International Journal of Research Publication and Reviews, Vol (6), Issue (4), April (2025), Page — 552-554

International Journal of Research Publication and Reviews

Journal homepage: www.ijrpr.com ISSN 2582-7421

WWW.IJRPR.COM

Analyzing the Impact of Advertisements on Consumer Preference: A
Study of Lux and Dove Soaps

Roshan Krushna Kolekar!, Prof. Rajesh Sabbani?

1 Student of Master of Management Studies, Alamuri Ratnamala Institute of Engineering and Technology, Mumbai University,
mailto:roshankolekar8844@gmail.com
2Assistant Professor, MMS Department, Alamuri Ratnamala Institute of Engineering and Technology, University of Mumbai mmsho.armiet@gmail.com

ABSTRACT

Advertising shapes consumer preferences and affects purchasing decisions, thus it is rather crucial. In the highly competitive FMCG sector, brands like Lux and
Dove create strong brand positioning and customer loyalty using deliberate marketing. Concentrating on Lux and Dove soaps, this article looks at how
advertisements influence consumer buying behaviour. The study examines various advertising strategies including emotional appeal, celebrity endorsements, and
digital marketing. By demonstrating how ads influence consumer choices and brand perception, the findings enable marketers strengthen their advertising strategies
for more efficacy.
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I. INTRODUCTION

Advertising influences perceptions, creates brand loyalty, and the application of profits by way of a link between businesses and consumers. In the Fast-
Moving Consumer Goods (FMCG) industry, where product differentiation is minimal, classified ads turn into a powerful tool for influencing consumer
decisions. Using excellent marketing strategies, Lux and Dove, two exceptional cleaning soap producers, have connected their market presence. While
Lux emphasizes glitz, celebrity endorsements, and aspirational appeal, Dove stresses actual beauty, self-self, and herbal components.

This check aims to determine how classified ads influence Lux and Dove soap consumer decisions. Knowing how advertising and marketing affect
purchase decisions helps agencies to better fit consumer expectations and market preferences by changing their advertising tactics.

Il. ROLE OF ADVERTISING IN THE FMCG SECTOR

e Advertising in the FMCG sector drives brand differentiation, market penetration, and consumer retention. Given many manufacturers
providing comparable products, agencies must develop engaging advertising messages that resonate with consumers. Good advertising
strategies show:

Brand Storytelling: Building emotional connections through narratives that speak to consumer values.

. Improving brand credibility and appeal by means of public figures' renown.

e  Reaching consumers via influencer collaborations and interactive digital content.

e  Promoting repeat purchases and product trials.

e  Lux and Dove's well-defined marketing strategies aimed at exceptional consumer segments could help them succeed in the competitive
cleansing soap industry.

I11. ADVERTISING STRATEGIES OF LUX AND DOVE

Lux and Dove have built their brand awareness and drawn customers by using amazing marketing techniques. The versions in their marketing and
advertising initiatives reveal how manufacturers run themselves depending on the suitable music target audience preferences. 1. Lux: The Glamorous
Beauty Soap
Lux has developed its brand on the concept of opulence, glitz, and film star link. Its marketing tactics consist of: Featuring Bollywood and foreign film
stars to improve an aspirational brand image.

. *Celebrity Endorsements: Featuring Bollywood and global film stars to beautify an aspirational brand photo.

e  <Emotional Appeal: Associating Lux with splendor, sensuality, and beauty.

e  <High-Impact Visuals: Using colourful shades, dramatic storytelling, and cinematic elements.

. *Fragrance-Centric Messaging: Highlighting the steeply-priced and long-lasting fragrance of Lux soaps.
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Lux’s advertisements are based on the idea that beauty and indulgence are critical to self-care, making it a desired preference among clients looking for
a top-class cleaning soap experience.

2. Dove: Real Beauty and Self-Confidence

In contrast, Dove claims to be a brand that promotes herbal beauty, vanity, pores and skin health. Its advertising and marketing strategies show:

. *Real Beauty Campaigns: Featuring actual ladies in the area of models to interrupt conventional beauty stereotypes.

. +Scientific and Dermatological Claims: Emphasizing pores and pores and skin nourishment, mild additives, and dermatologically tested

formulations.

. *Emotional and Social Messaging: Promoting body positivity and self-popularity.

. *Minimalist Aesthetic: Using gentle colorations, simple visuals, and soothing narratives.
Dove’s commercials resonate with clients who prioritize pores and pores and skin health and authenticity, differentiating it from traditional beauty-
targeted manufacturers like Lux.

IV. IMPACT OF ADVERTISEMENTS ON CONSUMER PREFERENCE

Ads have a big impact on consumer ideas and decisions. Important elements shaping consumer decision are: People are more likely to select brands that
reflect their values and emotions.

Consistent exposure in regular advertising builds brand recall and popularity.

Celebrity or dermatologist endorsements enhance the credibility of the badge.

Claims connected to fragrance effect by reason, pores and skin care, or beauty improvement.

A survey-primarily based look at done for this study shows that while Dove users like it for its humble, pores and skin-first-rate qualities, Lux users link
the brand with glitz and indulgence. These findings highlight how advertising tactics affect brand loyalty and consumer choices.

V.CHALLENGES IN FMCG ADVERTISING

Although effective, marketing in the FMCG sector raises certain concerning scenarios:

«Saturation of the Market: The excessive similarity of competing goods makes it challenging to create a really unique logo identity.

Overuse of celebrity endorsements and unattainable expectations can cause consumer doubt.

Influencer marketing and social media have altered corporate customer interaction.

*Small Brand Budget Constraints: Larger corporations run marketing and advertising departments, so smaller brands struggle more to compete.

To get past those annoying situations, producers have to use current advertising and marketing techniques emphasizing authenticity, virtual interaction,
and customized advertising and marketing.

VI. FUTURE TRENDS IN FMCG ADVERTISING

Consumer behavior and technology developments are shaping the future of marketing. Key developing features are: Al-driven ads stressing interaction
and relevance to decoration.
Sustainability communication is driven by growing consumer demand for ethical emblem practices and inexperienced products.
. More strong customer comments using AR/VR generation in interactive and immersive advertising.
e Using social media personalities to promote brand engagement.
e  Maximizing advertising and ad campaigns by means of analytics and consumer insights.
These trends underline the necessity for manufacturers to constantly alter their marketing tactics to endure in a shifting market.

VII. OBJECTIVES OF THE STUDY

To look at the impact of classified ads on client choice for Lux and Dove soaps.

To examine the advertising and marketing strategies of each manufacturer and their effectiveness in purchaser engagement.
To look at patron perception of brand messaging and endorsement techniques.

To discover emerging inclinations shaping FMCG advertising within the digital generation.
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VIll. SCOPE OF THE STUDY

Emphasizing Lux and Dove soaps, this has an investigate who focuses on how commercials affect consumer decisions in the FMCG sector. It looks at
consumer response to marketing strategies, advertising performance, and logo placement. The research offers suggestions for marketers, advertisers, and
FMCG companies trying to optimize their promotional efforts.
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IX. CONCLUSION

Ads are crucial in shaping customer decisions and brand loyalty in the FMCG sector. Lux and Dove have successfully drawn their target audiences using
different marketing techniques. Dove emphasizes actual splendor and pores and skin nutrition while Lux emphasizes aspirational beauty and movie big-

name endorsements.

Understanding how advertisements influence decision-making on purchases enables businesses to refine their marketing strategies for greater
participation and profit growth. If businesses are to stay competitive in the market, advertising characteristics change require them to include virtual
transformation, authenticity, and buyer-driven messaging.
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