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ABSTRACT
The impact of attitude towards advertisements to consumer’s purchase intention has been widely acknowledged. Many things influence consumer’s attitude toward advertisements and one of them is the model (person) used to advertise the product. Most brands use a very attractive model in their advertisements because it is believed to gain more attention. Meanwhile, some brands have shifted their strategy and use a more relatable looking model since the current market strive for more realistically portrayal of people in the media. This research discusses this phenomenon in Indonesia and which kind of model is more beneficial to use in Indonesia market. The research methodology used in this paper is survey method with questionnaire distributed to 409 Indonesian women living in DKI Jakarta. The result showed a significant difference between attitude and purchase intention of advertisements using fashion models and commercial models. Advertisements using fashion models create a more positive consumer attitude and a bigger purchase intention.
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INTRODUCTION
The use of an attractive model in advertisements is long believed to have an impact on advertisement appeal and effectiveness. These attractive models are called fashion model, and they have very specific physical characteristics that are relatively hard to be achieved. However, as time evolves, the portrayal of very attractive model in advertisements gain protests as well, since more consumers demand a more realistic portrayal of models used in advertisements. These more realistic-looking models in advertisements are called commercial modes. More brands have shifted their strategy to use commercial models because they believe using them will create a more positive consumer’s attitude. Consumer’s attitude is proven to have an impact on purchase intention, and that is one of the reasons why it should be well-maintained.

Many brands have been accused with negative campaigns by using the kind of models their consumers think is inappropriate in their advertisements. Thus, this research hope to unveil Indonesia’s market desire in terms of models used in advertisements so similar thing will not reoccur in Indonesia.

Previous researches in the similar topic have found out that consumers have a more positive attitude toward advertisements that use realistic-looking models, such as the research by Perrier (2008). They also found out that customers are more willing to purchase products that use commercial models rather than fashion models.

Compared to the previous research, this research will focus on specifically comparing the impact of using fashion and commercial models in advertisements. The advertisements used for comparison are online advertisements posted in Indonesia websites and social media pages. Data for this research was obtained through questionnaire which was distributed to women living in DKI Jakarta in the age 10 to 44. The area and age scope was chosen because DKI Jakarta is the most active internet user in Indonesia, as well as women in the age of 10 to 44 (Badan Pusat Statistik, 2016). This research will discover which kind of model to use in advertisements that have a bigger impact on consumer’s attitude and purchase intention. 

The result showed that Indonesian women perceived advertisements using fashion models as incredibly attractive as eye-catching and make the product more interesting. On the other hand, they feel more relatable to advertisements using commercial modes. However, the overall result found that there for Indonesian market, it is still more beneficial to use fashion models in advertisements. Using fashion models in advertisement is proven to be more impactful to consumer’s attitude toward the advertisements and purchase intention.

LITERATURE REVIEW
Advertising
American Marketing Association defined advertising as the means of mass selling that has grown up parallel with and has been made necessary to mass production. Advertising can be concluded as something that provides information about the product being advertised that is used for communicating business information to the present and prospective customers. 

Advertising is always evolving with technology. As the Internet became more popular in the early 1990’s, a new channel of advertising appeared as well, which is online advertisements. Online advertisement is advertisement involving the use of Internet as a medium to deliver messages to the right customers. Online advertisement is believed to be the most efficient way to advertise as of now.  Online advertisement does not only increase customer’s spending, it can also set messages in the back of people’s minds (Rezcek, Summers, & Smith, 2016).

In the consumer buying process, advertisements play a big role in the first and second stage. Advertisements can make people aware of their needs, which result in the second stage which is information search. In this stage, advertisements give customers the information they need in choosing the right product for them (Johnston, 2016). These two stages ultimately end in the decision of whether or not the person will buy a product. As study by Fatima & Lodhi (2015) proved, advertisements have an impact on purchase intention, especially advertisements which are deemed as attractive.

There are no strict rules that dictate what should and should not be in advertisements, but we can observe that most advertisements use models (person) to help promote their product.

Models
[bookmark: _Toc481720485]The use of models in advertisement, especially attractive ones, have been believed to increase consumer’s favorability and advertisement effectiveness (Patzer, 1983). Thus, it is not surprising that many brands use models in their advertisements. Perrier (2008) divided models in advertisements into 3 dimensions, which are physical attractiveness, proximity, and similarity. Physical attractiveness can be defined as the degree to which a person's physical features are considered aesthetically pleasing or beautiful. Proximity is the tendency of an individual to form interpersonal relations with those close to them, meanwhile similarity can be defined as the state of having resemblance with an individual or group.

This research will focus on two different kinds of models, which are fashion models and commercial models. Fashion models are usually at least 5’9” tall and very slim. Most of them use size 0 in clothing and they have the measurements of 23” waist and 33” hips.  (Helmer, 2016). Some might say that fashion models can also be defined as idealized model, in terms of physical appearance. On the other hand, commercial models do not have a certain characteristics. They can be any age and any size, because it all commercials have different needs. These models are typically used in advertisements that are not associated with high-fashion (Helmer, 2016). This kind of model does not have a certain characteristic. They are generally good looking, but still look relatable like the people we see daily. 

Consumer’s Attitude toward Advertisement
Studies have found that models used in advertisement have impact on consumer’s attitude toward advertisement, and for that it is crucial for us to explore about this aspect. Consumer’s Attitude toward advertisement can be defined as how a person reacts positively or negatively toward an advertisement (Biehal, Stephens, & Curlo, 1992). Attitude toward advertisement can be influenced by a lot of things, such as the product itself, the emotions evoked, consumer’s current emotion, or the channel the advertisement was aired. Previous research have found out that advertising and its appeal indeed have an impact on consumer attitude, which then have an influence to purchase intentions (Lin, 2011). Consumers who have seen an advertisement’s actions can be observed regarding if they persuade others about the advertisement and their behavior toward it (Sallam, Algammash, & Fahad, 2016).

This research will use ABC model of attitude to understand more about consumer’s attitude toward advertisements using fashion and commercial model. It is formed by three main components (Hawkins, Best, & Coney, 2004). The first component is affective component, which is related to the feelings or emotional reactions of the consumer. It talks about whether something is favorable or unfavorable according to the subject. The second component is behavior component, which is the tendency of a consumer to respond toward an object or activity. The last component is the cognitive component, which revolves around the consumer’s beliefs about a product. It can also be defined as knowing or ignoring the subject in cause.

Purchase Intention
According to Perrier (2008), women are more likely to buy a product which they have positive attitudes about. Therefore, it can be concluded that attitude indeed has an impact on purchase intention.

Purchase intention can be determined as a person’s likelihood to purchase and recommend a product. (Baker, Levy, & Grewal, 1992). As stated by Fishbein (1975), purchase intention is influenced by attitude, because it affects customers’ practical purchase behaviors. Kotler (2003) stated that customers’ attitude of advertising consists of the cognitive evaluation, emotional feelings, and action orientation that makes the customer feel long-term likes or dislikes toward a brand or advertisement.

From the literature review above, this research has a conceptual framework of the following. 
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This research also has 5 hypotheses, which are:
H1a: 	Fashion models used in advertisement have a strong impact on customer’s attitude toward the advertisement
H1b: 	Commercial models used in advertisement have a strong impact on customer’s attitude toward the advertisement
H2a: 	Commercial models used in advertisement have a strong impact on customer’s purchase intention of the product advertised
H2b: 	Fashion models used in advertisement have a strong impact on customer’s purchase intention of the product advertised
H3: 	Customer’s attitude toward the advertisement will influence customer’s purchase intention of product advertised.

METHODOLOGY
This research used a quantitative approach to answer the research questions written in the first chapter. This approach is chosen because it can find connections between variables and can create a cause and effect situation. To gain data needed for this research, survey method was chosen due to its nature.

To check whether the hypotheses is accepted or not, regression analysis was done as it can be used to understand relationship between variables. In addition, regression analysis can also read what will happen to the dependent variable when one of the independent variables are varied.

According to a research by Badan Pusat Statistik (2016), DKI Jakarta has total Internet users around 32.500.000. Women make up around 73% of the population, therefore total numbers of women Internet users in DKI Jakarta is 23.725.000. Based on the Sekaran (2003) table, it is said that with 95% confidence level and 5% margin of error, any population with number higher than 1.000.000 will need a sample of 384. Therefore, this study required minimum of 384 respondents to fill out the questionnaire.

The questionnaire was distributed to respondents that match the research’s respondent criteria. The criteria are women, who lives in DKI Jakarta, aged 17-44, and have seen advertisement aired in social media / other online platform.

FINDINGS AND ARGUMENT
After questionnaire was distributed, 409 responses were considered valid because the respondents’ profile matched the criteria. The questionnaire was filled by women in the age of 10 – 44. The responses that are considered valid are from respondents living in DKI Jakarta and stated that they often observed online advertisements.

Upon analysis of the data, several findings were found. It turned out that almost every respondent perceive that using fashion models in advertisement is more attractive for beauty and fashion products. They also thought that fashion models in advertisement make the advertisements more eye-catching rather than using commercial models. Moreover, products advertised using fashion model is also believed to have higher quality than products advertised using commercial model. However, when all aspects of attitude are considered, commercial models has a stronger impact on positive consumer’s attitude toward the advertisements.

In addition, they also stated that they are more likely to buy products advertised using fashion model even though it can be seen that they felt more relatable and more likely to form interpersonal relationship with commercial models. Contrary to that, it turned out that fashion models has a stronger impact on purchase intention. Thus, it can be concluded that whether it is better to use of fashion or commercial model in advertisements depend on the objective of the advertisements. If the objective of the advertisement is to gain sales and purchase intention, it is more suitable to use fashion models. Meanwhile, if the objective of the advertisement is to gain awareness and distribute information, it is more suitable to use commercial model. 

CONCLUSIONS
This research was conducted to explore about which kind of model in advertisements that is better to be used in Indonesia market. There are no extreme differences in the impact of fashion and commercial models in advertisements for Indonesian women. Whether to use fashion or commercial model in Indonesia’s advertisement depends on the objectives of the advertisements. 

Although consumers show a more positive attitude toward commercial models in advertisements, it should be taken into account that consumers are also more willing to buy products advertised by fashion models rather than commercial models. 

It is also found that consumer’s attitude toward the advertisement has a significant impact toward purchase intention. Therefore, marketers should maintain consumer’s attitude toward the advertisement to increase consumer’s purchase intention of the products advertised.

For future research, it is recommended to do similar research using the whole Indonesian women as the sample. Since Indonesia has a very diverse culture, it would be interesting to see how the local culture impacts the women’s preferences of models used in advertisement. It would also be more suitable to use self-made advertisements using models that are not very famous as the comparison to avoid bias toward models.
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