roe-Sepeivdk, 2012). This was the first
research that made any attempt to systematicadllyza the content of online personals.

Roe-Sepowitz et al. (2012) concluded that 78.6% 900) of ads posted in
Phoenix and 72%n(= 903) ads in Philadelphia were advertising prostitu As a result
of the study, 88 ads featuring providers underathe of 18 were reported to the police.

Researchers also discovered that pers@wdilsiting sex-related services outnumbered
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personal®fferingthem. Thus, the content analysis of online persanaall sections of
classifieds revealed the demand for sex-relatedcgs had outgrown its supply. This
finding immediately stirred concerns regarding liiternet as a place for illegal activities
and confirmed existing social concerns about thaliy of the escort personals online.

Personals of Male Escorts

Many studies emphasize gender differences in deiganow escorts post online
personals (Lee-Gonyea, Castle, & Gonyea, 2009xlthés the major concern
influencing differences in the layout and wordirfgpersonals posted by male and female
escorts. A search of the literature identifiedtaltof eight studies looking at the content
of ads posted by males. Several of these studexs gut of questions related to HIV
among the gay population. Three studies focusategnon HIV (Parsons et al., 2007;
Voon Chini, Ciambrone, & Vazque, 2009; Minichiel®¢ott, & Callander, 2013).

Reflecting biological differences and health hdzaelated to unprotected male-
to-male sexual intercourse, personals posted bg gsalorts use a lexicon that differs
from that of females, usually listing the sex autd indicating penis size (Pruitt, 2005;
Blackwell, 2013). Additionally, male escorts emphasssues of safe sex more often
than female escorts. The female personals payaenadile attention to the age of the
posters; male escorts favor the issues of heatmslinstead. Another finding relates to
sexual orientation and differences in male and ferpasters stating their own and
clients' sexual desires. The majority of male gscare either homosexual or bisexual
(Parsons et al., 2007; Blackwell, 2013), whereasthjority of female escorts are

heterosexual.
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Two final studies on specialized websites examthectontent of male escort
personals; however, neither provided adequateataiater-coder reliability, calling into
guestion the reliability of the results. Blackwaid Dziegielewski (2012) conducted a
study on sexual solicitation in online personalsnaile sex workers. They collected and
analyzed the data from individual profiles£163) published on a website utilized by
male sex workers in the United States. Accordintpéir data, most of the men who
published their profiles were between the ages8adrid 30 and defined themselves as
bisexual (43%). The study found that the mean &g&eet workers was 28 years, while
the mean age of those who used the Internet to chieets was older (42.6 years). The
majority of the profiles assessed in this studydatkd engagement in safe-sex behavior
with clients (90%).

In a study of online prostitution, as an emerdmmn of prostitution, Lee-Gonyea
et al. (2009) content analyzed ads from 83 websideertising male escort agencies or
individual-independent male escort services. Thdystound that websites made no
distinction between advertising for a date andsoo# service. Some targeted either men
or women, while the majority of online personalgheir sample targeted both men and
women. This study evoked questions regarding gediifferences associated with
graphic representations in online personals, figdimat websites "for the females tended

to be less graphic and explicit in nature" (p. 342)
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Personals of Female Escorts

Contrary to the popular belief that sex work reskeas rich with studies of female
sex workers (Lee-Gonyea et al., 2009; Weitzer, 2009%0uld not be an exaggeration to
say that the content of female personals onlinaémmsined virtually unexplored; only
two studies were identified.

Pruitt and Krull (2011) conducted a content analp$ the advertisements of 237
female Internet escorts advertising on a large Wehsite. They found that 79% of the
ads mentioned price. They also found that wometepogenerally were more likely to
report characteristics associated with their apgresas than their personality. Among the
top physical attributes indicated by esconts=(237) in the ads were: beauty (60.3%),
and chest, waist, and hip stats (89.9%). Betwee®486 of women provided
"discernable face shots of themselves in their dbegnents” (p. 51).

Findings related to appearance of escorts andgiom however, are highly
contested. For example, all clients in a study cetetl by Holzman and Pines (1982)
indicated that they "were likely to rate a praotiter as physically acceptable if she
possessed a "moderate"” or "average" degree oftateaess. Other researchers found
that physical attractiveness of escorts did nog plaignificant role and was not pursued
by their clients. The clients were satisfied witdrtgcular characteristics of the escorts and
sought those specifically (Hendrix, 2005). Apaanfr beauty, Pruitt and Krull (2011)
discovered that offerings of girlfriend experier{2.3%), "unrushed" encounters
(12.7%), and discretion (13.1%) were more comman thfferings of sex acts. It should

be noted that kissing was offered as a part of GFEE6 of ads.
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While not exploring online personals per se, ldakl. (2012) examined female
self-sexualization iMySpaceprofiles. MySpaceprofiles serve a different purpose than
online personals, however, because posteMy@paceBackpageandCraigslistare
looking for various encounters, including sex-rethénd romantic encounters, the
findings regardindMySpacegpossess value for this study.

A total of 24,000MySpace.corprofile photographs across four age categories
with 6,000 photographs for each category, wereyaedl The study operationalized self-
sexualization using concepts such as subordindiimay display, and objectification.

The study found that body display was the mostrmomform of self-sexualized
behavior, occurring in almost 20% of the studiedtpgraphs. Only 1.3% of posters were
portrayed as nude and wearing swimwear. Rituatinati subordination, including
models portrayed in submissive poses, was the denost common form of self-
sexualization (17%). Comparing the profiles actags categories, the study found that
college and post-graduate women "had significdmitiher rates of body display and
objectification" than any other age group (Halakf 2009, p. 13). Black women had
significantly higher rates of body display and alijgcation than Caucasian women (Hall
et al., 2009, p. 11).

These findings coming from different studies oa tlontent of online personals
are compatible with previous research on advedithat relies on explicit visuals and
implicit language more than on logical statements$ @xplanations. It has already been
established that in order to guide prospectiveatnsts of controversial services, online
personals rely more often on the peripheral ronfeersuasion than on the central route,

as these routes are outlined by Petty, CaciopgbSahumann (1983).
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Having discussed the content of personals anddifd@rent providers construct
that content using different media platforms preg@n opportunity to look closer at the
legality of the personals published online. Questiof legality of personals as
promotional vehicles for escort services cannotibered apart from the environment
surrounding the sex-related services, both legalilegal. Hence, the next section will
elaborate on the regulations for sex work and séted activities, including history of
regulations associated with sex work on the straedsin media. It will also include a
brief outline of historical capstones in the depeh@nt of regulations regarding sex-
related services and their promotion. The sex itngissules for the promotion of legal
establishments (e.g., massage parlors and eséfatim@ non-sexual services) will be
compared to the practices of sex solicitation foumidlegal establishments (e.qg.,

massage parlors and escorts offering sexual expessg.

Requlations on Promotion of Sexual Encounters

The same brothel in Nevada could cost an owne08@ & in Lander County,

a $150,000 fee in Nye County, and up to 6 monthaiirmnd/or $1,000 fine in

Las Vegas.

(ProCon.org, 2009)

Technological advances have been instrumentakiduglly moving sexual
activities from the streets (Lee-Gonyea et al., @0Bromotion for sex-related services in
the United States increased with the appearanagladads and trucks, then with
invention of the telephone and pagers, and, finallth the advent of print and online

media. The role of technology in the developmenhafketing tactics regarding the
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promotion of sex-related services, no matter tlegjality, also has been a vital one
throughout the history of the United States.

The public's attitude toward sex work reflectsrayes in the legality of the
promotion of sex-related services. The debate atigngl prostitution began with the
Mann Act (1910), a federal law against "prostitatar debauchery, or ... any other
immoral purpose" aimed at fighting human traffickiof Caucasian women. In 1912, a
group of community leaders in New York wrake Social Evi(Seligman, 1912ga
report that emphasized sanitary and moral necessrggulating sex work and stated the
need for "social action against the vice" (p. 39¢, protection of children, and the
restoration of fallen women to honorable life (8).6T'he discussion surrounding
prostitution ran high: "no less than 156 entridatesl to prostitution appearedieaders'
Guide to Periodical Literaturéor the five years between 1910 and 1914" (ProQagn.
2009). Apart from the federal law, the illegaltataof sex work arose in New Orleans
brothels. In 1917, the brothels were closed dumteerns over health hazards to U.S.
marines.

The status of sex work remained unchanged fawytiigars. In the 1940s, the
government recognized that some of its anti-pnatstih punishments were excessive.
The U.S. Supreme Court ruledMortensen et ux v. United Statesse (1944) that
prostitutes could travel across state lines withalaiting the Mann Act, if "[t]he sole
purpose of the journey from beginning to end wasrawvide innocent recreation and a
holiday for petitioners and the ... girldViortensen et ux v. United Staté944).

The state of Nevada allowed its rural countiesdenise brothels (NRS201.354)

and brothel workers (NRS244.345) in 1971, begintiggdecriminalization of sex work.
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Since that time, in those counties of Nevada wpeostitution is legal, the law requires
sex workers to use a condom, and undergo weekly fimssexually transmitted diseases
(STDs) and monthly tests for HIV. Additionally, Ihdbrothel owners and prostitutes are
required to pass a background check (NRS244.34@s& multiple regulations,
however, have not been specific/clear enough todecall possible violations or
guestionable situations.

Anti-sex work regulations are constantly updatke to ambiguous legal
language and exploitation of loopholes. For instamne close a loophole, legislators
added a proposition against pimping of minors soNfann Act in 1978, and then
prohibiting child pornography in 1986. An exampfeegulatory confusion occurred in
the state of Rhode Island, where due to exploitaticthe loopholes in regulations,
indoor prostitution was legal from 1980 until Novieen 3, 2009 (Donnis, 2009).

According to the U.S. penal codes, sex solicitatie the offering of
compensation for sex, prohibited by law in the BdiStates. Specifically sex solicitation
refers to the "instances of any prosecution fosgiwation or patronizing a prostitute, the
sex of the two parties or prospective parties eostixual conduct engaged in,
contemplated or solicited is immaterial,” and ihesdefense that:

1. Such persons were of the same sex; or

2. The person who received, agreed to receivelmited a fee was a male and

the person who paid or agreed or offered to pak e was a female

(NY Penal Code, Art. 230, S. 230.10 Prostitutiod patronizing a prostitute; no

defense).
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The purpose of anti-sex work regulations is tospn¢ any sex-work-related
activities, whereas the purpose of sex work reguiatwhere sex work is legal is to
control the sex industry. Paradoxically, sometitegglization of sex work practices does
not benefit sex workers as much as their illega&ternce. For instance, today, those 11
counties in Nevada where sex work is legal haveyaoder 30 brothels and employ
approximately 500 women as "legal independent ectudrs."” When asked, 84% of these
women were confident about their job security aafeéty (Brents, 2012). However,
despite many advantages of legalized sex work, agagbb safety and health care, even

in the counties where sex work is legal, it is gutated:

The criminalisation of sex work involves the implemtation of laws regulating
prostitution-related activities as a means to arilre more 'offensive’ aspects of
sex work, such as, soliciting/loitering in a pulpiace for the purpose of

prostitution (Pérez-y-Pérez, 2003, p. 41).

The situation surrounding sex-related service dbineg is complicated. Sex
workers benefit from advertising freedom in promgttheir services in counties where
sex work is legal, but not in counties where itlesgal (NRS201.440, NRS201.430). For
instance, a legal brothel functioning in Nye couNvada cannot advertise in Las Vegas
outlets, whereas an illegal brothel disguised amasage parlor can. As a result, anti-
advertising laws regarding sex work serve to fotitsgal prostitution and its disguised
advertising. Thus, sex workers are "forced" toeagittevelop new promotional techniques

or to go back to the old strategies that disguisé status as sex workers.
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The legality of promoting sex-related servicegelates with the legal status of
sex work in a given state. Clients are increasieglytious due to restrictions on
promotion of sex-related services and punitiveamdiregarding sex solicitation.
However, because boundaries between providersxasek and providers of non-sexual
services are unclear; clients of sex workers terzetcautious when accepting non-
verbal, verbal, and leaflet-like invitations to egg in some sex-related activity.

The history of prostitution includes some extraoady cases. Because of its
proximity to Nevada counties where sex work is lethee city of Las Vegas deserves
special attention. Las Vegas streets are full o¢lsand bars providing all-night
entertainment for rich and poor alike. "The goiaterfor a prostitute was...$2 a night" in
the 1900s, something which is still possible toddiegedly, that is why the United
States government decided to stop issuing $2 daillar(Greenspan, 2010). Las Vegas is
perceived as a place to have fun and possiblypdownter "gold diggers" who want to
have fun and look for someone to pay for theirkiifLas Vegas Direct, 2013).

Nationwide, in 2008, the median cost of a streesfitute for sexual intercourse
was $30 compared with $200 for an escort (Castle&, 2008). Today, the one-hour
price for a sex worker ranges from $300 in ShadyyLlarothel, a brothel catering to
"average working men" (Giang, 2011) to "$2500" amilldle 5 figures" at the Moonlite
Bunny Ranch (Sex in Nevada, 2012). In her MoomBi@ny Ranch days, Moonlite
Bunny Ranch prostitute Brook Taylor was chargingnagsh as $100,000 for a five-day
party (Robb, 2008).

The back pages of alternative newspapers and t&gingronline offer numerous

opportunities for workers of sex-related serviaeut their competencies and justify
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their price. The price for a sex worker dependstbe beauty of a girl, time involved,
kinks employed, presence of girlfriend experienegd the negotiation abilities of both
parties involved (Sex in Nevada, 2012). Accordimg@ne of the members GLW.
Monger's Message Boamho was speaking about her work at the Love Raath:
There are clients who spend in the hundreds aedtslwho spend in the
thousands. The experiences will differ, but itlsahlout what you are looking for,
what the lady is looking for, and where you can me¢he middle.
(C.W. Monger's Message Board, n.d.)
Although sex work is illegal in Reno, Carson Ciynd the "iconic city of
commodified sex, Las Vegas," up to 3,500 illegalsbitutes work in the Las Vegas
underground sex industry at any given time (HausfBrents, & Jackson, 2006, p. 429).
These illegal workers invent tactics, which includat are not limited to sex workers...
(1) creating "highly informal and discreet systero$lists of preferred upscale
prostitutes who can be made quickly available éowvtealthiest guests" of the
upscale hotels with the help of hotel concierge®iiB, 2007)
(2) cooperating with legal out-call entertainmeusinesses and call centers "that
dispatch nude dancers to hotel rooms for an agea;yand dancers may provide
sexual services illegally for tips" (Brents, 2007)
(3) collaborating with out-call agencies to adwstservices on billboards and
handbills, stands containing flyers and throughviddials giving promotional
leaflets to tourists on the sidewalks (Hausbeck.eR006)
(4) splitting their earnings with taxi drivers 30, if customers take a taxi to

get to the sex worker's place (Giang, 2011)
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(5) distributing promotional leaflets near the rastas for truck drivers

(6) avoiding casino security by visiting bars destty

Attempts to declare anti-sex solicitation lawsamstitutional have been
unsuccessful (Scheid, 2011); the constitutionalitthe ban was confirmed by the U.S.
Supreme CourtGoyote Publ'g, Inc. v. Mast@011). As a result, legal brothels have
sought other promotional strategies to attractausts. Brothel group tours invite
potential customers to see sex work and experisexeal gratifications. The tourists
who frequent these tours are "as diverse as Eldezhand the Red Hat Society
(organizations for retired citizens), universitggses, and Asian tourists on outings from
Las Vegas" (Hausbeck & Brents, 2002, p. 433).

Today little has changed beyond differences in Bewis promoted: unlike those
who sought sex encounters centuries ago on thetswe in classifieds, those seeking
encounters today do so online. In the early 19T@slast pages of alternative newspapers
were the common medium for selling sex. TodayWhweld Wide Web provides a more
nuanced, accessible, widespread, and common metlsedling and buying sex.

All media follow regulatory as well as self-regiaey policies regarding
advertising. The next section will elaborate onth&ure and effectiveness of these
policies regarding the advertising industry in gahand escort services advertising
online in particular. The questions of legalitytoé personals could be addressed by
looking at the correspondence of their contentetiogb codes; however, to understand the
content of online personals in the media conteldpk at the clearance compliance
policies is necessary. Given the long-lasting amsbetween regulations and self-

regulations in the United States and their impactn@dia, an exploration of the
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historical underpinnings for clearance practicesedia is necessary. By putting online
personals in the larger context of the regulatony self-regulatory mix, this section will
provide description for the main players involvelen it comes to the promotion of
online personals.

Requlatory Mix for Advertising of Controversial Seres

Beyond concerns about social responsibility, atisiag often becomes the
scapegoat for concern over controversial servitles.goal of the regulatory and self-
regulatory practices is prevention of critics' ek by fostering responsible advertising.
Boddewyn observed that these practices are formékdebgovernment (state), self-
regulation (private-interest government), mediarfteg, and consumer activism
(community). Elaborating on this self-regulatoryxpBoddewyn (1985, p. 135)
identified six types of advertising controls andititcharacteristics; self-discipline, pure
self-regulation, co-opted self-regulation, negetibself-regulation, mandated self-
regulation, and pure regulation.

Self-disciplineCompanies practicing self-discipline, develop, as& enforce
norms, while internally negotiating issues mostamt@ant to their stakeholders. The
company takes into consideration issues of pubBtetand the legality of advertising,
(Zanot, 1985; Boddewyn, 1989). This clearance m®aevolves reviews by lawyers, the
advertiser, the advertising agency, and the méthiadt, 1985, p. 51). Each of the initial
reviews is repeated during the final clearanceestiie entire clearance process then is
comprised of multiple checks to determine whetheradvertisements in question are

compliant with existing codes and laws, whethema$aare substantiated, whether
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advertising is false or misleading, and, finalljhether advertising was modified if
required by the previous checks (Xuemei et al. 1201

As a result of government deregulation of broaticgsndustry, the punitive
consequences of comparative advertising (Beard &, [8910) and "the enlightened self-
interest of avoiding subsequent regulatory actiosuit by competitors” concerns over
comparative advertising controls arose in many comgs (Zanot, 1985, p. 47). Hence,
many media implemented legal clearance departntieat®stablished self-censorship
practices, especially in regard to publicationafertisements for sex-related services.

Pure self-regulations represented by companies developing norms wdrieh
enforced by the organizations that oversee thertkwbrevolves around the
development, usage, and enforcement of norms leyritlustryitself" (Boddewyn, 1985,
p. 135). The goal of these self-regulatory prastiseo determine if ads abide by
established policies outlined within the Advertgsimdustry's Process of Voluntary Self-
Regulation, established by the Advertising Selfdatpry Council (ASRC). The ASRC
also establishes the policies for the Children'sektising Review Unit (CARU) and the
Electronic Retailing Self-Regulation Program (ERSH)ree more organizations
overseeing ASR practices are National Advertisimgdion (NAD), National
Advertising Review Board (NARB), and Online Inter&ased Advertising
Accountability Program (OIBAAP). NAD is concernedthivthe review of national
advertising for truthfulness and accuratiyARB handles appeals for ad industry's self-
regulation; OIBAAP is the newest organization caned with behavioral advertising

across the Internet.
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In the case ofo-opted self-regulatiothe advertising industry voluntarily
involves "non-industry people (e.g., consumer aonkegiment representatives,
independent members of the public, experts) irdtheelopment, application, and
enforcement of norms" (Boddewyn, 1985, p. 135).Hielp of these people, the
companies institute self-regulatory practices fetedmining acceptability of the ads and
for reviewing every advertisement (Abernethy, 19R8tfeld, Abernethy, & Parsons,
1990).

Negotiated self-regulatiois represented by the industry voluntarily negota
the development, use, and enforcement of normssaeitie outside body. Because
Backpagéhas the escorts section for sex-related servésea representative of this
industry it decided to collaborate with the Natib@anter for Missing and Exploited
Children and the National Human Trafficking Reseu@enter to prevent human
trafficking.

Mandated self-regulatiois represented by the industry that is ordered or
designated by the government to develop, use diodoemorms. For exampl€raigslist
decided to close its adult services section dubea@@ressure from the government.

In pure regulationthe government (state) develops, applies, and esddhe
norms. For example, the FTC has regulatory authotier all types of consumer
advertising, including alcohol and tobacco adsyel as online advertising (FTC, 2013).
At the same time, the FCC deals with consumersptaints about the nature of the
products advertised, the timing of certain adstaed poor taste (FCC, 2013).

The media industry primarily relies on processieself-regulation and self-

discipline, which constitute the core of the clemeprocess by "which media vehicles
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decide what advertising will be published or braesit (Rotfeld, 1992, p. 87). Clearance
practices developed by national and local mediapaomes, become the most common
defense against ad critics, while also protectmgsamers.

Regulation and self-regulation of escort servipesnotion are complicated by
the fact that sex work is a crime in most U.S.estabHence, posting sex work ads is
illegal. Personals concealing sex work as massagerssexual escort services make
judgments about enforcement of anti-prostitutiogutations difficult. As previously
mentioned, in many large cities throughout the émhiStates massage parlors have long
been seen as "delivery rooms for sexual serviadgréised in therellow Page¢Bryant
& Palmer, 1975, p. 228). Some of today's announaé&nfer massage services could be
seen as "thinly veiled ads for sex workers" postdabth escort and massage-service
sections ofYellow Pagesind alternative newspapers (Lee, 2008).

Advertising self-regulatory practices have beedrasised by only a handful of
scholars thus far. The interplay between advegisontent and media self-regulatory
practices first became a topic of research whenaempanies began developing self-
regulatory policies addressing the issues of fatgkdeceptive advertising.

Adding to the traditional issues addressed byledgry practices, such as
handling complaints and ensuring pre- or post-noomt) of compliance with norms, the
advertising industry faces new problems today. Ae Peeler, President and CEO of
ASRC' notes, despite establishing "an extraordinarymkobdeliveringreal self-
regulatory programs that address the needs ofdibtbal competitors and consumers...

the challenge for self-regulation is going digitdlrbach, 2013).
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Due to the highly contested and controversial reatd sex-related services, until
the emergence of the Internet, clandestine clasisifand alternative newspapers were
almost the only media used for the promotion os¢hservices (Whalen, 2012). The
Internet not only changed the possibilities of atismg, but also broadened business
possibilities for sex-related services. Tod@yaigslistandBackpagaise mechanisms of
negotiated self-regulation to police the promotidisex-related services; phone numbers
for a human trafficking hotline are indicated i erms of Usen the site. As a result
of public and government inquiries, self-regulatorgchanisms have been quickly
changing over the last decade, culminating in sdJaw suits over immunity for user-
generated contéhin the promotion of escort services advertisem@tdman, 2012).

In Requlatory Crossfire: Online Media and Sexuatdmters

The regulation of the promotion of sex-related/®es in online media is a
conundrum for regulatory organizations. The reguiapolicies of national advertising
are developed by government (state) and non-congdiaith their policies results in
punitive actions. The compliance with decisionse@f-regulatory organizations is non-
binding. At the most, the failure to comply coussult in the referral of the matter to a
government agency.

Escort services advertising is subject to bothlegry and self-regulatory
procedures instituted by the government and métte.anti-pornography regulations
routinely applied to escort personals have beeeldped by the U.S. Congress and
instituted through the Communication Decency Act 996 (Section 230). The anti-
human trafficking policies are initiated Backpageand instituted through self-imposed

media clearance policies.
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Due to the interactive nature of the Internet alotb@ reach, the media have been
granted immunity in publishing content online; thranunity relieves the media of
liability for any user-generated content unlessdtetent of the advertisement breaches
privacy, or intellectual property, or is a subjexcfederal law (Communication Decency
Act, 1996). This provision of the Communication Becy Act (CDA) helped
revolutionize the online promotion of controversak-related services across the United
States, exploiting new, intangible, CDA-protectedernet-based means of
communication.

The role of technology and the Internet has beta, Wpreading new ways of
socializing and networking, buying services, ansueimg the ability of posters to market
sex and make money. The role of technology andhtieenet is vital in spreading new
ways of socializing and networking, buying serviaesd marketing sex. Technology
provides users, both clients of sex-related sesvacel providers, with a discrete,
immediate, and easy-to-use environment. This eaghgar ability to make more money,
while engaging in safer sexual practices and lhgitoncerns over detection by law
enforcement (Parsons et al., 2004). Today the niairadvertising for escort services
is online. Controversies that followed the popweof the online classified sites
stimulated their owners to adopt self-disciplinpgach to advertising controls. Faced
with allegations of human trafficking and prostitut, online classified sites have
transformed their models of advertising througlalelésshing clearance policies that
prohibit posters from publishing illegal contenhéBe transformations can be traced by

looking at the cases of online personal€igslistandBackpage
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En Route toward New Self-Requlatory Mechanisms:Clds= of Craigslist

With the arrival ofCraigslist an online classified site enabling the publisét
and buy various things and services online, thert@t eliminated barriers to entering
prostitution (Cunningham & Kendall, 2011). Hausbackl Brents (2002, p. 432) indicate
that individual sex workers and some brothels maanist cities have drastically changed
their promotion strategies by going online. The 1 online personals ddraigslistand
other online classified sites gave sex workersssipdity of reaching broader audiences,
while getting around anti-prostitution restrictioms advertising. Prostitutes published
their ads within the "erotic services" section ofiwe classified sites (Hawkins, 2013) to
disguise the nature of their services.

The success of promotional practices associatddsgkual services online in the
late 2000s resulted in allegations agafbistigslist claiming that it fostered "prostitution
and other illegal activitiesCraigslistwon the lawsuit (Carr, 2011), claiming that it
should not be held responsible for third party @@sed on the Section 230 of CDA).
Despite that victory, as a result of public preesar2009 Craigslistrelabeled its "erotic
services" section as the "adult services" sectiahc¢ating that its announcements would
be subject to review (Stone, 2009). In such a waymedium subscribed to regulatory
self-discipline. However, the public remained adat@bout closure of the "adult”
section (Carr, 2011). By 201Qraigslisthad become one of the major promotional
spaces for adult personals, generating more th@m#on in revenues from online
personals. Under pressure coming from crif@sigslistrebranded its "adult” services

section as a "censored" section. That section Wasd down in 2010, honoring the
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requests of 17 U.S. state attorneys general coedaipouCraigslistas a tool for crime
proliferation (CNN Wire Staff, 2010).

After Craigslist's closure of the "censored" secti@ackpageaeplacedCraigslist
as a major space for classifieds in the UnitedeStdthe revenues 8ackpagecom for
escort service ads increased by 15.3% in betwegugtiand September 2011 (AIM
Group, 2010). As of 2013, boBackpageandCraigslistallow posters to publish
announcements for sexual services. The former slo@sthin subsections of the "adult"
section, and the latter does so within subsectbiits "personals” section (see Table
2.1). Both online classifieds continue to face mestirutiny and public disapproval.

Following the example dEraigslist similar online classifieds have upgraded
their policies toward control of advertising cortteddowever, despite tightened clearance
policies, pages of online ads remain full of peesmffering sex implicitly (Gustafson,
2009). For instance, the majority of the ads plagghin the "casual encounters” section
of Craigslistadvertise opportunities for one-night stands. &wsnh (2009, para. 6)
points out "[p]retty much everyone in the persads section is looking for one
thing...sex. Many times, paid sex."

In sum, even though the request of 17 U.S. atysrgeneral did not result in a
law orderingCraigslistto develop, use, and enforce norms (CNN Wire SEf10), this
request may have foretold a new era of self-reguiafhe U.S. attorneys general
stimulated both the development of more stringeltdisciplinary policies by some
online classifieds and the adoption of negotiatdtiregulation policies by others (e.g.,

Backpagge
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From Pure Self-Discipline to Negotiated Self-Retiata The Case of Backpage

Before theCraigslistcontroversyBackpagealso relied on the approach of self-
discipline toward the advertising content. TodBgckpagesubscribes to the approach of
negotiated self-regulation. Speaking on behalhefdex-related services industry,
Backpagevoluntarily negotiated the development, use, arfdreement of norms with
two outside organizations: the National Human Tckihg Resource Center (Polaris
Project) and the National Center for Missing & Eoigd Children (NCMEC). By
collaborating with these organizatioBackpageprovides all prospective posters of
online personals with an opportunity to call 24-hbatlines to "report the suspected
sexual exploitation of minors and/or human trafinck (see Table 2.2).

Before seeing any notices about clearance congajgrosters would click on the
link of the escort section &ackpageLike Craigslist, Backpag@revents posters not
only from publishing, but also from seeing any emtpublished within the "escorts"
section until they read and agree to the disclaifiee disclaimer specifically requires
them to "confirm" that they are "18 years of ag®lder," and that by "accessing this
website" they realize this particular section "@n$ sexual content, including pictorial
nudity and adult language." Below the disclaiBackpagdinks to itsTerms of Usan
which clearance policies regarding the contenhefdnline personals are outlined.

After agreeing to the disclaimer and accepfiegms of Uséwhich is possible
even without hitting the button that leadsTerms of Usgthe poster is able to view all
escort announcements published on the site andrhagportunity to write an ad,

following the provided instructions (see Appendix A
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Backpageallows posters to self-censor controversial cantEne first step of
writing an ad warns posters to avoid posting amgstjonable content or risk removal of
their ads without a refund (see these requiremankable 2.2, Table 2.3). In the next
step of reviewing the ad, posters check if thegdgressed any clearance policies of the
media by comparing their ad with the notice abdedm@nce requirements stated at the
top of their ad (see Table 2.3). Thus, prior tonges made in 2012, posters saw the
notice about clearance requirements twice befdoengiting an ad. After that, posters
would submit a post, double check the link toritg aeceive a confirmation email about
its successful posting.

In September 201Backpaganade changes to the posting process and clearance
compliance policies. The media removed the nofimiaclearance requirements. As a
result, posters could proceed to publishing thes right after they saw the general
review of clearance policies (see Table 2.2 andeT2al3).

In general, all clearance policies were institutgdackpagean collaboration
with U.S. and international anti-human traffickiogganizations to prevent dissemination
of information about potentially illegal actionsfgees (e.g., sex solicitation, sex work).
To illustrate how references to sex work could bedito promote illegal sex-related
services, Pruitt and Krull (2011, p. 59) emphasize:

...Both clients and prostitutes use standard doyderms associated with

prostitution, and this is evidenced in these adsemients. For example, we find

some coded references to speaking or being floefGreek” (anal sex) and

“French” (oral sex) as well as more common slaugh as “BJ” for blowjobs

and perhaps less common “bbbj” for bareback (@ithcondoms) blowjobs.
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Continuing the tradition of negotiated self-rediadna, Backpagehas experimented
with clearance compliance notices and with the irequents for posting. Not having any
clearance model to folloviBackpagéhas attempted to communicate to the public that it
cares about the well-being of those who post ongersonals and those who work
legally. By implementing these steps of negotiatelfiregulationBackpageprotects
itself not only with the help of CDA, but also ahtiman trafficking efforts.
Nevertheless, policies aimed at controlling adgeryj content online are abundant,
however, they rarely correspond. Their lack of agrent leaves a void in sustaining the
climate of responsible advertising. This void ipexgally evident in the case of escort
personals, which are regulated by clearance pslmiBackpageonline and by the U.S.
penal codes.

Existing in different regulatory planes, self-r&gors (i.e., those developing
media clearance policies) and regulators often umihe each other's efforts. Media,
consumers, and public policy makers tend to heallaeRk to negative outcry regarding
Craigslist, failing to study the effectiveness of advertisirgigies in the cases of self-
discipline (e.g.Craigslis}) and negotiated self-regulation (e[§ackpagée As a result, all
content of online personals is criticized for ingppropriateness and illegality. The
conundrum persists.

The overview provided by the next section willbeleate how sex-related services
and their promotion fit within the framework of g&es advertising.

Advertisements for Controversial Services

Economically, services account for roughly 80 pat®f the U.S. gross domestic

product. The majority of the current list of For&us00 is service-driven companies



52

(CNNMoney, 2013). A service-driven economy is cdaogd by institutions as diverse
as financial services, health care, retail, andisgoubut can also include services of the
shadow economy as well (e.g., sex-related serviEsgprt services are controversial
services that Farley (2005, p. 952) claims shooldoe sold, because "[e]scort
prostitution simply means that an ad is placednendir in a newspaper, that she or her
pimp has a cell phone, and that there is acces$itome or hotel room or car." Given
social, moral, and legal concerns related to essoktices advertising, a general
understanding of their nature is limited and saiaderstanding of the nature of related
services. One possible explanation for this deafrtimderstanding is the lack of research
on services advertising, which includes compam®editures on advertising that
explicitly promotes services, putting the brandr@ image of the company aside (Prins
& Verhoef, 2007, pp. 174-175).

Fisk, Brown, and Bitner (1993) divided researchservices advertising into three
distinct periods based on frequency of publicattomajor journals. The first period,
identified as the "crawling out” phase (1953-198@s characterized by tangential
research on services arising out of related tofibs.initial studies sought to investigate
the differences between product and services adweyias well as the differences within
services advertising itself (e.g., business-to4iess services vs. consumer services)
(Turley & Kelley, 1997). After the deregulation tbfe broadcasting industry, which
began in the 1970s (Tripp, 1997), many companiesatdeed more research on
comparative services advertising because of theased risks of being sued over
misleading ads (Hancock, 2011). After all, whilaing companies to institute self-

regulatory procedures regarding the promotion eirtproducts and services,
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deregulation procedures also provided many oppibesrfor all companies to blame
their opponents for running hurtful comparative.ads

As a result of increased concern, research oncesradvertising culminated in
what Fisk at al. (1993) identified as a period sxfurrying about" (1980-1985). Studies
on services that appearing during this time askedame research questions that were
typically used in studies on product advertisings&arch on services advertisements
flourished. Beginning in 1986, services advertigiagearch entered the "walking erect"
phase (1986-present) during which studies recodrtize differences between services
and branded goods advertising.

Turley and Kelley (1997) identified particular caeteristics that distinguish
services advertising from that of branded good#tangibility, heterogeneity,
inseparability, and perishability. Their findingssulated further interest in the area.
Looking for differencesvithin services advertising rather than differenicetveen
advertising for services and branded goods, Albiller and Stafford (1999)
focused on two very different services — finanaiadl travel. Financial services, which
they identified as utilitarian, are based on raglenExperiential services like travel
above all else are socially oriented, related toteanal consumption. Experiential
services were characterized as having "higher $eseémployee contact and
customization directed toward people, as opposdairigs, and have a strong people
orientation." Utilitarian services have "lower degs of employee contact and
customization," and are more "equipment and olpeetted" (Albers-Miller & Stafford,
1999, p. 393). The intangibility of services poskstinctive ethical challenges associated

with the development of socially appropriate adsgerg strategies (Stafford, 2011).



54

These findings emphasized the need to recognizetangible and intangible aspects of
services.

Escort services, like travel, might be identifeslexperiential service. Relying on
intangibility (emotion) rather than calculated &gt and rationality, they adopt a special
strategy of pricing, that attracts a client's iag¢without providing an actual price, i.e.,
tensile pricing. Exploring the mechanics and effestess of pricing strategies for
services, Mobley, Bearden, and Teel (1988) coiheddrm tensile pricing to refer to
intentionally vague tactics of promotion. Due tsuss of legality, tensile pricing is
advantageous in promoting sex-related servicesjging a consumer with "an idea of a
discount range or possibility, rather than a spediscount figure" (Stafford & Stafford,
2000). For example, substituting roses for monegniine personals is a frequent
practice of tensile pricing used by some providers.

Until late 1990s, research on services advertigimgarily revolved around the
7Ps — product, promotion, price, place, packagmogijtioning, and people — a concept
borrowed from branded goods advertising. Adaptinglilt's work on consumer
responses, Stern (1997) recognized that the b@adext between services and their
target audiences as a result of advertising wasaqttured in the 7Ps model. She
suggested that research on services advertisintgveeuenhanced by adding the concept
of intimacy, which she viewed as one of the maatdees at the core of services. She
introduced the 5C model, consisting of five atttésurelated to intimacy:
communication, commitment, care, conflict resolntiand comfort. Additionally, Stern
(1997) developed a four-stage model of intimatati@hships — acquaintance, build-up,

continuation, and dissolution.
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Brents and Hausbeck (2007) link tourism and essmmtices as services that are
"increasingly selling individualized interactiveutistic experiences." Tourist experiences
revolve around the notion of "limited intimacy," igh includes business relationships
between people. By contrast, escort services expegs, such as a "girlfriend
experience" or GFE, might revolve around the notion of "full intimdcfStern, 1997)
which is comprised of higher levels of empathy padsonal attention than "limited
intimacy."

In another series of studies, Stern (1997) exglarémacy in the context of
nonverbal communication. Applying her findings sxert services, sympathetic or
responsive listening might play a principal partlients’ experiences. Reflecting this
reasoning, many escorts emphasize their skillsamiging care through "limited"
intimacy, in which the clients have opportunitieshare their thoughts with the escort
provider who shows "nonjudgmental sympathy, oftemmunicated by silence"” (Stern,
1997). Additionally, escorts provide the illusioh"anrushed" service. In another study
on health-related services, Stern (2011) also esipdc the importance of "limited
intimacy." She concluded that promises of "limitedfimacy and discretion along with
tensile pricing strategies within the ads comptisecore of services advertising in
general and health services advertising in padicul

Arnould and Price (1993, p. 28) identified raftitige extreme sport/activity of
using an inflatable raft to navigate a river, asextraordinary service
experience...inherently interpretive, subjective, affdctive." Escort services might also
be looked at as extraordinary service experienkeirork, when viewed in the context

of earlier work on rationality and emotion (AlbavBHer & Stafford, 1999) suggests that
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differences within the escort services are impartamnderstanding escort services
advertising. Clients seek additional informatiordpe venturing to purchase any service
offered by a sex worker or an escort provider, prity because of possible legal risks
involved. Because an escort's task is to care ahewtmotional state of the client, the
degree of intimacy between an escort and her déegrteater than that of a sex worker
and her client (Milrod & Monto, 2012). A sex worketask is focused on satisfying the
physical desires of the client, whereas a taskaszort service provider, apart from
that, may entail additional responsibilities andiskwhich sometimes take a long time to
develop.

Research suggests that escort services advenisgig be something of a hybrid
of branded goods and services advertising. Sintollranded goods, escorts treat their
bodies as commodities (e.g., beauty of an escody lmeasurements), on the other hand,
as a service, escort providers offer experiencexahange for money (e.g., intimacy)
and use tensile pricing (or extremely vague innosrtd hint the price of the services) to
promote their services in online personals. Theaeh discussed here identified
underlying conceptual commonalities that work tadvanderstanding the legal and social
implications of escort services promotion. To usstind the intrinsic attributes of online
personals, a look at the advertising appeals atd¢bee is needed. The next section of the
literature review will link the conceptual schenfiasadvertising that relies on emotion
as opposed to logic with respective frameworkgrfamsformational and informational

advertising appeals.
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Informational and Transformational Advertising Rasd Review

It is widely accepted today that advertising apgeahich are capable of
enhancing one’s status and invoking emotions begoaized as transformational,
whereas advertising appeals that construct logigaiments and provide factual
information are categorized as informational (Swaathan, Zinkhan, & Reddy,1996;
Steverman, 2011). When studying the content ofises\advertising, Puto and Wells
(1984) were the first to distinguish between infatimnal (i.e., information processing)
and transformational (i.e., experiential) advengsappeals. They applied the framework
for informational and transformational appealsréalitional services. To explore the
effects of these two appeals, they developed tresuore of informational and
transformational advertising content, which assesstudes of the participants in their
study to a university hospital advertising campdigato & Wells, 1984). As a result,
they found that consumers reacted differently ftecent advertising appeals used in the
promotion of the same product or a service. Thayshy Puto and Wells (1984) became
a seminal study in a sequence of research ab@adtieness of different advertising
appeals.

Another influential study conducted by Swaminatkaal. (1996) evaluated the
likelihood of use of transformational as opposedhtormational advertising. A resulting
conceptual model outlined key factors contributmghe decision of advertising
practitioners and which type of appeal to emploghsas: 1) product conspicuousness, 2)
ego product involvement, 3) advertising for serweseproduct, 4) product homogeneity,
5) technological stability, 6) newness of the prigdid) level of risk associated with

buying a product, 8) cognitive product involvemearid 9) price elasticity.
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According to the model, the first five factors taoute to transformational
advertising, whereas the last four factors favéwrimational ad approaches. Among
other things, the study cautioned using the terhmsformational and transformational
advertising with caution, noting that the instancesxclusively transformational or
informational appeals in ads are extremely rareenaften than not ads use both
advertising appeals.

Elaborating on key elements from the transfornmationodel, Swaminathan et al.
(1996) suggested thatoduct conspicuousnesfiows consumers to perceive products or
services as their extensions that elevate thdirstago product involvemeseixplains the
influence of the issues personally relevant to aorexs on their decisionproduct
homogeneityallows consumers to build perceptions of prodastslosely related
substitutes of one anothéechnological stabilityhelps consumers to think of services
and products lacking any technological innovatigssto the informational components
of the model relevant for this studpe level of risks associated with a product or
service was represented by laws, policies or réigulswhether imposed by the
government, independent agencies, or independétiesrthat could potentially bring
harm to the consumer using the product or sereiognitive product involvemerg
associated with the amount of time dedicated takihg about a possible purchapece
elasticityis related to the exclusivity of the product, daaility of
sales/discounts/coupons, and the need of consunhave it.

Subsequent research on the application of theefnark for informational and
transformational advertising appeals to differenviEes also contributed to an

understanding of advertising effectiveness. Falamse, when studying health care
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services, Stern (1990; 1997) confirmed previousassh by finding that transformational
advertising relies on tactics that trigger an eoval response, whereas informational
advertising gains attention "by stimulating consurdentification with the problem
situation” (Stern, 1990, p. 22). She emphasizetithieagoal of transformational
advertising is to be poetic, to elicit "emotionatl@nticity,” warmth, and create
"emphatic consumer bonding" (p. 23). In comparisbe,goal of informational
advertising is to be factual, and to provide usafuld necessary information.

Next, a link between the type of advertising app@a service category was
established as a factor determining effectivenéggarmational and transformational
appeals. Laskey, Seaton, and Nicholls (1994) arthetdransformational advertisements
are ineffective if compared to informational adisients in the promotion of travel
services. While studying print advertisements favél agencies and health
establishments, Laskey et al. (1994) coded adeengsits for formats (text-only as
opposed to text-visuals) and advertising appeaferfnational vs. transformational). As
a result of the study, they found that "informatibadvertisements, especially the ones
that employed both text and visuals, were morecgffe in disseminating their messages
than transformational advertisements” (p. 15).

At the same time, Albers-Miller and Stafford (19@®served heavy reliance of
travel services advertising on transformationales Aimed to determine the nature of
advertising appeals used by different categoriesenfices, Albers-Miller and Stafford
(1999) analyzed 950 advertisements from magazineksped in 11 countries. The
researchers found that almost 90% of the adveras&srfor utilitarian (financial)

services contained one or more informational ayyediile the majority of
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advertisements for experiential (travel) serviedgd on transformational appeals
(Albers-Miller & Stafford, 1999, p. 399). Therefomlbers-Miller and Stafford (1999)
found that in comparison to utilitarian servicegyeriential services advertising relied
more heavily on transformational (e.g., emotiomal axpressive) appeals than
informational (rational) appeals.

Additionally, research on informational and traraiational advertising appeals
found that the effectiveness of services advegidiepends not only on the type of
service, but also on timing of the advertisemeegltt of the economy, and legal status
of a product. For instance, Lee, Chung, and Ta@011) found that under normal
circumstances most advertisements for financiaices employed transformational
appeals; however, during financial crises moshefrt would switch to informational
appeal. At the same time, while conducting anoshigaly on financial services
advertising in times of recession, Lee et al. (3@&hcluded that most of the financial
institutions changed the advertising appeals with@r messages from transformational
to informational (Lee et al., 2011).

Overall, the promotion of risky services benéiiitsn transformational
advertising more than it does from informationalextising. In their study on
controversial services, Day and Stafford (1997)catd that as perceptions of social risks
associated with consumption of such services iseres0 do the barriers to their
promotion. Hence, new tactics of promotion are edeatbt only to grab consumers'
attention, but also to stimulate the adoption séevice. Day and Stafford (1997) found
that the experiential services advertised withgfammational appeals benefited more

from advertising than utilitarian services advetisvith informational appeals. Although
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Day and Stafford (1997) studied age-related cuestail services advertising, the
findings from their study are applicable to adwsnty services associated with social
risks, including escort services.

Finally, motivations of consumers in regard tartisensumption of controversial
services present one more factor influencing tfecg¥eness of services advertising.

To consider all possible interpretations of consumetivations triggered by the escort
advertisement, it is beneficial to look at the espersonals in the context of the Rossiter
and Percy Planning Grid (RPPG). The grid accowrtgdrlier experiences of consumers
with services or brands as well as consumers' sis&ed of the risks associated with
purchases. Depending on the product's (or serpited, promise, consumers' awareness
and attitude toward it, consumers are bound torespee either high or low involvement
when considering a purchase (Rossiter & Percy, 1991 higher the price (social,
psychological, economical, criminal), the highethis involvement of the consumer.

If consumers are accustomed to risk-taking andniguservices that require prior
conviction before purchase (brand involvement ghhitheir level of involvement with a
product might drastically change if deciding toghase a legal service such as
therapeutic massage. Also, RPPG differentiatesuwrnass’ motivations into positive and
negative categories, where positive motivationgleas are about conspicuous
consumption and pleasing one's senses, whereasveegativational appeals and
experiences are about avoidance of unpleasant gqo@aisees of consumption (Rossiter &
Percy, 1991). If in the case of the former, thatpasexperience from consuming an
escort service might be the exposure to a spemttenassage technique, in the case of

the latter, the negative experience from consuraimgscort service might be the desire
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to avoid punitive actions from the legal systemgng is caught engaging in sexual
solicitation.

Consumers have unlimited choices when it comehoosing brands, Rossiter
and Percy's Planning Grid accounts for difference®onsumers' involvement with
almost all brands (brand choice involvement). lAstance, when choosing to call or not
the numbers listed in the online ads for escoxtises, potential consumers are faced
with different options such as race of the escentise provider, body structure, age,
nationality, price, and promises within the ad.WMally, a customer's brand choice
involvement would be different, if presented withbwrely informational advertising
appeal (an ad that would only list a phone numihername of the escort service
provider, and a couple of sentences about the geofithe service) as opposed to the
transformational advertising appeal (an ad that@leith provision of some practical
information regarding the provider also contairseevice experience promise). In fact in
the case of transformational advertising if faceththe task of remembering the brand
consumers will first remember the ad's promiseeims of sensual experience and only
after that they will remember the brand (Puto & 18/€1984). Indeed when it comes to
transformational advertising most of which willyen sexual appeal cues the phrase
"sex sells" as it is mentioned by Pollay (1986¢&kn a new meaning.

Given the controversial nature of escort serviegsn when looking for legal sex-
related services (e.g., genuine massage serviddseatth clubs), consumers know that
they have must be cautious when calling the numiistes! online in the escorts section
of BackpageAs a result, high purchase involvement when byigin escort or body rub

service could be explained by the risks assocmattdthese services. In general,
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informational and transformational advertising agdpe&xplain the marketing side of
escort services advertising. Escort service pefsdihavithin the framework for
informational and transformational advertising, d&se they could be purely
informational, transformational, or a mix of theatwHowever, a different set of tools is
needed to explore social, moral, and regulatorgtiaof escort services advertising.

Whereas the framing of the discussion about omdarsonals as informational
and transformational advertising appeals is us#ieljssues of self-sexualization are as
well. A look at the research on sexual appeal partof transformational advertising
appeal in advertising is necessary in order to eptually contextualize the nature of
online personals. By presenting previous reseancte@ual appeal in advertising, the
next section will conclude the construction of kes that will aid the subsequent
investigation.

Sex Appeal Research Review

As visual imagery is more prevalent in advertiseta@xhibiting transformational
than informational purchase motivations, transfdromal advertising is more prone to
using sexual appeals than informational advertigRgchert et al., 2012). Visual cues
and emotional verbal claims of a transformatiomestisement comprise ads' principal
attributes (Reichert et al., 2001; Reichert & Laasi@, 2003). Overall, sexual appeal in
advertising is becoming more predominant than & waouple of decades ago:
Analyzing the dress style of the models portrayethe advertisements from magazines
published in 1964 and 1984, Soley and Reid (19@&)tified a trend of advertising

models "wearing less than males in 1984 generatest magazines, but not in 1964
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issues" (p. 963). An update of this study, analyadvertisements from 1983 to 2003,
confirmed this tendency (Reichert & Carpenter, 2004

More specifically, the results of the content gaml of magazine advertising
conducted by Soley and Reid (1988) suggestedntEd64, more models portrayed
alone within the ads were suggestively than péytaad (26.9% vs. 7.7%). As to the
photos where several people were portrayed, inatudien, the female models were
partially clad more often than suggestively clatl. (26 vs. 13%). The numbers for the
year of 1984 were similar: 13.8% vs. 24.1% (pdstias. suggestively clad) for the ads
with female models only and 20.6 vs. 7.2% for tde with models of both genders (p.
965). Expanding on seminal studies about sexuaréiding appeal, Reichert and
Lambiase (1999) found that that overall, advergsiras significantly more explicit in
1993 compared to 1983 (28% of female models wesssaéid provocatively in 1983
compared to 40% in 1993). However, there were rpargally clad than suggestively
clad female models in 1983 than in 1993 (14% v&b)}12n comparison, there were more
suggestively clad female models in 1993 than i31@8% vs. 16%).

Although the degree to which sexual content is@méin an advertisement varies,
people interpret certain advertising stimuli asus¢XReichert & Ramirez, 2000). To
define sexual appeal in one phrase, Reichert amblase (2008) referred to it as "an
instance of sex in advertising." To define it mexlicitly, Reichert, Heckler, and
Jackson (2001, p. 14) referred to it as messagksthar as brand information in
advertising contexts or as persuasive appealscialsnarketing contexts, that are

associated with sexual information." Hence, seapaleal can be broadly defined as
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persuasive appeals that contain sexual informatit@grated within the overall message
for either brands or services.

Historically, research on sexual appeals in atsiag began in the 1960s,
motivated in part by the attempt to "understand/sexual content influences the
advertising communication process"” (Reichert, 2@0242). The content, effects, and
personal characteristics of the target audiences the main focus of the earlier studies
on sexual appeal in advertising. In reviewing tistdny of sexual appeal in advertising,
Reichert (2002) points out five research elemeotsmonly considered sex in
advertising: body display, sexual behavior, contaktactors, sexual referents, and
sexual symbolism. By focusing upon these topiasréviewed studies explored the
mechanics of advertising processing; including beiral and psychological changes in
target audiences. Content analysis found that fesnaere more likely than males to be
portrayed in sexually suggestive posture or nuade(S& Kurzbard, 1986). Subsequent
studies on this topic laid groundwork for the resbhan sexual appeal in advertising
(Soley & Reid, 1988; Paek & Nelson, 2007; Hennirkakinski & Reichert, 2011).

Because of their explicit focus on body displaxgl referents, and sexual
symbolism, these studies represent the most reléitenature from which definitions and
measures helpful to inspect the content of onlers@nals conducted by this project
could be drawn. Methodologically, to determine degree of nudity or sexual
suggestiveness present within an advertisemergy$old Reid (1988) used four
categories for dress styles. These categories suexaessfully tested and subsequently

used in similar studies (see Table 2.4).
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At a more general level of building on Gould'sq1pwork on sexual appeal in
advertising while analyzing textual and visual ¢lRsichert and Lambiase (2003)
identified three types of "common sexual promisg&fiése promises or "subsets of an
appeal to conform to idealized and gendered appearand/or sexual performance”
consisted of the following:

(1) enhancement of sexual attractiveness for thewmer of the service

(2) increase in the odds of engagement in sexuea\ber (and more enjoyment

from these encounters)

(3) development of self-esteem and feelings ofdpsexy or sensual

Although these promises are not mutually exclysiggng explicit visuals or
implicit textual references an advertisement cdafter more than one appeal” (Reichert
& Lambiase, 2003, p. 124). For instance, compaveatitertisements targeting women,
sexual appeal was used in the advertisements itaggaen as a means of promising
more and better sex (Reichert & Lambiase, 2003¢. Sdme study found that sexual
appeal was used in cosmetic surgery advertiserf@ns means of boosting sex-esteem
and enhancing one’s sexual attractiveness, a pati#éerent from that of branded
consumer products and services" (Reichert & HenHlakiinski, 2011, p. 45).

Interestingly, personals for escort services prear opportunity to test this
finding. Having intimacy at their core, which ispglemented by attributes of branded
goods, personals for escort services might chadieéng statement about the infrequent
use of sexual appeal as a means of boosting selrasn controversial services
advertising. This issue will be explored in degtef in the discussion section of this

study.
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On another note, because the majority of the ssuidi advertising are concerned
about its effectiveness and how it works, the ¢iffeaess of using sexual appeal in
advertising has been a key theme as well. Thatadexypeal in advertising is effective if
the service is congruent with the advertising apigea consistent finding (Peterson &
Kerin, 1977; Paek & Nelson, 2007). For instanceg study on advertising effectiveness
of sexual appeal for different categories of pradueterson and Kerin (1977)
experimented with demure, seductive, and nudenreaiis of advertising models
promoting a product from general category (rate¥reinch set) and a product related to
personal hygiene (body oil). They found that the asing nude models, while
advertising household appliances (e.qg., ratcheheirset) were judged least appealing;
the products were judged to the lower in qualitgt Hre company less reputable. The
opposite was true for seductive model/body oilttresnt combination, providing
evidence that congruency of a product with advedisppeal plays a role in successful
advertising.

Another study on brand and services strategiedumiad by Stern (1990) used
the theoretical framework of fantasy-functional egls, while conducting research on the
fantasy fulfillment as the key factor in the effgenhess of transformational
advertisements. When comparing different advedigippeals, Stern (1990) pointed out
that effectiveness of the "sex as love" appeal nepe on the ability of an advertisement
to attract attention "by offering the audience &kjmostalgia 'fix' through positive
association of surface and core story" (Stern, 1p902). Her research confirmed the
findings of earlier studies regarding the congryesicthe marketed services and

congruency between the use of transformationalkamdal advertising appeals.
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Recognizing the importance of sexual appeal iregthg not only due to its
effectiveness, but also due to its ability to spadontroversies, researchers also explored
the ethical dimensions of selling with sex. Fotamge, in an effort to study advertising
values, i.e., predecessors for advertising appPaltay (1983) identified several
advertising appeals, two of which were associatigl such advertising values as: "sex
as love" and "sex as physiology." At the same tiRiehmond and Hartman (1982)
labeled similar appeals as fantasy and functiode¢dising appeals. Finding more
connections between the existing concepts in sisareh related to advertising appeals,
Pollay (1983) linked advertising values of "sexas" and "sex as physiology" to
transformational and informational ad appeals.

Almost a decade later, realizing that the prommoabservices is going to be a
success only if all components of marketing mixoagged with sexual appeal are taken
into consideration, many researchers started fogusn the interplay of advertising
effectiveness and emotional states of their taagdtence. Applying the findings from
these studies (Stern, 1990; Richmond & Hartman21P8llay, 1983) to online
personals, "sex as love" fantasy-transformatioppkal will rely on emotional stories,
whereas "sex as a physiological need" functionfalrmational appeal will address
customers' sexual needs first. Hence, online patsamll invoke emotional authenticity
in clients exposed to messages using "sex as gortising appeal. In turn, these
messages will create a story and link clients'l*¢g®d" memories with an escort
services (Williamson, 1978), strengthening the bbetveen a client and an escort and
making it hard for the clients to abandon theirihabvisiting escorts. In fact, by telling

stories related to the dreams of prospective djemtline personals that employ
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advertising appeals of "sex as love" will becomeandy relevant, but also essential to
the lifestyles of their clients. They will fulfitlients' fantasies (Marchand, 1985),
achieving the goal of controversial services adsieg and chaining the client to the

circle of emotional dependency that could only bekbn by calling an escort.



Table 2.1.

Subsections for Adult Sections of Craigslist andkpage (2013)*

70

Craigslist: personals section Backpageadult section
strictly platonic Escorts
women seek women body rubs
women seeking men strippers & strip clubs
men seeking women dom & fetish
men seeking men ts
misc romance male escorts
casual encounters phone & websites
missed connections adult jobs

rants and raves

Note* Updated in 2012 to include extensiVerms of Use
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Table 2.2.

Notice to Posters. Posting Rules, Backpage

You agree to the following when posting in thisegadry:

= | will not post obscene or lewd and lascivious $iap or photographs which depict
genitalia, actual or simulated sexual acts or nakedes;

= | will not post any solicitation directly or in "ded" fashion for any illegal service,
including exchanging sexual favors for money oeotfaluable consideration;

= | will not post any material on the Site that exgdaninors in any way;

= | will not post any material on the Site that iryamay constitutes or assists in human
trafficking;

= | am at least 18 years of age or older and notidered to be a minor in my state of
residence.
Any post exploiting a minor in any way will be subject to criminal prosecution and will be

reported to the Cybertipline for law enforcement.

Postings violating these rules and @erms of Usare subject to removal without refund.

Note* This content is depicted as it was availableh@ tPosting Rules" section in 2011-2012. The pgstin
rules were subsequently updated in September 20ih2ltidde more extensiveerms of Use
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Table 2.3.

Notice about Clearance Compliance Requirementskizge

Policies Examples

Do not post naked images Uncovered genitalia, batts, nipple or
nipple area, sex acts, etc.

Do not post images using transparent clothing,
graphic box or pixalization to cover bare
breasts or genitalia

Pricing for legal adult services must be for a 15 minute services are not allowed, no blank
minimum of one hour pricing, etc.

Ads can be a maximum length of 500
characters

Do not use code words 'greek’, gr33k 'bbbj', 'blGE, PSE, 'trips
to greece’, etc.

Do not suggest an exchange of sex acts for
money.

Do not post content which advertises an Sex work
illegal service.

Postings not complying with thierms of use are subject to removal

Postings in this category are $10.00

Note* This content is depicted as it was availableh@ tWrite Ad" and "Preview Ad" sections in 2011-
2012.
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Table 2.4.

Categories for Coding Dress Style

"suggestively clad" "partially clad" "nude"
an open blouse, a shirt or bare back no clothes or wearing only
a gown, especially with towel

exposed chest area

full-length lingerie bare shoulders translucent under apparel or

(except see-through) lingerie

a mini-skirt, a short-skirt bathing suits see-tlglolingerie

a muscle shirt under apparel bare body

a hiked skirt that expose three-quarter length  Silhouette

the thigh or an evening or shorter lingerie

gown showing excessive

thigh

tight clothing* Bikini* no clothes above/below the
(Paek & Nelson, navel* (Paek & Nelson,
2007) 2007)

tight clothing which bare thighs* (Paek if the photo is composed so

enhances the figure* & Nelson, 2007) that to conceal genitalia*

(Paek & Nelson, 2007) (Hennink-Kaminski &

Reichert, 2011).

Note.* Research on dress styles of advertising modeldadd exposure gets updated: (Paek &
Nelson, 2007; Hennink-Kaminski & Reichert, 2013)

The core components for dress category were desglimpthe seminal study on advertising in
magazines by Soley and Reid (1988, p.)962
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CHAPTER 3
METHOD
Content analysis was chosen as the method foowbsing the answers to the
content-based inquiries posed by this study. Sinm@vides "a scientific, quantitative,
and generalizable description of communicationgarth (Kassarjian, 1977, p. 10),
content analysis has been widely used in advegtsindies exploring the content of ad
message (Finn & Strickland, 1982; Williamson, 19&8ich as: portrayals of power
(Holladay, 2010), race- and gender-related themRe&l( King, & Kreshel, 1991; Taylor,
2003), and representational trends (Mays & Bra@901 Soley & Kurzbard, 1986; Soley
& Reid, 1988).

Sampling Procedure

Online personals reach a national audience irtegtes sexual encounters.
Posters of personals have an opportunity to pulitisin ads online through local and
international websites. Whiléraigslistwas once the leader in adult, escort services
advertising, since the closure of "adult" and "o@ed" sections ogfraigslistin 2010, the
"adult" section oBackpagéehas become the primary site for those interested i
publishing online personals, as well as the mopufar online classifieds visited by
those looking for sex (AIM, 2010).

This study analyzed a systematic random sampleddplicated online personals
published in the "escorts" subsection of "adultVses onBackpagen four cities from

July 2011 to June 2012. This timeframe was chosgive time to the posters of
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Craigslistto migrate to other sites, because September 2@ikechthe one year
anniversary oCraigslist'sclosure, making the goal of studying ads from 20012
logical. As to the choice of the mediuBackpagehas earned 33 percent more in online
prostitution ad revenue in March 2012 (at leas6 $2illion) as many of its posters
migrated fromCraigslist(Norfleet, 2012).

The four U.S. cities — New York, Atlanta, Chicagnd San Francisco — were
selected based upon three criteria; geographicatitn, proximity to major airports, and
cosmopolitanism. Geographically, New York, Atlar@dicago, and San Francisco
represent the East, South, Midwest, and West regbthe United States. Major airports
are venues for illegal activities, including hunmeafficking (Ferrell, 2014; Murase,
2014; Lupella, 2014; Reavy, 2014). These four gitiave large airports, Atlanta's
Hartsfield—Jackson and Chicago's O'Hare Internatiamports are the two largest in the
United States; New York’s JFK and San Francisceterhational airports are the sixth
and the seventh largest. Additionally, though reisognized that sexual exploitation
occurs everywhere, these four cities are considaigdr hubs for adult entertainment.
Sex work is illegal in these cities as it is in hokthe United States; howev&ackpage
represents "the online equivalent of a Europeadigbd district, contained and easily
monitored by the police" (Fisher, 2012), its undgace in the economy of sex-related
services in these four cities regarding policy oblsshing any sex-related ads deserves
particular attention.

Selection of escort personals analysis in thigeptavas based upon several
criteria. Only online personals promoting eitherssege or escort services published in

the "escorts" subsection of the "adult" sectiotheBackpagewvere included. Online
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personals for massage services published in tlwertss subsection were included in the
pool because sex workers disguised as masseugqasrityy promote their services there.
Ads for other services, such as human traffickiaplnes and warnings about schemes
of dishonest service providers were not included.

McLeod (1982, p. 28) argued for similarities betwerostitution and other
"women’s work." Today though "male and transgerssierworkers...comprise a sizeable
segment of the trade" (Weitzer, 2013), prostitutsstill considered to be an
overwhelmingly "women's profession” (Katsulis, 2D08iven that, this study focused on
personals posted by females; all other persondlstive exception of those posted by
individuals who self-identified as bi-sexual wereleided from the sample. Only ads
containing sufficient content were chosen (e.d.ads$ without photos or less than 1% of
all ads in the originally uploaded sample were edet).

Units of Analysis

The online personals were uploaded from the weln§Backpageonce every
two weeks over the course of one year (July, 2QLine, 2012) with the help of Website
Copier 3.47-27, a software program for website agld his software allows for the
retrieval of data from the websites, including arehdata, more efficiently than manual
retrieval.

Backpagés policy is to keep the data on the server acbes$or the public for
six months; however, the researcher uploaded ttzeed@ry two weeks to diminish the
error rate. Only 1 in 30 ads (3.3%) was unreadabt®ntained errors (in the case of

once-in-six-months upload, the error rate was 16.7%
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This once-in-two-weeks upload yielded a total 8f122 ads from all four cities
for the period from July 2011 to June 2012. Eliniimgads containing errors resulted in
a total of 22,378 ads from all four cities, i. @599 ads for New York, 4,774 ads for
Atlanta, 5,591 ads for Chicago, and 5,414 ads &r Bancisco. Because the purpose of
this study was to focus on advertising contentJidaged ads were eliminated. No
personal ad posted by the same person or entityanelgzed more than once (Reid,
King, & Kreshel, 1991, p. 877).

An ad was considered a duplicate if it containkdtps of the same person;
however, it was not considered a duplicate if tespn in photos was wearing different
clothing or if the photos were taken in differeetipds of time. The ad was also not
considered a duplicate if it contained the samg tex used previously unpublished
online photos of different escort service providé&wlowing the procedure of selecting
duplicates employed by Hennink-Kaminski (2006),lepersonal ad was given a unique
identifier and stored on a computer hard drive. @tygies of the personals within each
city were compared by the researcher and theifissince of a personal was identified
and counted in the unduplicated sample. The dupbkoaere excluded from the data
pool. A total of 25% of the ads for every monthnfrduly 2011 to June 2012 was
selected using random integer generator. A totdl @56 randomly selected unduplicated
ads met all criteria (see Table 3.1).

Opinions on what portion of the data should bdyeeal in order to achieve
minimum acceptable reliability vary. Wimmer and Darok (2003) say that the sample
analyzed should be from 10% to 25% of content us&ewhile Kaid and Wadsworth

(1989, p. 208) argue that having a sample of 578tds enough. The sample size of
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25% used in this study was based upon the requitesmi@ generate a sample with
confidence intervals that would ensure the achiergraf minimal acceptable reliability
outlined by Lacy and Riffe (1996). They identifigee acceptable minimal level of
agreement and acceptable percent level of probafskmpling error i< 5% for the
assumed population level of agreement) as 85 anmk@®nt respectively:
S.E. = SQR (PxQx-1 x SQRN-n/ N-1, where:

P = percentage of agreement in population

Q=(1-P)

N = the population size

n = the sample size

Coding Cateqories

The coding scheme used in this study was designeaolver textual and visual
content of online personals, including their sexudbrmational, and transformational
content. A total of 33 categories were includethimm codebook with illustrative textual
and visual examples. The textual categories reptedel) features of the advertisement,
2) features of the service, 3) responsibilitieshef client, and 4) description of the service
provider. The visual categories represented treppgarance and 6) demeanor of an
escort service provider.

Given the interdisciplinary nature of online perals and their promotion, the
categories for content analysis were built witregia on literature drawn from
advertising and sociology. All operationalizatiafs/isually-oriented advertising content
were adapted from previous content analyses oas@xudity in advertising (Lin, 1998;

Kunkel, 2007; Paek & Nelson, 2007; Reichert & Laada, 2003; Soley & Reid, 1988;
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Sung & Hennink-Kaminski, 2008). Operationalizatiaiservice-oriented content,
specifically, the content related to personalssfuort services, were adapted from
previous studies on escort, massage, and sex workss (Castle & Lee, 2008; Agresti,
2009), sexual objectification (Bell & Milic, 20083offman, 1979; McKee, 2005;
Lawton, 2009; Holladay, 2010), and self-disclosoméne (Qian & Scott, 2007). The
sections that follow provide a brief summary of da¢egories, providing additional
clarification when necessary. The codebook is abéslin the Appendix B.

Text: Features of the Online Personal

The coders were instructed to code every perdonahonth and city. Apart from
that, they were trained to pay attention to theafgbe escort service provider (as it was
indicated by the poster herself), shorthand languexgclusive racial promotion of a
service, presence of other people, advertisingdraand self-censorship of the photo.

Listed Age of the Escort Service Provider

Clearance policies @ackpagespecify that all posters publishing online
personals within the escorts section should beast 118 years old. That is why there
were no personals in which posters would have atditthat their age was less than that
of 18. The coders were instructed to indicate theea the escort service provider as it
was listed on the advertisement within the "PostAge" line. Even though it is not
marked specifically with those words in the perdpezery poster has an option of filling
this line before posting ad online. The purposthi activity is to ensure that no minor is
posting ads within the escorts section. However pibster may choose to skip this step

and leave the "Poster’s Age" line blank. In thage;af nothing is indicated near the title
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of the personal (where the "Poster’'s Age" line vage should be located according to the
template for every online personal), the codersewmstructed to put "99."

Presence of Shorthand Language

The presence of any kind of the shorthand langoageecific abbreviations for
different actions and services: "BBWbr "420 friendly,*" but also small abbreviations:
"&" and "u," standing for words "and" and "you" wascoded.

Escort Services Availability to Members of Diffdr®acial Groups

Due to the refusal of certain providers to offensces to people of certain race,
the category of diversity was included. If the adi lany mentions that the provider was
not available to members of certain racial groutpsas coded as "1."

Presence of People Other than the Escort ServiowiBer

To account for any people other than the prowd#rin the photo, the coders
were instructed to code the ad as "1" if they samebody else present within the photo.

Personal Ad Frame

The classification of Bell and Milic (2002) wasagaded to indicate the position of
the provider within the photo. The coders had acghof coding the ad as having a
"front," "side," or "rear" views. If it was hard twe certain about the position of the
provider within the photo, "9" was put in the caiggfor advertising frame.

Personal Ad Self-Censorship

The variable of self-censorship was to registgrdaviations in the look of the
photos of escort service providers. This studyrskefiself-censorship as any digital
distortion of the photo. This distortion represeartisattempt by the poster to hide the

content of the photo, which is usually done by gingl digital techniques to the photo in
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the areas of face or body. Distortions such agibyiand cropping the photos prevent
viewers of the personals to see the features aéshert service providers. All online
personals were coded for presence/absence of &d pélb-censorship. As suggested by
Qian and Scott (2007), the coders were instrucqzhy attention to this so-called "visual
anonymity" of the providers represented by selfsoeship in this particular case. To do
that, they distinguished between four types of-seffsorship: "1" self-censorship of the
eyes only, "4" self-censorship of the full faced aelf-censorship of any part of the body
(e.q., "2" breasts,"3" genitalia). Photos withceif-sensorship were coded as "5."

Text: Features of the Escort Service

The purpose of coding these categories was t@ctaize the nature of the escort
services. The content variables coded in this @eaescribed location of the provider,
professional philosophy, any methods of promotibthe service/any mentions about
donations, techniques for reassurance of the clieffitiment of desires, and, finally,
variety of services offered.

Escort Service Location

The coders were trained to notice if the provaléered service "in" or "out"
(Castle & Lee, 2008). If providers had their owmdment or the hotel/other apartment
for the clients, then the coders were instructecbtte this as "in-call" or "1." If the
service provider offered to come to the client'ad® client's hotel or some other
premises arranged by a client, then the codersdcthaie arrangement for service as an
"out-call" or "2." Ads containing in-call and ouglt opportunities were coded as "3."

Escort Service Provider's Professional Philosophy
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The coding scheme for professionalism of the glewwas partially adapted from
Monson and Hamilton (2010); professionalism fos tsiudy was coded in the following
ways:

"1" - A legal disclaimer is present within the ddclarifies that the provider is not

involved in sex soliciting. Instead, the providgwoifering a legal service and

anything that happens during the visit "happeng/éetn two consenting adults.”

Moreover, any donations "are for time and compashgmonly.” This disclaimer

also contained a warning that if someone who iskimgrfor any law enforcement

agency calls the provider, this is considered ‘&grtrent.”

"2" - There is an emphasis on the skills of thevjater.

"3" - The reviews of the provider are emphasized.

"4" - The elite status of the provider and senggperience are stated.

Solicitation of Donations

The classification of direct or indirect methodgpoomotion was adapted from
Agresti (2009). If the personal mentioned only ¢tbatact information of the provider
(e.g., phone, email), it was coded as "1." If itti@ned methods of payment for services
only, it was coded as "2," if it mentioned diffetespecials, and prices of the services or
donations, it was coded as "3."

Reassurance of Clients

If the personal was addressing the client byrtglhim: "Don't be shy, call us!"
The ad was coded as having psychological reassei@nid.." If the personal mentioned
that the escort provider offered "No games, no,rastdrama” atmosphere, it was coded

as "2." Providers offer unrushed service in hopes their clients would appreciate the
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difference in the atmosphere while at home, wheneesof the clients deal with
moodiness of their significant others on a dailgibas opposed to the place of an escort
provider, where the client is always welcomed.

Promise of Satisfaction

Many escort service providers rely on promisingjiticlients fulfillment of
desires. Coders ascertained whether any promisasydbrm were evident within the
personal. This category was coded as either "18)Y%e"2" (None).

Variety of Services

The "diversity of the service" variable was deéires a promise of the escort
service provider to offer a variety services, inthg massage and various fetishes (e.qg.,
"BDSM,"™ feet and toys fetishes). If the ad promised massagyice, it was coded as
"3," if there was no promise of any kind of spesaivices, it was coded as "2," if any
mention of the availability of fetishes was evidehtvas coded as "1."

Text: Clients' "Code of Honor"

Clients' "Code of Honor" goes hand in hand with fisatures of the service. Some
personals would clearly state clients' responsidsliregarding the service provided, the
rituals of paying for it, and the language usece Ppbrsonals pertaining to the category of
"Clients' Code of Honor" were covered by two valégh "requirement to be discreet" and
"prerequisite to behave oneself properly" (Kaye @& sky, 2001).

Escort Service Discretion

The variable of "discretion” is described as arpnse on the part of the escort

services provider that deals with safety of thertlion the premises of the escort.
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Client Conduct

The variable of "client conduct” captured the i duty to be courteous during
the meeting with an escort provider. It also staggiirements of the service providers,
such as no texting and no calling from personahghwumbers.

Text: Description of the Escort Service Provider

The following content variables were coded to pateva description of the escort
service provider: quantity of escort service previdpromoted, presence of an agency
posting ads for escort service providers, physmfugscort service providers, emphasis
on nationality/race, and character/status of tleiger.

Multiple Escort Service Providers

This variable accounted for instances of escoxtice providers working in teams
of two or more (e.g., friends working together, monates living together, sisters visiting
the city together). In many instances, one prowdeuld post the ad while speaking
about the existence of another briefly.

Escort Service Provider's Agency (Posting Ads dralief the Escort Service Providers)

Related to the previous variable, this variable vearecord instances in which
online personals about services of the escort@eprioviders were posted by others, as
was frequently in cases when providers were workirtgams. The existence of a third
party posting the personals and selling servicgg@fiders, indicated the presence of a
pimp or other entity "in charge" of the escort Imesis. In these cases, the escort service

providers had minimal agency.
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Escort Service Provider's Description

The physical appearance of the provider was gigh@ortant as her description
posted online. If the provider offered no descadptof herself, it was marked as "1."
Information about bust and/or cup size was code@ dfeight and weight of the
providers was coded as "3," hair and eye coloreuaed as "4." If the provider
mentioned at least two of the options mentionedraptihe coders the ad as "5" in this
category.

Escort Service Provider's Nationality

The emphasis on the nationality of the provides teaensure that any mention of
ethnic background or nationality was recorded. dfetlity or ethnicity was coded only if
the provider explicitly referred to either of thewthin the text. Such reference was
coded as "1" or "2" in the case of its absence.dimnality variable was coded as "2" if
the personals containing photos of ethnic-lookisgpet service providers had no
mentions about race or nationality in the ad.

Escort Service Provider's Character

This category captured key features of the praisdstitude toward her work and
herself. The coders indicated "1" when a providentioned her independence from any
agency, they put "3" when she referred to hersetsaxy," "4" when she called herself
"a girl next door" or "sweet,"” and "5" when provideentioned that she was super sexy.

Visuals: Appearance of the Escort Service Provider

Each person appearing within the first photo of anline personal was classified
based on several characteristics. The followingalisontent variables were coded in

this subsection: the "perceived" age of the esmtice provider/how old the provider
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appears to be, race of the escort service provigeriress, and any eye contact with the
viewer of the personals.

Escort Service Provider's Perceived Age

All personals were coded for "perceived" age efdlcort providers or how old
the providers "appear to be." The age categorydiwaded into four categories: "up to
the age of 13," "13-17," "18-24," and "25 and aliq®eichert, 2007). The coders were
instructed to pay attention whether there wereraagtions of age within the text of the
ad itself and not in the "Poster's age" line. Tha@ebook supplied different photos and
examples of providers of different age as guidsline

Escort Service Provider's Race

The coding options for provider's race were aoWd: Caucasian - "1,"
Hispanic/Latina - "2," Black - "3," Asian - "4," dmmixed - "5." Visual examples for this
category were supplied in the codebook as well @m 2011).

Escort Service Provider's Dress

All advertisements were coded for the degree ditgulisplayed by the women
within the ads (Soley & Reid, 1988; Paek & Nels2dQ7). This coding variable also
took into account violations of the media's cleasapolicies; hence, special attention
was paid to dress of the providers (e.g., fullysdesl, suggestively dressed, partially clad,
nude).

Visuals: Demeanor of the Escort Service Provider

The following visual content variables were cofl@dthe demeanor of the
provider: face expression of a provider, any sdyusalggestive postures she might have,

postures in general, visibility of her face, ansilility of her body. Additionally, the
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provider's sexual exposure (e.g., breasts, gemitalittocks, breasts and genitalia) and the
type of sexual action (e.g., massage, masturbaboching genitalia, and invitation to
sexual action) was coded. The demeanor of the geowas also accounted for with the
help of the licensed withdrawal variable.

Escort Service Provider's Face Expression

Face expression of the provider was coded asofddtached, "2" for engaged,
flirty, and "3" for neutral (Goffman, 1979). Ifwas impossible to see the expression of
the provider's face, it was coded as "9."

Escort Service Provider's Sexual Exposure

The coders were instructed to put "1" if an aremore than 1/3 of breasts was
exposed, "2" and "3" if genitalia and buttocks wexeosed respectively, and "4" if both
breasts and genitalia were exposed (Lin, 1998).

Escort Service Provider's Sexual Action

Any sexual actions were coded so that "1" wagrfassage, "2" masturbation, "3"
touching genitalia, "4" kissing, and "5" invitatiém sexual action (Kunkel et al., 2007).

Escort Service Provider's Sexual Look

This category was to code the actions of the plenvihat make her look sexually
suggestive (Paek & Nelson, 2007; Goffman, 1979js Vhariable would be coded as
"1"when the provider has her eye half-closed; "2withe provider has her lips half-
open; "3" when she has her legs spread out, andltiéh she is touching the parts of her
body. If two or more actions were present withia gihoto at the same time, the coders

were instructed to choose the most prominent action
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Escort Service Provider's Posture

The providers' posture was coded as "1"if shestasding, "2" if she was
kneeling, "3" if she was reclining, "4" if she wigghg down, "5" if she was sitting, or "9"
if her posture was impossible to determine (HoNa@®10).

Escort Service Provider's Face Visibility

The visibility of the escort service provider'séavas coded as fully visible (then
it was coded as"1"), not visible at all (coded 29,"and hidden/only half of it or less was
visible (coded as "3").

Escort Service Provider's Body Visibility

The body of the escort provider was coded "1" wiharas portrayed in full size,
"2" when only the head and neck were portrayedwi3n a torso shot was made, and
"4" when the photo was cropped in several parthabmore than 10 percent of the body
was not visible (McKee, 2005).

Escort Service Provider's Licensed Withdrawal

Goffman (1979) defined licensed withdrawal astaagion where a woman
behaved as a child or where she acted as if srenatraware of her surroundings (e.g.,
ignoring a camera filming her). This variable afsm only two options: presence or
absence of licensed withdrawal (Holladay, 2010).

Content of Online Personals: Breakdown into Infaioral/Transformational Divisions

Due to the nature of research questions poseldi®gtudy, all categories from
the content analysis were organized into diviston®present primarily informational,

transformational, sexual, legal, and clearance tiamge content.
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Given that informational advertising is represdritg categories that provide
essential and verifiable information, among oth#rs,following variables from this
study stand for the informational division: 1) Edc®ervice Provider's Perceived Age,
2) Escort Service Provider's Nationality, 3) Es@etvice Provider's Description,

4) Billing for Services, 5) Escort Service ProvideZharacter, 6) Escort Service
Provider's Race, 7) Eye Contact, 8) Presence aftlsal Language, 8) Presence of
People Other than Escort Service Provider, 9) Patshd Frame, 10) Escort Service
Location, and 11) Availability of Multiple Escortréviders.

The transformational division was comprised ofiafales related to sexual appeal
and reflected sexual imagery, such as:1) Escovi&eProvider's Sexual Exposure, 2)
Escort Service Provider's Sexual Look, and 3) EsService Provider's Sexual Action.

The variables associated with legality comprigelégality division:

1) Escort Service Provider's Perceived Age, 2) ES®ervice Provider's Agency,
3) Service Professionalism (Disclaimer), and 4)imil for Services.

The variables associated with media clearance tange policies created the
clearance compliance division: 1) Escort Serviae/iler's Perceived Age, 2) Billing for
Services (price for less than 60 minutes), 3) Hs8ervice Provider's Sexual Exposure,
4) Escort Service Provider's Sexual Action, 5) Es8ervice Provider's Sexual Look, 6)
Personal Ad Self-Censorship, and 7) Escort SeRrogider's Body Visibility, and 8)
Escort Service Provider's Dress.

The purpose of the clearance compliance variablesregister anything
prohibited from publication (e.g., nudity). For fasce, the variable of Personal Ad Self-

Censorship accounts for any digital distortionshef photo made either to comply by the
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clearance policies, creating perception of legabtyto conceal the identity of the person.
The variable of Escort Service Provider's Sexugdsxre codes any genitalia shown in
the photo. The variable of Escort Service Proved8exual Action reveals any sexual
action occurring within the photo. The variablegsicort Service Provider's Dress
accounts for such transgressions in online persasahudity and visibility of genitalia.

The variables associated with professional feataféhe services were combined
into the professionalism division, because manynenpersonals referred to such features
of the services that would justify what they areeohg. The professionalism division and
its variables are also described in Table 3.2.i$oalize tensions between advertising
and policy compliance, all variables reflectingdgty, clearance compliance, and
professionalism of the escort providers were inetlioh the grid of appeals and tactics
for advertising of controversial services (see €&P).

Coders and Coder Training

The reliability of the study was enhanced by dieaider perspective (Ferguson,
Kreshel, & Tinkham, 1990). Three coders fluent mglsh (two males and one female),
who were unaware of the purpose of the study ardlg#l ads independently. They
conducted a content analysis using 25% or 4,956 Taeesolve contradictions between
the coders, a fourth person (female), a graduatiest who was a native English
speaker, was recruited to be a judge. She resdiffedences between the three coders
and created a master file with the final versiocading for ads in all cities. Prior to
coding the ads, the coders were given a codebopgdidix B), outlining the coding

process and defining variables. The codebook aldaded examples of coded text.
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Finally, to illustrate the coding process, the agsh conducted a training session over
Skype in which she demonstrated how to code twsqoed ads.

Pilot Study and Reliabilities

A two-stage pilot study for the main project wasiducted in Summer/Fall 2012
to check inter-coder reliability and the claritytbe categories included in the codebook.
During the first stage, coders independently reega sample of 141 online personals,
which were chosen with the help of an online randiot@ger generator from data
uploaded fronBackpagebefore July 2011. During the second stage, thersoahalyzed
the same number of personals chosen using the magem from the pool of ads
posted between July 2011 and June 2012.

Issues of inter-coder reliability for all datatims study were addressed using Rust
and Coolil's (1994) proportional reduction in loBR() reliability index for qualitative
data. This index addresses the issue of the pagewf agreement between coders by
accounting for the likelihood of chance agreemAito, it offers explanations of why
and how internal consistency and agreement betaienders work: having "the
advantage of being useable with three or more fendges," PRL index generalizes
across different quantitative and qualitative sc@saRust & Cooil, p. 4). After the three
coders conducted independent analysis, the dagatvarsferred into an SPSS master
file, and the overall percent agreement for eaclalbe and reliability index were
calculated.

As a result of the first part of the pilot studlye reliability indexes for three
variables were lower than the critical value of, 8&ggested by Perrault and Leigh

(1989), namely: namely: age - 0.73, race - 0.7d,@ofessionalism of service - 0.79.
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The low reliabilities attained after the first paftthe pilot test indicated that several
category definitions needed improvement. The didims were revised and coding
categories were amended to enhance clarity. Additivaining of the coders over Skype
was undertaken. During this session the reseacothiiied the meaning of the variables.
Using two ads as examples, the researcher demtwastraw to code online personals,
paying particular attention to the problematic gatees.

Coding of the personals during the second patti@pilot study resulted in
agreement coefficients ranging from 0.86 for agé.@® for availability of the service to
members of other race. In this second stage, ther€Rbility levels for all categories
reached acceptable levels of reliability, exceednggcritical value of .85 suggested by
Perrault and Leigh (1989). As a result, the 141fema the second portion of the pilot
study were included in the main study, contributimghe sample for the city of New
York (1,440 ads). During the main part of the siut reliability indexes for all
variables exceeded the critical value of 0.85 satpgeby Perrault and Leigh (1989).
Calculated percentages of agreement, estimatedbilély, number of choices for each
variable, and 95 percent confidence interval fahezariable are available in Tables 3.3

and 3.4.
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Selection of Online Personals
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City
Total
Online personals . San online
New York Atlanta Chicago Francisco  personals
Total ads uploaded ¢ £qq 4,774 5,591 5414 22,378
(with duplicates)
Total ads selected 5 744 4,320 5,040 4704 19,803
(no duplicates)
Number of ads
randomly selected 120 90 105 98 413
per month
Number of ads
randomly selected n=1,440 n=1,080 n=1,260 n=1,176 N = 4,956

per year
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Table 3.2.

Professionalism, Legality, and Clearance in Perdsraand Ad Appeals

Legality Clearance Compliance Professionalism

Escort Service Provider's Perceived Age

Service Service Solicitation
Solicitation (Billing, price < 60 min)**
(Billing)

Escort Service Provider's

Sexual Exposure

Escort Service Provider's

Sexual Action

Escort Service Provider's

Sexual Look

Personal Ad Self-Censorship

(Yes)

Visibility of Escort Service

Provider's Body (Cropped)
Escort Service Provider's Dress

Escort Service Escort Service Provider's Agency
Provider's

Agency

Service Service Professionalism
Professionalism (Skills, Reviews, Status**)
(Disclaimer)

Escort Services Availability

Client Conduct

Client Reassurance

Service Discretion

Escort Service Provider's Description
Escort Service Provider's Character
Variety of Services

Escort Service Provider's Posture
Escort Service Provider's Licensed
Withdrawal

Escort Service Provider's Face
Visibility

Promise of Satisfaction**

I nformational Transformational | nformational

Note* A total of 21 variable was chosen to represenfgssionalism, legality, and clearance compliance
features of the escort providers. The categorigs wassified as primarily transformational or
informational.

Note** Categories that exhibit features opposite todleertising appeal listed as a bottom-label oif the
respective column.
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Inter-coder Reliability Index (Text)
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Variables Number Percentage Estimated 95% Lower
(Text) of of Reliability =~ Confidence
choices agreement (Ir) Limit,
for each (Fo/N) Estimated
variable Reliability
(K) (Ir)
Features of the Online Personal
Personal Ad Month 12.00 1.00 1.00 1.00
Personal Ad City 4.00 1.00 1.00 1.00
Llsteq Age of the Escort Service 99.00 1.00 1.00 1.00
Provider
Presence of Shorthand Language 2.00 0.97 0.97 0.96
Escort Services Availability 2.00 1.00 1.00 1.00
Presence of People_Other than the 3.00 093 0.95 0.93
Escort Service Provider
Personal Ad Frame 4.00 0.99 0.99 0.98
Personal Ad Self-Censorship 5.00 0.96 0.97 0.96
Features of the Escort Service
Escort Service Location 4.00 0.94 0.96 0.94
Escort S_erwce I?rowders 5.00 0.93 0.95 0.94
Professional Philosophy
Solicitation of Donations 4.00 0.94 0.96 0.95
Reassurance of Clients 3.00 0.96 0.97 0.95
Promise of Satisfaction 3.00 0.97 0.98 0.97
Variety of Services 4.00 0.99 0.99 0.98
Clients' "Code of Honor"
Escort Service Discretion 2.00 0.96 0.96 0.94
Client Conduct 4.00 0.93 0.95 0.94
Escort Service Provider's Description
Multiple Escort Service Providers 2.00 0.99 0.99 980.
Postl'ng Ads on behalf of Escort 200 0.97 0.97 0.96
Service Providers
Escort Service Provider's Description 5.00 0.94 0.96 0.95
Escort Service Provider's Nationality 2.00 0.97 0.97 0.96
Escort Service Provider's Business 500 0.99 0.99 0.98

Attitude/Character

Note. t= V([Fo/N-(L/K)][K/(K-1)])for Fo/N < 1/K, whereFois the observed frequendy,is the sample size

andFo/N is the percentage of agreement.

Confidence Limits 3r+/- Ze[Ir (1-1r)/N], whereZcis the critical value for the percent confidence interval
andN is the sample size (Perrault and Leigh, 19892g%).
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Table 3.4.

Inter-coder Reliability Index (Visuals)

Variables Number Percentage Estimated 95% Lower
(Visuals) of of Reliability =~ Confidence
choices agreement (Ir) Limit
for each (Fo/N) of Estimated
variable Reliability

(K) (Ir)

Appearance of the Provider

Escort Service Provider's Age 5.00 0.86 0.91 0.89

Escort Service Provider's Race 5.00 0.93 0.95 0.94

Escort Service Provider's Dress 5.00 0.94 0.96 0.95

Eye Contact 2.00 0.89 0.88 0.86
Demeanor of the Provider

Escort S_erwce Provider's Face 4.00 0.97 0.98 0.97

Expression

Escort Service Provider's Sexual 5.00 0.96 0.97 0.96

Look

Postyre of the Escort Service 6.00 0.91 0.95 0.93

Provider

E'sqo_rt Service Provider's Face 4.00 0.91 0.94 0.92

Visibility

E_sc_:o_rF Service Provider's Body 5.00 0.94 0.96 0.95

Visibility

Escort Service Provider's Sexual 5.00 0.98 0.99 0.98

Exposure

Esqort Service Provider's Sexual 6.00 0.97 0.98 0.97

Action

E;cort Service Provider's Licensed 300 0.91 0.93 0.92

Withdrawal

Note. t= J([Fo/N-(L/K)][K/(K-1)])for Fo/N < 1/K, whereFois the observed frequendyl,is the sample size
andFo/N is the percentage of agreement.

Confidence Limits 3i+/- Zc[Ir (1-11)/N], whereZcis the critical value for the percent confidence interval
andN is the sample size (Perrault and Leigh, 19892g%).
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CHAPTER 4
RESULTS
This chapter will present the results of conteratlgsis conducted by this study.
It will summarize the characteristics of onlinegmrals by reporting frequency
distributions for each of the variables includedha sections on 1) features of online
personals and 2) escort service; 3) "code of hofworlients; 4) description,
5) appearance, 6) demeanor, and 7) sexual demeftia provider. This chapter will
also offer results of chi-square analyses that @mpelationships of advertising appeals
with self-censorship tactics across four citieseigard to advertising and self-censorship
online.

Sample Characteristics

A total of 4,956 randomly selected online perssriadm one-year worth of
unduplicated ads were content-analyzed. This samgleded 29.1%r( = 1,440) ads for
New York, 21.8% 1§ = 1,080) ads for Atlanta, 25.4% € 1,260) ads Chicago, and
23.7% 6 = 1,176) ads for San Francisco. Comprising 8.3% efd#ta pool, each month
was represented by 413 ads: 120 (New York), 9Ga(ad), 105 (Chicago), and 98 (San
Francisco).

Features of Online Personals

This section describes the characteristics ohenpiersonals across four cities. It

begins by providing the answer to the first reseayaestion:
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RQ1: What is the content of online escort advery3iWhat are the main
attributes mentioned by providers of escort ses/maine?
Significant relationships between features of thiene personals for all cities for three
categories from this section are presented in Taldle
Personal Ad Age Listedges of escort service providers listed in theratged from
18-100 years of ag®A = 23.5 yearsSD = 4.9). When posting ads, some providers
identified themselves as "69" and "100" in the 'teds Age" row, even though they did
not look older than 25 years in photos.
Personal Ad FrameThe largest number of providers for escort ses/gas featured in
sidewise postures & 2,546): approximately half of ads in each citgttered providers in
this position. The second largest number of ads 1,832) featured providers in front
view postures. However, the posters' choices tmtfand rear frames differed: a front
view was favored by providers from Chicago and Bamcisco the most (40.5% and
43.5%), whereas New York and Atlanta ads featuredi@ers in front-view postures
only in 31.6% and 32.9% of cases respectively. Reavs were more common in New
York (15.5%) and Atlanta (15.2%) the most, wheng@widers from Chicago and San
Francisco favored it the least: it was present¥®and 5.9% of the advertisements only
(x2 = 103.160df = 6, p < .000).
Personal Ad Self-Censorshipelf-censorship by digital distortion of photosswme of
the most frequent tactics used to obscure thedbpeoviders within ads. Out of 1,440
and 1,080 ads published in New York and Atlanighsly more than half of the ads
obscured entire faces of the providers: 52.4% &dd espectively. Conversely, almost

half of the ads in San Francisco were not self-omts(48.6%); moreover, the entire face
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was not visible in 35.4% of ads and half of theefa@s not visible in 15.9% of the ads
respectively. Interestingly, San Francisco had npooeiders self-censoring half of the
face than any other city analyzed: 13.9% (New Y,0tk)8% (Atlanta), and 14.6%
(Chicago) 2 = 121.658df = 12,p < .000).

Escort Services Availabilitbometimes availability of services depends on facia
preferences of providers. In regard to this ispueviders from Atlanta and Chicago were
unwilling to offer their services to members ofatpcular racial group only in 6.9% and
8.5% of the ads for their respective cities, when@aviders from New York and San
Francisco did so in 1.7% and 2.3% of the ads. mparison to Atlanta and Chicago,
New York and San Francisco represented the citresevavailability of services very
rarely depended on the client's rage=95.592 df = 3, p < .000).

The relationship between the race of the provasher the provision of services to
clients of certain racial groups was only significéor Atlanta, where a total of 39
Caucasian, 25 Black, 5 Hispanic, and 1 Asian pmravitid not make their services
available to members of certain racial groygs=(27.005,df = 4, p < .000).

Interestingly, even though the relationship betwiserace of the provider and the
provision of services to clients of certain ragebups was insignificant for Chicago, the
fact that it could be considered marginally sigraht p < .068) calls for future research.

Cross tabulations for escort services availabditgrall for four cities indicates
that the decision to provide services was not arfluenced by the clients' racg? =
95.592df = 3, p <.000), but also by the provider's rage< 15.755,df = 5, p < .008).
Specifically, Caucasian providers representeddhgekt proportion of those who denied

service to clients of another race (102 persowéspf all ads for four cities). In
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comparison, Hispanic and Black providers represe2&personals or 5.4% and 66
personals or 4.3%, of personals posted by providens those racial categories.

Features of the Escort Service

This section continues providing answers to thestjan about the content of
online ads. Significant relationships between festwf the escort service are presented
in Table 4.2. To provide an in-depth perspectikie,following research questions were
asked:

RQ1a: How is the expertise of escort service peradommunicated?

RQ1b: Which traits of escort service providersragst frequently emphasized?
Escort Service LocatiorRroviders incline to use three options to indi¢ch&elocation of
their services: in-call, out-call, and both. Newrk' ¢s the city with the most in-call
locations (34.4%), whereas San Francisco is tlyaansth the least in-call locations
(9.7%). However, in comparison to other three sjtlgan Francisco has the most (29.9%)
out-call locations and the most (23.2%) combinedaaili/in-call locations ¥? = 304.485,
df =9, p <.000).

With those results excluded, a typical online peed ad changes substantially
because of the tendency of posters not to say agy#bout the location of the service,
which was observed in 36.1% of the ads:(1,790). This fact could be explained by the
willingness of the providers to offer some addiibsources of contact information to
those who read the ads. Depending on the provedgr, high-end or not), some ads refer
clients to websites, whereas others supply theanpmumber and textual descriptions

about themselves when posting ads only.
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Escort Service Provider's Professional PhilosogProviders from Atlanta contained the
highest proportion of personals with disclaimersidtsex solicitation (12.8%); providers
from other cities only mentioned it in 4.5% of ad¥New York, 5.9% of ads in Chicago,
and in 2.1% of ads in San FrancisgdX 301.087 df = 12,p < .000). As might be
expected, because of the relative lack of professistatus in regard to any sex-related
activity, the overwhelming majority of the ads (8%, n = 2,988) did not offer any
disclaimers about sex solicitation.

As to the promotion of sex-related skills, New K @roviders are prone to
mentioning their skills the least: only 13.5% ofatid so, compared to 24.1% of ads
from San Francisco. However, providers from Newkvimentioned their elite status in
16% of the ads, which is more frequent than mestafrstatus posted by their
counterparts in Atlanta (4.1%), Chicago (9.4%), &aa Francisco (9.5%). Generally, the
majority of providers were inclined to be silenbabtheir professionalism, which may
reflect the controversial status of any sex-relstdice in the U.S. society today.
Contact and Billing InformationAmong providers across four cities, providersamS
Francisco were willing to place their contact nunsba the ads most often (76.5%0+
1,019), whereas providers from Atlanta did so #dast (54%n = 583). Among those
providers listing their contacts, providers fronmahta were more likely to indicate
methods of payment than providers from other cid€86 of ads in Atlanta indicated
both contact and payment information as oppos&® 8% of ads in Chicago, 29.2% of
ads in New York, and 23.5% of ads in San Franc@eerall, mentions of price were

present in 1,658 ads (33.5%73 € 186.989df = 9, p <.000).
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Reassurance of ClientBroviders in Atlanta and Chicago were the mogjuesnt

suppliers of "no rush, no games, no drama" expeenposters from these cities offered
these services in 28.4% and 32.3% of ads respbc{fe=126.685df = 6, p < .000).
Despite this, the tendency of mentioning nothingutlveassurance prevailed: 82.1% of
ads (New York), 71.1% of ads (Atlanta), 66.5% of &3hicago), and 79.6% of ads (San
Francisco) had no claims of reassurance. A totaBof% of adsr( = 1,175) offered
unrushed experiences across four cities.

Promise of SatisfactiofRoughly half of the personals posted by provideShicago
offered fulfillment of desires (51.7%). In companis only 39.1% of providers mentioned
it in ads for New York, 33.4% of ads stated it @sdor Atlanta, and 27.9% of ads talked
about it in San Franciscg?(= 220.407 df = 6, p < .000). Overall, 38.4%) = 1,904 of
providers offered promise of satisfaction.

Variety of ServicesA total of 869 ads (17.5%) offered fetish servieaes 317 ads (6.4%)
offered massage in four cities. Except for prowsdarSan Francisco, the palette of
services was very diverse in New York (17.8%), Ati#a(17.9%), and Chicago (22.4%).
As to offers of massage, the majority (8.29%6, 118) was in New York, in comparison to
5.6% f = 60) in Atlanta, 6.8%n(= 86) in Chicago, and 4.5% € 53) in San Francisco
(x2 = 131.927df = 9, p < .000).

"Code of Honor" for Clients

Two variables under the umbrella of "Code of Hdmeflect specific details
about services. Significant relationships betwdmsmtoriented categories that comprise

services are presented in Table 4.3.
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Escort Service DiscretioiQuestions of discretion were addressed by providetslanta
(18.3%) and Chicago (19%), more than by providefdew York (13.5%) and San
Francisco (12.6%). Although general requests simula'Please, be discreet" statements
were present in some ads, providers in all citidsndt mention the need for discretion;
more than 80% of online escort services advertises@osted in each city did not
mention it {2 = 29.819,df = 3, p < .000). Only 15.7% of ads in four cities offered
discreet experiences.

Client ConductProviders in San Francisco did not require cliéntise courteous; in
79.5% of their ads it was not mentioned. Despiie dlerwhelming trend, providers in
Chicago emphasized the need for the clients todtenmain 11.5% of the ads, whereas
providers from Atlanta did so in 12.1% of ads. Néerk providers cared about the
seriousness of their clients the least: only 7.6%dvertisements reminded clients to be
mature f2 = 94.353,df = 9, p < .000).

Escort Service Provider's Description

The techniques used to describe escort servicedars contribute to our
understanding of the content of the ads. They esie concerns of legality regarding
escort services and their advertising. This sedtifireport the frequencies for
characteristics of the service providers. The tesflthe chi-square analysis are
indicated in Table 4.4.

Multiple Escort Service Providerblew York had the largest number of personals
advertising multiple providers compared to oth&esi(29.9%); this number was much
lower for online personals in Atlanta (16.8%), CGtgo (16%), and San Francisco (6.7%)

(x? = 244.521 df = 6, p < .000). This situation may be a reflection of Néark being
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more escort-agency-friendly than any other cityduse of its business atmosphere and
its image as the "city that never sleeps" (Aueg3)9

Posting Ads on behalf of Provide&slmost one quarter of the personals in New York
were not written by the providers themselves (24.3f6comparison, only 4.9% of ads
posted in San Francisco, 6% of ads in Chicago,/&hdf ads in Atlanta were written by
someone other than the providgt £ 352.873df = 3, p < .000). This finding may
correspond to the population size of the citiesh\irger citieShaving more agencies or
offering more services.

Escort Service Provider's DescriptioAds from San Francisco offered all information
about providers in 20.3 % of cases (more than ynadiner city), in comparison to
advertisements in Atlanta that did so in only 1% 6f cases (less than in any other city)
(x? = 75.436,df = 12,p < .000). The majority of the ads (70.4f07= 3,487) across all
cities did not offer the descriptions of providatsall, offering full description of the
providers in 14.1% of ads = 697). Only 3.2% of ad$1(=159) reported parameters of
providers for chest/waist/hips respectively.

Escort Service Provider's Nationalitkds from New York and San Francisco
emphasized nationality and race of the providereertttan ads from Atlanta and Chicago
(56% and 48% of ads vs. 26.7% and 30.5% of adsjeM@n half of personals for four
cities (58.8%) did not specify any useful infornoatirelated to the nationality of the
escort service providers mentioned in persondls 07.550df = 12, p < .000).

Escort Service Provider's Business Attitude/Chama@nline personals posted in
Chicago and San Francisco boasted the largest narabmdependent escorts: 13.3%

and 11.6% respectively, in comparison to 9% and@%0of the ads in New York and
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Atlanta. The self-proclaimed "sexiest" providexglin New York (32.4%); the most
sweet-natured providers live in San Francisco @J,%and the most "freaky" providers
live in Atlanta (10%). A total of 13.1% of ads £ 651) emphasized "girl next door" or
"sweet" qualities of escort service providers agffosir cities. More than forty percent
(41.6%,n = 2,064) of all personals across four cities didspecify any information
related to the provider's charactgr € 114.839df = 12,p < .000).

Appearance of the Escort Service Provider

As presented in the discussion on clearance pslithe posters must not post any
content that might jeopardize the well-being oftaeo human being. Additionally,
posters should be of age to post ads. The freqeeifai the categories related to
clearance policies listed in Table 4.5 will provialeswers to the following research
guestions:

RQ1c: What are the demographic characteristicsafigers portrayed in escort

service advertisements?

Escort Service Provider's Perceived A§an Francisco had the most providers who
appeared to be under 13 years old (5.9%), follome@hicago (5.1%), Atlanta (5%),

and New York (2.8%). Approximately one fifth of genals for all cities but New York
contained photos of escort service providers wipeaped to be 25 years of age or older
(¢ =171.862df = 12,p < .000). A total of 2,298 ads (46.3%) featured uratpe
providers: 227 providers who were under 13, and2rovider who appeared to be 13-
17 years old.

Escort Service Provider's Radeace of providers was determined by judging their

physical appearance. The racial distribution olvters across four cities was 34.2%
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Caucasian, 10.9% Hispanic, 30.7% African-Ameridah3% Asian, and 10% multi-
racial M = 2.55,SD= 1.351).

As demonstrated in Table 4.4, personals postédlamta featured African-
American more than Caucasian providers (55.5% %&)2Generally, Atlanta had the
highest proportion of ads posted by Blacks in camspa to other cities, i.e., New York
(24.4%), Chicago (31.9%), and San Francisco (14.9%g highest proportion of ads
featuring Caucasians was observed in Chicago (4029t San Francisco (38%). The
highest proportion of personals featuring Asiarogscwvas observed in New York
(22.2%) and San Francisco (20.7%). Also, New Yorit §an Francisco had the most ads
posted by or on behalf of Hispanic escort serviowigers, i.e., 15.9% and 11.7%
respectively 2 = 717.670df = 15, p < .000).

Because the content provides a basis for makisgnents about personals, the
next two research questions on legality and clezraompliance are closely connected
with it:

RQ2: Is there an association between legality efatis and advertising appeals?

RQ3: How does the content of online personals spored to clearance policies

of the media? Do online personals violate the mediaarance policies?

Escort Service Provider's Dres&lmost one third of all providers across four&stiwere
suggestively clad (27.9%,= 1381). Slightly more than half was partially cl@&8%,n =
2,873). The photos of nude providers were rareuating only for 8.2% of ads. As for
fully dressed providers, ads in Atlanta and Chicegured them the most, i.e., 5.7% and
5.3% respectively® = 34.064,df = 12,p < .001). Across four cities, nude providers

were featured in 404 ads (8.2%).
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Eye ContactProviders from New York, Chicago, and San Frarmclsad eye contact
with the viewer in 29.7%, 34.3%, and 39.4% of agspectively; in comparison, only
27.1% of the advertisements featured escort seprigviders having eye contact in
Atlanta ¢? = 87.050,df = 6, p < .000). Generally, providers from New York andahiia
had no eye contact with the viewer (69.3% and 687%gs) compared to providers
from Chicago and San Francisco, who had no eyeacbwith viewers in 63% and
56.1% of ads respectively.

Demeanor of the Escort Service Provider

The next subsection will report characteristicshef categories used in the
content analysis to explore demeanor of the prosi(kee Table 4.6).
Escort Service Provider's Face Expressitiwas impossible to see the expression of the
providers on half of the ads in all cities (52.3Phg flirtiest providers were featured in
the ads of New York (32.9%), Chicago (35.6%), and Brancisco (38.2%), whereas
providers from Atlanta looked flirty in 29.4% of2¢? = 97.036,df = 9, p < .000).
Posture of the Escort Service ProvidStanding posture was the most favorite for
providers from all cities, accounting for 36.8%aafs. The second most popular posture
was sitting; it accounted for 18.1% of ags £ 136.214df = 15, p < .000).
Escort Service Provider's Face Visibility. comparison to other cities, providers in New
York were usually featured with their face eithesibe (37.8%) or not (48.5%), only in
12.9% of the ads their face was half visible. Téw@hhique of hiding half of the face was
observed in the ads for Atlanta (20.5%), Chicadg®4®, and San Francisco (20.9%). The
provider's face was visible in 35.5%, 45.5%, and%®8of ads in Atlanta, Chicago, and

San Franciscg/f = 165.040df = 9, p < .000). Overall, 41.8% of ads € 2,070)
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featured providers with their faces fully visibie;18.3% ( = 905) of ads faces of
providers were half visible.

Escort Service Provider's Body Visibilifyeaturing the torso of a provider was a popular
technique in Chicago (12.1%) and San Francisc@#}.in comparison, only 6.5% and
8.6% of ads used it in New York and Atlanta respety. Cropping parts of the body
was the most popular technique observed in adeengsts across four cities; a total of
57.8% (= 2,867) of ads employed it. Showing the full baeys the second most
popular technique; a total of 28.7% of ads usetihée ads from New York and Atlanta
contained photos with cropped parts of the body218% and 59.5% cases, in
comparison to the ads from Chicago and San Framtist displayed cropped parts of
the body in 53.6% and 54.8% of cases respectiyély 60.634,df = 12,p < .000).

Escort Service Provider's Licensed Withdrawalthe ads where the face of the provider
was visible, the providers frequently looked aslae@d unaware of their surroundings in
Atlanta (19.6%), Chicago (19.5%), and San Franc{20db%). Ads in New York

featured providers withdrawn the least, only in6%2.of escort services advertisements
(2 = 94.649,df = 6, p < .000).

Sexual Demeanor of the Escort Service Provider

The frequencies and proportions for relationsbigisveen variables comprising
sexual demeanor of the providers for four citiesleted in Table 4.7.
Escort Service Provider's Sexual Lo&koviders with their legs spread were featured
more in ads for New York (28.7%) than in ads foy ather city. Touching parts of the

body was a widely employed sexual tactic across ¢diges: it was employed by 35% of
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ads in New York, 32.5% of ads in Atlanta, 37.5%ad$ in Chicago, and 42% of ads in
San Franciscgof = 146.087df = 12, p < .000).
Escort Service Provider's Sexual Exposuds for New York, Chicago, and San
Francisco tended to feature providers' breasts (3dré%, 33.1%, and 38.7%
respectively) than ads for Atlanta (24.7%). Expesuirgenitalia and breasts was rare
across four cities. New York ads did not featurevpters exposing genitalia and breasts
at all, whereas Atlanta, Chicago, and San Frandeatored them in .1%, .2, and .1% of
the ads respectively. New York ads featured theobks of providers in 32.2% of cases
(the most); in comparison, San Francisco ads ddlit in 16.1% of the cases (the least).

Out of 4,956 total ads across four cities, onlyld @1%) portrayed providers with
their genitalia and breasts exposed and only 2Z.48s portrayed providers exposing
their genitalia. These ads were not removed fragrstte despit@ackpageclaiming to
check all published ads and having a departmekedawith performing those checks on
a daily basisy@ = 162.278df = 12,p < .000).
Escort Service Provider's Sexual Acti@ven though rare, photos of providers
massaging themselves were more frequent in New dodkChicago (2.8% and 3.8% of
the ads) than in Atlanta (2.2%) and San Franci2ci#4). A total of .5%n = 23 featured
providers in postures similar to kissing. More tiaif of the ads (56%) invite the
viewers of to act sexually, with New York ads doihthe most in 942 out of 1,440
advertisementsgf = 111.823df = 15, p < .000).

The crosstabs that follow elaborate on the ratatigps between the variables

involved in the processes of ad content makingraadia clearance: 1) Listed Age of the
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Escort Service Provider by Escort Service Prowsdeerceived Age, and 2) Escort
Service Provider's Dress by Escort Service Pro\ad&ace Visibility.

Listed Age of the Providday Provider's Perceived Age

A total of 46% 1 = 2,292 ads featured providers whose listed age was above
their perceived ageq = 1066.599df = 144,p < .000). The biggest discrepancy between
the two was in San Francisco ads (14096,674). New York, Atlanta, and Chicago
featured escort service providers whose perceigedias below their listed age in 11%
(n =546), 10% ( = 497), and 12%n(= 575) of the escort services advertisements
online (2 =413.031df = 128,p < .000).

Escort Service Provider's Dress by Escort Serviaviler's Face Visibility

The majority of ads in New York featured partiatlad and suggestively clad
providers in 60.6%n(= 872) and 28.5%n(= 410) of the escort services advertisements
respectivelyf? = 49.615,df = 12, p < .000). Of the ads featuring partially clad prars|
66% (= 461) featured providers whose faces were selbareal. Similarly, the majority
of providers in advertisements in San Franciscopeaisally clad and suggestively clad:
59.6% (= 701) and 25.2%n(= 296). Of those advertisements, 69.1& 251) and
17.2% ( = 62) featured self-censored faces of providgrs @42.291,df = 12, p < .000).
Generally, partially clad providers accounted farenthan 55% of any city's personals.
Table 4.8 presents the comparative results foisdseproviders and their face visibility
for four cities.

Only four ads featured fully dressed providerdwhalf visible faces in New York
(.2% out of 1,440); thirty-one ads featured fulhesksed providers with their faces

entirely visible or not visible at alh(= 13,2 = 49.615,df = 12,p < .000). As to the fully
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dressed providers in San Francisco, six ads feathem with their faces half visible
(.5% out of 1,176), forty ads portrayed providerhwheir faces visible, and eight ads
featured them with their faces hiddeA £ 42.291 df = 12, p < .000). Self-censorship of
the face in the fully dressed category was the mpashinent in Atlanta: thirteen ads
(1.2% out of 1,080), thirty-seven, and ten onliseat service advertisements featured
escort service providers with their faces halfbiisj fully visible, or not visible
respectively 2 = 68.120,df = 12, p < .000).

Regarding the portrayals of nudity, New York hadlyd®5 ads featuring nude
providers without self-censorship tactics appliedhe area of the photo with the face
(1.7% out of 1,440), 62 ads with faces of providadslen, and 12 ads where faces of
providers were half visible/f = 49.615,df = 12,p < .000). In comparison, San Francisco
had 49 ads (4.1% out of 1,176), 35 ads, and 23@mldvertisements featuring nude
escort service providers whose faces were visitaeyisible, or half visible respectively
(2 = 42.291,df = 12, p < .000).

To see self-sexualization and objectification mhiree personals, comparative
analyses of Escort Service Provider's Race- byrES®ovice Provider's Body Visibility
and by Escort Service Provider's Sexual Exposure s@nducted.

Escort Service Provider's Body Visibility by Escdrvice Provider’'s Race

Black providers of sexual services cropped thediés in 33.4%i(= 959) of the
ads, whereas Caucasian providers cropped theioplhB0.5% 1§ = 875) of the
advertisements. Hispanic, Asian, and mixed eseovice providers cropped their bodies

in 11.6% ( = 333), 14.5%1 = 416), and 9.9r( = 283) escort service advertisements
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respectively 2 = 86.613,df = 20, p < .000). This relationship was significant for all
cities, except Atlanta.

Escort Service Provider's Sexual Exposure by EsSertice Provider's Race

Black providers showed their buttocks more ofteantproviders of any other
race: in 42.6% of ads1(= 519), in comparison to 28.7% € 349) of ads for Caucasians,
13.3% ( = 162) of ads for Hispanics, and 9.9% of ads-(120) for providers of mixed
race. Asians showed their buttocks the least: §4%66). Caucasian providers showed
their breasts more often than providers of anyrathee: 34%1{ = 557), in comparison
to 23.3% (n = 381) of Blacks, and 23.5% €& 385) of Asians. It should be noted that
Hispanic and mixed providers showed their bredmddast: 10.6%n(= 173) and 8.6%

(n = 141) respectivelyy = 304.259df = 20,p < .000).

Table 4.9 providers a detailed report of the Viseaual imagery in online
personals and frequencies for sexually stimulagliegnents represented by the variables
of Escort Service Provider's Sexual Exposure, Esbenvice Provider's Sexual Look,
Escort Service Provider's Sexual Action, and EsBertice Provider's Dress.

Informational and Transformational Content in Pass

To reflect key relationships between advertisipgeals and self-censorship
tactics in online personals, this section conssractomposite template reflecting the
content of online ads for major cities of the Uditetates. As presented in the discussion
on advertising appeals in the literature review, iglationships between the use of
informational and transformational advertising depen the type of service or product
advertised. To explore the nature of ad appeadsialfowing research questions were

asked:
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RQ4: Where in the informational/transformationadhetical framework do the

ads fall?

RQ5: What is the role of sexual appeal in escaxtises advertising? Accounting

for the role of sexual appeal in advertising ofogsservices, how is the

framework for informational and transformationaVvadising used to elaborate

on legality of and clearance policies applied tbrenpersonals?

In an effort to better understand interrelatiopshat the intersections of
advertising and clearance policies, appropriategmates of content analysis used in this
study (see Table 3.2) were grouped into two divisim accordance with the definitions
of ad appeals provided by Swaminathan et al. (1996)

As noted in the literature review, it was diffictd determine if an ad only
contained an informational or transformational agpp€herefore, variables were recoded
to reflect both types of appeals emerged so thtations of primarily transformational
and informational appeals could be identified. &ample, recoding the variable of
Escort Service Provider's Professional Philosogisylted in singling out the variable of
Elite Status of Service, which belongs to the tiammsational category, because it reflects
high status of service and appeals to consumersewt@nsumption is conspicuous.
Detailed percentages for the informational/transfaronal content of online personals is
presented in Tables 4.10, 4.11, and 4.12.

Generally, online personals exhibiting featurekegality and clearance
compliance relied more on informational than transfational cues. The exception,
however, was personals posted on behalf of theigos/that contained disclaimers and

prices, while also featuring sexually-dressed mandhe pattern was observed when
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observing online personals exhibiting featureseghlity and professionalism that also
relied more on informational than transformatiotiaés.

Exceptions in both cases relied on transformatiand informational cues
equally: The majority of ads was posted on behigtroviders (540 out of 562 ads posted
on behalf of providers, or 10.9% of a total numbileads) contained disclaimers (275 ads
out of 302 ads having disclaimer or 5.5% of totaintrer of ads) and mentions of prices
(1,564 ads out of 1,658 ads listing prices, 32% tuftal number of ads), while portraying
suggestively/partially clad/nude minors (2,169 ofu2,298 ads portraying minors, 43.8%
of total number of ads). At the same time, onlirespnals exhibiting features of
clearance compliance and professionalism relieceroartransformational than
informational advertising appeals, with the exaeptf self-censored personals or
personals that employed cropping techniques fegjymoviders in specific postures.

Escort Service Provider's Perceived Age by Escerti€e Provider's Nationality

The nationality of the escort service provider wagohasized in the ads published
in New York and San Francisco (see Table 4.13ptAl bf 56% ( = 807)
advertisements for New York emphasized nation@ity= 28.310,df = 4, p < .000).
Similarly, 48% @ = 565) of escort service providers who posted photdan Francisco
emphasized nationality as welf = 41.810,df = 4, p < .000).

Among personals from four cities for the categoirproviders under 13 years
old, posters from New York emphasized their natibnan 72.5% of the ads. In
comparison, only 40.7%, 39.1%, and 59.4% of pragdenphasized nationality in
Atlanta, Chicago, and San Francisco. A similargratts observed for providers

belonging to the 13-17 year-old category: postem1fNew York emphasized the
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nationality in 60.7% of the ads. In comparisonydi.7%, 36.7%, and 55.4% of the ads
placed emphasis on the nationality in Atlanta, @& and San Francisco. A similar
trend is observed by looking at the providers whpeared to be 18-24 years-old: posters
in New York emphasized nationality in 56.4% of adkereas posters in Atlanta,
Chicago, and San Francisco emphasized it in 228%8%, and 40.6% of ads
respectively (see Table 4.13).

Escort Service Provider's Perceived AmeVariety of Services

The relationship between perceived age of theigen\and variety of sex-related
services was only significant for New York, theyaitith the highest number of fetish
offers. Escort service providers of 18-25 yearag# in New York promised fetish
service in 52.7%n(= 135) of ads, as opposed to providers under 16\#d who
offered it in .4% 0 = 1) of ads 2 = 52.444 df = 8,p < .000). The second highest number
of fetish offers was significantly lower than tledtNew York, i.e., 41.3%n(= 57) of ads
promised fetish services and were posted by providged from 13 to 17 in San
Francisco. However, this relationship was not sigant.

Escort Service Provider's Nationaliby Elite Status of Service

As international centers of cultural life closetle east and west coast (this
geographic positioning allows these cities to namsteady influx of tourists from
Europe and Asia), San Francisco and New York weenhly cities where the
relationship between the status of services andlagonality was significant. New
York providers posted 67.1% € 155) of ads noting their nationality and elitatas of
services x? = 13.657df = 1,p < .000). San Francisco providers posted the selemgdst

number of ads that did the same (38.49%,43) (/> = 4.619,df = 1,p < .032).



116

Escort Service Provider's Descriptitay Promise of Satisfaction

The relationship between describing a provider@odnising satisfaction was
only significant for San Franciscg?(= 27.854df = 8,p < .001). This could be a
consequence of San Francisco having the highesbeuof ads with all information
about providers (20.3%, = 239) and the lowest number of ads with no desaompbif
providers 63.7%r(= 749). Conversely, Atlanta had the highest nunolber
advertisements (74.3%,= 802) without descriptiongi = 75.436,df = 12,p < .000).

Escort Service Provider’'s Descriptidoy Variety of Services

Providers of New York and San Francisco suppldrimation about themselves
more often than providers in other cities. As taM\¥ork, its ads had the highest number
of massage services in comparison to other citiesfact could impact the diversity of
the services: 118 out of 1,440 ads for New York¥8). had massage offerings. In
comparison, only 60 out of 1,080 ads (5.6%), 86adit,260 (6.8%), and 53 out of 1,176
ads (4.5%) had massage offerings for Atlanta, @ucand San Francisco respectively
(x2=131.927df =9, p<.000). Also, the ads for New York mentioned aafaility of
fetish services in 17.8% E 256) cases, in comparison to ads in San Frantsto
mentioned it in 11.7%(= 138) of cases. It should be noted that Chicagdohad the
highest number of offers for fetish services: 22.4% 282.

Interestingly, out of those ads for New York thentioned availability of fetish
services, 22.9%n(= 39) provided all information about escort senpceviders as
opposed to 17.1%n (= 179) of ads without any descriptigrt € 27.730df = 8, p < .000).

In comparison, only 5.4%n (= 3) of ads offering fetish services in San Fracwis
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mentioned all information about the provider asaggal to 14.3%n(= 107) of ads
offering no description at aljf = 37.257df = 12,p < .000).

Escort Service Provider's Nationaliby Personal Ad Self-Censorship

The relationship between nationality of the previdnd self-censorship was
significant for New York and San Francisco only. &dtposting ads, providers who
emphasized nationality used self-censorship to thde faces in 49.1%n(= 396) and
41.2% (= 233) of ads in New York and San Francisco respslgt

Escort Service Provider's Perceived AgePersonal Ad Self-Censorship

Table 4.14 presents frequencies and proportiogglétensorship techniques
partitioned by age categories for four cities. Wheaturing providers who appeared to
be under the age of 13, posters from San Franaseo techniques to hide half of the
provider's face the most (29%), in comparison togbsters in New York (20%), Atlanta
(22.2%), and Chicago (18.8%). As to using techrsqfedigital distortion to hide the
face entirely, New York and Chicago had the mostt&'s from New York self-censored
their entire faces in 75% and half of the face(@8a2of the advertisementg?*(= 28.230,
df =12,p < .005). A similar pattern is evident when examingelf-censorship
techniques used by posters in Chicago, who sebared their entire faces in 65.6% and
half of the face in 18.8% of the ag3 € 44.990,df = 12,p < .000). Only 5% and 14.1%
of ads for providers in this category were notattgd (New York and Chicago); in
comparison to 33.3% and 50.7% of the ads withdéiceasorship that were posted in
Atlanta and San Francisco.

Looking only at providers who appeared to be fii#rto 17 years old, 51.4% and

49% of posters from New York and Atlanta self-ceasidhe entire face. In comparison,
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43.4% and 36.2% of posters from Chicago and Samciseo did the same. For this age
category, a total of 36.8% and 40.2% of ads for N@rk and Atlanta were not self-
censored, in comparison to a total of 42.2% an@d%%f ads for Chicago and San
Francisco.

When featuring providers who appeared to be fr8nol24 years old, the
proportion of photos without self-censorship in Faancisco was equal to 52.1%. It was
the only city where the increase of the perceivgel @ the providers was followed by a
decrease in self-censorship. In other cities (hpared to self-censorship of photos in
previous age category), self-censorship of thegghwicreased, with posters publishing
ads without self-censorship techniques only in 83.80.5%, and 37.1% of cases in New
York, Atlanta, and Chicago respectively.

Finally, when featuring providers who appearete¢®5 years old and above,
New York and Atlanta took the lead in posting aderme the faces of providers were
completely hidden: 51.7% and 59% of the ads reggt In comparison, posters in
Chicago and San Francisco chose to self-censas faekt.5% and 33.9% of ads.

Personal Ad Self-Censorshiyy Escort Service Provider's Sexual Exposure

More than forty percent of ads for all cities idéd photos of providers with
visible breasts, i.e., 44.4% € 221) in New York, 41.9%n = 112) in Atlanta, 45.8%(
=191) in Chicago, and 48.8% € 220) in San Francisco. Relationships for all cities
differed significantly.

Personal Ad Self-Censorship by Escort Service Eexs Sexual Look

Forty-seven percenih (= 237) of ads in San Francisco featuring providets wi

their faces half visible and touching their bodiesprised the largest proportion of ads
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for these variables. New York had the second langegortion, with 42.9%n(= 206) of
ads featuring photos without self-censorship amdiders touching their bodies.
Significant differences were reported for all ctie

Personal Ad Self-Censorshityy Promise Satisfaction

Providers in Chicago who did not use any self-oestgp tactics to hide their
faces promised satisfaction most often (53.4%,261), whereas providers from San
Francisco who did not hide their faces promiseabeatleast (29.9%) = 171). Ads from
providers promising satisfaction whose faces watddn accounted for 32.5% € 245)
in New York, 45.9%1 = 267) in Chicago, and 27.4% € 114) in San Francisco. The
relationship was significant for all cities but Adita.

Personal Ad Self-Censorshiyy Variety of Services

The highest number of posters offering fetish iseyused self-censorship to hide
their faces in ads in New York (48.4%= 124). The second highest number of posters
offering fetish services used no self-censorshifidain advertisements in San Francisco
(50.7%,n = 70). However, only relationships for the ads in Néwark City were
significant 2 = 36.157 df = 6, p < .000).

Personal Ad Self-Censorshiyy Escort Service Provider's Dress

A detailed breakdown for Personal Ad Self-Censprand Escort Service
Provider's Dress can be seen in Table 4.15. Giveptrpose of self-censorship to hide
any unlawful activities or identity of the provigehose ads featuring fully dressed
providers contained more photos with no distortithra those featuring partially or

suggestively clad providers: 54.2% (New York), 686.(Atlanta), 71.6% (Chicago), and
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68.5% (San Francisco). Conversely, there were plootos that featured nude providers
with digital distortions than photos that did nat/e any across four cities.

Regarding portrayals of nudity and the use ofselfsorship techniques (100 ads
out of 1,440 for New York), the face of providerasentirely hidden in 63% ads; no
self-censorship technique was applied to any gaheobody in the photo in 20% of the
ads. Half-face was self-censored in 17% of the(gids 43.435,df = 12, p < .000). Out
of 104 ads portraying nudity (from the sample @80, for Atlanta), 30.8% featured no
self-censorship, and 63.5% self-censored the efatbe Half-face was visible in 5.8% of
the ads? = 65.730,df = 12,p < .000).

The largest number of ads portraying nudity witheelf-censorship of the face
was in San Francisco: 46.7% or 50 out of 107 adsgy@d nudity within the sample of
1,176 ads. In four cities, a very small portiorposters published ads that featured self-
censored genitalia. Interestingly, only in Chicaga San Francisco did the photos
featuring nude providers also featured exposed@enil.1% and .9% of the ads

respectively. All relationships were statisticasignificant.
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Table 4.1.

Features of the Online Personals by City

Variables City

New York Atlanta Chicago San Francisco Total

% n % N % n % n % n
Personal Ad Frame: How is the photo framed?
Front 316 455 329 355 405 510 435 512 37.0 1,832
view

Rear view 15.5 223 15.2 164 9.7 122 5.9 69 11.7 578

Side view  52.9 762 51.9 561 49.8 628 50.6 595 5124546

Total 1000 1440 1000 1,080 1000 1,260 1000 1,176 100.0 4,956

2 = 103.1604f = 6, p < .000

Personal Ad Self-Censorship: Was the ad self-cexdSor

Half of 13.9 200 10.8 117 14.6 184 15.9 187 13.9 688
the face is

not

visible

Breasts 3 5 A 1 4 5 .0 0 2 11
blurred

Genitals .0 0 .0 0 .0 .0 2 2 .0 2
blurred

The entire 52.4 755 54.0 583 46.2 582 354 416 47.1 2,336
face is not
visible

Not self- 33.3 480 35.1 379 38.8 489 48.6 571 38.7 1,919
censored

Total 1000 1440 1000 1,080 1000 1,260 1000 1,176 100.0 4,956

12 = 121.658df = 12,p < .000

Escort Services Availability:
Does an ad provide services for clients of a paldicrace only?

Yes 1.7 25 6.9 75 8.5 107 2.3 27 4.7 234
No 98.3 1415 931 1,005 915 1153 97.7 1,149 9543722
Total 1000 1,440 1000 1,080 100.0 1,260 100.0 1,176 100.0 4,956

x?=95.592df =3, p<.000
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Features of the Escort Service
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Variables City

New York Atlanta Chicago San

Francisco

% n % n % n % n
Escort Service Location: What is the location & fervice?
In-call 34.4 496 234 253 251 316 9.7 114
Out-call 22.4 322 149 161 209 263 299 352
In-call& Out-call 11.8 170 181 196 198 250 23.2 273
Not Applicable 31.4 452 435 470 342 431 37.2 437
x? =304.485df =9, p < .000
Escort Service Provider's Professional Philosoptoyw good is the service?
Disclaimer about sex 4.5 65 12.8 138 5.9 74 21 25
solicitation
Emphasis on the skills 13.5 195 19.1 206 211 266 24.1 284
Reviews from previous 15 21 5.7 62 6.5 82 38 45
satisfied clients
Elite positioning of the service 16.0 231 4.1 44 94 118 95 112
Not Applicable 64.4 928 583 630 57.1 720 604 710
x?2=301.087df =12,p<.000
Contact and Billing Information: Are there any niens of price? Contact?
Methods of Contact 70.8 1,019 54.0 583 62.1 783 76.5 900
Methods of Contact/Payment 29.2 421 46.0 497 36.8 464 235 276
x%=186.989df =9, p<.000
Reassurance of Clients: Does the ad provide remsseito the client?
An invitation to call 1.6 23 5 5 1.2 15 1.2 14
A promise of offering no 16.3 235 284 307 323 407 19.2 226
drama, no games
Not Applicable 821 1,182 711 768 66,5 838 79.6 936
x? =126.685df =6, p < .000
Promise of Satisfaction: Is there a promise tdlfuhe's desires?
Yes 39.1 563 334 361 517 652 279 328
No 60.9 877 65.4 706 483 608 69.3 815
x2 =220.407df = 6,p < .000
Variety of Services: Is there an opportunity to@é®some special services?
Yes, fetish services available 17.8 256 17.9 193 224 282 11.7 138
No 740 1066 757 818 70.8 892 81.2 955
Massage service offered 8.2 118 5.6 60 6.8 86 45 53

2 =131.927df= 9, p< .000
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Table 4.3.

"Code of Honor" for Clients

Variables City

New York Atlanta Chicago San Francisco Total

% n % N % n % n % n
Escort Service Discretion: Is there a requiremertieg discrete?
Yes 13.5 194 18.3 198 19.0 239 12.6 148 157 779
No 865 1246 817 882 810 1,021 874 1,028 84.3 74,17
Total 1000 1,440 1000 1,080 100.0 1,260 100.0 1,176 100.0 4,956

x?=29.819df =3, p<.000
Client Conduct: Is there a requirement to be emus?

Yes, 7.6 109 12.1 131 11.5 145 6.0 70 9.2 455
serious

clients

only

No 76.0 1,095 67.2 726 66.4 837 79.5 935 725 3,593
No 12.0 173 13.0 140 15.9 200 11.5 135 13.1 648
blocked

calls

Serious 4.4 63 7.7 83 6.2 78 3.1 36 5.2 260
clients

only and

no block

calls

Total 100.0 1,440 1000 1,080 1000 1,260 1000 1,176 100.0 4,956
x?=94.353df =9, p<.000
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Table 4.4.

Escort Service Provider's Description

Variables City
New York Atlanta Chicago San Francisco
% n % n % n % n
Multiple Escort Service Providers: Are there selgids advertised?
Yes 29.9 431 16.8 181 16.0 202 6.7 79
No 70.1 1,009 83.2 899 84.0 1,058 93.3 1,097

x? = 244.521df = 6,p < .000

Posting Ads on behalf of Providers: Does it lodde lan ad for an agency?

Yes 24.5 353 7.0 76 6.0 75 4.9 58
No 755 1,087 930 1,004 940 1,185 951 1,118
x2=352.873df = 3,p<.000

Escort Service Provider's Description: Are therg measurements of the provider listed?

No description 72.8 1,049 74.3 802 70.4 887 63.7 9 74
Bust/cup size 3.3 48 2.9 31 3.5 44 3.1 36
Height/weight 5.2 75 6.1 66 4.5 57 3.7 43
information

Hair/eyes color 6.8 98 6.0 65 7.9 100 9.3 109

All information above 11.8 170 10.7 116 13.7 172 .320 239
x?=75.436df =12,p < .000

Escort Service Provider's Nationality: Is natiotydtace of the provider emphasized?

Emphasized 56.0 807 26.7 288 30.5 384 48.0 565

Not emphasized 44.0 633 73.3 792 69.5 876 52.0 611

x? =307.550df =12,p<.000

Escort Service Provider's Business Attitude/CharatVhat is the business attitude of the

provider? Self-description?

Independent 9.0 129 10.7 116 13.3 167 11.6 137

Gorgeous, sexy 32.4 466 21.6 233 28.3 357 26.6 313

"Girl next door," funto  13.1 188 9.9 107 11.9 150 175 206

be around, sweet

Freaky, dirty sexy 6.9 100 10.0 108 5.6 71 3.7 44

x?=114.839df = 12,p < .000
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Table 4.5.

Appearance of the Escort Service Provider

Variables City

New York Atlanta Chicago San

Francisco

% n % n % n % n
Escort Service Provider's Perceived Age: How oltiésprovider appear to be?
Up to 13 2.8 40 5.0 54 5.1 64 59 69
13-17 35.1 506 41.2 445 40.6 512 51.7 608
18-25 441 635 31.9 344 30.8 388 222 261
25 and above 16.8 242 20.1 217 225 283 19.0 224

x2=171.862df=12,p<.000
Escort Service Provider's Race: What race doegrthader appear to belong to?

Caucasian 30.5 439 27.0 292 409 515 38.0 447
Hispanic/Latina 159 229 5.6 60 88 111 11.7 138
Black 24.4 351 555 509 319 402 145 170
Asian 22.2 320 2.7 29 9.1 115 20.7 243
Mixed 7.0 101 9.3 100 9.2 116 15.1 178

x2=717.670df = 15,p < .000
Escort Service Provider's Dress: What dress iptbeider wearing?

Fully dressed 3.3 48 5.7 62 5.3 67 46 54
Suggestively clad 285 410 275 297 30.0 378 25.26 2
Partially clad 60.6 872 55.3 597 558 703 59.6 701
Nude 6.9 100 9.6 104 7.4 93 9.1 107
Not Applicable 7 10 1.9 20 1.5 19 1.5 18

x?>=34.064df =12,p< .001

Eye Contact: Is there any eye contact with the greof the personals?

Yes 29.7 428 27.1 293 343 432 394 463
No 69.3 998 68.7 742 63.0 794 56.1 660
x? = 87.050,df =6, p<.000
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Table 4.6.

Demeanor of the Escort Service Provider

Variables City
New York Atlanta Chicago San Total
Francisco
% n % N % n % n % n

Escort Service Provider's Face Expression
Detached 5.9 85 6.2 67 9.4 119 5.4 63 6.7 334
Engaged 32.9 474 29.4 318 35,6 448 38.2 449 34.B891,

Neutral 3.5 50 7.2 78 8.0 101 9.4 111 6.9 340
N/A 57.7 831 57.1 617 470 592 470 553 52.3 2,593
Total 1000 1440 1000 1,080 1000 1,260 100.0 1,176 100.0 4,956

x?=97.036,df =9, p<.000

Posture of the Escort Service Provider

Standing 30.5 439 40.7 440 39.0 492 38,5 453 36.8241
Kneeling 17.3 249 10.5 113 9.9 125 8.6 101 11.9 588
Reclining 13.2 190 7.9 85 9.2 116 5.6 66 9.2 457

Lying 10.3 148 12.0 130 10.7 135 119 140 11.2 553
Sitting 18.0 259 16.0 173 179 226 203 239 181 7 89
N/A 10.8 155 12.9 139 132 166 151 177 129 637
Total 100.0 1,440 1000 1,080 100.0 1,260 100.0 1,176 100.0 4,956

x?=136.214df = 15,p < .000
Escort Service Provider's Face Visibility

Yes 37.8 544 35.5 383 455 573 485 570 418 2,070
No 48.5 698 41.6 449 331 417 306 360 38.8 1,924
Half-face  12.9 186 20.5 221 200 252 209 246 18.805

N/A .8 12 2.5 27 14 18 0.0 0 1.2 57
Total 100.0 1,440 1000 1,080 100.0 1,260 100.0 1,176 100.0 4,956

x?=165.040df=9,p<.000
Escort Service Provider's Body Visibility
Full size 28.4 409 27.2 294 296 373 294 346 2817422

Head 2.3 33 4.4 48 45 57 33 39 3.6 177
shot
Torso 6.5 94 8.6 93 12.1 153 12.2 143 9.7 483
shot
Cropped 62.8 904 59.5 643 536 675 548 645 57.8672
Total 100.0 1,440 99.7 1080 998 1260 99.7 1176 99.8 4,95

x?=60.634,df = 12,p< .000
Escort Service Provider's Licensed Withdrawal

Yes 12.6 182 19.6 212 195 246 205 241 178 881
No 31.6 455 28.9 312 363 457 396 466 341 1,690
N/A 55.8 803 51.5 556 442 557 399 469 48.1 2,385
Total 100.0 1,440 1000 1,080 100.0 1,260 100.0 1,176 100.0 4,956

42 =94.649df = 6, p< .000
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Table 4.7.

Sexual Demeanor of the Escort Service Provider

Variables City

New York Atlanta Chicago San

Francisco

% n % n % n % n
Escort Service Provider's Sexual Look: Is the lobthe provider sexually suggestive?
Half-closed eyes 1.7 25 4.1 44 3.8 48 29 34
Half-open lips 6.6 95 5.6 61 79 100 7.0 82
Legs spread out 28.7 413 231 249 19.2 242 116 136
Touching parts of her body 350 504 325 351 37.573 4 42.0 494
Not Applicable 28.0 403 34.7 375 315 397 36.6 430

42 = 146.087df = 12,p < .000

Escort Service Provider's Sexual Exposure: Aresthery sexual parts of the body exposed?

Breasts 34.6 498 247 267 33.1 417 38.7 455
Genitalia 2 3 .6 6 .6 7 5 6
Buttocks 322 464 283 306 205 258 16.1 189
Breasts and genitalia .0 0 A 1 2 2 A 1
Not Applicable 33.0 475 463 500 45.7 576 419 525

x?=162.278df = 12,p< .000

Escort Service Provider's Sexual Action: Is therg sexual action going on within the photo?

Massage 2.8 40 2.2 24 3.8 48 2.5 29
Masturbation .3 5 1 1 A 1 A 1
Touching genitalia .8 11 5 5 .6 8 .8 9
Kissing A4 6 .6 6 5 6 A4 5
Invitation to sexual action 65.4 942 55.0 594 544685 47.1 554
Not Applicable 30.3 436 417 450 40.6 512 49.1 578

42 =111.823df = 15,p < .000
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Escort Service Provider's Dress by Escort Servicevider's Face Visibility
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City Provider's Dress Is face of the provider visible?
N Yes No Half visible
4,956 % n % % n
New York Fully dressed 5.7 31 1.9 13 2.2 4
n Sexually suggestive 34.6 188 22.6 158 31.7 59
1,440 “partially clad 546 297 660 461 58.1 108
Nude 4.6 25 8.9 62 6.5 12
x2=49.615df =12,p<.000
Atlanta  Fully dressed 9.7 37 2.2 10 5.9 13
n Sexually suggestive 34.5 132 22.7 102 27.1 60
1,080 “partially clad 446 171 619 278 59.3 131
Nude 7.3 28 12.2 55 7.7 17
x2=68.120df =12,p< .000
Chicago Fully dressed 8.4 48 2.2 9 4.0 10
n Sexually suggestive 33.9 194 24.0 100 32.9 83
1,260 “partially clad 480 275 662 276 55.2 139
Nude 7.5 43 7.2 30 7.1 18
x2=64.507df=12,p< .000
San Fully dressed 7.0 40 2.2 8 2.4 6
Francisco Sexually suggestive 28.9 165 17.2 62 28.0 69
1 r1]76 Partially clad 53.2 303 69.7 251 59.8 147
’ Nude 8.6 49 9.7 35 9.3 23

% =42.291df =12,p<.000
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Visual Sexual Imagery in Online Personals
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Variable Frequency Percent
Escort Service Provider's Dress

Suggestively clad 1,381 27.9

Partially clad 2,873 58.0

Nude 404 8.2
Total 4,658 (93.99%)

Escort Service Provider's Sexual Exposure

Breasts 1,637 33.0

Genitalia 22 4

Buttocks 1,217 24.6

Breasts and genitalia 4 1
Total 2,880 (58.11%)

Escort Service Provider's Sexual Look

Half-closed eyes 151 3.0

Half-open lips 338 6.8

Legs spread out 1,040 21.0

Touching parts of the body 1,822 36.8
Total 3,351 (67.61%)

Escort Service Provider's Sexual Action

Massage 141 2.8

Masturbation 8 2

Touching genitalia 33 g

Kissing 23 5

Invitation to sexual action 2,775 56.0
Total 2,980 (60.12%)
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Table 4.10.

Informational and Transformational Content (Leggl@learance)

I nformational Transformational
Clearance
% n % n
Escort Service Provider's Sexual 3.4 174
Exposure
Anti- Escort Serv?ce Prov?der's Action 3.9 196
Prostitution 6 302 Escort Service Provider's Lgok 4.0 201
Disclaimer Personal Ad Self-Censorship 4.6 231
Escort Service Provider's Body 3.6 182
Visibility
Escort Service Provider's Dress 55 275
Escort Service Provider's Sexual 20.0 1,004
Exposure
Escort Service Provider's Action 20.7 1,040
Billing for 33 1658 Escort Service Provider's Look 22.5 1,130
Services ' Personal Ad Self-Censorship 21.6 1,085
Escort Service Provider's Body 19.9 999
2 Visibility
T%, Escort Service Provider's Dress  31.56 1,564
4 Escort Service Provider's Sexual 25.4 1,260
Exposure
gzg&:e Escort Serv?ce Prov?der's Action 27.15 1,346
o Escort Service Provider's Look  30.99 1,536
Provider's 46.3 2,298 -
Perceived Personal Aql Self-ansorshlp 27.8 1,378
A Escort Service Provider's Body  26.95 1,336
ge o
Visibility
Escort Service Provider's Dress  43.8 2,169
Escort Service Provider's Sexual 7.3 301
Exposure
Escort Escort Service Provider's Action 7.7 381
Service 11.3 562 Escort Service Provider's Look 8.3 410
Provider's ' Personal Ad Self-Censorship 7.0 345
Agency Escort Service Provider's Body 6.7 333
Visibility
Escort Service Provider's Dress  10.9 540

Note* Percentage figures are calculated based on thertomber of ads.

Legality: (1) Anti-Prostitution Disclaimer, (2) Billing foBervices, (3) Escort Service Provider's
Agency, and (4) Escort Service Provider's Perceigel

Featured Clearance Compliance Variables: (1) Escort Service Provider's Sexual Exposure,

(2) Escort Service Provider's Sexual Action, (33dEsService Provider's Sexual Look, (4) Personal
Ad Self-Censorship, (5) Escort Service ProvidedslBVisibility, and (6) Escort Service Provider's
Dress.
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Informational and Transformational Content (LegglRrofessionalism)
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Informational

Professionalism

Transformational

Legality

% n % n
Escort Service Provider's 55 275
Anti- Dress
Prostitution 6 302 Service Professionalism N/A N/A
Disclaimer Status
Promise of Satisfaction 4.0 123
Escort Service Provider's 31.0 1,564
Billing for Dress
g 33 1,658 Service Professionalism 3.2 161
Services
Status
Promise of Satisfaction 13.5 673
Escort Escort Service Provider's 43.8 2,169
Service Dress
Provider's 46.3 2,298 Service Professionalism 4.2 209
Perceived Status
Age Promise of Satisfaction 15.2 755
Escort Service Provider's 10.8 540
Escort D
Service res_s - -
o 11.3 562 Service Professionalism 2.3 114
Provider's
Agency Status
Promise of Satisfaction 51 253

Note* Percentage figures are calculated based on thertomber of ads.

Featured Professionalism Variables: (1) Escort Service Provider's Dress, (2) Service
Professionalism (Status), (3) Promise of Satisfacti

Legality: (1) Anti-Prostitution Disclaimer, (2) Billing foBervices, (3) Escort Service Provider's
Agency, and (4) Escort Service Provider's Perceigel
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Informational and Transformational Content (Cleaca/Professionalism)
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Transformational I nformational
Professionalism
% n % n
Escort Service Availability 2.6 129
Escort Variety of S_erviC(_as _ 13.19 654
Service Es_cort Service Discretion 9.4 465
Provider's 5811 2 880 Client Cond.uct _ 16.10 798
Sexual Escort S_erwce Provider's 17.8 880
Exposure Description _ _
Escort Service Provider's 45.26 2,243
Posture
Escort Service Availability 4.2 213
Variety of Services 22.5 1,115
Escort Escort Service Discretion 14.8 733
Service 94 4658 Client Conduct 26.0 1,288
Provider's ’ Escort Service Provider's 29.24 1,449
o Dress Description
% Escort Service Provider's 83.5 4,138
o Posture
g Escort Service Availability 2.8 142
Escort Variety of Sgrwcgs ' 12.17 603
Service (E:?co;t CSer\élcet Discretion 169é% 84(1)464
o ient Conduc .
g;z\gders 58 2,867 EscorF S_ervice Provider's 17.15 850
Visibility Description. .
Escort Service Provider's 52.26 2,590
Posture
Escort Service Availability 3.0 151
Variety of Services 14.4 716
Personal Ad Esfcort Service Discretion 10.2 505
Client Conduct 17.7 880
Self- 61.3 3,037 - ——
Censorship EscorF S_erwce Provider's 18.32 908
Description
Escort Service Provider's 55.6 2,756

Posture

Note* Percentage figures are calculated based on thertomber of ads.

Featured Clearance Compliance Variables: (1) Escort Service Provider's Sexual Exposure,
(2) Escort Service Provider's Dress, (3) EscorviSerProvider's Body Visibility, and (4) Personal

Ad Self-Censorship.

Featured Professionalism Variables: (1) Escort Services Availability, (2) Variety oé&ices,
(3) Service Discretion, (4) Client Conduct, (5) &scService Provider's Description (body
measurements), and (6) Escort Service ProvidessiRD
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Table 4.13.

Escort Service Provider's Perceived Age by Escenti€e Provider's Nationality

City Is nationality of the Escort Service Provider's Perceived Age
N provider 25 and
4,956  emphasized? Upto 13 13-17 18-24 above
% n % n % N % n
New York Yes 725 29 60.7 307 564 358 421 102
n No 275 11 393 199 436 277 579 140
1,440
x?=28.310df=4,p<.000
Atlanta  Yes 40.7 22 317 141 2211 76 19.4 42
n No 593 32 683 304 779 268 806 175
1,080
x?=21.524df =4,p<.000
Chicago Yes 391 25 36.7 188 268 104 219 62
n No 60.9 39 633 324 732 284 781 221
1,260
x?=24.309df=4,p<.000
San Yes 594 41 554 337 406 106 335 75
Francisco No 406 28 446 271 594 155 66.5 149

n
1,176

¥2 = 41.810df= 4,p < .000
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Escort Service Provider's Perceived Age by Perséwiabelf-Censorship

City Was the photo self-

Provider's Perceived Age

N censored by the 25 and
4,956  poster? Y Upto13 13-17 18-24 above
% n % n % n % n
New York Half of the faceis 20.0 8 11.7 59 14.8 94 15.3 37
n not visible
1,440 Breasts blurred .0 0 2 1 3 2 .8 2
The entire faceis  75.0 30 514 260 51.3 326 51.7 125
not visible
No self-censorship 5.0 2 36.8 186 335 213 322 78
x2=28.230df =12,p< .005
Atlanta  Half of the faceis 22.2 12 10.6 47 11.3 39 7.8 17
n not visible
1,080 Breasts blurred .0 0 2 1 .0 0 .0 0
The entire faceis 44.4 24 490 218 58.1 200 59.0 128
not visible
No self-censorship  33.3 18 40.2 179 305 105 3322 7
x2=21.582df =12 p<.042
Chicago Half of the faceis 18.8 12 14.1 72 15.5 60 14.1 40
n not visible
1,260 Breasts blurred 1.6 1 A4 2 3 1 .0 0
The entire faceis 65.6 42 434 222 472 183 445 126
not visible
No self-censorship  14.1 9 422 216 37.1 144 4137 11
x?=44.990df = 12,p< .000
San Half of the faceis 29.0 20 18.3 111 10.7 28 121 27
Francisco not visible
n Genitals blurred .0 0 .3 2 .0 0 .0 0
1,176  The entire faceis 20.3 14 36.2 220 37.2 97 339 76
not visible
No self-censorship  50.7 35 452 275 521 136 54.21 1

42 = 31.458df = 12,p < .002
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Personal Ad Self-Censorship by Escort Service [Eens Dress

City Provider's Was a photo within the ad self-censored?
N Dress No self- Half of the  The entire face  Genitalia
4,956 censorship  face self- is not visible  self-censored
censored
% N % n % n % n
New York Fully dressed 54.2 26 16.7 8 27.1 13 2.1
n Sexually 40.2 165 151 62 44.1 181 5 2
1,140  suggestive
Partially clad 305 266 12.7 111 56.5 493 2

Nude 20.0 20 17.0 17 63.0 63 .0 0

42 = 43.435df = 12,p < .000

Atlanta
n
1,080

Fully dressed 66.1 41 11.3 7 22.6 14 .0
Sexually 40.7 121 138 41 45.1 134 3 1
suggestive

Partially clad 288 172 10.2 61 61.0 364 .0 0
Nude 30.8 32 5.8 6 63.5 66 .0 0

42 = 65.730,df = 12,p < .000

Chicago
n
1,260

Fully dressed 71.6 48 6.0 4 20.9 14 1.5
Sexually 426 161 18.0 68 38.6 146 .8 3
suggestive

Partially clad 33.3 234 139 98 52.8 371 .0 0
Nude 376 35 11.8 11 49.5 46 1.1 1

2 = 64.328,df = 12,p < .000

San
Francisco
n
1,176

Fully dressed 68.5 37 3.7 2 27.8 15 .0 0
Sexually 56.4 167 176 52 26.0 77 .0 0
suggestive

Partially clad 435 305 161 113 40.2 282 A

Nude 46.7 50 17.8 19 34.6 37 9 1

x?=37.730,df =12,p < .000
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CHAPTER 5
DISCUSSION, IMPLICATIONS, AND FUTURE RESEARCH
Introduction

One of the ways to better understand the contrgwexgarding the promotion of
sex-related services is to look at online persofwalsscort services as vehicles of social
communication, mirroring the issues faced by preksdf escort services on social,
economic, legal, and clearance compliance levéis.primary motivation of this study
was to investigate a paradox at the core of oigarsonals, which sometime market
illegal activities by seemingly legal means. Triggeby research exposing prostitution-
related personals online, this study set out tdcegphe content of 4,956 online
personals published Backpage'escorts” section in four major U.S. cities frootyd
2011 to June 2012, relative to clearance poliaesl4S. penal codes.

Content analysis of text and visuals conducted b#egs findings that run
counter to the commonly held beliefs that all oalpersonals promote illegal activities.
This study found that posters comply with some metkarance policies (e.g., posting
photos without nudity), while transgressing othexg., posting photos of underage
providers). While some personals do transgBesskpageclearance policies and are not
removed from the site, a majority of personals altig them with the exception of
policies regarding minors, who were featured inenbian half of the personals. As
evident from these findings, online personals armamex artifacts, speaking to the

promotion of sex-related services, but also raigssges of social justice. They reflect
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clients' concerns about quality and legality ovsmss, fears of sex workers disguised as
genuine masseuses, hopes of providers marketirtgrate services, and issues of those
whose services are promoted against their will.

Given the hostility of public opinion toward onlisex-related offers and vague
status of massage or escort providers, many leafiéiproviders face discrimination. At
the same time, clients of legitimate services majrbstrated by the difficulties in
distinguishing between legitimate and illegal mgssar escort service providers. The
findings of this study serve to correct exaggerstim prior research. Possibly due to the
reputation of sex-related services, researchersnoglgave looked carefully enough to
distinguish the differences between illegal andlesgx-related services. For example,
judging from the hotel setting of the photos, Rep&witz et al. (2012) classified
personals as such that promote sex work.

Distinguishing between legal and illegal sex-redagervices is necessary to
provide tools for differentiating human traffickifigpm prostitution, which is the major
challenge faced by the researchers of human tkaifjaright now (Hughes, cited
Latonero et al., 2011, p. 14). Research on hunaficking should address the agency of
the escort service provider. Victims of human tckihg have no agency over their
actions; they have no choice when it comes to dngag sexual activity. By contrast,
escort service providers and sex workers not oalelsuch a choice, but also benefit
from their work financially (Brents, 2008).

Tensility or vagueness of language is inherentlme promotion of
controversial services, which only exacerbatestmplexity of the legal and social

controversies surrounding online personals. Diffiea of content analyzing and coding
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sexual content parallel the difficulties of makiagvs and policies governing online
personals. In answering the research questionslfmysthis study, in the process of
content analysis, three indicators of legalityacéce compliance, and professionalism
emerged, using those indicators the frameworkdiitiae objective judgments regarding
the content of personals of controversial serweas developed. This framework allows
for the analysis ad appeals and requirements alpeades and media clearance policies.

The third indicator, labeled professionalism,asnprised of categories that relate
to sex-objectification, which in the case of sebat@d services indicates efforts to
professionalize. Associated with criminal worldrgmnals shed light on relationships
between its constituencies, clients and providengse relationships are constructed by
of providers' outlining responsibilities of clientdarifying information about availability
of service to certain members of the society, stapfbr various customs of conduct. All
of them are at the core of primary organizatiomai@ples regarding the industry for
sex-related services. The term "professionalisnuldtbe used to suggest the need
exhibited by the workers of sex-related servicesdibere to some standards of "business
conduct,” such as detailing responsibilities oémts, clarifying information about service
availability.

It is perhaps surprising that "professionalism'swhosen as the label for this
indicator. Despite research in a number of disegdi there is only limited agreement on
the qualities that define a "professional” or tlse of the term. Certainly, reference to a
"professional” is likely to conjure up images otctlrs, lawyers, accountants, and the

clergy, not providers of sex-related services.
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Providers of sex-related services are trappedh bpnegative public perceptions
toward their trade and its illegality. Given thiegal status of sex work and anything
associated with it, sex workers find it necessarfitle their identity, revealing only such
information as deemed to be safe. Thus, whilepbssible to talk about professionalism
in the most recognized sense of the word, whenkapgabout escort services, providers
could relate to what might be called "pseudo-pmitasal” practices, coping mechanisms
through which providers attempt to legitimate thieade (Nyilasy, Kreshel, & Reid,
2012, p. 158).

Several elements of "pseudo-professionalism" edist online personals: (1)
reusing the templates for the promotion of servitest worked for others," (2) viewing
the clients as partners "in crime," (3) articulgtphilosophies by mentioning additional
features of the services, (4) referencing sour€esithority, such as client reviews of
their work. Striving for self-identification, proders are developing a special code of
conduct that would define the nature of client-pdey relationships in the industry.

The following section addresses the research quessgiosed at the outset of this
study.

Content of Online Personals

The overarching concern guiding this researclows itlegal activities sometimes
get marketed by seemingly legal means. Initialladi@g the content of online personals,
the first three research questions then probeddhtent of online personals through the
lens of compliance and legality:

RQ1: What is the content of online escort advery3iWhat are the main

attributes mentioned by providers of escort ses/maine?
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RQ2: Is there an association between legality efatis and advertising appeals?

RQ3: How does the content of online personals spored to clearance policies

of the media? Do online personals violate the mediaarance policies?

The section that follows discusses the indicabbitsgality and clearance
compliance, detailing content attributes that defsach. The criteria for content analysis
of personals for controversial services developethls study safeguard researchers
from making inflated claims. It is difficult to datmine why a certain content variable
belongs within one indicator and not another. Heasas the case for transformational
and informational advertising appeals, all varialdelonging to indicators described here
should be viewed in terms of their "primary" andc¢sndary" functions.

Legality

The four criteria examined to assess the legafithe personals were: (1) the
presence or absence of Anti-Prostitution Disclajr(@y Billing for Services, (3) Escort
Service Provider's Agency, and (4) Escort Serviawider's Perceived Age. This study
found that 302 (6.1%) of ads included anti-prosititu disclaimers, specifying that
everything that happens after the initial introdues between a client and an escort
provider "happens between two consenting adults.”

The primary purpose for inclusion of these disukais is to protect posters from
legal punishment for prostitution. These disclasngan also be interpreted as signs of
nascent professional tradition in sex-related itriksthe boundaries of the service.

This study coded all references to the pricegofises, including the vague or
"coded" references (e.g., 200 roses, 78 petalsfld@@rs per hour). An ad mentioning

price does not necessarily suggest prostitu8ackpageclearance policies do not
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prohibit mentioning prices (except those for lésat60 minutes). Ads mentioning prices
did not violateBackpagepolicy, except for a minuscule portion of themttimaicated a
possibility of "quickies." Even supposing thatals containing "coded" mentions of
price were for prostitution, less than one thircalbfads analyzed made references to
prices.

The question of a provider's agency becomes irapbm determining whether
the person within the ad is exploited. The presef@ny involvement of a third party in
promoting the sex-related services offered is atihe of exploitation. The secondary
purpose of this category is to see how an escoricgeworks and how it is structured
from the industry perspective.

More than half of posts (46%) analyzed here weaderby providers of sexual
services 17 years of age or younger. In comparaaitiidy conducted by Roe-Sepowitz
et al. (2012) from Arizona State University (ASWuhd that less than 5% of personals
contained photos of minors @ackpaggRoe-Sepowitz et al., 2012). As discussed in the
literature review, the study of online personalBackpageconducted at ASU
illuminates areas for confusion and potential coversy in regard to what should be
considered an advertisement for prostitution. Airaedetecting personals for
prostitution, Roe-Sepowitz et al. (2012) exaggeraembers of prostitution-related
personals, because of the lack of unbiased at&ishoift prostitution.

Prostitution is a very complex concept. Given t&8. penal codes' definition of
prostitution and its enforcement vary widely, oelipersonals present tensile or
ambiguous information. U.S. Penal codes prohilitsation for the purposes of sex and

pimping; hence, any poster publishing informatiegarding sex solicitation or offers of
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sex work is advertising illegally. Theoreticallych a personal should be removed from
BackpageBackpagé& department of clearance policies monitors thecaudent. As a
result, many who offer sex work service disguisanbelves as escorts and masseuses;
however, there are many genuine masseuses aBwelecking the content of
personals against U.S. penal codes and media otEapalicies, the present study offers
a solution to the problem of distinguishing thedlegs opposed to illegal offers online.

Clearance Compliance

Eight criteria were coded to determine compliaoicéhe personals with
Backpagés policies: (1) Billing for Services (< 60 minR)(Escort Service Provider's
Perceived Age, (3) Escort Service Provider's Drgg<:scort Service Provider's Body
Visibility, (5) Personal Ad Self-Censorship, (6)dést Service Provider's Sexual
Exposure, (7) Escort Service Provider's Sexual |.aokl (8) Escort Service Provider's
Sexual Action.

U.S. penal codes prohibit sex solicitation in &n, including mentions of price
for such serviceBackpagecompliance policy is less stringent; only pricig tinder 60
minutes is prohibited. Slightly more than one tlofdads (33.5%) analyzed included
pricing. This is significantly lower the volume afls mentioning price reported by Castle
and Lee (2008). This maybe due to the differencesadia platforms and in posters'
usage of tensility tactics. The unwillingnesBaickpagegposters to mention prices might
be explained by the fact that sex solicitation csime. Posters on specialized escort
websites are relatively safe when mentioning theepsf services, because these websites

are tailored to the needs of escort service progidad their clients.
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Reflecting legal statu®ackpagemedia clearance policies state that only posters
18 years of age are allowed to post online persdoalescort services or to be featured
in them. In comparison to an earlier study, whieiported only 88 ads out of several
thousands (Roe-Sepowitz et al., 2012), more thHrohads in this study would have
been reported to the police, because they includadrs.

Another criteria of clearance compliance is nudititich is prohibited by
Backpage Consistent with previous findings based\MySpaceoersonals and practices
of self-sexualization (Hall et al., 2011), escaxpders prefer posting photos in which
they are partially and suggestively clad (58% an®% respectively). Irrespective of the
differences between business platformMgSpacea social network, anBackpagean
online classifieds site, this finding might be eaipkd by posters attempting to attract
attention by revealing their bodies. The purpospestonals published on social
networking sites is not only to stay in touch (3oin, 2008), but also to enhance one's
attractiveness. By contrast, the purpose of a patgmsted on the online classified site is
to sell a service. Knowing that choice of clothingpacts the effectiveness of advertising,
posters must comply with clearance policies. Thgortg of ads published oBackpage
transgress no clearance policies, only 8.2% ofpadsayed nude providers and less than
.5% of ads content analyzed by this study portragedtalia.

Another criterion, sexual exposure, is coded s&ss compliance with clearance
policies. The primary purpose of this variableosapture any violations of U.S. penal
codes or clearance policies. Because sexual exposilects the desire of self-
sexualization, the secondary purpose of this vhieto determine professional qualities

of providers.
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Few posters violateBackpageclearance policies. In attempting to create a
professional profile, it is not surprising that s use self-sexualization practices such
as cropping. Posters employ cropping technique rofbe® in online personals on
Backpagehan onMySpaceMySpaceprofiles represent profiles of people, whereas the
advertisements published in the escort sectiddagkpageepresent services directly
associated with sex-related activities. Thus,efdld promotes foot fetishes, it is very
likely it will contain cropped photos of the fedtit promotes BDSM, it will likely
include tools for this service pictured alongside provider. If it promotes
companionship of a classy escort provider, it Wkktly have a photo of a beautiful
woman either suggestively or partially clad so thatprospective clients were able to
evaluate her body in terms of its suitability forygpurpose they might have in mind.

The differences betwedrlySpaceandBackpagebusiness and media platforms
speak not only to clearance and legality, but sdsarovider professionalism. By self-
sexualizing themselves in the photos, provideratempting to create their individual
brands. In comparison to alcohol and tobacco abusgtusing sexual imagery to
enhance a product or servitand posters who use their sexuality in seekingariio
relationships, posters @ackpagause sexual imagery because it is an inherenippart
their services.

There are racial differences in self-sexualizat®liack providers relied on
showing their rear areas (e.g., buttocks) morendften providers of other races (43%);
however, Caucasians show breasts more often tloadprs of any other race (34%).
Interestingly, the majority of providers prefernqeaisting cropped photos that would

conceal their private parts and their identity.
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Self-sexualization is closely intertwined withfse¢nsorship and cropping
techniques used to hide providers' identity. Beeaugsblurring or pixelization of
genitalia or breasts is permitted Backpagevariables for self-censorship and visibility
of body were used to judge clearance complianceeMaan half of the ads (58%)
analyzed included photos in which parts of the bloaly been cropped. Contrary to Hall
et al. (2011) who found that use of self-sexualwratvas decreased with age on
MySpacethis study found self-sexualization in the forfrobjectification is present in
all age categories ddackpageMoreover, cropping techniques were the most commo
form of self-sexualization/self-objectification. &e dissimilarities may be attributed to
different purposes of personals and differenceséd@t media business models.
Backpageposters promotes service, wherbbsSpaceposters promote themselves.
These differences could also be explained both fteregal and business standpoints.
While showingMySpaceprofiles to others is not criminalized by any lasvgprohibited
by any clearance policies of the media, postindlegal personal of sex-related nature
on Backpagecould lead to criminal punishment of a poster.

Results obtained by this study reaffirm the prasifindings of Castle and Lee
(2008), who studied sex-related personals on slmsiiawebsites and mentions of prices.
This study found that providers exposed full fagely in 42% of personals. In
comparison, after examining the content of 76 websiedicated solely to the promotion
of escort services, Castle and Lee (2008) repdhiidin an effort to conceal their
identity, providers self-censored online persofjalsl18). These differences might also
be due to different purposes of online platformscéamparison to thBackpagesscort

ads section, websites dedicated exclusively tgptbmotion of escort services are
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encouraged to list all information by providing thevith a template (e.g., list number of
received reviews and elaborate on each). Hencmeodlassifieds such &ackpagehas
less opportunities for providers to establish timamge as professionals.

Professionalism

Fourteen criteria were coded to assess the lev@iofessional culture in the ads:
(1) Escort Service Availability to particular racgroups, (2) Client Conduct and (3)
Client Reassurance, (4) Escort Provider's Ageng¥ggort Service Discretion, (6)
Variety of Services, (7) Service Professionaliskillés reviews, status), (8) Escort
Service Provider's Posture, (9) Escort Service iBen's Description (body
measurements), (10) Promise of Satisfaction, (5tpE Service Provider's Character
(business style, behavioral characteristics), Bistort Service Provider's Dress (except
nudity), (13) Escort Service Provider's Face Exgioes and (14) Escort Service
Provider's Face Visibility.

The inclusion of statements limiting provisionsafrvices to clients of a particular
race, exemplified by the variable of escort sewigeailability, might be interpreted as
providers understanding risks of dealing with criatiworld. Significant results for
Atlanta and results for Chicago that are at thegmaof significance [§<.056) support
this statement and demand further research. Tinty $bund that 75 ads for Atlanta and
107 ads for Chicago specified that they provideewice to gang members.

There are more than 600 gangs in Chicago, withiaithum membership of
70,000." Chicago has been identified as the "gapgal of the United States" (CBS
News, 2013); Atlanta also has a reputation of beingp city associated with gang

homicides. The majority of gang members are un8eyears of age and Black. The
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crimes committed by gangs include different typeassaults, including rape (Paluska,
2013). There are more than 100 gangs in the st&eargia, the majority of which is
drug-driven and located in Atlanta (Stuart, 208))ch caution exercised in providing the
service is also indicative of emerging "professl@mma’ of workers in the sex industry.

Many of those who indicate their unwillingnesgtovide services to members of
particular racial groups indicate that they dowant to discriminate on the basis of race;
they deny service because they want clients toveelaide by some rules, which gang
members will not honor. The importance of honotimg rules in regard to escort services
signifies the importance of such categories asictienduct, client reassurance, agency
of the provider, and service discretion. Signifitgmore Caucasian than Black or
Hispanic providers were very explicit in their refance to provide service to African
Americans less than 35 years of age; this unwitlesg exemplifies the implied fear of
providers afraid of being sexually assaulted anddened. Indicating their unwillingness
to service gang members, providers make an attatg@monstrating their authority and
right to be treated with respect, the rights inhene any code of any profession.

Mentions about variety of specific services preddanight also serve as an
indication of professionalism. GFE and kissing coog regarded as one of such
indicators. Very few instances of GFE offers indddissing (.5%). Unlike earlier
findings (Castle & Lee, 2008; Pruitt & Krull, 2018ds mentioning offerings of GFE
were rare in ads analyzed here. This could be @tieetdifferences between business
platforms of online classifieds as opposed to sheed escort websites. In comparison
to Pruitt and Krull (2011) who, studying websites éscort services, found that

"unrushed" experiences were offered in less th&a @Bads, the present study found that
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it was offered in 24% of ads. In comparison to ®amd Krull (2011), who found offers
of "discreet" experiences in 13% of ads and oféérgirl-next-door" experiences in 21%
ads, the present study found that promises ofeliscr were offered in 16% of the
personals, whereas "girl-next-door" attributes r@viers were emphasized in 13% of
the advertisements. These differences could beamgul by several factors.

The criminalization of the sex industry requirdgasters of escort ads to be
cautious. The niche status or specificity of thellaglatform for advertising of escort
services determines the willingness of the postersveal information about services
offered and about themselves. In comparison toialmeed websites, the escorts section
of Backpagdacks attributes of a professional culture thatld@ontribute to defining the
rules of "business conduct." These rules contributestablishment of a so-called
"pseudo-legal” environment in regard to criminalizetivities such as sex work.
Specialized websites for escort serviceblasghty Review<ityVibe andErosGuide
offer features that establish this environmentuding search and filter options that
allow clients to choose desirable parameters @saort providerrosGuide, indicators
for online presence of providers, such as avaitgti chat CityVibég, and extended
reviews for providers of escort servicdga(ghty Reviews

Providers' bodies demonstrate posters' compliafibemedia policies as well as
how they express their professional style. Paytiadinfirming findings of Hall et al.
(2011), this study found that Hispanic and Bladk/®se providers used self-sexualization
and self-objectification techniques more than paevs of other races. However, unlike

the findings of Hall et al. (2011), this study fauthat cropping techniques were not
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popular tools of self-sexualization for Hispanioyiders, perhaps indicating a tendency
of Hispanics to celebrate their bodies (Martin€)&).

The "standard information” template in online pes is one more criterion,
which contributes to "business conduct” of prove&d€onsistent with the previous
research (Castle & Lee, 2008), this study outlithed"standard information” (p. 118)
contained in personals, which included photos,adnhformation, and a tagline.
Conversely to findings of Pruitt and Krull (2011he present study found that body
measurements of escort providers (e.g., chest-ngistparameters) were reported very
rarely as a part of "standard information." Suiipg$y, posters oBackpageefrained
from providing the basic information, relying onbglety instead.

Vagueness of language contributes to escort sepriaviders' arsenal of pseudo-
legal tools. Like street walkers, online providaesg a promise of satisfaction to attract
clients, which contributes to online pseudo-ledgatus of the service. Providers who
publish personals on escort websites, do not gaptain to the satisfaction of desires as
much as the providers posting personals on thetssservices section &ackpageThe
findings of Pruitt and Krull (2011) who claimed thescort providers "structure their ads
in ways that appeal to men's reasons for patronageent against findings of the present
study, where 38.4% of providers offered the promisgatisfaction.

The differences between providers advertisedereitort section dackpage
and special escort websites do not end here. &griai secure legitimacy and attract as
many clients as possible, providers of escort sessorBackpaganight want to offer
their services because of their acute need of mamleigh makes them hobbyists,

rather than "professional” escorts or who earn mdnyesolely providing escort services.
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One more criterion of professionalism is represeitty a variable of provider's
character. This study reported that providers weoee likely to report about personality
than appearance (70% and 42% of ads did not rapgthing about appearance and
personality respectively). By contrast, Pruitt &rdll's study (2011) found that "women
are more likely to report characteristics assodiati#h their appearance than their
personality” (p. 55).

Applying the Model for Advertising Appeals to Pensts

Discussion offered here bridges the findings effihesent study to previous
research on advertising appeals, providing a basisirther analysis of controversial
services advertising.

The fourth research question posed was:

RQ4: Where in the informational/transformationadretical framework do

online personals fall?

Criminalization of sex work imposes propertiesesfsility upon the content of
online personals; that is why determining the paisiof escort services within Rossiter-
Percy Planning Grid is difficult. Two more challe&sgobstruct that grid in its original
form to be used in the assessment of online pelsdfiast, despite the prevailing
opinion that informational or rational appeals ar@re prominent in utilitarian service
advertisements, and transformational or emotioppéals are more prominent in
advertising for experiential services, studiesesi/Ees advertising provide mixed
evidence as to the most effective type of advedisippeal. Consistent with Albers-
Miller and Stafford (1999), this study found thaperiential services use both

informational and transformational advertising agdpeStill, posters of personals rely on
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transformational techniques for the purposes dfalgectification. At the same time,
they use informational techniques to make surelipats understand the rules of
conduct.

Second, depending on the clues listed in onlimeguals, any legal offer of
massage could be easily interpreted as the onggir@ssing the law, intensifying the
criminal and social risks involved (using the laaga of Rossiter-Percy Planning Grid).
Hence, the presence of criminal and social riske@ated with buying an escort service
allows for informational advertising appeals todseeffective for escort or experiential
services as they are for utilitarian ones. At thme time, emotions associated with
busying an escort service point to the relativeaiveness of experiential and
transformational advertising.

As a result, if used for content analysis, Rossercy Planning Grid fails to
enrich our understanding about the structure aherpersonals. Further breakdown of
categories comprising the Rossiter-Percy Planning f@r content of personals for
controversial services is needed. To do that, ong&t jaxtapose transformational and
informational ad appeals with something else. Beistion suggests using previously
discussed indicators for content analysis. The gaef this is to prepare the framework
for coding of the controversial content, while amsting for the sex-related industry
initiatives, laws, and clearance policies. Drawupgpn research on services and the uses
of informational and transformational advertisimpaals, the framework outlined here
will provide a template, structuring research ontoaversial services to eliminate bias,

guestionable judgments, and exaggerations.
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For the most part, the findings offered by thigdgtconfirm findings from
previous research on the content of online persom#brmational and transformational
advertising appeals are distributed relatively dgua the personals for escort services
(see Tables 4.10, 4.11, and 4.12), with some exueptoncerning portrayals of minors.
Online personals exhibiting features of legalitg atearance compliance as well as
legality and professionalism relied more on infotior@al than transformational cues,
with the exception of personals posted on behatlfi@froviders that contained
disclaimers and prices, while featuring sexualbtlebd minors. At the same time, online
personals exhibiting features of clearance compéiaand professionalism relied more on
transformational than informational cues, excepstif-censored personals or personals
that employed cropping techniques featuring pra@de specific postures. This finding
might be explained by the ability of posters to &g@mmbiguity in the content of online
personals. Also, this finding might be due to thlative vagueness of what is legal: the
U.S. penal codes do not explicitly outline what twotio in order not to be penalized for
sex solicitation. These findings emphasize impagawot such coding variables as: dress,
personal ad self-censorship, posture of proviges;eived age and agency of providers,
as well as mentions of anti-prostitution disclairaed price within the ad. Placed at the
intersection of legality, clearance, and profesalism, these variables provide more
information about the content of personals thanahgr variables in the study.

The discussion surrounding three indicators meptidmere and how they
structure the content summates the points raisdiéreand organizes indicators of
legality, clearance compliance, and professionaligmthe framework of sexual and

transformational advertising appeals that allowsiftbiased content coding.
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The fifth research question addressed the rolexiia appeals in controversial
services advertising. Specifically, examining héne framework for
informational/transformational advertising couldused alongside sexual advertising
appeal to contribute to understanding content @fpgrsonals, while having legality and
clearance policies as a context:

RQ5: What is the role of sexual appeal in escosises advertising? Accounting

for the role of sexual appeal in advertising ofogsservices, how is the

framework for informational and transformationavadising used to elaborate
on legality of and clearance policies applied tbrenpersonals?

Research on sexual advertising appeals has alitfreechanging social role of
dress in advertising in general (Soley & Reid, 1®8ichert & Lambiase, 1999), use of
sexual appeal in advertising controversial prod(ietschert et al., 2012), and the
meaning of dress for consumers' sexual desiresliBei& Lambiase, 2003). In contrast
to findings from studies conducted on magazineimd964 and 1984, the present study
reported that there were significantly more pdstitian suggestively clad providers in
online personals. The present study also revehbcatmajority of the photos featured
only one provider, which differs from the finding6earlier studies on sexual appeal in
magazine advertising. These differences might tesalt of the nature of advertising,
because earlier studies analyzed magazine adfiamigsent study analyzed online
personals.

The positioning of escort services advertisingrigjue. An alternative
explanation could be related to the nature of dreise advertised. Given that self-

sexualization represents one of the main strategied by escort service providers to
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make a "professional statement,"” it is not surpgghat escort providers expose their
bodies. Interestingly, this study found that the asing the appeal of sexual behavior are
matched by the ads using the appeals of sexuagsilém and attractiveness. In contrast,
previous studies claim that sexual appeals of este®l attractiveness are used less often
than ad appeal of sexual behavior. Reichert andoiase (2003, p. 131) found that about
85% of ads targeting men use the ad appeal of Ebrbavior.

This study found that for the most part ads faoeisservices rely on
informational and transformational content. Thisdstoperationalized visual sexual
imagery by four variables of Escort Service Provgl8exual Exposure, Escort Service
Providers' Sexual Look, Escort Service Providegsual Action, and Escort Service
Provider's Dress. Almost 94% or 4,658 ads out 95@ featured suggestively clad
(28%), partially clad (58%), and nude providers J8Excluding the category of dress
from the visual sexual imagery slightly alters gheture, including photos of breasts,
genitalia, and buttocks outnumber all other ad88@ out of 4,956, or 58.11%).
Approximately 70% of ads featured providers in s#yusuggestive postures and sixty
percent of ads (60%) featured providers perfornsimmge sort of sexual action. In
comparison, ads for travel and entertainment cor#8% and 21% of sexual imagery,
whereas advertising of other product categoriesawos only 14% of informational
visual sex stimuli for high-involvement productsagposed to 24% of ads for low-
involvement products (Reichert, 2012, pp. 13-15).

As discussed eatrlier, this study not only souglilace escort services within the
framework of informational and transformational adising, but also to examine them,

while taking clearance policies and laws into cdasation. To do that, it constructs a
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comparative grid that includes elements of infororal, transformational, and sexual
advertising appeals, intertwined with the indicatof professionalism, legality, and
clearance compliance.

Relying extensively on the classification of sebajgpeals in advertising
developed by Hennink-Kaminski and Reichert (20bldistinguish between sexual
appeals of attractiveness, self-esteem, and bah#we study views sexual appeal, an
integral part of transformational advertising, @s@box capable of exploring how
online personals abide by laws and by clearandeips! Similarly to Lee at al. (2011),
content analyzing visuals and text, this studylengs different transformational appeals
in their connection with sexual appeal. Juxtaposiof sexual and transformational
appeals in advertising is useful, because sexyma@nd transformational ad appeal are
widely employed in personals for escort services.

Theoretical implications that situate this studthvm the multi-faceted framework
are shown in the grid that outlines the structdreamsformational advertising content
for controversial services (see Table 5.1). Thepsed grid is a tool that would allow
seeing how advertising of controversial servicestngctured, approaching understanding
of vulnerable populations and controversial s&wid-or example, the grid connects the
ego involvement appeal (as a part of transformatiappeal) and sexual appeal or the
appeal of sex behavior in those personals thatidecthe promise of satisfaction. The
grid connects the conspicuousness of consumptipeagas a part of transformational
appeal) and sexual appeal or sexual self-este¢hnose personals that emphasize the
elite status of the service. The grid opens newedstons for thinking about

effectiveness of advertising, accounting for thegality and clearance compliance.
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Table 5.1.

Transformational and Sexual Ad Content for Contreia Services

Transformational
Advertising
Appeal

Categories of Sexual Appeal in
Content Analysis Advertising

Variety of Services

Service Innovation Sexual Behavior

(e.g., BDSM)
Ego Involvement Promise of Satisfaction Sexual Behavior
Service Escort Service Provider's Character

Homogeneity  (e.g., Sexy, Sweet, Freaky) Sexual Behavior

Escort Service Provider's Sexual Exposure
Escort Service Provider's Sexual Look
Escort Service Provider's Sexual Action
Escort Services Availability

Client Conduct

Service Discretion

Escort Service Provider's Agency

Client Reassurance

Visibility of Escort Service Provider's Body Sexual
Attractiveness
Personal Ad Self-Censorship
Escort Service Provider's Description
Escort Service Provider's Posture
Escort Service Provider's Licensed Withdrawal
Escort Service Provider's Face Visibility
Provider's Dress Sexual
Servi Attractiveness
ervice
Homogeneity/  ~Eqcort Service Provider's Perceived Age
Conspicuousness ofE Service Provider's R
Consumption scort erv!ce rov! er's age ' Sexual
Escort Service Provider's Nationality Attractiveness/
Service Professionalism Sex-Esteem
(Skills, Reviews)
Service Professionalism
Sex-Esteem

Conspicuousness of (Status)
Consumption Service Solicitation
(Billing)
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Limitations

As with all studies, this study has limitationgeAs of concern are those typically
associated with the use of content analysis astiaaaeits descriptive nature, lack of
generalizability, and internal validity of the cadicategories.

Content analysis as a method sometimes challeiogéts inability to identify the
"underlying motives for the observed patterns” & Burnett, 1991). This study
sought to cover the content of advertising for esservices, and even though the
descriptive nature of content analysis suits @& well, studies that use other methods
could add to the exploration of interrelationshye$ween personals for escort services,
public attitudes, and policies. The second issureems the use of scales from multiple
studies to code the data for the present studyeSwedich were successfully replicated
in content analytic studies greatly contributedh® description of the content of online
personals, but diminished internal validity of 8wle made of 33 categories that
comprise this study, if such scale were ever torbated. Acknowledging the necessity
of conducting valid analysis, this study's goal wasover all attributes of personals
comprehensively. While achieving that goal, thigdgtdid not construct a valid scale to
cover the content of personals, the issue thatldhmuaddressed in the future.

The third issue revolves around the sample aésithosen for this study. This
study has achieved a goal of exploring the onlm&ent of escort personals in major
cities that have reputation for being hubs of éatement and illicit illegal activities. It
sought to build a composite template for the mej@. cities, it did not, however,

provide a template for escort ads for all cities.
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Implications

The primary implications drawn from this study ar¢he realm of public policy,
law, and industry self-organization. The resultiicate a strong need to address the
issues faced by major types of posters: postepeisonals for genuine massage and
escort services, posters of personals for sex Wisduised as masseuses and escort
providers, posters of personals for prostitutiord,dinally, posters of advertisements
featuring human trafficking victims.

The first implication of this study would be todadss the ambiguous status of
genuine masseuses and escort providers by encognagifessionalization of these
workers and their respective industries. JudgioghfB817 ads (6.4%) containing offers of
massage, their self-organization and implementatf@ome professional statutes for
sex-related professions could benefit providerthe$e sex-related services. It is not only
the need to draw the line between what is consitlerée legal and what is not (which is
done by penal codes and law in regard to reguldtiege realms and by clearance
policies of media in regard to monitoring ads fogr), but also a need for workers to
work toward their professionalization so that thggrsonals would not be misconstrued
as ads for prostitution if they offer none. Thes&atives would ensure that genuine
masseuses and escort service providers havingitysaubeing recognized as a
profession, not only on paper of licenses andfc&ates, but also by the public opinion.

Second, there is a need to address the ambigtaius sf sex workers, which
could be done by clarifying the definitions relatedsex work in penal codes. Judging
from 302 personals that contained anti-prostitut@claimers found by the present

study, these personals might mean that their poatersex workers disguised as escort
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providers or massage therapists. Hence, more eetalihboration on penal laws is
required for providers of these personals to stapding punishment.

Third, there is a need to distinguish betweentgut®n and human trafficking,
which should be done by outlining the key defim8and concerns on all levels of policy
and law-making. According to the assessment coeduay this study, many minors are
trafficked and advertised online. Apart from besuid in sex slavery and forced to
perform sexual acts, some of the victims of hunnaffitking might consent to working
as prostitutes or work as genuine escorts for meagges to feed their families. But the
crucial difference is in the financial compensatieneived by these women, their agency
over their life, their psychological well-being,chage.

On the level of media clearance policies for atisig, Backpagehas already
instituted negotiated self-regulatory policies @dooperating with human trafficking
helplines, posting their numbers on the escorta@Es section so that the people could
seek help. But there are additional things thatccbave been useful. Additional fighting
human trafficking often means finding traffickedrmars. Methods should be developed
to check the perceived age of the person withirptiwos. These proposals would make
it more difficult for the human traffickers to s@bmen in slavery, at the very same time,
these actions would not compromise providers whikwothe sex-related industry
legally. Apart from definitions, educational progra aimed at elaborating the differences
between the prostitution and human trafficking sti@liso be implemented on federal,

state, and community levels.
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Future Directions and Extensions of Research

This study is a first step in a long-term projaiched at drawing clearer lines
between illegal vs. legal advertising for contrerak services. Future research will
address the questions about the impact of diffdyasiness platforms for advertising of
escort services (specialized as opposed to nonadiged) onto clients' and provider's
perceptions about the service: what are differenrcése demographics? What are the
reasons for pursuing a career in escort servicestvArs to these questions would
contribute to understanding the publics involvecewlt comes to the demand for escort
services; they will also lead to the research apoatifications and uses received by the
clients who saw these personals.

The research on gratifications from the escostiserpaves the way to
understanding the motives of clients: what areuses and gratifications sought by
clients? How do clients' expectations differ frdmge of providers, if at all? This
research will also be beneficial in regard to dataing any connections between what is
legal and what is not in regard to the gratificati@ought and uses of escort services by
the clients and providers.

Bridging research on escort services with theaieteon services advertising,
future research should explore the phenomenadensility as an attribute of personals for
sex-related personals. Studying tensility, new disnens of thinking about
professionalism will be opened by exploring sucksiions as: What is the role of
vagueness in providers' branding themselves asssioinals? What dimensions of their
service do they believe to be important for prafasslization? Do they feel that

professionalization of their industry is necessatjfrat challenges and opportunities
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exist? What are the attitudes of clients regargiredessionalization of the sex-related
services and the sex industry? Hence, one of theuss for future research offered by
this study is to address the issues of professgnand what it means to be a
professional in the sex-related industry. The fellay questions could provide additional
insights: what does it mean to be a professionaigeker? A professional masseuse?
Interviews with posters could address this issuéuie research on the issues like these
could open the door to understanding the profeasuniture of sex services and non-
sexual services.

Reichert et al. (2012) found the use of sexuaketking appeals tripled in the last
three decades in regard to advertising of contsi@eproducts. Further behavioral
research on sexual appeal in advertising and ceensial services should be aimed at
testing "professionalism” indicators for controvakservices developed in this study.
These future studies could contribute to reseasthaderstanding of professional
culture, which is not recognized by the societyhi@ case of sex workers and which is
hardly ever spoken of in the case of genuine masseor escort providers. This
invisibility of professional culture makes providers of thesgises vulnerable to stigma
fostered by the public's perceptions about all esmyvices advertised @ackpageas
prostitution.

Follow-up studies will use the results of the prasstudy and will include the
interviews with clients of escort providers andasgproviders as well as general public,
so that the motivations of clients of escort seasicould be explored. Future research
should explore the reasons behind excessive prenms®ome ads that provide only a

promise to satisfy desires of clients without affgrany other information or any
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disclaimer about appropriate clients' conduct. Aglgtionships between these promises
and the well-being of the provider should also thérassed with the help of in-depth
interviews or anonymous surveys. These studiessivédl light on any illegal activities in
the sex industry and ways for media to recognieentind to prevent their marketing
online.

One more avenue for future research is to addinessoncerns regarding the
content of online personals postedBackpagei.e., how to distinguish an ad for
prostitution as opposed to an ad for non-sexuaireservice. Apart from testing
"clearance compliance" and "legality" indicatorggemeral, future studies could develop
and test exclusively "prostitution indicators" inlime ads. It could be done by comparing
the content of escort services Backpagen the countries where sex work is illegal
(United States) vs. the countries where it is |€Naitherlands) vs. the countries where
sex work has become legal just recently (Canadaditinally, valuable insights might
be obtained from the online personals publishetieBackpageescorts section before
prostitution became legal and after it.

For example, as Canada has struck down the asgtiution laws in December
2013 (CBC News, 2013), will the personals fromekeorts section @dackpageor
Canadian cities be different from the cities in thated States? Will they feature
providers in similar sexual postures? Will they team any references to sex solicitation
or prostitution? These and many related questibosld be addressed to assess the
content of the online personals and the attribotesline personals which could serve as

predictors of prostitution. Due to strictly definezfulations of sex work in the countries
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where sex work is legal, it would be possible fmme providers to advertise their
services openly, without being afraid.

Combined with those providers who already adveittigir sex work services
openly, providers, who were disguised as escoxigeos onBackpagevhen sex work
was illegal, might be more willing to advertiseitheervices openly. Future research
could identify the basis for such a comparativereraedible, research by conducting
studies that would test "prostitution indicatorBtiese indicators could only be explored
in an objective manner by looking at the contemafsonals, while comparing clear
definitions of regulations of the countries whee& svork is legal as opposed to penal
codes of the countries where it is illegal. Sugeezch will make it possible to rely on
objectivity and to disregard questionable paransetdren judging the content of ads for
escort services, parameters which could stanchéadl's "sex work" and "non-sexual”
nature at the same time.

To fully understand how the content of online peids is produced, how it
works, and how its legality or clearance compliacaeld be predicted by examining
certain attributes, future research aimed at sirirgd relationships within these ads is
needed. Research on internally valid scales seifablcomprehensive analysis of the
content of personals will be beneficial to achiévie goal. If created, such a scale will
bring clarity to the meaning of professional cultwf escort services, and, by doing so,
will contribute to the buildup of "professionalisnmtdicators in the sex-related services
and their promotion.

Transformational and informational elements of atisiag appeals should be

studied with an eye on their uses for online peatsand gratifications for clients of
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escort services obtained from the personals. Apart the research on what clients as
opposed to providers make out of online persofatisre research should address the
clients' attitudes to online personals in regarddw effective, in their opinion, different
ads that use informational vs. transformationainelets are. Confirmatory factor analysis
preceded by surveys of posters, clients, and nuEiigpanies represents the next step in
testing how advertising appeals work with clearaamoe legality mechanisms accounted
for. Using three indicators for professionalisngdkty, and clearance compliance
developed in this study, future studies will pre@v@hswers to such questions as: what
makes one think that the provider featured in theféers services willingly and is not a
victim of some scam? What are the key attributes pérsonal that depict
professionalism of the provider? How can one urtdadsthe legality of the escort ads?
Are all escort personals legal/illegal? What attt@s of the escort personals speak to the
legality as opposed to clearance compliancBackpagehe most? What would be the
most effective (but legal and clearance compliardjch between provider's dress and
use of sexual appeal in terms of advertising effeness (e.g., suggestive, partially
clad)?

One of the challenges for future research is t@lbp and test "human trafficking
indicators.” The most difficult avenue for reseangh be to study attitudes of the escort
providers to prostitutes or escort providers disgdias prostitutes. By doing that, future
research will explore the issues surrounding tleneg of the escort providers and its
role in determining if the advertisement is for girtution or human trafficking, i.e., if the
person within the ad has agency over her body anddtions or she is deprived of it.

Because human trafficking is such a complex problarorder to address the concerns
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regarding the content of online personals, futesezarch should test and add more
categories to "legality” indicators developed stisdy. Given the global scope of the
problem of human trafficking, the comparative sésdilone on international scale would
ensure that the issue of human trafficking willdogered.
Summary

Addressing the paradox of marketing illegal sesiasing legal means, this study
provides a practical starting point for researchudthe nature and consequences of
specific information (Kolbe & Burnett, 1991), ondipersonals for escort services.
Examining the content of online personals throdghléns of legality and clearance
compliance, this study provides a framework, wrattbws for an unbiased analysis of
the content of personals for controversial serviedsle taking into consideration
insights provided by advertising appeals. The fraor& developed in this study is a first
step toward thinking about social justice wheroines to distinguishing between
prostitution and human trafficking, promotion ofilagal and legal sex-related services.

The findings of this study suggest that adhereaceddia clearance policies was
as important for the posters of online personalsdierence to the U.S. penal codes, with
the exception of posters publishing photos of manéccording to the assessment
conducted by this study, approximately half of pleesonals featured providers who
appeared to be minors. This finding could be exgldiby three factors: the nature of the
online medium for the promotion of escort servidhs,tensility of online personals as
their key characteristic, and the use of self-cestgp and cropping techniques by
posters. First, the fact that the online classiezpresent a relatively new business model

adds to the confusion regarding regulations. Seceveh though the punishment for the
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violation of the U.S. penal code is more severg.(&ne, jail) than the punishment for
the violation of the clearance policy in online neefe.g., removal of the ad), the posters
may have adapted tensility of escort services aidugg to their advantage by using
vague and coded language. Moreover, posters redglbcensorship and cropping
techniques not only to conceal their private pédsbide by the clearance policies of the
media), but also to conceal their identity (to makepossible to recognize them on the
street if any law enforcement agency were intedestéinding them).

Three indicators of legality, clearance compligraced professionalism of escort
providers that comprise the framework introducedhy study represent the tools for
enforcing penal codes and clearance policies raggatdcal prostitution and global
human trafficking. This study contributes to deyeteents in legal, clearance
compliance, and professional realms regarding skated services. The categories
associated with "legality” should be used for inyenments of the U.S. penal codes.
Similarly, categories associated with "clearanaagicance" should be used for making
clearance policies in media more transparent. ategories associated with
"professionalism” should be used for the purpo$eié-identification by escort service
providers whose habitual use of pseudo-professiattidutes in online personals reflect
the need to establish professional authority. Tthesframework also provides a
mechanism for legitimate escort service providex workers of sex-related services to
establish their rules of "business conduct,” paviregway to professionalism of the legal

sex industry.
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Appendix B
Codebook

Coding categories: TEXT
TEXT is represented by words, numbers, and symbelst is the body of an
advertisement, including headings and subheadihtie@dvertisements. Subject of the
advertisement should also be treated as text.
FEATURES OF THE ADVERTISEMENT

1. AD_MONTH - Month of the Publication

1=January 7=July
2=February 8=August
3=March 9=September
4=April 10=COctober
5=May 11=November
6=June 12= December

2. AD_CITY - Backpagecom City
1=NYC, 2=Atlanta, 3=Chicago, 4=San Francisco
3. AD_AGE_LISTED - Listed Age of the Escort Serviceo¥der

If no age is listed in the title of the personalt there is a mention of age within the ad,
put age listed within the ad to indicate the ageedt within the online personal. If none is
indicated, put 99.

4. AD_SHORTHAND - Presence of Shorthand Language:

Is shorthand language present within the ad?
1=Yes, 2=No

Example of shorthand language:
"36JJ's"

5. AD_DIVERSITY - Escort Service Availability to Memb®of Racial Groups:
Does an ad provide services for clients of a paldr race only?

1=Yes, 2=No

6. AD_PRESENCE - Presence of People Other than therEService Provider:
Are there any other people present in the ad?

1=Yes, 2=No
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Coders should look for other people (than the p(stef the ad) within the ad. If there
are two posters of the ad, are there any more peophe background or near them? If
there is more than one person within the ad, coslerald code every person appearing
within the ad separately.

7. AD_FRAME - Personal Ad Frame:
How is the photo framed?

1=Front-view, 2= Rear-view, 3=Side-view, 4=Not Ajgpble

%

Front-view Side-view

8. AD_SELF_CENSOR - Personal Ad Self-Censorship:
Was the photo within a personal self-censoreddgoster?

1=Half of the face is not visible due to distortion
sunglasses

2=Blurred breasts

3=Blurred genitals

4=The entire face is hidden or blurred

5=No self-censorship

Face is blurred
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FEATURES OF SERVICE
Coders should distinguish between various condstibe service is offered with, such as:

9. S LOCATION - Escort Service Location:
What is the location of the service?

1=In-call, 2=0ut-call, 3=Both in-call and out-ca®Not Applicable

Example:
In-call: "In calls only!!'! NO outcalls"

10.S_PROFESSION - Escort Service Provider's Profeaki@hilosophy:
How professional is the service?

1=Legal disclaimer about prostitution and sex #alimn

2=An emphasis on the skills of the escort serviceiger

3=Satisfaction of previous clients as it is visilsighe reviews of the provider
4=Elite status of the escort service emphasized

9=Not Applicable

Example:
"Five star experience"

11.S_SOLICIT - Solicitation of Donations:
Are there any mentions of price for the servidee( /indirect)?

1=Information about methods of contact

2=Information about methods of payment

3=Information about method of contact and methopayiment
4=Not Applicable

Example for information about methods of contact:
"NOW TAKING APPOINTMENTS!!! Phone number"

12.S_REASSURE - Reassurance of Clients:
Does the ad provide any reassurance to clients?

1=Yes, psychological encouragement
2=Yes, “No games, no rush, no drama”
9= Not Applicable

Example of psychological encouragement:
"Don’t be shy, call now!"
"I am known to put even the most nervous clientsase with my relaxing style
and outgoing personality.”
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13.S_DESIRES - Promise of Satisfaction:
Is there a promise to fulfill clients’ desires?

Coders should look for words indicating willingnes$ghe provider to please the clients.
If there are such statements within the ad, theylkshbe coded accordingly:

1=Yes, 2= No

Example:
"l pride myself on being able to cater to the nslder wildest of desires”
"l also specialize in fantasy fulfillment, fetishasd adult entertainment”

14.S_DIVERSITY - Variety of Services:
Are multiple services offered (e.g., massagestieis)?

Coders should look for sexual offers indicated imitthe ad: Any references to the
possibility of changing sexual scenarios, havindtiple partners (of different sex, race)
at the same time:

1=Possibility of changing sexual scenarios
2=Possibility of being served by multiple servigepders
3=Massage service advertised.

9=Not Applicable

Example:
"Fetishes Welcomed;" "two Asian beauties at youvise!!!!"

FEATURES OF CLIENT "CODE OF HONOR"

15.C_ANONYM - Escort Service Discretion:
Is discretion of the service guaranteed?

1=Yes (People can choose to be anonymous)
2=No

16.C_CONDUCT - Client Conduct:
Are there special rules for clients regardingiogltexting the provider? Is
there a requirement for a client to be mature?

1=Yes, serious clients only
2=No

3=No phone calls or emails
4=1+3

Example:
"No dirty talkin!"
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DESCRIPTION OF THE ESCORT SERVICE PROVIDER

Coders should pay attention to any descriptioraviders, including any mentions of
bust size, cup size, height, and weight.

17. M_MULTIPLE — Multiple Escort Service Providers:
Does an ad promote services of two or more eseovice providers?

1=Yes, 2=No, 3=Not Applicable
18. M_IN_THIRD_PERSON - Escort Service Provider's Agg(Posting Ads on
behalf of the Escort Service Providers):
Is an ad promoting the service of a providertenitfrom the third
person?

1=Yes, 2=No, 3=Not Applicable
19. M_DESCRIBE — Escort Service Provider's Descrigtion
How is the physique of the escort service provakscribed?

1=No description

2=Description of bust and/or cup size
3=Information on height and/or weight
4=Information on hair and/or eye color
5=Mentions of 2 or more items from the list above
9=Not Applicable

Examples for descriptions of bust and/or cup size:
"Im Every Breast Lovers Fantasy With My Out This Ndd36JJ's!!"
"38 DDD that are sure to please"

20.M_ETHN_EMPHASIS - Escort Service Provider's Natidaga
Does the ad mention the country of origin for éiseort service provider?
What about her nationality? Ethnicity?

1=Yes, 2=No

21.M_CHARACTER - Escort Service Provider's Character:
What features of the escort service provider axphasized the most?

1=Independence

3=Gorgeous, Sexy

4=Sweet, "girl next door," "fun to be around"
5=Freaky, dirty sexy

Example:
"An experience with me is best described as tHengixt door"
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Coding categories: VISUALS

VISUALS are represented by the illustrative matenaithin the ad, such as photographs
and drawings. A photograph is an image recordea tgmera and reproduced online.
Some digital distortions, such as blurring and ping of the photo using computer
software are possible.

APPEARANCE OF THE ESCORT SERVICE PROVIDER
Coders should make the most reasonable infererjod@gmg age.

22. M_AGE - Escort Service Provider's Perceived Age:
How old is the escort service provider appeaits®

1=Looks as if she were a Child (up to the age 13)
2=Looks as if she were an Adolescent/teen (age7)3-1
3=Looks as if she were Young adult (age 18-24)
4=Looks as if she were an Adult (age 25 and above)
9=Cannot be determined

E Teen
Child

Young adult Adult
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23. M_RACE - Escort Service Provider's Race:
What race does the escort service provider agpdsglong to?

Different facial features should be taken into edesation when assigning a person to
one race or another. Coders should try to deterthimethnicity of the provider based on
the major impression of the person’s look. If itmgossible to determine the race the
person belongs to, coders should indicate "Canaalebermined.”

1=Caucasian, 2=Hispanic/Latina, 3=Black, 4=Asiariyiixed, 9=Cannot be determined

Caucasian Hispanic/Latina

Black
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23. M_DRESS - Escort Service Provider's Dress:
Is the escort service provider portrayed nudeshdspartially clad?
Is she dressed suggestively?

1=Fully dressed

2=Suggestively clad:

3=Partially clad:
4=Nude:

wearing open blouses, shirts or gowns (especiatly éxposed
chest area),

full-length lingerie (except see-through),

mini-skirts, muscle shirts, short-skirts,

tight clothing which enhances the figure,

hiked skirts that expose the thigh, evening gowrtsveng
excessive thigh

show under apparel, three-quarter length or shbnigerie,
body suits, bikinis,

models with bare backs, shoulders, and thighs

poses where model wears only towel

bare bodies, including silhouettes,

wearing translucent under apparel or lingerie,
see-through lingerie

no clothes above or below the navel

9=Cannot be determined

Suggestively clad

24.M_EYE_CONTACT - Eye Contact:
Is there an eye contact with the viewer of thenenpersonal?

1=Yes, 2=No, 3=Not Applicable
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DEMEANOR OF THE ESCORT SERVICE PROVIDER

25.M_FACE_EXPRESS - Escort Service Provider's Faca&sgion:
What is the face expression of the escort sepiceider?

1=Detached, 2=Engaged, agitated, flirty, 3=NeufaNot Applicable

Egagd, agitated, flirty

26.M_SEX_ LOOK - Escort Service Provider's Sexual Look:
Is her look sexually suggestive?

Coders should be able to determine what actiotiseoprovider depicted within the ad
make her posture sexually suggestive.

1=Half-closed eyes, 2=(Half)open lips, 3=Legs s@reat, 4=Touching parts of the body,
9=Not Applicable
I

T w

Ny
L

| U
Touchingherself Lips half-open
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27.M_POSTURE - Escort Service Provider's Posture:
What is the posture of the escort service prodder

1=Standing, 2=Kneeling, 3=Reclining, 4=Lying, 5381, 6=0ther, 9=Not Applicable

28.M_FACE_VIS - Escort Service Provider's Face Visiil
Is face of the escort service provider visible?

1=Yes, 2=No, 3=Hidden, only half of it is visib@sNot Applicable
29.M_BODY_VIS - Escort Service Provider's Body Visityl
How is the provider portrayed?

1=Portrayal of the body in full size

2=Portrayal of the head and neck (Head-shot)

3=Portrayal of the head, neck, arms, shoulders tinatiwaistline (Torso-shot)
4=Cropped photo (Half-head; cropped feet at theéesnir knees, cropped arms)

opped d

30.M_SEX_ EXPOSURE - Escort Service Provider's SexualoBSure:
Are any of sexual parts of the provider’'s bodp@ased?

1=Breasts, 2=Genitalia, 3=Buttocks, 4=Breasts amdtglia, 9=Not Applicable

Exposure of buttocks Exposur of breasts
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31.M_SEX_ACTION - Escort Service Provider's Sexualigat
Is there any sexual action going on?

1=Massage, 2=Masturbation, 3=Touching genitali&idsing, 5=Inviting sexual action,
9=Not Applicable

Inviting sexual action

32.M_WITHDRAW - Escort Service Provider's Licensed kiditawal:
Are there any signs of withdrawal on the facehef provider?

1=Yes (The model appears to be childlike; she ajspeabe unaware of her
surroundings)

2=No

9=Not Applicable

Averting the gaze Covering mouth
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END NOTES

'GFE or girlfriend experience incorporates "elem@itomance and intimacy that go
beyond mechanical paid sex" (Kern, 2000, cited itéér, 2005, p. 224)

"NAD is a branch of the advertising industry's vaarg self-regulation program which is
administered by the Council of Better Business Bus2 Even though the NARB Panel
of experts can uphold, modify or reverse the NADRisien, still, decisions of both NAD
and NARB are non-binding.

i president and CEO of the ASRC and Executive ViesiBent, National Advertising,
Council of Better Business Bureaus (CBBB).

"In 1996, U.S. Congress enacted a statutory immuoityser-generated content, (47
U.S.C. 230, Section 230), which notes that websae=n’t liable for third party content
except in three specific situations: intellectuadperty, communications privacy and
federal criminal prosecutions.” It was done in orieprotect the Internet from
influences of federal and state laws (Communicatidacency Act, 1996).

"Transsexual escorts
"BBW stands for "Big Beautiful Woman" (InternetSlai2§14).

“ISaying that someone is "420 friendly" is "a wagxpress the acceptance of smoking
pot or accepting someone who does so, without lpuakentioning pot or marijuana.”
The phrase 420-friendly often appears in persos| @specially ofraigslist(Urban
Dictionary, 2014).

*"BDSM is described as:
A composite acronym for "B&D" (bondage & disciplinéD&S" (dominance &
submission); and "S&M" (sadomasochism).Used torref@any consensual
activities or lifestyles between adults which irddusome or all of these things.
The term "BDSM" is used in a general sense to desany situation or practice
which includes erotic power exchange, dominancesaienission, pain play,
bondage, sensation play, or anything related teetiieromagBlog, 2014).

*The population of New York totals 10 million peogie comparison to Atlanta's
443,775, Chicago's 2,7 million, and San Francisg®%863).

“Proportions are based on a total number of ads4928) excluding those ads where the
age of the provider could not be determined 28).

“Alcohol's share of ads that use sex appeal wefroap9% in 1983 to 37% in 2012
(Reichert et al., 2012).

“"Those who provide escort services sporadicallypona permanent basis. Hence, they do not
consider escort service their main occupation.



