VOLUME No. 6 (2015), | ssue No. 03 (M ARCH) | SSN 0976-2183

INTERNATIONAL JOURNAL OF RESEARCH IN
COMMERCE & MANAGEMENT

£ 3

A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories
Indexed & Listed at:
Open J-Gage, India [link of the same is duly available at Inflibnet of University Grants Commission (U.G.C.)],
The American Economic Association's electronic bibliography, EconLit, U.S.A.,
Index Copernicus Publishers Panel, Poland [FillICIVAINEIGHSION &. number of libraries all around the world.
Circulated all over the world & Google has verified that scholars of more than 4064 Cities in 176 countries/territories are visiting our journal on regular basis.
Ground Floor, Building No. 1041-C-1, Devi Bhawan Bazar, JAGADHRI — 135 003, Yamunanagar, Haryana, INDIA

http://ijrcm.org.in/




VoLUME No. 6 (2015), I ssue No. 03 (M ARCH) | SSN 0976-2183

CONTENTS

Sr. TITLE & NAME OF THE AUTHOR (S) Page
No. No.

1. EFFECTS OF EMPLOYEE RETENTION STRATEGIES ON ORGANISATIONAL COMPETITIVE ADVANTAGE IN THE HOTEL 1
INDUSTRY IN MOMBASA COUNTY
HENRY MWASARU & WILLIAM KAZUNGU KINGI

2. |A COMPARATIVE ANALYSIS OF SOURCES OF INCOME OF COMMERCIAL BANKS IN INDIA DURING 2009-2013 5
NARASIMHA PRAKASH & DR. S. RAMESH

3. |ASSESSMENT OF THE EFFECTIVENESS OF CASH MANAGEMENT INTERNAL CONTROLS IN THE ZIMBABWE RED 12
CROSS SOCIETY CHAPTER
DR. B. NGWENYA & E. MUNYANYI

4. |A COMPARATIVE ANALYSIS OF CONSUMER BEHAVIOR TOWARDS SELECTIVE MEN COSMETICS IN URBAN AND 15
RURAL AREAS OF NASHIK REGION
VAIBHAV RAMESH BHALERAO & DR. ANAND DESHMUKH

5. FOOD SECURITY STATUS OF WOMEN GARMENTS’ WORKERS IN SELECTED GARMENTS UNDER GAZIPUR DISTRICT 20
OF BANGLADESH
SANZIDA ANANNA ZAMAN, MD. SAFIUL ISLAM AFRAD & FOYEZ AHMED PRODHAN

6. GROWTH AND PERFORMANCE OF SECONDARY MARKETS: A REVIEW OF EMERGING TRENDS 25
DR. P. BRAMA KUMAR & K. MADHAVA RAO

7. |AN EMPIRICAL STUDY ON THE RELATIONSHIPS AMONG TRANSFORMATIONAL LEADERSHIP DIMENSIONS, JOB 31
SATISFACTION AND ORGANIZATIONAL COMMITMENT OF BANK EMPLOYEES
FERIT OLGER

8. IMPACT OF WORKING ENVIRONMENT AS A MOTIVATIONAL FACTOR FOR EMPLOYEES & ITS EFFECT ON THEIR 40
PERFORMANCE: CASE STUDY OF SYNDICATE BANK OF INDIA
DR RAJEEV JOHRI & NEHA VASHISTHA

9. AN INVESTIGATION OF CONSUMER DECISION MAKING STYLE OF YOUNG ADULTS IN JAIPUR CITY IN RAJASTHAN 45
DR. RUBY JAIN & ARTI SHARMA

10. |COMPOSITION OF INTERNATIONAL RESERVES AND ITS COLLISION ON EXCHANGE RATE AND GROSS DOMESTIC 50
PRODUCT IN INDIA
SHANKAR. R & LAVANYA.M.R

11. |CONSUMER BUYING BEHAVIOUR: AN EMPIRICAL STUDY ON PERSONAL COMPUTER 54
SANTPAL & PRADEEP

12. |PERFORMANCE AND STRUCTURE OF CO-OPERATIVE BANKS IN AGRICULTURE CREDIT IN HARYANA 59
HARDEEP KAUR

13. |BANKREGULATION AND RISK: A STUDY OF SBI AND ITS ASSOCIATE BANKS 63
ANKITA TOMAR

14. |FINANCIAL INCLUSION: CHALLENGES AND OPPORTUNITIES IN INDIA 68
DR. S. HARI BABU

15. |WHISTLE BLOWING: IS IT SO HARD IN INDIA? 72
PINKY ARORA

16. |PERFORMANCE OF REGIONAL RURAL BANKS PRE AND POST AMALGAMATION: A STUDY OF HIMACHAL PRADESH 76
GAGAN DEEP

17. |JOB SATISFACTION OF HIGHER SECONDARY SCHOOL TEACHERS IN PUDUCHERRY: AN EMPIRICAL ANALYSIS 83

DR. N. S. PANDEY & M. KAVITHA

18. |CORPORATE GOVERNANCE PRACTICES AND ITS IMPACT ON DIVIDEND POLICY: A STUDY ON SRI LANKAN LISTED 87
MANUFACTURING COMPANIES
KALAIARASI KANAPATHIPPILLAI & S. ANANDASAYANAN

19. |IMPACT OF SOCIAL MEDIA ON TEENAGERS: A CASE STUDY 93
MOHAMMAD OSAMA

20. |DEFINING SIZE STANDARD FOR SMALL AND MEDIUM ENTERPRISES TOWARDS ECONOMIC REVOLUTION IN| 96
NIGERIA
GODSPOWER GODWIN ITEMEH
REQUEST FOR FEEDBACK & DISCLAIMER 101

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE & MANAGEMENT

A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories

http://ijrcm.org.in/




VOLUME No. 6 (2015), | ssue No. 03 (M ARCH) | SSN 0976-2183

CHIEF PATRON

PROF. K. K. AGGARWAL
Chairman, Malaviya National Institute of Technology, Jaipur
(An institute of National Importance & fully funded by Ministry of Human Resource Development, Government of India)
Chancellor, K. R. Mangalam University, Gurgaon
Chancellor, Lingaya’s University, Faridabad
Founder Vice-Chancellor (1998-2008), Guru Gobind Singh Indraprastha University, Delhi
Ex. Pro Vice-Chancellor, Guru Jambheshwar University, Hisar

FOUNDER PATRON

LATE SH. RAM BHAJAN AGGARWAL
Former State Minister for Home & Tourism, Government of Haryana
FormerVice-President, Dadri Education Society, Charkhi Dadri
FormerPresident, Chinar Syntex Ltd. (Textile Mills), Bhiwani

CO-ORDINATOR,
DR. SAMBHAV GARG
Faculty, Shree Ram Institute of Business & Management, Urjani

ADVISORS

DR. PRIYA RANJAN TRIVEDI
Chancellor, The Global Open University, Nagaland
PROF. M. S. SENAM RAJU
Director A. C. D., School of Management Studies, I.G.N.O.U., New Delhi
PROF. M. N. SHARMA
Chairman, M.B.A., HaryanaCollege of Technology & Management, Kaithal
PROF. S. L. MAHANDRU
Principal (Retd.), MaharajaAgrasenCollege, Jagadhri

EDITOR,

PROF. R. K. SHARMA
Professor, Bharti Vidyapeeth University Institute of Management & Research, New Delhi

CO-EDITOR.

DR. BHAVET
Faculty, Shree Ram Institute of Business & Management, Urjani

EDITORIAL ADVISORY BOARD

DR. RAJESH MODI
Faculty, YanbulndustrialCollege, Kingdom of Saudi Arabia
PROF. SANJIV MITTAL
UniversitySchool of Management Studies, GuruGobindSinghl. P. University, Delhi

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE & MANAGEMENT

A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories

http://ijrcm.org.in/




VOLUME No. 6 (2015), | ssue No. 03 (M ARCH) | SSN 0976-2183

PROF. ANIL K. SAINI

Chairperson (CRC), GuruGobindSinghl. P. University, Delhi
DR. SAMBHAVNA
Faculty, I.I.T.M., Delhi
DR. MOHENDER KUMAR GUPTA
Associate Professor, P.J.L.N.GovernmentCollege, Faridabad
DR. SHIVAKUMAR DEENE
Asst. Professor, Dept. of Commerce, School of Business Studies, Central University of Karnataka, Gulbarga

ASSOCIATE EDITORS

PROF. NAWAB ALI KHAN
Department of Commerce, Aligarh Muslim University, Aligarh, U.P.
PROF. ABHAY BANSAL

Head, Department of Information Technology, Amity School of Engineering & Technology, Amity
University, Noida
PROF. V. SELVAM
SSL, VIT University, Vellore
PROF. N. SUNDARAM
VITUniversity, Vellore
DR. PARDEEP AHLAWAT
Associate Professor, Institute of Management Studies & Research, MaharshiDayanandUniversity, Rohtak
DR. S. TABASSUM SULTANA
Associate Professor, Department of Business Management, Matrusri Institute of P.G. Studies, Hyderabad

DR. JASVEEN KAUR
Asst. Professor, University Business School, Guru Nanak Dev University, Amritsar

TECHNICAL ADVISOR,

AMITA
Faculty, Government M. S., Mohali

FINANCIAL ADVISORS

DICKIN GOYAL
Advocate & Tax Adviser, Panchkula
NEENA
Investment Consultant, Chambaghat, Solan, Himachal Pradesh

LEGAL ADVISORS

JITENDER S. CHAHAL
Advocate, Punjab & Haryana High Court, Chandigarh U.T.
CHANDER BHUSHAN SHARMA
Advocate & Consultant, District Courts, Yamunanagar at Jagadhri

SUPERINTENDENT

SURENDER KUMAR POONIA

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE & MANAGEMENT

A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories

http://ijrcm.org.in/




VoLUME No. 6 (2015), I ssue No. 03 (M ARCH) | SSN 0976-2183

CALL FOR MANUSCRIPTS

We invite unpublished novel, original, empirical and high quality research work pertaining to recent developments & practices in the areas of
Computer Science & Applications; Commerce; Business; Finance; Marketing; Human Resource Management; General Management; Banking;
Economics; Tourism Administration & Management; Education; Law; Library & Information Science; Defence & Strategic Studies; Electronic
Science; Corporate Governance; Industrial Relations; and emerging paradigms in allied subjects like Accounting; Accounting Information
Systems; Accounting Theory & Practice; Auditing; Behavioral Accounting; Behavioral Economics; Corporate Finance; Cost Accounting;
Econometrics; Economic Development; Economic History; Financial Institutions & Markets; Financial Services; Fiscal Policy; Government & Non
Profit Accounting; Industrial Organization; International Economics & Trade; International Finance; Macro Economics; Micro Economics; Rural
Economics; Co-operation; Demography: Development Planning; Development Studies; Applied Economics; Development Economics; Business
Economics; Monetary Policy; Public Policy Economics; Real Estate; Regional Economics; Political Science; Continuing Education; Labour
Welfare; Philosophy; Psychology; Sociology; Tax Accounting; Advertising & Promotion Management; Management Information Systems (MIS);
Business Law; Public Responsibility & Ethics; Communication; Direct Marketing; E-Commerce; Global Business; Health Care Administration;
Labour Relations & Human Resource Management; Marketing Research; Marketing Theory & Applications; Non-Profit Organizations; Office
Administration/Management; Operations Research/Statistics; Organizational Behavior & Theory; Organizational Development;
Production/Operations; International Relations; Human Rights & Duties; Public Administration; Population Studies; Purchasing/Materials
Management; Retailing; Sales/Selling; Services; Small Business Entrepreneurship; Strategic Management Policy; Technology/Innovation;
Tourism & Hospitality; Transportation Distribution; Algorithms; Artificial Intelligence; Compilers & Translation; Computer Aided Design (CAD);
Computer Aided Manufacturing; Computer Graphics; Computer Organization & Architecture; Database Structures & Systems; Discrete
Structures; Internet; Management Information Systems; Modeling & Simulation; Neural Systems/Neural Networks; Numerical
Analysis/Scientific Computing; Object Oriented Programming; Operating Systems; Programming Languages; Robotics; Symbolic & Formal Logic;
Web Design and emerging paradigms in allied subjects.

Anybody can submit the soft copy of unpublished novel; original; empirical and high quality research work/manuscript anytime in M.S. Word
format after preparing the same as per our GUIDELINES FOR SUBMISSION; at our email address i.e. infoijrcm@gmail.com or online by clicking
the link online submission as given on our website (FOR ONLINE SUBMISSION, CLICK HERE).

GUIDELINES ¥FOR SUBMISSION OF MANUSCRIPT

1 COVERING LETTER FOR SUBMISSION:

DATED:
THE EDITOR
IJRCM

Subject: ~ SUBMISSION OF MANUSCRIPT IN THE AREA OF

(e.g. Finance/Marketing/HRM/General Management/Economics/Psychology/Law/Computer/IT/Engineering/Mathematics/other, please specify)
DEAR SIR/MADAM

Please find my submission of manuscript entitled * ' for possible publication in your journals.

I hereby affirm that the contents of this manuscript are original. Furthermore, it has neither been published elsewhere in any language fully or partly, nor is it
under review for publication elsewhere.

| affirm that all the author (s) have seen and agreed to the submitted version of the manuscript and their inclusion of name (s) as co-author (s).

Also, if my/our manuscript is accepted, I/We agree to comply with the formalities as given on the website of the journal & you are free to publish our
contribution in any of your journals.

NAME OF CORRESPONDING AUTHOR:

Designation:

Affiliation with full address, contact numbers & Pin Code:
Residential address with Pin Code:

Mobile Number (s):

Landline Number (s):

E-mail Address:

Alternate E-mail Address:

NOTES:

a)  The whole manuscript is required to be in ONE MS WORD FILE only (pdf. version is liable to be rejected without any consideration), which will start from
the covering letter, inside the manuscript.

b)  The sender is required to mentionthe following in the SUBJECT COLUMN of the mail:
New Manuscript for Review in the area of (Finance/Marketing/HRM/General Management/Economics/Psychology/Law/Computer/IT/
Engineering/Mathematics/other, please specify)

c)  Thereis no need to give any text in the body of mail, except the cases where the author wishes to give any specific message w.r.t. to the manuscript.

d)  The total size of the file containing the manuscript is required to be below 500 KB.

e)  Abstract alone will not be considered for review, and the author is required to submit the complete manuscript in the first instance.

f) The journal gives acknowledgement w.r.t. the receipt of every email and in case of non-receipt of acknowledgment from the journal, w.r.t. the submission
of manuscript, within two days of submission, the corresponding author is required to demand for the same by sending separate mail to the journal.

2. MANUSCRIPT TITLE: The title of the paper should be in a 12 point Calibri Font. It should be bold typed, centered and fully capitalised.

3. AUTHOR NAME (S) & AFFILIATIONS: The author (s) full name, designation, affiliation (s), address, mobile/landline numbers, and email/alternate email
address should be in italic & 11-point Calibri Font. It must be centered underneath the title.

4, ABSTRACT: Abstract should be in fully italicized text, not exceeding 250 words. The abstract must be informative and explain the background, aims, methods,
results & conclusion in a single para. Abbreviations must be mentioned in full.

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE & MANAGEMENT

A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories

http://ijrcm.org.in/




VoLUME No. 6 (2015), I ssue No. 03 (M ARCH) | SSN 0976-2183

5. _: Abstract must be followed by a list of keywords, subject to the maximum of five. These should be arranged in alphabetic order separated by
commas and full stops at the end.

6. _: Manuscript must be in BRITISH ENGLISH prepared on a standard A4 size PORTRAIT SETTING PAPER. It must be prepared on a single space and
single column with 1” margin set for top, bottom, left and right. It should be typed in 8 point Calibri Font with page numbers at the bottom and centre of every
page. It should be free from grammatical, spelling and punctuation errors and must be thoroughly edited.

7. _: All the headings should be in a 10 point Calibri Font. These must be bold-faced, aligned left and fully capitalised. Leave a blank line before each
heading.

8. _: All the sub-headings should be in a 8 point Calibri Font. These must be bold-faced, aligned left and fully capitalised.

9. _: The main text should follow the following sequence:
INTRODUCTION

REVIEW OF LITERATURE
NEED/IMPORTANCE OF THE STUDY
STATEMENT OF THE PROBLEM
OBJECTIVES

HYPOTHESES

RESEARCH METHODOLOGY
RESULTS & DISCUSSION

FINDINGS
RECOMMENDATIONS/SUGGESTIONS
CONCLUSIONS

SCOPE FOR FURTHER RESEARCH
ACKNOWLEDGMENTS

REFERENCES
APPENDIX/ANNEXURE

It should be in a 8 point Calibri Font, single spaced and justified. The manuscript should preferably not exceed 5000 WORDS.

10. _: These should be simple, crystal clear, centered, separately numbered &self explained, and titles must be above the table/figure. Sources of
data should be mentioned below the table/figure. It should be ensured that the tables/figures are referred to from the main text.

11. _:These should be consecutively numbered in parentheses, horizontally centered with equation number placed at the right.

12. _: The list of all references should be alphabetically arranged. The author (s) should mention only the actually utilised references in the preparation

of manuscript and they are supposed to follow Harvard Style of Referencing. The author (s) are supposed to follow the references as per the following:

4 All works cited in the text (including sources for tables and figures) should be listed alphabetically.
4 Use (ed.) for one editor, and (ed.s) for multiple editors.
4 When listing two or more works by one author, use --- (20xx), such as after Kohl (1997), use --- (2001), etc, in chronologically ascending order.
4 Indicate (opening and closing) page numbers for articles in journals and for chapters in books.
4 The title of books and journals should be in italics. Double quotation marks are used for titles of journal articles, book chapters, dissertations, reports, working
papers, unpublished material, etc.
o For titles in a language other than English, provide an English translation in parentheses.
4 The location of endnotes within the text should be indicated by superscript numbers.
PLEASE USE THE FOLLOWING FOR STYLE AND PUNCTUATION IN REFERENCES:
BOOKS
4 Bowersox, Donald J., Closs, David J., (1996), "Logistical Management." Tata McGraw, Hill, New Delhi.
i Hunker, H.L. and A.J. Wright (1963), "Factors of Industrial Location in Ohio" Ohio State University, Nigeria.
CONTRIBUTIONS TO BOOKS
4 Sharma T., Kwatra, G. (2008) Effectiveness of Social Advertising: A Study of Selected Campaigns, Corporate Social Responsibility, Edited by David Crowther &

Nicholas Capaldi, Ashgate Research Companion to Corporate Social Responsibility, Chapter 15, pp 287-303.
JOURNAL AND OTHER ARTICLES

4 Schemenner, R.W., Huber, J.C. and Cook, R.L. (1987), "Geographic Differences and the Location of New Manufacturing Facilities," Journal of Urban Economics,
Vol. 21, No. 1, pp. 83-104.

CONFERENCE PAPERS

. Garg, Sambhav (2011): "Business Ethics" Paper presented at the Annual International Conference for the All India Management Association, New Delhi, India,
19-22 June.

UNPUBLISHED DISSERTATIONS AND THESES

i Kumar S. (2011): "Customer Value: A Comparative Study of Rural and Urban Customers," Thesis, Kurukshetra University, Kurukshetra.

ONLINE RESOURCES

i Always indicate the date that the source was accessed, as online resources are frequently updated or removed.

WEBSITES

4 Garg, Bhavet (2011): Towards a New Natural Gas Policy, Political Weekly, Viewed on January 01, 2012 http://epw.in/user/viewabstract.jsp

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE & MANAGEMENT

A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories

http://ijrcm.org.in/

Vi




VoLUME No. 6 (2015), I ssue No. 03 (M ARCH) | SSN 0976-2183
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ABSTRACT

In today’s professional world where everyone is trying to establish himself as a smart individual, the first impression is created by one’s external look rather than
his intellectuality. Gone are the days when using cosmetics was considered feminine. Today’s youth, men in particular are profusely using cosmetics. The media
has played an important role in urging the men to use cosmetics and thus helped in creating a huge market for men’s cosmetic. This research is an attempt to
comparatively study the consumer behavior towards selective men’s cosmetics in the urban and the rural areas of Nashik region. The cosmetics on which the
study is based are Deodorants(DD), Hairgel(HG), Fairness cream(FC) and After Shave Lotion(ASL). For this purpose 210 respondents from nashik region were
sampled of which 104 belonged to the urban region while 106 were from rural region. The sampling method used was stratified random sampling. Different
stratas were formed on the basis of age groups between 18 years to 40 years. The data collected from a structured questionnaire was analyzed using SPSS 17 and
MEDCALC.

JEL CODE
M310 Marketing

KEYWORDS

After shave lotion, Consumer behavior, Deodorants, Fairness cream, Hairgel, Men’s cosmetics.

INTRODUCTION

ight from the olden days, man as a social animal had been constantly engaged in searching for materials that will make him beautiful so as to distinguish

himself from rest of his counterparts. There are many herbs and like materials including turmeric which is said to improvise the skin texture and its color.

Similarly there has been a variety of ayurvedic oils that are supposed to lengthen and strengthen the hairs. As science progressed these areas of
cosmetics started making a great impact on an individual’s life. Science gave new formulations which has the ability to make man more beautiful and young
looking. The area of cosmetics so far had been a priority sector for women. But with the marketing dynamism, firms have started manufacturing different
cosmetics exclusively for men. There are many products like hairgel, fairness cream, hairoil, shaving creams, aftershaves, deodorants to name a few. These firms
have been very successful in convincing men to enhance their masculinity and attract the opposite gender. This has been the only key to increased sales of
cosmetics for men. A young country like India is no behind the western and Europeans in this race. Looking at the market size of India, many foreign firms
plunged into for having the first mover’s advantage. For attracting the youth, many firms have used different promotional methods including celebrity
endorsement. Now since the companies are growing towards saturation in the metros, they are targeting the rural markets and urging the rural youth to use
various male cosmetics as it is evident in the advertisement featuring the celebrity Mr. Shahrukh Khan urging the rural youth as ‘pehelwaniji’ not to use female
fairness cream but male fairness cream. According to analysis and figures given by the Confederation of Indian Industries (Cll), the total Indian beauty and
cosmetic market size currently stands at US$950 million and showing growth between 15-20% per annum. The size of Indian Cosmetics Industry globally is $ 274
billion, while that of the Indian cosmetic industry is $ 4.6 billion. Industry sources estimate a rapid growth rate of 20% per annum. The industry has grown at a
CAGR of around 7.5% during 2002 and 2008 and trend is expected to be more favorable during 2012-2015. Good economic growth, increased purchasing power
of the middle class and effective support from the electronic and print media are playing an important role in spreading awareness about various male cosmetics
and developing fashion consciousness among the Indian men’s cosmetic consumers.

LITERATURE REVIEW

“It was found that there was a close link between customers’ satisfaction level of visiting the store and many attributes of the store such as good customer
relationship, sellers’ product suggestions, and store’s convenience to find the products.” (Serra Inci Celebi, 2012).

“The consumer decision-making process is very complex, which is shaped by the interaction of various forces, such as culture, self perception, emotions and the
emotional and psychological state and needs of the individual. As corporations seek to develop products and services that trigger purchase behavior and
consumption, their focus is on understanding the driving forces behind consumer decision-making. However, on the consumer’s end there is a need to
understand why we buy and consume products and services as a means to address the concerns of the ‘consuming society’ issues that have surfaced in the
recent decades.” (Caroline Suelin, TAN, 2010).

“Brand, Quality, Advertising, and Store Location are the key variables of product attributes of male cosmetic concepts which affects the consumer buying
behavior.” (N.M. Kulkarni and Saket Bansod, 2013).

“Texture of product, promised effects, previous usage experience and suitability to skin type are the key variables of various product attributes which affects the
consumer buying behavior.” (Siddharth Shimpi and D. K. Sinha, 2012).

“Theory of Reasoned Action can be successfully applied to Thai male consumers, particularly in Bangkok. Further, this modified theory of reasoned action with
additional construct “Self-image” appears to fit in a Thai context in terms of explaining or predicting male consumer behaviour in buying specific cosmetic
products. In the aspect of normative influences, family and friends were related to self-image. Also salesperson has a positive impact on male consumers
attitude towards applying skin care products.” (Nuntasaree Sukato and Barry Elsey, 2009).

Study conducted by Nizar Souiden and Mariam Diagne (2009) provides insights into the attitude of men towards the purchase and consumption of cosmetic
products in Canada and France. French and Canadian men are found to have different motivations. Advertising and attractiveness are identified to have a strong
positive impact on men’s consumption of grooming products in both countries. On the other hand, social beliefs and health concerns are reported not to have a
significant impact on men’s consumption of cosmetics in both countries. As for ageing, image consciousness, purchase situation and lifestyle all were found to
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have a varying impact. Thus each group of consumers has different motives and drives when considering the consumption and purchase of men’s grooming
products.

A study conducted on cosmetics consumption among young males in the greater Helsinki region by Xin Guo (2011) indicated that Finnish young men’s cosmetics
purchasing behaviors are strongly influenced by cultural and personal factors. The main determinants in purchasing behaviors are hygiene functions, features
and fragrance of the product, and price-quality relationship. Although the relatively higher average reflected their positive attitudes to-wards the purchase of
cosmetics, they still maintain traditional consumption behaviors.

Fan Shean Cheng, Cheng Soon Ooi and Ding Hooi Ting (2010) studied the factors affecting consumption behavior of metrosexuals toward male grooming
products and showed that there is a significant and positive relationship between metrosexuals’ concern toward self-image and their consumption of male
grooming products. The study also indicates that there is a significant and positive relationship between celebrity endorsements and consumption of
metrosexuals toward male grooming products. The study also found that there is a significant and positive relationship between metrosexuals’ susceptibility of
social expectation and their consumption of male grooming products. According to the findings, perception poses a significant moderating effect on the
relationship between the independent variables (self-image, social expectation and celebrity endorsement) and the dependent variable (consumption of male
grooming products).

According to Liam Beauchamp and Klairoong Hawa Phairor (2014) advertising has altered to mirror the changes in society and consumers react to gender roles in
advertising. The study particularly examined gendered products and studied whether or not consumers are making purchase decisions depending on how they
identify their own sexuality. The products that carry a gender identity require careful advertising and marketing when targeting specific markets as consumers
use products to represent of themselves. Finally, although gender representations are still prevalent in advertising, they are altering to match the gender roles
merging in society.

According to Nindita Herdiyanti and Amol Titus (2013) most of the men try the non male brands. And the main reason to try the product is basically because it is
available at home. Similar qualitative study findings also stated that the first brand that men’s tried is the one which being used by their sisters/mothers and
available at home and those non male brands that they used were already serving their skin needs. One other reason men didn’t want to switch to specific male
brands is because they didn’t want to have an extra spending on this. So it will be beneficial for them to only buy one product which can be used by both of
them.

OBJECTIVES

1. To determine the popularity of various male cosmetics among consumers.

2 To identify the reasons behind switching.

3. To find out the effect of celebrity endorsement on the usage of male cosmetics in city and rural area.
4 To determine the average spending of urban and rural men consumers on men’s cosmetics.

METHODOLOGY

The present study is a descriptive study undertaken in Nashik City area and Rural areas (Talukas) like Chandwad, Pimpalgaon, Satana, Niphad, Lasalgaon and
Yeola. The study was undertaken during October 2014 and December 2014. The study is based on the data collected in the form of a structured questionnaire
from 210 respondents aged between 18 years and 40 years. The respondents were selected purposively from the above mentioned areas. Out of the 210
respondents, 104 belonged to the city area while 106 to the rural area according to Table 1 while the proportion of college students and working individuals in
the sample size was 102:108 according to the table 2. The data collected were analysed and hypotheses were tested using SPSS 17 and MEDCALC. The statistical
tools used were frequency, percentage and chi square test. The hypothesis testing was done using chi square analysis at an a of 5%. The limitation of the study is
its restriction to Nashik city and nearby rural areas. Web and print media was used as secondary data.

SAMPLE DISTRIBUTION

TABLE 1
Area Sample proportion Percentage
Nashik City 104 49.5
Rural 106 50.5
Total 210 100

According to Table 1. 49.5 percent respondents belonged to Nashik city while those from the rural areas were 50.5. Similarly Table 2 shows that 48.6 percent
respondents were college going students while working individuals were 51.4 percent.

TABLE 2
Profession Sample proportion | Percentage
College Students 102 48.6
Working Individuals | 108 51.4
Total 210 100

DATA ANALYSIS AND INTERPRETATION

The respondents were categorized on the basis of age, profession and their annual income, the results of which are as follows.

TABLE 3: AGE DISTRIBUTION

Age (in years) | Frequency | Percentage
18 to 23 81 38.6

24 to 29 66 314

30to 35 50 23.8

36to 40 13 6.2

Total 210 100

As per table 3, the proportion of respondents in the age group of 18-23 was 38.6 percent while just 6.2 percent respondents in the age group of 36-40
participated in the study.

TABLE 4: PROFESSION DISTRIBUTION

Profession | Frequency | Percentage
Student 102 48.6
Service 108 51.4
Total 210 100

As per table 4, 48.6 percent of the respondents participated in the study were college going students while 51.4 percent of the respondents were working
executives.
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TABLE 5: INCOME DISTRIBUTION

Annual Income (in Lakhs) | Frequency | Percentage
Less than 1 91 43.3

1-2 61 29.0

2-3 32 15.2

3-4 21 10.0

More than 4 5 2.4

Total 210 100

As per table 5, 43.3 percent of the respondents participated in the study belonged to the income group of less than 1 lakh while just 10 percent belonged to the
income group of 3-4 lakhs.
TABLE 6: USAGE DISTRIBUTION

Cosmetics
Usage | HG Percent users | DD Percent users | FC Percent users | ASL | Percent users
Yes 91 43.33 121 | 57.61 108 | 51.42 88 41.90
No 119 | 56.67 89 42.39 102 | 48.58 122 | 58.10
Total 210 | 100 210 | 100 210 | 100 210 | 100

Table 6 indicates the popularity in usage of various male cosmetics among the consumers. Deodorants were found to be more famous among the consumers
with the highest of 57.61 percent users followed by Fairness cream with 51.42 percent users while the lowest was found with After Shave lotion having 41.9
percent users.

TABLE 7: SWITCHING DISTRIBUTION

Reason behind switching No. of Consumers | Percent
Dissatisfaction with the present brand. 25 11.9
Stronger appeal from other brand. 39 18.6
Economy of a brand. 21 10
Influence from celebrity of other brand. | 16 7.6

For a change. 64 30.5
Total 165

In the course of data analysis it was observed that only 165 respondents have switched between various brands available in various categories. Table 7 shows
various reasons behind brand switching. It was analyzed that 30.5 percent of the respondents have switched between various competitors just for a change
while 18.6 percent switched due to stronger appeal from other brand and just 7.6 percent of the respondents got influenced from celebrity of other brand.

TABLE 8: AVERAGE AMOUNT SPEND MONTHLY ON HAIR GEL

place
Nashik city Rural Total
Rs.50-100 Count 18 38 56
% within place 43.9% 76.0% 61.5%
Rs.101-200 Count 13 9 22
% within place 31.7% 18.0% 24.2%
Rs.201-300 Count 3 1 4
% within place 7.3% 2.0% 4.4%
Rs.more than 300 Count 7 2 9
% within place 17.1% 4.0% 9.9%
Total Count 41 50 91
% within place 100.0% 100.0% 100.0%

Table 8 shows that 76% rural hair gel users spend in the range of Rs. 50 — 100 on hair gel as against only 43.9% users in the Nashik city. While 17.1% of city users
spend more than Rs. 300 on hair gel as against just 4% users in rural areas.

TABLE 9: AVERAGE AMOUNT SPEND MONTHLY ON DEODORANT

Amount Range place Total
Nashik city|Rural
Rs.50-100 Count 8 23 31
% within place|16.7% 31.5%|25.6%
Rs.101-200 Count 22 37 59
% within place(45.8% 50.7%|48.8%
Rs.201-300 Count 13 7 20
% within place|27.1% 9.6% |16.5%
Rs.more than 300|Count 5 6 11
% within place(10.4% 8.2% |9.1%
Total Count 48 73 121

Table 9 shows that 31.5% of rural deodorant users spend in the range of Rs. 50-100 as against 16.7% users in Nashik city. While there is no significant difference
in the spending range of Rs. more than 300 between city and rural users of deodorants.
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Amount Range place Total
Nashik city|Rural
Rs.50-100 Count 21 42 63
% within place|51.2% 62.7% |58.3%
Rs.101-200 Count 8 17 25
% within place|19.5% 25.4% (23.1%
Rs.201-300 Count 5 5 10
% within place|12.2% 7.5% |(9.3%
Rs.more than 300|Count 7 3 10
% within place|17.1% 4.5% [9.3%
Total Count 41 67 108
% within place|100.0% 100.0%|100.0%

Table 10 shows that 62.7% of fairness cream users from the rural areas spend in the range of Rs. 50-100 as against 51.2% users in Nashik city. Similarly in the
spending range of Rs. 101-200 the corresponding users are 25.4% and 19.5% respectively while in the spending range of more than Rs. 300 the users are 3% and

7% respectively.

TABLE 11: AVERAGE AMOUNT SPEND MONTHLY ON AFTER SHAVE LOTION

Amount Range place
Urban Rural Total
Rs.50-100 Count 19 45 64
% within place 54.3% 83.3% 71.9%
Rs.101-200 Count 10 5 15
% within place 28.6% 9.3% 16.9%
Rs.201-300 Count 2 4 6
% within place 5.7% 7.4% 6.7%
Rs.more than 300 Count 4 0 4
% within place 11.4% .0% 4.5%
Total Count 35 54 89
% within place 100.0% 100.0% 100.0%

Table 11 shows that 83.3% of rural users spend in the range of Rs.50-100 on after shave lotion as against 54.3% city users per month. While there are 11.4% city
users who spend more than Rs. 300 per month. There are no users in the rural areas who spend in this range.

TABLE 12: INFLUENCE OF CELEBRITY ENDORSEMENT

Influence of celebrity endorsement on the usage of DD Place Total
Urban | % Rural | %
yes 19 40 27 37 46
No 18 37 32 44 50
can’t say 11 23 14 19 25
Total 48 100 | 73 100 | 121
Influence of celebrity endorsement on the usage of HG Place Total
Urban | % Rural | %
Yes 16 39 22 44 38
No 12 29 19 38 31
can’t say 13 32 9 18 22
Total 41 100 | 50 100 | 91
Influence of celebrity endorsement on the usage of FC Place Total
Urban | % Rural | %
Yes 18 44 33 49 51
No 13 32 21 31 34
Can't say 10 24 13 20 23
Total 41 100 | 67 100 | 108
Influence of celebrity endorsement on the usage of ASL place Total
Urban | % Rural | %
Yes 11 31 6 11 17
No 11 31 34 63 45
Can’t say 12 38 14 26 27
Total 34 100 | 54 100 | 89

The above table shows that 40% of the urban users agreed to be influenced by celebrity endorsement for using Deodorants as against 37% in the rural areas.
39% of the urban users agreed to be influenced by celebrity endorsement for using Hair gel as against 44% in the rural areas.

44% of the urban users agreed to be influenced by celebrity endorsement for using Fairness cream as against 49% in the rural areas.

31% of the urban users agreed to be influenced by celebrity endorsement for using After shave lotion as against 11% in the rural areas.

FINDINGS
The above study was aimed at a comparison between the urban and the rural youth behavior towards selective male cosmetics. In connection with this some
hypothesis statements were made and put to test using chi square analysis. SPSS17 and MEDCALC was used in hypothesis testing.
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Following are the hypotheses and their results.

1 Rural youths are more influenced by celebrity endorsements than urban youths.

2. There s significant difference between the usage of various cosmetics.

3. Switching depends on the product category.

4.  The cosmetics find more usage among urban population than rural.

5.  Deodorants find more usage among the age group of 18-23 yrs.

1.Ho-Urban and Rural youths are equally influenced by celebrity endorsements in using male cosmetics.
Ha-Urban and Rural youths are not equally influenced by celebrity endorsements in using male cosmetics.
X,=4.542, Ho is accepted since p=0.2083 is more than 0.05 at 3 df.

2. Ho - There is no significant difference between the usage of various cosmetics.

Ha - There is significant difference between the usage of various cosmetics.

X,=13.6, Ho is rejected since p=0.0035 is less than 0.05 at 3df.

3.Ho-Switching is independent of product category.

Ha-Switching is dependent on the product category.

X, =6.453, Ho is rejected at 6df since p=0.0002 which is less than 0.05.

4.i) Ho-There is no significant difference between usage of DD among urban & rural consumers.
Ha-There is significant difference between usage of DD among urban & rural consumers.

X, =10.18, Ho is rejected at 1df since p=0.0014 which is less than 0.05.

i) Ho-There is no significant difference between usage of HG among urban & rural consumers.
Ha-There is significant difference between usage of HG among urban & rural consumers.
X,=0.987, Ho is accepted at 1df since p=0.3205 which is more than 0.05.

iii) Ho-There is no significant difference between usage of FC among urban & rural consumers.
Ha-There is significant difference between usage of FC among urban & rural consumers.

X, = 10.955, Ho is rejected at 1df since p=0.0009 which is less than 0.05.

iv) Ho-There is no significant difference between usage of ASL among urban & rural consumers.
Ha-There is significant difference between usage of ASL among urban & rural consumers.

X, =6.453, Ho is rejected at 1df since p=0.0111 which is less than 0.05.

5.Ho=Deodorants find equal usage among all age groups.

Ha=Deodorants do not find equal usage among all age groups.

Chi square X; = 1.831 at 3 df and p=0.6083.

Since p is more than 0.05 Ho is accepted.

LIMITATIONS

As the present study is an attempt to comparatively analyze the consumer behavior towards selective male cosmetics in the Urban and Rural areas of Nashik
region, the results are limited geographically to this region and cannot be generalized. The study also restricts its discussion to only selective male cosmetics like
the Deodorants, Hairgel, Fairness cream and After shave lotion. The reason behind selecting only few male cosmetics was there popularity among the
consumers in both the urban and the rural regions of Nashik. The age group selected in sampling is also a limitation as the upper age limit of more than 40 was
not considered for this study.

CONCLUSION AND RECOMMENDATIONS

It is concluded that the preferences shown by consumers to any male cosmetic category depends upon the theme of advertisement shown and in accordance to
this deodorants were found to be more famous in usage among the consumers followed by Fairness cream, Hair gel and After Shave lotion. This preference to
Deodorants may be attributed to the sexual appeal that this category makes in the television advertisements. Consumers of male cosmetics are more interested
in tasting different brands in the same product category and for this they switch between various available brands just for a change. This switching depends on
the product category. Deodorant is the most switched category of male cosmetics. Majority of the switches made by customers is just to have a different taste
and try various brands. But at the same time there is a consumer class who fall prey to the strong appeal from other brand. In this case it would be very difficult
to maintain brand loyalty for a particular category. The spending limit depends on the income of consumers. High income consumers spend at the upper limit
and vice a versa. In such a situation it is advisable to launch economical brands in small sachets and tap the rural market. Urbans and the rurals are equally
influenced by celebrity endorsements for using male cosmetics. Companies of various male cosmetics have been very successful in attracting the rural youth for
trying various brands. The rural market is very promising and assures a very huge market potential for different companies. Firms need to be very sensitive in
designing adverts to tap the rural market. There is a great difference among the urban and the rural consumer ideology in selecting various cosmetics. Firms
therefore need to think on different advertisement strategies to deeply penetrate the rural market.
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