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Pheromones for Sale 

 Advertisements are present in the everyday lives of all consumers.  They are on 

television, newspapers, walls, buses, and everything else imaginable.  Ads are so overexposed 

and plentiful that consumers have come to accept them as an essential part of their lives.  

Advertisements influence our concepts of products and help us decide what we should purchase.  

This is important because consumerism is a facet of modern society.  People are constantly 

buying new items regardless of whether they need them or not, and advertisements are what 

influence them to do so.  They are the driving force behind the ideas and images that we 

associate with products.  However, in the modern competitive market, marketing firms must find 

a way to separate their products from the rest of the competition.  Old Spice, produced by 

Proctor & Gamble, and Axe, produced by Unilever, are two brands of deodorant that remain 

successful by marketing to different consumer demographics despite the fact that both products 

employ sex as an underlying theme. 

 Sex has remained a dominant theme in deodorant ads since deodorant was first 

introduced in the late 19
th

 century.  Deodorant manufacturers have slowly hammered the idea 

that deodorant is necessary into the minds of the average consumer.  They label people who 

don’t use deodorant as smelly, disgusting, and barbaric in much sweeter words.  Because of this, 



they have been allowed to create an image where having a great smelling deodorant is equivalent 

to sex appeal.  Deodorant manufacturers are essentially marketing pheromones to consumers, 

products designed to attract members of the opposite gender.  In modern times, deodorant ads 

have evolved to always include images of naked, shirtless men or skimpily dressed women.  This 

is tied to the concept that many advertisers hold dear today, which is, sex sells.  Axe primarily 

features sex appeal as the main point as to why consumers should purchase it.  Nearly all their 

advertisements start off with an average looking male who then grabs a can of Axe before being 

overwhelmed by a torrent of women.  They feature sex as their most prominent attraction and 

display it for the world to see with little hiding that fact.  They are subtly hinting that their 

product will “help” you get laid, which is essentially saying nothing at all.  In “Weasel Words: 

The Art of Saying Nothing”, William Lutz describes how the word help is the worst offender in 

the art of doublespeak employed by advertisers. “Now “help” only means to aid or assist, 

nothing more.  It does not mean to conquer, stop eliminate, …once the ad says “help”, it can say 

just about anything after that because “help” qualifies everything that comes after it” (Lutz, page 

443, paragraph 3).  Axe is employing the use of weasel words in order to circumvent using actual 

information about their product.  Rather than telling you what their product actually does, 

perhaps removing stench or odor, they just subtly hint at what Axe could “help” you happen.  

Similar to Axe, Old Spice employs the same strategy.  Recently, they launched a campaign titled, 

“The Man Your Man Could Smell Like”, featuring Isaiah Mustafa.  The ad features a half-naked, 

well-toned, and muscular male, who is quickly shifted through various frames that create an 

image that he is interesting, high-class, and desirable.  He is portrayed as athletic and fun, 



desirable through the various sceneries that are employed.  This causes people to associate Old 

Spice with a man that every male wants to be, that girls will desire, and that other men will envy.  

Much like Axe, Old Spice does not say how their product will turn you into this desirable 

supermodel with a sculpted body.  They avoid talking about their product and what it is designed 

to do because it is simply not as effective when marketing their product.  They have to sell a 

concept, an idea, and an image.  Although Old Spice and Axe both use the same underlying 

message in their advertisements, they differ in the audience that they target. The demographics 

they advertise towards are in stark contrast to each other. 

 Old Spice and Axe’s advertisements differ drastically in the consumer demographics that 

they target.  Axe’s advertisements are aimed at young adolescent men, whereas Old Spice targets 

older more mature men and the women they are in relationships with.  Despite being a product 

for men, Old Spice’s latest campaign is targeted toward women.  The title of the campaign, “The 

Man Your Man Could Smell Like”, tells us that much and more.  Old Spice executives are 

targeting the age-bracket of middle aged men, who are often in relationships with women.  They 

expect that the women in these men’s lives are going to have an influence on what type of 

deodorant they buy.  Because of this, they place this image of the ideal man in women’s minds 

and link it to Old Spice, effectively linking Old Spice to improving their boyfriend or husband.  

The men don’t object because they have been implanted with the idea that deodorant is linked to 

sex and women.  Therefore, if a woman they are romantically linked to offers their opinion on 

deodorant, they are far more likely to take that advice than another product.  As Kilbourne states, 

“Advertising promotes a bankrupt concept of relationship. Most of us yearn for relationships that 



will last” (Kilbourne page 467, paragraph 6).  Consumers purchase products because they are 

deceived into believing that they will either help them find a relationship or that it is a suitable 

replacement for one.  Old Spice utilizes this insecurity existing in people to market their product 

very effectively.  By using this unique marketing strategy, Old Spice can effectively reach two 

separate demographics, making it far easier to convince consumers to purchase their product.  

Contrary to Old Spice, Axe only markets to a single consumer demographic which is men, 

specifically young males.  They target males when they are still at an impressionable age, still 

pubescent.  They fill their adolescent heads with sexual images and ideas using their 

advertisements and inform them about which product that enables them to obtain the sex appeal 

they desire.  Axe’s strategy of focusing their marketing strategies on one demographic, has led to 

the majority of young males using their products, effectively shutting out all other competition in 

the market, except Old Spice which occupies a different niche.  Axe and Old Spice’s marketing 

strategies of targeting different age groups has led to a more mature, older consumer group 

purchasing Old Spice while a younger, adolescent one purchases Axe.  Axe and Old Spice co-

exist in today’s competitive modern market because of the way they market their products to 

consumers, preventing them from intruding on each other’s business. 

 Although Old Spice and Axe continue to use the same underlying concepts in their 

advertisements, they will continue to change and evolve their individual images to shape their 

products.  Despite their ever changing advertisements, both Old Spice and Axe will remain true 

to their roots and the concepts that they were founded on.  This applies to all advertisements that 

we see.  Despite their attempts to differentiate themselves from their competitors in a highly 



competitive market, they essentially remain the same products.  Consumers, however, see these 

products differently based on their advertisements, which is why consumers have to be wary of 

what they take in from them.  Advertisements are present everywhere in modern times, and have 

a large effect, especially on children and young adults.  Thus, society must be careful of what we 

allow to be said and done in these advertisements, less they have a negative impact on the minds 

of the people who will purchase them.  A healthy consumer base is essential to the health of our 

economy, which means that advertisements must be taken with a grain of salt.  Prudent 

purchases by consumers will allow the world economy to be healthy and flourish, now and in the 

future.  
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