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Abstract 
 

An organization is always in pursuit of finding an appropriate market 
segment for its product to cater to. Some are so successful in imbibing 
their products in their target consumers’ mind that the product becomes 
synonymous and symbolic to the market segment. Axe is an excellent 
example of this marketing phenomena wherein it has been revered to 
be an exclusive masculine brand. Due to its advertisements and 
marketing efforts, Axe brand of deodorants have found a large number 
of male consumers worldwide. The classical conditioning in male 
consumers is so high that purchasing Axe deodorant is almost 
impulsive. This can be considered as a blessing to the manufacturer, 
but what happens when the organization decides to cater to a market 
segment that has never been its target audience?  
 
Recently, Unilever has decided to release Axe brand of deodorants for 
females. It is a growth strategy through market development. But 
would the female consumers be interested in purchasing a deodorant 
that has been long associated with males? Unilever will have to 
understand the brand loyalty patters of females with relation to 
deodorants and try to find out stimulus that would influence the buying 
behavior of their new target market. 
 
This research has been carried out with a view of studying the 
rationality and feasibility behind an organization’s motivation to move 
to a new market segment and the methods that can be incorporated to 
influence the consumer buying behavior. A global brand like Axe have 
decided to move to the female segment, but is it the right decision? 
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Will Axe be as successful with the female consumers as it is with the 
males? Does the equation of brand loyalty play any part in FMCG 
goods? Is it easy to influence the buying behavior of the new market 
segment on basis of an established brand name? 
These are some of the answers we would attempt to discover through 
this study. 
 
Keywords: consumer buying behavior, brand loyalty, market 
segmentation, targeting, positioning 

 
 
Introduction 
Axe (or Lynx in Ireland, the United Kingdom and Australasia) is a brand of male 
grooming products, owned by the British–Dutch company Unilever and marketed 
towards the young males demographic. 
 
Axe was launched in France in 1983 by Unilever. It was inspired by another of 
Unilever's brands, Impulse. 
 
Although Axe's lead product is the fragranced aerosol deodorant body spray, other 
formats of the brand exist. Within underarm care the following are available: 
deodorant aerosol body spray, deodorant stick, deodorant roll-on, anti-perspirant 
aerosol spray (called Lynx Dry), and anti-perspirant stick (also called Lynx Dry). 
 
Axe has always been a brand meant specifically for males. Even their advertisements 
portrayed the brand is primarily masculine. From 2003, Axe advertisements portrayed 
various ways the products supposedly helped men attract women. In 2004, the 
advertising for the Pulse fragrance showed how it supposedly gave geeky men the 
confidence to dance to get women. This was followed by Touch, Unlimited, Clix, and 
in 2007, Vice was marketed on a theme of making "nice" women become "naughty". 
 
Axe is one of the strongest brands for Unilever, but would they use this brand 
presence & strength to cater to a new segment? And, would it work? 
 
 
Statement of problem 
Axe is so firmly positioned as a male brand that it would be difficult for Unilever to 
use the brand to target other segment of the market, which would consist of young 
females between the ages of 18-30.  
 
Unilever is attempting to launch Axe Deodorants for females and this research is 
being conducted to understand whether the female population would be interested in 
buying such a deodorant or not.  
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Objective 
 To understand the buying behavior of females when they shop for a 

deodorant 
 To measure brand recognition and brand loyalty  
 To measure attitude change from previous purchase behavior to present 

purchase behavior. 
 To justify Unilever’s decision of launching Axe Deodorants for females 

 
 
Research Methodology 
Research process consists of series of actions or steps necessary to effectively carry 
out the research. 
We have undergone the following steps to carrying out my research work: 
 
Research Design: 

 Type of Study: Descriptive (Under the descriptive study technique the 
statistical method has been used. Here the researcher must design their 
studies to give as much evidence as possible for reflecting the cause and 
effect relationships from the data collected through the ‘survey’ technique. 
The designs of such studies should be planned with the type of required 
analysis already in mind). 

 Research Area: Mumbai. 
 Source of Information: Primary Data 
 Primary Data Collection Instrument: Questionnaires 
 Research Approach: Survey Method. 

 
Sample Design: 

 Target population:  
 Element: Females aged 18-30 years 
 Extent: Selected areas of Mumbai 
 Sampling method: Stratified Random Sampling 
 Sample size: 50 respondents 

 
Period of Study: 
This study is covered under the period from 1st January 2014 to 31st January 2014. 
 
Data Collection Method: 

 Primary Data:  
 Questionnaire – A set of questionnaire is prepared for the cause of collecting 

different information related to the pre-determined objectives. The format of 
questionnaire is structured and disguised. 

 
Tools for analysis: 
Simple Mathematical calculation is used as a tool for analysis of data collected 
through Primary Sources. 
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Data Analysis 
The following are the inferences based on the responses received: 

1. Out of the 50 respondents, only 1 respondent does not use any deodorant 
2. There is a high usage of deodorants amongst the females of a young age group 
3. There is a huge market to exploit in the deodorant market 
4. There are many choices available to the female customers 
5. Hardcore brand loyalty is not prominently seen. They are willing to and also 

have switched brands or use multiple brands. 
6. The female customers have used brands that can be considered male-specific 

(e.g. Adidas, Nike, Playboy, Davidoff, etc.). Therefore, Unilever can take a 
chance of introducing Axe for females. 

7. Spinz, a female-specific deodorant, seems to stand out from the crowd. It 
means, females do prefer a brand that is positioned as female-specific. 

8. A majority of the respondents are happy with their choice of the brand and 
may remain loyal to it. 

9. A minor percentage are willing to switch to another brand. 
10. Brand loyalty is still fickle and there is a scope for another deodorant in the 

market. 
11. Although the respondents use varied brands of deodorants, they are either 

brand loyals or late adopters of a new product. 
12. Almost 25% of the respondents can be considered the “Early Adopters” of a 

new product, who would try a new brand and spread the word amongst their 
peers. Therefore, Unilever has a window of opportunity with this group of 
customers. 

13. There is high awareness of the Axe brand of deodorants amongst the female 
customers.  

14. Few respondents can be considered a false responders as it may have been 
answered in jest or the implied meaning would have been different. 

15. Maximum numbers of respondents have said that Axe is a male-specific 
brand. Therefore, Unilever has done a good job of positioning Axe as a male 
brand, but it may be a hindrance if they are looking to enter the female 
segment. 

16. Axe advertisements are also well-known and a similar strategy can be used to 
market the female deodorants. 

17. Several females are aware of Axe fragrance, may be due to its usage by their 
male counterparts. 

18. Few respondents aspire to use Axe, which may be an encouragement to 
Unilever. 

19. There were few null responses due to their unawareness of Axe brand of 
deodorants. There may be such customers in the market as well that can be 
converted in to users of the new brand of female deodorants. 

20. Although many are not willing to experiment with a new, unknown brand, 
they are open to switching over to Axe as it has a strong brand presence. 

21. Even though Axe is considered a male-specific brand by several respondents, 
they are open to use the female deodorant to be introduced by Unilever. 
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Unilever can also have a positive stance as several females were open to use 
the male variant as well. 

22. Unilever will have to work on creating newer, softer & long-lasting fragrances 
for the female customers.  

23. They may have to come up with a brand name that appeals to the female 
customers. 

24. Spray remains the most preferred form for deodorants. 
25. Unilever can experiment with other forms (like sticks, powders, etc.) as well 

to add depth to the range of deodorants for females 
 
 
Findings 
 

1. Brand loyalty for deodorants is almost non-existent amongst female 
customers. They have several brand preferences and may own multiple 
deodorants at a single time.  

2. There is a strong brand awareness of Axe brand of deodorants, but it is widely 
regarded as a male-specific deodorant. The creative advertisements are 
responsible for the brand awareness amongst female customers. 

3. The will to experiment with a new, unknown product is low, but the female 
customers would try a new Axe deodorant due to the perception of good 
quality and strong brand image. Female customers who are brand loyal or late 
adopters will be willing to switch over to Axe, if their peers start to use it or 
when Axe has established in the female market as well. 

4. Unilever will have to face tough competition with deodorants, who have an 
established market in the female segment and who have products specifically 
marketed as a female product. 

5. Females prefer softer fragrances and the deodorant coming in spray form. 
6. Advertisements remain the prime source of information regarding a new 

product. 
 
 
Recommendations: 
1) Unilever will have to come up with a marketing communication strategy that 
would appeal to the female customers. It can advertise its female deodorants in the 
same manner as it does for its male customers. Only in these ads, the males can be 
shown as going crazy after the female using Axe deodorant.  
 
2) Unilever can come up with softer fragrances like Rose, Lavender, Mink, Vanilla, 
etc. that would appeal to the female customers. 
 
3) Unilever can introduce the new deodorants under a new brand name, e.g. Y, 
which is opposite of X. It can use its Lynx brand to enter the female market or use the 
strategy used by Playboy, Davidoff & Nike, who just use the word “Female” below 
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their brand name. So, Axe Female can be introduced as the new brand name for the 
female deodorants. 
 
4) Unilever can introduce other forms like roll-on and liquid splash-on of Axe 
Female deodorants. Since, they have just introduced Axe soap for men, they can 
introduce other toiletries for females under Axe brand name like soap, talcum powder, 
perfumes, etc. 
 
5) In the process of creating a new market in the female segment, they should not 
lose their hold on the male segment and keep communicating the products through 
their advertisements. This may also lead to a clash of brands that Unilever has to 
handle effectively and efficiently. 
 
6) Overall, the female market is available for Unilever and its Axe brand of female 
deodorants. Unilever can go ahead and launch its new line of deodorants in various 
forms, along with new advertisements, which would appeal to the female customers. 
 
 


