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   CHAPTER I 

INTRODUCTION 

I.1. Background of the Problem 

Life is about choices, everything people do in life they will have to deal 

with numerous numbers of circumstances that force them to decide. Whether 

people made the right decision or not is a different story because this is where 

the learning happens. There are few factors that influenced people when it 

comes to decision-making. Mowen (1993, 265) quoted the definition of 

behavior by Thurstone (1993,168) as a number of influenced or feelings for or 

towards stimulation.  

Behavior consists from three components, which is cognitive 

(knowledge), affective (feeling), and conative (behavior) (Schiffman and 

Kanuk 2000,202). Behavior also have functions one of them is ego defensive 

function (Mowen 1993,265). This function of behavior of ego defense is to 

protect people from basic fact about themselves or from reality cruelness of the 

outside world (Mowen 1993,265). Therefore, a person uses a product or 

deciding to choose a brand to protect them from any harm. 

The behavior of people varies from one to another, even when it comes 

to deciding which product or brand for their own goods. Consumer decision-

making is not a single process. There are a huge different when they are 

deciding to buy a high involvement purchase decision and low involvement 

purchase decision. High involvement purchase are those that are important to 

the consumer which involved a higher risk to the consumer; financially (high 



  2 

price items) and socially (peer group products) or even psychologically (when 

the wrong decision may cause some concern and anxiety). In this high 

involvement purchase case, consumer will spend extra time and energy 

deciding and carefully consider the product alternatives. Product such as 

deciding which car to buy, houses, luxury products, electronic are considered 

as a high involvement purchase product (Assael 1992,16). 

While low involvement purchase, consumer did not spend too much 

time and energy in seeking information and consider the alternatives. The 

product of low involvement purchase did not highly affecting consumer on 

their financial, social and psychological. The risk of the product to the three 

aspects are lower which makes the product considered as not as much 

important as what high involvement purchase does. Therefore product such as 

shampoo, deodorant, soaps, and other commodities product generally entail a 

limited process of decision-making. (Assael, 1992, 16). 

Consumer may also experience a variety seeking behavior, this 

behavior occurs when there is minimal risk and less commitment to particular 

brand. This behavior may happen when consumer feels boredom and low 

involvement occur.  

A low involvement purchase is also the type of product Axe deodorant 

is in the eyes of the consumer. When choosing which brand to choose for 

deodorant product, consumer did not spend too much time, energy and 

information seeking to consider the different alternatives. This male grooming 
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product is not a high-risk product, which impacted its consumers financially, 

socially, and psychologically.  

The key communication message or the essence of the brand is Axe 

always conveyed in every advertising activity is sexual and physical arouses. It 

always uses sex appeal and male and female affection in every advertisement. 

This approach is called a symbolic purchasing behavior. The product doesn’t 

convey the fragrance of the deodorant, ingredients of the product (Reason To 

Believe) of the product. Besides, Axe always conveyed the emotional effects of 

the product. According to Hirschman and Holbrook (1992, 286), Symbolic 

Purchasing Behavior is when a product viewed not as objective entities but 

rather as subjective symbols. They use the approach to make consumer buy the 

product not only because of what they do but also for what they mean.  

In that case Axe deodorant always sells the emotional entities of the 

product on what its users may able to achieve when using the product. Their 

advertisement always constantly shows the emotional benefit the product 

brings to the consumer.  

Stimulation is indeed needed to persuade consumer to buying action. 

Henry Assael (1992, 158) stated that there are two types of stimulation. The 

first stimulus is called primary or intrinsic stimuli, which includes product 

itself with all its physical attributes, packaging, and contents. The second 

stimulus is called secondary or extrinsic stimuli that represent the product with 

any kind of communication designed to influence consumer behavior. It is 

either through words, pictures, and symbolism or through other kind of stimuli 
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associated with the product; such as, the price, store in which purchased, and 

salesperson effects (Assael, 1992, 128) 

In fact, secondary stimulation may also be at a form advertisement. 

Advertisement can be any kind of communication form. TV commercial is one 

example of traditional media used to advertise products. Mostly, low 

involvement purchase product use TVC to advertise the product. With constant 

exposure stimulation, marketers are ought to grabs attention of its target 

consumer to eventually purchase the product and bond with the brand.  

Moreover, Krugman (1995, 223) stated how low involvement 

perspective views advertising as most effective when it deals with unimportant 

matters or product that requires less consideration when it comes to decision 

making. Axe is one example of a low involvement product. Under these 

conditions, advertising is a much more effective medium for inducing 

purchasing behavior in low involvement conditions. In Krugman’s view, by 

just being exposed to a commercial is persuasive and may lead to purchase 

without the intervening step of comprehension. 

The traditional active audience view is tied to the assumption that the 

consumer is an involved information seeker with strongly held brand attitudes. 

Under such conditions, the consumer is likely to resist advertising that does not 

conform to prior beliefs (selective perception). This view logically leads to the 

conclusion that advertising is a weak vehicle for changing people’s minds and 

is better suited to confirming strongly held beliefs. Bauer (1998, 178) 

summarizes the active audience view in describing advertising as a ‘most 
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difficult business…Typically communication experiments, including 

advertising test, show that only a few percentages of the people exposed to the 

communication ever change their mind on anything unimportant.’  

To clarify, when the consumer is passive and the message relatively 

unimportant the low involvement view consider advertising a more powerful 

medium than the traditional active audience view. Advertisement itself have 

one goal which is to persuade potential consumer to do an action, whether it is 

seeking more information or even decides to purchase the product.  

Persuasion is the act of creating changes in beliefs, attitudes, and 

behaviors (Duncan, IMC, 2008). In the advertising world, persuasion is indeed 

a core element when communicating message to the target audience. In 

persuasion, AIDA model is one classic model used in communication 

persuasion technique. It is an acronym derived from four persuasive steps or 

desired effects that a brand message should have on customers and prospects: 

attention, interest, desire, and action. The first effect is a brand message 

attracting the attention of a prospects; the next effect is interest in the brand, 

followed by the desire for the brand. The final desired effect is action, which 

may be one of several responses—seeking additional information, talking to 

others who have used the brand, or making a purchase.  

Departing from the above ideas, Researcher starts to questions and 

interested in how the information processes through the mind of the consumer 

and stimulates certain behavior. Persuasion is indeed highly needed through 

out the whole process, whether symbolically or by words.  
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Examining different campaigns done by various brands in Indonesia, 

Axe somehow grabs researcher interest, as the brand message of Axe is vague. 

The illustration of the campaign always sells what is not directly beneficial to 

the consumer. Axe sells dreams and man’s desire. A few questions loaded 

Researcher’s mind of whether the commercial execution did not delusion the 

real meaning of the campaign, with a vague message and illustration does it 

really stimulates certain behavior to the prospects.  

I.2. Identification of the Problem 

Advertisement is a part of mass communication strategy which goal is to 

influence the mind and perspective of the public about something. 

Advertisement will be called successful when it can give permanent influence 

to the public. 

Advertisement is a part of persuasion. According to David Berstein 

(2005, 202) what needs to be carefully deliberated in an advertisement is the 

psychological aspects, to be exact is the emotional aspects to gain because 

the public emotion is the target, therefore, advertisement needs to show the 

right illustration, words, colors, symbols to move the public emotion. 

In order to direct consumer to a consumptive lifestyle, the brand needs to 

be placed in the right media vehicle. Up until today, television still wins the 

most effective vehicle to cover up mass audience (Nielsen,2012) Jefkins 

(2010) stated that television has wide coverage compares to magazine and 

newspaper. Television is consumed in a relaxed mode emotion; therefore, 

they are more ready to give their attention to process information. Television 
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also displays moving pictures with a wide range of colors combination and 

graphic picture motions, which repeats the same message over and over again 

in a period of time. With all of its strength, TV commercial is able to 

influence and direct consumer in a unity of perception and needs.  

In the other hand, the AIDA model is one of communication persuasion 

model, which stands for attention, interest, desire, and action. This model is 

used to see hierarchical effects of product promotions with the potential 

target market. A brand or product used advertisement to grab the prospect 

attention. Then, it is hope to tickles the interest, which will then, leads to a 

desire to have. The last stage is the action to buy or seeks information more 

about the brand/ product is the main goal of the advertisement effort.  

Wanting to be sexually and physically attractive is a normal behavior a 

person may feel. Its one of the basic needs every human being needs to fulfill 

in order for them to feel satisfaction in life. These needs result in the 

production of different kind of product innovation to enhance and help them 

fulfill one of this human being needs. Axe is one of Unilever product that 

departs from the same basic idea as any other grooming and beauty product 

does. Axe is a deodorant product to boost up male’s confidence. 

More over, born from the basic concept and needs of a human being, 

Axe has developed its branding strategies to communicate its brand message 

to the prospect. Through TV as the media, the commercial series of Axe 

‘Heaven On Earth’ campaign is the stimulation of an action behavior. But 

whether or not it leads into an action behavior is the question to ask.  
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The stimulation of TV commercial might or might not result in certain 

desired behavior. Therefore, in order for it to result to the desire behavior, 

advertisers must be able to grab the insight of the target consumer and giving 

solution through the communication it attempts to the target consumer.  

The AIDA model will help advertisers to measure the effectiveness of 

the brand message to its prospect. Right from the exposure stage, which is the 

attention, stimulation must be able to grab the mind and heart of the prospect. 

From then, an interest will develop gradually as it creates a desire. Not all 

stimulation of attention grabs the interest and desire of the prospect. But an 

effective commercial should be able to tickle their target consumer interest 

and desire in order for it to land in the action behavior.  

I.3. Statement of the Problem 

Based on the problem identification, therefore the statement of the 

problem or the research questions are: 

1) How is the effectiveness of Axe Heaven On Earth TV 

Commercial from the perspective of AIDA model? 

2) Which part of the AIDA model is the most effective in refer 

to the TV Commercial of Axe Heaven On Earth? 

I.4. Purpose of the Study 

The purposes of the study are: 

1) To understand the information processing technique by the 

audience in understanding the brand message according to 

the effectiveness of the commercial by AIDA model 
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I.5. Significance of the Study 

The significance of this research are: 

1) Academic: this research will enhance the reference of IMC 

technique, which lies in the AIDA model.  

2) Practical: through this research, practitioner will be able to 

undertake a study on how the information processing 

technique are used in building brand image and how a 

brand conveys message through media to be understood 

and perceived positively by its target audience.  

3) Social: to show people on how TV commercial conceived 

and perceived by the target audience differently.  

I.6. Organization of the Study 

In the Organization of the study, researcher divides the studies into 6 

chapters, which includes: 

1) Chapter 1, Introduction: this chapter includes all the 

background information needed, identification of the 

problem, the research question, purpose of the study, 

significance of the study, and the organization of the study.  

2) Chapter 2, Research Object: chapter 2 starts with the 

brief history of Unilever, explanation about AXE ‘Heaven 
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on Earth’ TV commercial, and the target audience of AXE 

deodorant.  

3) Chapter 3, Literature Review: the literature review in 

chapter 3 consists of communication theory, IMC 

(Integrated Marketing Communication) concept, consumer 

decision, the AIDA model, and the relation between 

concept and theories.  

4) Chapter 4, Research Methodology: this chapter will 

discuss about the methodology being used, data gathering 

technique, population and sample, definition of operational 

and variable, validity and reliability, and the planning of 

data analysis.  

5) Chapter 5, Research Findings and Discussion: chapter 5 

is the discussion of research finding and the elaboration of 

the results of the data gathering and connecting the theory 

into the findings. 

6)  Chapter 6, Conclusion and Suggestion: the last chapter 

contains the conclusion and suggestion elaborated by the 

researcher. 




