
International Journal of Research Publication and Reviews, Vol (6), Issue (5), May (2025) Page – 4706-4711 

 

International Journal of Research Publication and Reviews 

 

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

  

The Impact of Advertising on Consumer Buying Habits: A Deep Dive 

into Forever Living Cosmetics in the Vibrant Delhi-NCR Region. 

Mr. Ayushmaan Bhattacharjee1, Dr Priya Satsangi2, Dr. Bhawna Sharma3 

1BBA, Marketing & Sales, Amity Business School, Amity University Mumbai 

2Assistant Professor, Amity Business School, Amity University Mumbai 

3Professor & HOI- Amity Business School, Amity University Mumbai 

ABSTRACT : 

This exploration delves into the enchantment of advertising and its sway over consumer behavior, particularly in the alluring realm of beauty products that captivate 

forever. With the tides of online media and direct sales shifting sands beneath our feet, this study embarks on a journey through diverse advertising strategies, 

tracing the lineage from age-old whispers to the digital marketplaces of today. Armed with both primary and secondary insights, the research unfolds through 

descriptive and exploratory designs, gathering tales through questionnaires, interviews, and observations within the vibrant tapestry of the Delhi-NCR populace. 

The findings illuminate a profound truth: advertising wields the power to shape consumer perception, forge desires, and steer purchasing choices through the quality 

of products, transparency of materials, magnetic brand allure, and the allure of star-studded endorsements. Furthermore, it reveals that attributes like product hue 

play subtler yet significant roles, while personalized content and perceived value serve to deepen loyalty and trust. By interpreting the AIDA model alongside 

purchasing behavior, this study reaffirms the enduring relevance and strategic essence of advertising, igniting passion and evolution within the cosmetics landscape. 

These insights forge a valuable compass for managers seeking to refine their advertising strategies, harmonizing their visions with the aspirational journeys of their 

consumers. 

INTRODUCTION 

In the contemporary digital age, people are regularly exposed to extensive volumes of information, much of which comes in the form of online news 

reports. Not only do these articles report news but also influence the public's mindset and decision-making at personal, corporate, as well as political 

levels. Considering the fast diffusion of information, it has become ever more vital to comprehend sentiment embedded in news content.  

Sentiment analysis or opinion mining refers to a computational technique for identifying and classifying expressed opinions in text to infer the author's 

attitude towards a subject. Previously employed in product review and social media analysis, sentiment analysis is now being applied to more formal and 

sophisticated text formats such as news articles. 

This study aims to apply Natural Language Processing (NLP) and Deep Learning methods to conduct sentiment analysis on news stories. The objective 

is to create a system that can classify news content as positive, negative, or neutral based on the tone and context of the t ext. This has far-reaching 

implications for sectors like finance, politics, marketing, and media, where public opinion can drive market trends, policy support, and consumer 

behaviour. 

Through the use of Long Short-Term Memory (LSTM) networks, a recurrent neural network (RNN) that specializes in processing sequential data, this 

research seeks to encapsulate the sophisticated linguistic patterns embedded in news text. The model is trained against label led datasets and employs 

word embeddings to maintain semantic relationships. The results show that deep learning algorithms, especially LSTMs, are good sentiment analysis 

tools for news articles and can be applied to improve media monitoring and analytics solutions. 

Objectives & Methodology 

Objectives 

Targets the most objective of this investigate is to look at the impact of publicizing on buyer buying conduct, with specific  reference to Until the end of 

time Living Items, a beauty care products brand. To this conclusion, the ponder is educated by the taking after goals: 

1. To decide the different media utilized to advance Until the end of time Living Items. 

2. To look at how publicizing influences buyer buying choices. 

3. To dissect the affect of distinctive promoting strategies on customer conduct. 

  

Scope 

This study focuses on analysing the interaction between advertisement and consumer behaviour within the backdrop of the cosmetic industry, and the 

case of Forever Living Products. The investigation is restricted to the Delhi-NCR region only, from where a sample size of 50 consumers was obtained 
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by using convenience sampling. The study includes primary and secondary sources of data, and uses descriptive and exploratory research designs in 

collecting and analysing the data. The results will be useful to marketers, business strategists, and researchers through providing insights on how 

advertising campaigns can be organized for increased consumer interaction and purchase conversion. 

Research Methodology 

Research Design 

This research uses a mix of descriptive and exploratory research designs. The descriptive design is applied to define the traits of consumer behaviour and 

how they react to advertising, whereas the exploratory design assists in knowing the motivations and media preferences.  

• Descriptive Design: Concentrates on gathering measurable data to describe the influence of advertising on consumer behaviour.  

• Exploratory Design: Seeks greater insight into consumer attitudes and perceptions about advertisements.  

Data Collection Techniques 

Primary and secondary sources of data were used: 

• Primary Data: Gathered through structured questionnaires, personal interviews, and observations. 

Questionnaires: Contained open and closed-ended questions, which were administered to chosen respondents. 

Interviews: Performed with employees (for example, sales managers) of Forever Living Products to learn organizational advertising techniques.  

Observations: Noted how consumers responded to adverts and made purchase choices in real-time. 

• Secondary Data: Derived from books, journals, magazines, company reports, and websites related to consumer behaviour and advertising. 

Sampling 

• Population: Customer base of cosmetic items in the Delhi-NCR area. 

• Sample Size: 50 respondents. 

• Sampling Technique: Convenience sampling, used due to ease of access and affordability. 

Findings and Analysis 

The main objective of this research was to evaluate how advertising affects the purchasing behaviour of consumers, taking the case of Forever Living 

beauty products. Information collected from questionnaires, interviews, and observations was evaluated in order to draw significant conclusions. 

 Advertisement Media Usage 

It was found from the research that Forever Living Products mainly employ the following media for their advertisement:  

 Social Media Platforms (Instagram, Facebook): Most effective among younger people. 

 Word-of-Mouth and Influencer Marketing: Identified as highly effective in building trust. 

 Print Media: Utilized to a lesser degree, focusing primarily on mature consumers. 

 

Consumer Reaction to Advertisements 

 A large percentage of respondents indicated that ads enhance product awareness. 

 Visual attractiveness, celebrity endorsements, and price discount promotions were the most important factors identified as dr iving purchasing 

decisions. 

 Consumers reported that repeated exposure to ads raises their curiosity and occasionally results in impulse purchases.  

 Advertisement's Effect on Purchase Behaviour 

 68% of the participants concurred that advertisements influence their impression of product quality. 

 52% confessed that they have purchased a product based solely on the way it was advertised. 

 Brand Recall: Successful ads make customers remember and like a particular brand when deciding to buy. 

 Interpretation 

The research confirms that advertising is one of the core factors influencing customer behaviour. Media usage by Forever Living is conducive to 

contemporary consumers' behaviour, particularly online activities. Credibility and emotive connection were discovered to be key determiners in consumer 

faith and loyalty, however. 

Conclusion and Recommendations 

Conclusion 

This study has proven that advertising greatly affects consumer buying behaviour, specifically in the cosmetics industry. The research, based on Forever 

Living Products, showed that consumers are heavily impacted by the media on which the advertisements are presented, the rate of exposure, and the 

psychological appeals employed in promotional communications. 

Main findings are: 

 Advertising enhances brand exposure and product recognition. 

 Emotional appeals, endorsements by celebrities, and price discounts are extremely convincing. 

 Social media and other digital platforms are more successful at reaching consumers than their traditional counterparts.  

 Ads that resonate with trust and credibility perform better. 

In general, ads serve as potent instruments that influence opinions and eventually affect purchasing decisions.  

Recommendations 

Based on the above findings, the following recommendations are provided: 
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1.More Digital Engagement 

Forever Living needs to prioritize more social media marketing techniques, such as influencer collaborations and engaging content, to increase touchpoints 

with target markets. 

2.Credibility Building 

Apply customer testimonials and consumer-generated content to establish trust and authenticity in promotional campaigns. 

3. Segmented Advertising 

Segment advertising content using demographic information to more effectively appeal to the wants of various segments of consumers. 

4. Monitoring Advertisement Effectiveness 

Monitor what platforms and kinds of messages are most effective on a regular basis and modify strategy accordingly.  

5. Tap into Emotional Appeal 

Create campaigns that emotionally connect with consumers to develop deeper brand affiliations.  

REVIEW OF LITERATURE 

Review of Literature 

 

1. The ripple effect of advertising on the buying habits of consumers is something to ponder:In Forever Cosmetic Products, Mwakasege, G. (2014) delves 

into enlightening case studies that illuminate the media channels employed to showcase these alluring products. It seeks to unveil how advertisements 

sway consumer choices—exposing the varied efficacy of diverse advertising methods. Mundpropaganda and event marketing emerge as the shining stars 

in this realm, while the enticing benefits, key ingredients, and premium quality of the product play pivotal roles in the decision-making dance. And, 

intriguingly, the subtle influences of packaging and color emerge as players in this lively game. 

2. Unraveling the influence of advertising on consumer choices within the cosmetic landscape, Murphy (2020) surveys the timeless advertising channels 

immortalized for posterity. This exploration shines a light on the potency of advertisements on purchasing inclinations. The analysis seeks to grasp the 

impact of various advertising methods on consumer behavior, revealing Mundpropaganda and event marketing as titans of influence. Benefits, ingredients, 

and product quality significantly steer consumer choices, while the somewhat understated effects of product and packaging color weave quietly into the 

narrative. 

3. Delving into the intricate dance between advertising and consumer actions, Gupta, M. (2023) examines the media realms that echo the essence of 

everlasting products. This inquiry aims to decode how advertisements mold purchasing inclinations and analyze the diverse effects of various promotional 

strategies on consumer behavior, with Mundpropaganda and event marketing rising to the forefront as rulers of persuasion. The benefits, ingredients, and 

premium quality of the offerings take center stage in shaping buying decisions, while the roles of product color and packaging remain faint echoes in this 

vibrant tapestry. 

4. A scholarly reflection on Yadav Living Forever, R. (2019) reveals the persistent presence of media channels behind the spotlight of living product 

advertisements. This paper meticulously probes the influence of advertising on consumer behavior, seeking to unveil the nuances of how varying ads 

shape purchase habits. With Mundpropaganda and event marketing reigning supreme, it becomes clear that the product's benefits, ingredients, and quality 

cast the most significant shadows on buying decisions, while the subtle impact of product color and packaging lingers quietly in the background. 

5. Engaging with the dynamic interplay of product advertising and consumer purchasing behaviors tailored for eternally living products, Ruther T. (2022) 

unpacks the intricate threads of this vibrant tapestry. Always keep your finger on the pulse of the media woven into the fabric of living products 

applications. Explore how the allure of advertising sways your buying choices. Delve into the ripple effect that diverse advertisements have on your 

shopping habits. It appears that the dynamic duo of Mundo propaganda and event marketing reign supreme in effectiveness. The charm of benefits, the 

richness of ingredients, and the finesse of quality play a pivotal role in shaping your purchasing decisions. In contrast, the hues and packaging of a product 

wield a relatively gentle influence. 

6. Ashish (2023) sheds light on the influence of advertising on the collective psyche of consumers, mapping out the media entwined with timeless living 

products. Unearth how advertising steers purchasing behavior. Examine the varying impacts of advertisements on consumer tendencies. Indeed, Mundo 

propaganda and event marketing stand out as the champions of effectiveness. The allure of product benefits, the richness of ingredients, and the assurance 

of quality tip the scales in decision-making. Meanwhile, the subtler aspects of color and packaging play a less consequential role. 

7.The Influence of Cosmetics on Consumer Behaviour in the Health and Wellness Sector Sharma, M. (2024) 

Determine advertising media employed for Forever Living Products. Determine how ads influence buying behaviour. Determine the influence of different 

ads on consumer behaviour. Word-of-mouth and event marketing influenced the most. Product benefits, ingredients, and quality influenced a lot in 

buying. Less influence observed from product colour and packaging. 

8.Marketing Strategies of Forever Living Products Ganesh MS (2024) 

Enumerate media advertised for Forever Living Products. Validate how advertisements affect buying behaviour. Establish the degree of influence that 

different advertisements exert on consumer behaviour. Word-of-mouth and event marketing worked well. Product benefits, ingredients, and quality were 

key drivers of buying behaviour. Lower influence was noted in terms of product colour and packaging. 

9.Effect of Advertisements on Consumer Behaviour 

Chandran (2023) 

Name the media through which Forever Living Products are advertised. Discuss how the advertisements influence the buying beha viour. Decide the 

impact of different ads on consumer purchasing behaviour. Event marketing and word-of-mouth performed best. Benefit of the product, ingredients, and 

quality considerably influenced buying. Product colour and packaging had minimal effect. 

10.A Case Study of Oriflame, Forever Living and Avon Companies Effiom L(2024) list media used for advertising by Forever Living Products. 
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Determine how advertising influences purchasing behaviour. Describe the impact of multiple advertisements on consumer behaviour. Word-of-mouth 

and event marketing worked best. Product benefit, ingredients, and quality significantly impacted purchasing behaviour. Lower impact observed fro m 

product colour and packaging. 

 

Sender 

 

The sender is akin to a bard or a visionary, an individual or entity seeking to weave a tapestry of communication. With a palette of images, symbols, 

melodies, and words, the sender curates a message, shouldering the weight of the entire communication journey. Relying on their own creativity and 

insight, they artfully craft the message, drawing upon knowledge and context meant to resonate with the intended audience. 

 

Encoding 

 

Encoding is like the alchemical process of transforming raw thoughts into a language of symbols, a crucial step that lays the groundwork for the message's 

essence. In this phase, the sender shapes the message with care, ensuring that the intricacies of their encoding align with the codes understood by the 

recipient of that particular message. 

Message 

 

The message emerges as the fully painted picture arising from the encoding canvas—a manifestation of ideas poised to be shared. Once the message has 

undergone the transformative power of encoding, it stands ready to be delivered to the audience, dispatched through the chosen media, or a harmonious 

symphony of various channels. 

 

Decoding 

 

Decoding is the magical act of translating the received message back into a tangible idea. It represents the pivotal moment in advertising when the 

recipient interprets what has been communicated. If crafted with precision, reflecting the knowledge and understanding of the audience, this stage can 

yield a vibrant exchange in the form of positive feedback. This journey of advertisement unfolds through seven interconnected steps: the individual or 

organization as the source, the symbolic artistry of encoding, the transmission as the signal, the interpretation of symbols as decoding, the audience as 

the receiver, their response as feedback, and the ever-present possibility of noise altering the process.Before crafting the perfect message, the sender must 

dive deep into understanding their audience, ideally well ahead of time. This group may feature a kaleidoscope of tastes or might be a more uniform 

bunch, and this distinction demands meticulous evaluation. The appropriateness of each element holds significant weight. If the message misses the mark, 

the clamor can become deafening, jeopardizing the success of the advertising effort.The accompanying diagram illustrates the three crucial stages a 

consumer traverses before making a buying decision: cognitive, affective, and behavioral — in that exact sequence. These stages are framed through the 

lens of four advertising models: the AIDA model, the Hierarchy of Effects model, the Innovation-Adoption model, and the Hierarchy of Needs model. 

For this research, we have danced with the AIDA Model.Per the AIDA (Attention-Interest-Desire-Action) Model, the journey towards purchasing a 

product ignites when it seizes the customer’s attention. This moment is swiftly followed by a spark of interest, leading to a yearning to possess the product 

as a means to satisfy personal needs. Finally, the customer arrives at a pivotal crossroads, ready to act by making the purchase.Advertising serves as a 

dynamic vessel brimming with imagination, creativity, concepts, ideas, and innovation, skillfully promoting fresh products while inviting reflection on 

the old. It transcends mere selling; it requires a spark of innovation paired with the elegance of beauty and artistry. The debate surrounding the impact of 

advertising on pricing—whether it elevates or lowers costs—has ignited discussions for centuries, particularly in the tumultuous landscape of the 20th 

and 21st centuries, making it one of the most hotly contested issues in the realm of commerce.To keep things crystal clear, we envision each level of need 

as standing alone, distinct and separate. However, there’s a twist: every level slightly encroaches on its neighbors, for no single need ever finds complete 

satisfaction. This means that while the levels below the currently reigning one still play a role in driving behaviors, the true powerhouse motivating an 

individual lies in the unmet demands of the lower tiers.When it comes to consumers parting with their hard-earned resources—be it effort, cash, or time—

their purchasing habits become a fascinating tapestry. It's all about what captures their fancy, the reasoning behind those choices, the timing of their buys, 

the locations they choose, and the habits they form around frequency of buying and usage. Moreover, it delves into how they assess their purchases and 

the implications these decisions have for their future, as well as the fate of those items once they’re no longer needed.The core purpose of delving into 

consumer buying behavior is to unravel the mystery behind why buyers make certain choices in specific contexts. One sage notes that for marketers, 

grasping the motivations and decision-making processes of consumers is absolutely crucial. With this understanding in their toolkits, marketers can tailor 

their strategies with precision.By decoding consumer behavior in the buying realm, marketers gain the foresight to predict reactions to diverse 

informational and environmental triggers, allowing them to craft a more effective marketing roadmap. Those who master the art of consumer insight hold 

a formidable edge in the competitive marketplace.We can classify consumer behavior into five distinct categories: dissonance-reducing, habitual, variety-

seeking, and complex buying behavior, each with its own nuances that we'll explore further down the line. Let's dive into the realm of dissonance-reducing 

buying behavior. . .The dance of dissonance-diminishing shopping happens when customers struggle to see the distinctions between brands. In this 

scenario, savvy shoppers often lean towards the allure of a better price as their guiding star. However, once the purchase is made, a wave of post-purchase 

dissonance may wash over them, leaving behind a trail of uncertainty. This behavior is typically seen in consumers who lack substantial knowledge 

(Kotler and Keller, 2006). 

 

The Habitual buying behaviour 

  

The Habitual Shopping Rhythm In the realm of repeat buying behavior, consumers engage in a low-stakes decision-making process. With minimal 
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research on the myriad of brands available, they often perceive little variation among them and opt for a product with ease and indifference. When 

consumers find themselves gravitating towards the same brand time and again, it becomes a comfortable habit etched into their shopping routine (Kotler 

and Keller, 2006). 

The Quest for Novelty in Shopping In the playful world of variety-seeking buying behavior, while consumer involvement remains low, there’s an 

intriguing perception of striking differences between brands. Here, shoppers frequently hop from one brand to another, showcasing their desire for change 

and novelty (Kotler and Keller, 2006). This kind of buying decision is emblematic of those adventurous souls who wish to remain on the cutting edge of 

the latest trends. 

 

Intricate Purchasing Patterns 

 

Intricate purchasing patterns unfold when consumers dive deep into their decision-making processes, revealing a high level of engagement in their 

buying journeys. This deep involvement allows customers to discern the subtle nuances that set rival brands apart. Particularly for pricier items that 

serve as powerful extensions of self-expression, consumers find themselves fully invested (Kotler and Keller, 2009). 

 

Here are some elements that sway consumer buying behavior: Buyer Readiness. The effectiveness of communication tools is like a chameleon, shifting 

in potency with the stages of buyer readiness. Publicity and advertisements shine brightest in raising awareness, while ad campaigns and personal selling 

forge a deeper understanding. Personal selling, in particular, has the power to shape customer beliefs, and it’s the duo of personal outreach and 

promotional offers that seals the deal (Kotler and Keller, 2009) 

 

Type of Product Market 

 

The blend of communications varies, painting distinct pictures in both consumer and business landscapes. Consumer advertisers pour more into 

advertising and promotions, while their business counterparts favor personal engagements. Generally, high-ticket, complex, and risky goods find a home 

in the realm of personal selling, especially in markets dominated by fewer, larger sellers (Kotler and Keller, 2009). 

 

Product Life Cycle Stage 

 

The cost-effectiveness of communication tools ebbs and flows with the product life cycle stages. During the nascent phase, strategies like publicity, 

engaging events, and advertising prove most efficient, paving the way for personal selling to broaden distribution and for promotions to entice trial. As 

the product enters the growth phase, demand thrives organically, often propelled by the whispers of word-of-mouth.  

 

Three influential forces sculpting consumer behavior emerge as cultural, social, and personal dimensions, each intricately woven into the tapestry of 

decision-making. 

 

Cultural Factors  

 

Cultural currents weave a rich tapestry that profoundly shapes the way we spend our dollars, encompassing the unique traits of the buyers' culture, the 

nuances of subcultures, and the intricacies of social class. Within each culture, there exist diminutive subcultures—collective groups bound by shared 

values, forged through common journeys and life experiences. These subcultures may encompass varied identities such as nationalities, religions, 

ethnicities, and geographic locales (Kotler and Armstrong 2008). 

 

Social Dynamics  

 

The dance of consumer behavior is also choreographed by social influences, including intimate circles of friends, family ties, and the roles and statuses 

we hold in society. Social class acts as an invisible hierarchy that categorizes individuals based on distinguishing attributes. Members of society are often 

segmented into distinct social classes, influenced by income, profession, education, and the like (Kotler and Armstrong 2008). 

 

One’s social class is illuminated by the choices made with money; what one decides to indulge in can elevate or diminish their social standing. Each class 

walks its own path, marked by unique customs, linguistic styles, and hobbies, setting them apart from one another (Kotler and Armstrong 2008). 

 

Personal Influences 

 

A consumer's choices are further coloured by their personal canvas including age, life stage, profession, financial standing, lifestyle, and intrinsic sense 

of self. Over the course of life, individuals evolve their preferences for goods and services. A person's career can steer their purchasing habits, while their 

economic status also plays a pivotal role in guiding their product selections (Kotler and Armstrong 2008). 

 

Psychological Influences 

 

A person's purchasing habits are sculpted by four primary psychological forces: motivation, perception, and attitudes. Motivation acts as the internal 

spark that propels individuals into action, while perception is the artist, shaping how they select, organize, and interpret the flood of information around 

them, thus weaving a coherent tapestry of their reality (Kotler and Armstrong, 2008). Attitude, on the other hand, embodies a person's steady collection 

of judgments and emotions towards an object or idea, nudging them into states of affection or aversion, drawing them closer or pushing them away. 

Understanding attitudes is crucial when delving into the intricacies of consumer behavior; it unveils the architecture and essence of what shapes these 

opinions. 

 

Research Gap 

 

Through our exploration of existing literature, it becomes evident that advertising does indeed cast a positive shadow over consumers' purchasing 

decisions and boosts firms' sales. While numerous studies have tackled the relationship between advertising and corporate sales using diverse econometric 

approaches, the consumer perspective remains relatively underexplored. Most of the foundational literature hails from abroad, highlighting the necessity 
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for a localized empirical examination of how advertising influences the buying behaviors of cosmetic consumers. This study aims to bridge that divide 

by focusing on Forever Living cosmetics within the vibrant market of Tanzania as our case study. 

Conceptual Framework 

Conceptual Framework: Advertising and Consumer Buying Behavior 

 

Types of Advertising 

 

• Persuasive 

 

• Informative 

 

• Reminder 

 

 Intervening Variables 

 

 Media of Advertising 

 

• Television 

 

• Radio 

 

• Internet 

 

• Magazines  

 

Dependent Variables Buying Behavior 

 

• What they purchase 

 

• Where they shop 

 

• When they buy 

 

• Why they choose 

 

• How they make their purchases  

 

The conceptual framework paints a vivid picture of the intricate dance between the concepts at play. By sketching out these definitions and crafting a 

robust conceptual framework, the research journey becomes a breeze, shedding light on the path and whisking away distractions that don’t align with the 

heart of the topic and research inquiry. 
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