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Fitness and Wellness Advertisements: Their Impact on Consumer Behavior and
Physical Health
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Abstract
The fitness and wellness industry continues to experience Sl oy 83 B Lyle od Bmally a5l AL ol gy
exponenti.a.l growth due to increasing co.nsumer .knc.JWIedge s LUT e 8 g.,.tw_;\ M 5y azalyy vamms pgalaaly
and sensitivity to health and well-being. This industry o )
influences consumers’ overall lifestyle choices, including 29 -l peblis gty AN (Ble Sl e ol A
how they exercise and what they eat. Despite playing an SAgmld gl Ul s 2 MY anls sl U1 gl e o)
influential role, the effects of advertisements on behavioral
intentions and behaviors for improved health and well-being gene [Sty s on 4 gl 0T Y] uenallyy pgims (nd 2
have not been examined in detail. This study analyzes the
impact of fitness and wellness advertisements on consumer
behavior, particularly regarding nutrition and physical LS. ) bladl oo stasy 2500800 bl e 5SHI as ECSUTIMY
activity. It examines the extent to which these effects align , L '
with TPB and TRA theories. It also identifies the most (TPB) Lol 5l s o ) ods 315 e o
influential types of advertisements that shape consumer N PEN i‘ﬁj ST aad 4 sloYu « (TRA)wU Sl
health and dietary decisions. A quantitative survey was used
for data collection, and 982 participants participated in the oS e slesl & Limally A oSl i3 LSS
study. Descriptive and inferential statistics were used for the
data analysis. The inferential statistics were analyzed using
SPSS. The results indicate that fitness and wellness @ SPSS ity e sVl bl Lod aVazaYly 2dw )
advertisements have a strong impact on individuals' behavior
and physical health. The effects can be positive or negative,
depending on the exposure frequency and type of o 055 O Sa G it PO SN Sole s 98 G
advertisements. Therefore, consumers need to be aware of
their rights, and fitness and wellness advertising companies
need to promote ethical praf:tlces, foster trust, and ensure o 0Slemdi 05K Of gl o 3 e sl g Al Ay
consumer health and well-being.
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