
 
 

 

CO
EFFEC

ONSUME

A

CTS OF T
ERS: A C

AD

SANTA

MA
PO

ATMA JA

T

TV ADVE
COMPAR
DAPTED 

Co
ATRINIAINA

No. Mhs

ASTER OF
OSTGRAD
AYA YOGY

 

THESIS 

 

 

ERTISIN
RISON OF

COMME
 
 
 
 

 
 
 
 
 

ompiled by:
A RAZAFIN

s. 10.420/PS/
 
 
 
 
 

F MANAG
DUATE PR

YAKART
2012 

 

NG ON IN
F STAND
ERCIALS

 

NDRATSIM
/MM 

GEMENT
ROGRAM 
TA UNIVE

NDONESI
DARDIZE
S 

MBA 

 
ERSITY 

IAN        
ED AND

        
 



 
 

 

  

 

 



 
 

 
 

 

STATEMENT OF THESIS AUTHENTICITY 

 

 

 I, Santatriniaina Razafindratsimba, writer of this thesis hereby declare that the thesis 

entitled: 

“EFFECTS OF TV ADVERTISING ON INDONESIAN 
CONSUMERS: A COMPARISON OF STANDARDIZED AND 

ADAPTED COMMERCIALS” 
is really the result of my own study and research. I fully acknowledge that my writing does 

not contain other’s writing except those that have been cited and mentioned in the 

references. 

 

Yogyakarta, June 2O12 

 

Santatriniaina Razafindratsimba 

         



 
 

 
 

 

 

 

 

 

 

 

“ Atolotra ho an’i Dada sy Neny, 
loharano nahitako masoandro. 

Atolotro hoan’ny Pita, Doda, Ninie, 
ianareo tokiko, izaho ho tokinareo”

 

 



 
 

 
 

ACKNOWLEDGEMENTS 

 

This paper marks the end of my study at Magister Management of Atma Jaya Yogyakarta 

University Indonesia.  I would like to praise the Lord for the grace, love and protection that 

He has given to me throughout my stay in Indonesia and during all my life. 

This thesis could not be achieved without the respective supports of the government of the 

Republic of Indonesia for granting me this opportunity to experience Indonesian life and 

the Indonesian academic world, the government of the Republic of Madagascar for making 

it possible through its ties and diplomacy, the University of Atma Jaya Yogyakarta for 

kindly hosting me as student. Thus, I would like to express my sincere gratitude to those 

institutions. 

Furthermore, I would like to thank some people and individuals which have been of 

massive help for the finalization of this paper and also during my fantastic Indonesian 

experience, without whom, I would not have reached this point of my life. These are: 

1. Mr. Fandy Tjiptono, M Comm. PhD. My thesis advisor who despite all my 

weaknesses, never lost his confidence in me and  always spared for me part of his 

precious time to guide, supervise and teach me in order to pull out the best work 

possible for me to achieve. Conscious that this could impact positively in my future 

career and life, I just can wish for him in return success in everything he plans to 

undertake in every aspects of his life.  

2.  Professor Suyoto. M.Sc. PhD and Mr. Budi Suprapto, MBA. PhD, my examiners for 

their useful and valuable advices, corrections and inputs which have made this thesis 

better. 

3. Cindy Natalia Kokong, Shinta Serma Devi Anak Agung and Chindy Cheny Watung 

who not only greatly participated for the success of this paper from the beginning until 

its finalization but also for teaching me a new meaning of the word friendship 

throughout these last two years. We might be geographically separated but our 

friendship will stay the same. 

4. Methawat Phutornpukdee, a big character, a person with a unique personality and 

immense generosity and an example of humility who I am proud to call my friend. We 

 

 



 
 

 
 

started this journey alone in darkness; we have finished it under light.  Congratulations 

to us for having survived it. Sulastri, Birghita Letsoin and Channa Khieng, a bunch of 

characters who used to pull my days out of monotony and always make them very 

interesting every time we meet. You won’t be forgotten 

5. My friends who all somehow took part on the achievement of this study with their 

helps during my research, among others Ellen, Aya, Witra and Kiki. Your help might 

be for short time yet significant. Thank you. 

6. All the staff of the Partnership and Promotion office (KKP) of Atma Jaya Yogyakarta 

University for their assistance and help during all these three years. 

7. The “Magister Manajemen” program of UAJY with all the academic and 

administrative staff. 

8. Every instance or people who somehow help me not only for this thesis but also during 

all my stay in Indonesia. 

 

To all, please accept my deepest gratitude. 

 

Yogyakarta, 04th of July, 2012 

 

 

 

 

Santatriniaina Razafindratsimba 

 

 

  

 

 



 
 

 
 

ABSTRACT 

 

 

This study aims to evaluate the effects of the TV advertisements on Indonesian consumers 

by investigating consumer’s perceptions of adapted and standardized TV commercials in 

Indonesia.  The research focused on how the multinationals advertising strategies can affect 

the perception of the commercial then evaluated the moderating effects of the variables 

brand origin, product type, brand familiarity and execution style. The researcher has been 

using students from the special province of Yogyakarta as sample. Results indicate a 

significant difference between attitudes toward localized and adapted commercials of the 

same brand. Indonesian generally prefers standardized commercials. However this 

preference did not affect automatically their attitudes toward the brand itself or the 

purchase intention. Furthermore, standardized commercials are more likely to gain 

acceptance in the case of non durable products.  Consumers express more positive attitudes 

toward the standardized commercial in the case of less familiar brands, and when it uses 

transformational appeals in its execution style. 

 

_________________________________________________________________________
__ 

Keywords:  Perception, International advertising, standardization, adaptation, brand 
origin, brand familiarity, product effects, informational advertising, and 
transformational advertising. 
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