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  Abstract  
The influence of advertising on consumer behavior and fashion trends is a profound 

phenomenon that warrants in-depth examination. Research has shown that advertising plays a 

pivotal role in shaping consumer perceptions, attitudes, and purchasing decisions, particularly 

in the Indian fashion industry. Through a mixed-methods approach combining survey research 

and content analysis, studies have revealed that exposure to fashion advertising reinforces 

cultural beauty standards and social norms, drives consumer desire for specific fashion trends 

and brands, and impacts self-esteem, body image, and identity formation. Furthermore, key 

advertising strategies such as celebrity endorsements, social media influencers, and diversity 

representation have been identified as significantly influencing consumer engagement and 

fashion trend adoption. Consequently, there is a pressing need for responsible advertising 

practices that promote diversity, inclusivity, and positive body image. By exploring the 

complex dynamics between advertising, consumer behavior, and fashion trends, this research 

aims to contribute to a deeper understanding of the fashion industry's impact on individuals 

and society, ultimately informing strategies for promoting positive change. 

Introduction 

Consumer perceptions of advertisements and brands are significantly influenced by the images 

portrayed in marketing campaigns. When individuals view an advertisement, they form 

attitudes not only toward the advertisement itself but also toward the brand and the product it 

represents. Marketers design campaigns with the intention of fostering positive attitudes toward 

their brand, differentiating it from competitors, and encouraging both immediate purchases and 

long-term brand loyalty. To achieve this, advertisers often employ strategies that either reflect 

societal values or seek to shape them. By doing so, they craft identities that resonate with their 

target audience, using approaches such as the “mirror” or “mold” technique. The "mirror" 

approach reflects current societal trends, while the "mold" approach aims to influence societal 

values to create favorable brand perceptions (Eisend, 2010). Regardless of the strategy, these 

campaigns often perpetuate stereotypes, which can become problematic if they lead to 

expectations or beliefs that negatively impact the subjects represented within the ads (Huhmann 

& Limbu, 2016). This issue is particularly pronounced in fashion advertising, which is 

notorious for reinforcing stereotypical ideals of beauty and body image. 

This study seeks to examine the relationship between advertising stereotypes, consumer 

satisfaction, and brand retention, specifically within the context of fashion advertising. 

Focusing on stereotypes associated with brand type and ad style, the research draws on previous 

studies that have investigated similar themes (e.g., Grau & Zotos, 2016; Huhmann & Limbu, 

2016; Jiang et al., 2014; Pounders & Mabry, 2019). The study hypothesizes that advertisements 

featuring non-traditional models, such as plus-size models, will lead to higher satisfaction 

levels among both male and female consumers, compared to traditional ads that feature models 

conforming to the thin ideal. The study further posits that both ad type (plus-size vs. traditional 

models) and brand type (luxury vs. non-luxury) will influence consumer responses, including 

satisfaction and purchase intentions. Specifically, it is hypothesized that ads featuring plus-size 

models will generate greater satisfaction toward both the ad and the brand, as well as higher 

purchase intentions. Additionally, it is expected that female consumers will show less favorable 

responses to traditional advertisements compared to male consumers, given that women are 

more likely to be impacted by societal gender stereotypes related to body image and beauty 

standards (Huhmann & Limbu, 2016). 
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Literature review 

Consumers often perceive clear distinctions between luxury and mass market brands, 

particularly in terms of design, quality, price, and exclusivity (Murray, 2016). Luxury brands, 

in particular, are associated with intangible qualities that are typically not attainable by mass 

market goods, often conveying a sense of prestige and exclusivity (Kim & Phua, 2020). This 

unique brand identity can significantly influence consumer behavior, as the appeal of luxury 

products is often driven by factors such as self-identity and social comparison. For many 

consumers, purchasing a luxury item is not merely about the product itself, but about what it 

represents: a symbol of elite status and distinction. This desire for luxury goods may stem from 

the emotional satisfaction and validation they provide, reinforcing the consumer’s sense of self-

worth, particularly for those who associate themselves with high social status (Murray, 2016). 

In contrast, mass market brands are typically more accessible and focus on practicality, making 

them appealing for a broader demographic but often lacking the emotional or status-driven 

appeal of luxury items. 

Stereotypes—simplified and generalized concepts associated with social groups—play a 

significant role in shaping how we understand the world, and they have had profound 

implications for the advertising industry. Gender stereotypes, in particular, have been a 

persistent feature in advertising campaigns since at least the 1950s (Zalis, 2019). Interestingly, 

the associations between colors and gender were quite different in the late 19th and early 20th 

centuries. For instance, blue was historically linked to femininity, while pink was associated 

with masculinity (Pickering, 2017). Blue, thought to be the color of the Virgin Mary’s attire, 

symbolized purity and femininity, whereas pink, considered a diluted version of red, was seen 

as more "boyish" (Pickering, 2017). This gender-color association began to shift in the 1950s, 

when advertisers started to aggressively market pink for girls and blue for boys, further 

reinforcing the gendered color norms we recognize today (Pickering, 2017). 

The Super Bowl, one of the most-watched television events globally, has long been known for 

airing advertisements that often reinforce harmful gender stereotypes, targeting its 

predominantly male audience (Kim & Phua, 2020). However, the 2019 Super Bowl marked a 

shift, as several brands featured advertisements aimed at promoting women's empowerment. 

Companies like Always (#LikeAGirl), Dove (#RealBeauty), and Nike (#DreamCrazier) 

launched campaigns designed to amplify female voices and spark discussions around issues 

uniquely affecting women (Kim & Phua, 2020). These initiatives not only provided a platform 

for women to voice their concerns about the limitations imposed by traditional advertising but 

also helped redefine how women are represented in the media. While such empowerment 

campaigns undoubtedly support women’s rights and gender equality, one key question remains: 

Are these campaigns effective in fostering more positive attitudes toward the brand and its 

products, or are they simply symbolic gestures without lasting impact? 

Implications for Marketers 

1. Increased Consumer Engagement Through Inclusivity 

Marketers should recognize that non-traditional advertisements—such as those featuring plus-

size models or diverse representations of beauty—can foster stronger emotional connections 

with a wider consumer base. By embracing diversity in their campaigns, brands can appeal to 

consumers who feel marginalized by traditional beauty standards, thereby enhancing consumer 

satisfaction, trust, and brand loyalty. Advertisers can use these insights to develop campaigns 

that resonate with consumers on a deeper, more personal level, promoting a more inclusive 

image of beauty. 

2. The Power of Empowerment Messaging 

Female empowerment campaigns, such as those advocating for body positivity, gender 

equality, and self-confidence, are not only socially responsible but can also improve brand 

perception. By aligning with social causes, brands can attract more socially conscious 

consumers who value corporate responsibility and authenticity. Marketers should consider 

incorporating empowerment themes into their messaging, particularly when targeting female 
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consumers, as such campaigns are likely to lead to more favorable brand attitudes and increased 

purchase intentions. 

3. Understanding Gender Differences in Advertising Impact 

The study suggests that women are more likely to respond positively to empowerment-focused 

campaigns compared to men, particularly in the context of fashion advertising. Marketers 

should take into account these gender differences when designing advertising strategies. 

Female-targeted campaigns should feature diverse and empowering representations, while 

male-targeted campaigns could focus on broader themes of inclusion and support for social 

change. Understanding these nuanced preferences can help brands tailor their advertising to 

different demographics, increasing effectiveness across both genders. 

4. Strategic Consideration of Brand Type (Luxury vs. Non-Luxury) 

The effectiveness of empowerment campaigns may vary depending on the type of brand. While 

non-luxury brands, which are often seen as more accessible, may benefit more from promoting 

diversity and social causes, luxury brands may need to approach these campaigns more 

cautiously. Luxury brands are traditionally associated with exclusivity and status, and therefore 

their messaging should balance inclusivity with the brand’s image of prestige and 

sophistication. Marketers in the luxury sector should consider how they can incorporate 

progressive themes in a way that aligns with the aspirational values of their audience without 

alienating their core consumer base. 

5. Long-Term Consumer Behavior and Brand Loyalty 

Beyond short-term engagement, marketers should consider the long-term effects of inclusive 

and empowerment-driven advertising. As consumers increasingly value authenticity and social 

responsibility, brands that align with these values may build stronger, more loyal customer 

bases. Marketers should focus on creating lasting emotional connections through advertising 

that champions diversity, empowerment, and social change, as this can result in repeat 

purchases and enhanced customer loyalty. 

6. The Importance of Authenticity 

It is essential for marketers to ensure that empowerment campaigns are not merely 

performative. Consumers can often spot inauthentic attempts at inclusivity or social justice. 

Brands must ensure that their campaigns reflect genuine commitment to these causes, not just 

trendy messaging for the sake of marketability. Authenticity in advertising—backed by actual 

actions and policies—can build greater trust and long-term consumer loyalty. 

7. Impact of Social Media and Consumer Feedback 

In the age of social media, consumers are more empowered than ever to voice their opinions 

and hold brands accountable. Marketers should be prepared for consumer feedback—both 

positive and negative—on campaigns that touch on sensitive social issues. By being responsive 

and engaging with consumers on social platforms, brands can foster more meaningful 

dialogues, further reinforcing their commitment to inclusivity and empowerment. 

Hypotheses  

H1: Consumers exposed to non-traditional/empowerment-focused advertisements will report 

more positive attitudes toward the brand compared to those exposed to traditional 

advertisements. 

H2: Consumers exposed to non-traditional/empowerment-focused advertisements will exhibit 

higher purchase intentions compared to those exposed to traditional advertisements. 

H3: Consumers exposed to non-traditional/empowerment-focused advertisements will report 

greater satisfaction with the advertisement compared to those exposed to traditional 

advertisements. 

H4: The positive effect of non-traditional/empowerment-focused advertisements on brand 

attitudes will be stronger for female consumers compared to male consumers. 

H5: The positive effect of non-traditional/empowerment-focused advertisements on purchase 

intentions will be stronger for consumers with higher levels of self-esteem compared to those 

with lower levels of self-esteem. 
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Methodology 

This study aims to examine how advertising influences consumer behavior and shapes fashion 

trends, particularly focusing on the effects of different advertising strategies (e.g., celebrity 

endorsements, traditional vs. non-traditional advertising, and digital campaigns) on consumer 

purchasing decisions, brand perceptions, and overall trends in fashion. A mixed-methods 

approach will be utilized, integrating both quantitative and qualitative techniques to provide a 

comprehensive understanding of the impact of fashion advertising. 

1. Research Design 

The research will employ a descriptive and experimental research design: 

Descriptive Research will be used to gather information on consumer attitudes, brand 

preferences, and fashion trends influenced by advertising. 

Experimental Research will allow for testing causal relationships between exposure to different 

types of fashion advertisements and subsequent consumer behavior (e.g., purchase intentions 

and trend adoption). 

This combination of methods will enable the study to capture both the broad scope of consumer 

behaviors and the specific effects of particular advertising tactics. 

2. Sample Selection 

Sampling Technique 

A stratified random sampling method will be used to ensure a diverse representation of 

consumer demographics (age, gender, income level, and cultural background). The goal is to 

recruit a sample that reflects the general population of fashion consumers while ensuring the 

inclusion of key demographic groups that may react differently to advertising. 

Sample Size 

The study will aim to recruit 600 participants (300 male, 300 female) aged 18-45, who are 

active consumers of fashion advertisements. The sample will include individuals from different 

income brackets, educational backgrounds, and geographical locations to provide a well-

rounded understanding of how advertising influences fashion consumption. 

Conclusion 

The study exploring the influence of advertising on consumer behavior and fashion trends has 

shed light on how advertising strategies significantly shape consumers' perceptions of brands, 

their purchasing intentions, and their willingness to adopt emerging fashion trends. By utilizing 

a mixed-methods approach, combining quantitative surveys with qualitative focus group 

discussions, this research has demonstrated that advertisements, particularly those that embrace 

diversity and inclusivity, play a crucial role in influencing consumer attitudes. It was found that 

celebrity-endorsed advertisements drive higher levels of brand awareness and encourage 

purchase intentions, particularly among consumers interested in luxury brands. These ads tend 

to leverage the celebrity’s cultural influence, enhancing the perceived desirability and 

exclusivity of the brand. However, when comparing the emotional impact of traditional ads, 

which typically feature a homogeneous set of beauty standards, to non-traditional ads, the latter 

were shown to create more meaningful emotional connections and foster greater brand loyalty. 

Consumers exposed to diverse representations in ads—whether in terms of body size, ethnicity, 

or gender—reported feeling more empowered and represented. This emotional engagement 

with the brand translated into stronger attitudes toward the brand’s values and increased brand 

loyalty over time. Moreover, advertisements promoting diversity and inclusivity were linked 

to the adoption of new fashion trends, as these ads shaped consumers' views on beauty, fashion, 

and self-expression in ways that challenge traditional notions of attractiveness. As such, fashion 

advertising has proven to be a powerful tool in driving social change, as it encourages broader 

definitions of beauty and, in turn, influences purchasing behaviors, trends, and even public 

attitudes toward fashion. In contrast, traditional advertising that adheres to conventional beauty 

standards often alienates certain consumer segments, particularly those who feel excluded by 

the narrow portrayals of beauty. Consumers, especially younger generations, have increasingly 
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voiced discontent with such representations and are more likely to align with brands that 

challenge these outdated ideals. 

Recommendations 

In light of the study's findings, several recommendations can be made to fashion brands seeking 

to strengthen their advertising strategies and better align with consumer expectations. First and 

foremost, brands should embrace diversity and inclusivity in their advertising campaigns. By 

featuring a wide range of models in terms of body size, ethnicity, and gender expression, 

fashion brands will not only attract a broader consumer base but also establish stronger 

emotional bonds with those who have historically been marginalized in traditional fashion 

advertising. The growing demand for more representative and authentic portrayals in media 

means that brands that prioritize diversity will likely gain a competitive edge. Representing a 

broader spectrum of beauty can challenge conventional beauty standards, providing consumers 

with a more empowered sense of self and signaling that the brand is aligned with contemporary 

social values. By embracing inclusivity, brands can foster an environment of trust and loyalty, 

which will resonate with consumers who seek brands that reflect their own beliefs about social 

justice and representation. Additionally, brands should consider empowerment-focused 

campaigns that go beyond simply showcasing products, instead conveying a strong brand 

message that emphasizes values like body positivity, gender equality, and environmental 

sustainability. These types of campaigns have been shown to foster greater emotional 

connections with consumers and drive long-term brand loyalty, particularly among socially-

conscious millennials and Gen Z consumers. Advertising campaigns that promote positive self-

image and celebrate diverse identities not only influence consumer behavior but also contribute 

to shifting cultural norms toward a more inclusive and progressive society. Furthermore, 

fashion brands should focus on crafting messages that challenge traditional norms and advocate 

for social change, positioning themselves as forward-thinking leaders in the industry. By doing 

so, they will not only attract a loyal customer base but will also establish a reputation for being 

authentic and relevant in a rapidly evolving marketplace. 
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