
VOLUME NO. 4 (2014), ISSUE NO. 08 (AUGUST)  ISSN 2231-4245 

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

Indexed & Listed at:  
Ulrich's Periodicals Directory ©, ProQuest, U.S.A., EBSCO Publishing, U.S.A., Cabell’s Directories of Publishing Opportunities, U.S.A., 

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 with IC Value of 5.09 & number of libraries all around the world. 
Circulated all over the world & Google has verified that scholars of more than 3480 Cities in 174 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. 4 (2014), ISSUE NO. 08 (AUGUST)  ISSN 2231-4245 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE, ECONOMICS & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

http://ijrcm.org.in/ 

ii 

CONTENTS 
 

Sr. 
No. 

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

1. WOMEN IN LOCAL GOVERNANCE: A STUDY OF PRIS IN GANJAM DISTRICT 

DR. URMALA DAS & SARBANI SANKAR PANIGRAHI 

1 

2. MICRO-CREDIT THROUGH REGIONAL RURAL BANKS (RRBs)-A CASE STUDY OF 

SAPTAGIRI GRAMEENA BANK WITH FOCUS ON CHITTOOR DISTRICT 

K. RAMANAMMA & DR. P. MOHAN REDDY 

6 

3. ROLE OF PUBLIC PRIVATE PARTNERSHIP IN URBAN INFRASTRUCTURE: A CASE 

STUDY ON WEST BENGAL STATE IN INDIA 

DR. MANAS CHAKRABARTI 

10 

4. INNOVATIONS AND TECHNOLOGY TRANSFER AS SOURCES OF EMPLOYMENT 

STRUCTURE TRANSFORMATION BASED ON THE EXAMPLE OF THE VOLVO 

GROUP 

DR. JOANNA PRYSTROM & DR. KATARZYNA WIERZBICKA 

16 

5. A FACTOR ANALYSIS OF PRODUCT ELEMENTS FOR CONSUMER BUYING 

PATTERN OF MALE GROOMING PRODUCTS IN SURAT CITY 

TANVI B. BHALALA & GAUTAM DUA 

24 

6. RISK MANAGEMENT IN THE BANKS: AN ANALYSIS 

KAJLEEN KAUR 

29 

7. PASSENGER EXPECTATIONS ON DOMESTIC AIRLINE SERVICES: AN ANALYSIS 

DR. P. BABY 

39 

8. INNOVATIVE LEARNING PEDAGOGY IN BUSINESS SCHOOLS 

RESHMA K. TIWARI 

44 

9. APPRAISAL OF INDIA’S LUXURY MARKET 

AAKRITI CHAUDHRY 

48 

10. ROLE OF MICRO FINANCE IN OVERALL DEVELOPMENT OF SHGs 

DR. K. EKAMBARAM & DR. JMJ.VINODINI 

53 

11. CUSTOMERS PERCEPTION TOWARDS HOUSING LOAN: A STUDY WITH 

REFERENCE TO STATE BANK OF INDIA IN MAYILADUTHURAI TOWN 

DR. K. KALIDOSS & A. RAVIKUMAR 

62 

12. A COMPARATIVE STUDY OF RISK AND RETURN: A CASE STUDY WITH 

REFERENCE TO IT, TELECOM & AUTO SECTOR COMPANIES 

NEERAJ GUPTA & DR. DEEPIKA SINGH TOMAR 

65 

13. PERFORMANCE OF LAND PURCHASE PROGRAMME IN KARNATAKA: WITH 

SPECIAL REFERENCE TO SC’s AND ST’s 

DR. RAJAMMA .N 

72 

14. GLOBALISATION AND RURAL WOMEN IN INDIA: A CRITICAL EVALUATION 

ABDUL SAAD KHAN & MOHAMMAD ZIA 

75 

15. WEBSITE USAGE FOR IMPROVED GREEN MARKETING COMMUNICATION 

PRASHANT KUMAR 

77 

 REQUEST FOR FEEDBACK & DISCLAIMER 83 



VOLUME NO. 4 (2014), ISSUE NO. 08 (AUGUST)  ISSN 2231-4245 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE, ECONOMICS & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

http://ijrcm.org.in/ 

iii 

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 

Former Vice-President, Dadri Education Society, Charkhi Dadri 

Former President, Chinar Syntex Ltd. (Textile Mills), Bhiwani 

 

CO-ORDINATOR 
DR. BHAVET 

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. SAMBHAV GARG 

Faculty, Shree Ram Institute of Business & Management, Urjani 

 

EDITORIAL ADVISORY BOARD 
DR. RAJESH MODI 

Faculty, Yanbu Industrial College, Kingdom of Saudi Arabia 

PROF. SIKANDER KUMAR 
Chairman, Department of Economics, HimachalPradeshUniversity, Shimla, Himachal Pradesh 

PROF. SANJIV MITTAL 
UniversitySchool of Management Studies, GuruGobindSinghI. P. University, Delhi 

PROF. RAJENDER GUPTA 
Convener, Board of Studies in Economics, University of Jammu, Jammu 



VOLUME NO. 4 (2014), ISSUE NO. 08 (AUGUST)  ISSN 2231-4245 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE, ECONOMICS & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

http://ijrcm.org.in/ 

iv 

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

PROF. S. P. TIWARI 
Head, Department of Economics & Rural Development, Dr. Ram Manohar Lohia Avadh University, Faizabad 

DR. ANIL CHANDHOK    
Professor, Faculty of Management, Maharishi Markandeshwar University, Mullana, Ambala, Haryana 

DR. ASHOK KUMAR CHAUHAN 
Reader, Department of Economics, KurukshetraUniversity, Kurukshetra 

DR. SAMBHAVNA 
Faculty, I.I.T.M., Delhi 

DR. MOHENDER KUMAR GUPTA 
Associate Professor, P.J.L.N.GovernmentCollege, Faridabad 

DR. VIVEK CHAWLA 
Associate Professor, Kurukshetra University, Kurukshetra 

DR. SHIVAKUMAR DEENE 
Asst. Professor, Dept. of Commerce, School of Business Studies, Central University of Karnataka, Gulbarga 

 

ASSOCIATE EDITORS 
PROF. ABHAY BANSAL 

Head, Department of Information Technology, Amity School of Engineering & Technology, Amity University, Noida 

PARVEEN KHURANA 
Associate Professor, MukandLalNationalCollege, Yamuna Nagar 

SHASHI KHURANA 
Associate Professor, S.M.S.KhalsaLubanaGirlsCollege, Barara, Ambala 

SUNIL KUMAR KARWASRA 
Principal, AakashCollege of Education, ChanderKalan, Tohana, Fatehabad 

DR. VIKAS CHOUDHARY 
Asst. Professor, N.I.T. (University), Kurukshetra 

 

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 



VOLUME NO. 4 (2014), ISSUE NO. 08 (AUGUST)  ISSN 2231-4245 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE, ECONOMICS & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

http://ijrcm.org.in/ 

v 

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. 

I 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) There is 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. 

 



VOLUME NO. 4 (2014), ISSUE NO. 08 (AUGUST)  ISSN 2231-4245 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE, ECONOMICS & 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 

 

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

9. MAIN TEXT: 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. FIGURES &TABLES: 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. EQUATIONS:These should be consecutively numbered in parentheses, horizontally centered with equation number placed at the right. 

12. REFERENCES: 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: 

• All works cited in the text (including sources for tables and figures) should be listed alphabetically.  

• Use (ed.) for one editor, and (ed.s) for multiple editors.  

• When listing two or more works by one author, use --- (20xx), such as after Kohl (1997), use --- (2001), etc, in chronologically ascending order. 

• Indicate (opening and closing) page numbers for articles in journals and for chapters in books.  

• 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. 

• For titles in a language other than English, provide an English translation in parentheses.  

• The location of endnotes within the text should be indicated by superscript numbers. 

 

PLEASE USE THE FOLLOWING FOR STYLE AND PUNCTUATION IN REFERENCES: 

BOOKS 

• Bowersox, Donald J., Closs, David J., (1996), "Logistical Management." Tata McGraw, Hill, New Delhi.  

• Hunker, H.L. and A.J. Wright (1963), "Factors of Industrial Location in Ohio" Ohio State University, Nigeria.  

CONTRIBUTIONS TO BOOKS 

• 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 

• 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 

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

ONLINE RESOURCES 

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

WEBSITES 

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



VOLUME NO. 4 (2014), ISSUE NO. 08 (AUGUST)  ISSN 2231-4245 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE, ECONOMICS & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

http://ijrcm.org.in/ 

24 

A FACTOR ANALYSIS OF PRODUCT ELEMENTS FOR CONSUMER BUYING PATTERN OF MALE GROOMING 

PRODUCTS IN SURAT CITY 
 

TANVI B. BHALALA 

ASST. PROFESSOR 

PROF. V. B. SHAH INSTITUTE OF MANAGEMENT 

AMROLI 

 

GAUTAM DUA 

ASST. PROFESSOR 

PROF. V. B. SHAH INSTITUTE OF MANAGEMENT 

AMROLI 

 

ABSTRACT 
Beauty products are just not meant for females, the global market for male grooming products is about to be $33 billion by 2015 (Global Industry analysis). 

Celebrity sportsmen, film stars, models are some offbeat people who are fuelling the interest in men to become more conscious about appearance and habit of 

improving their physic allure. This behaviour has led market to expand wider and overseas. The major objective of this study is to understand purchasing 

behaviour of the male while buying male grooming products. The study also focus on most important influencing aspect of buying behaviour that is factors which 

affects the buying of male.The research study is of descriptive in nature and has used quantitative research method. A non-probabilistic convenience sampling 

method is employed for selecting respondents form Surat city. The sample size has been consisting of 500 respondents. The close-ended questionnaire was 

developed for the study. The Statistical Package for the Social Science program (SPSS) version 22 was used in this study for conducting factor analysis. The 

researchers have been found that Packaging, Store location, price, Brand, quality of products and Celebrity endorsement are the key variables for the male 

grooming products.  

 

KEYWORDS 
Male Grooming, Cosmetics, buying behaviour, Factor analysis, Surat. 

 

INTRODUCTION 
eauty products are just not meant for females, the global market for male grooming products is about to be $33 billion by 2015 (Global Industry analysis). 

Celebrity sportsmen, film stars, models are some offbeat people who are fuelling the interest in men to become more conscious about appearance and 

habit of improving their physic allure. This behaviour has led market to expand wider and overseas.  

Such market serving players have identified the league of such beauty conscious brigade of males and are launching wide range of grooming products to appeal 

aesthetically to such males. History it was, when male grooming products were been kept under niche market now it has a lead role to play as it popularity is 

been seen as a rising star. Now products are not just categorize as deodorants & shaving products, but merchandise are been widen like hair care, skin care, 

bathing products, shower products & so on... 

The Indian market of grooming products is booming, it is growing by 25% YOY basis. This stunning growth is due to many factors such as self-consciousness of 

men about how they look, self-image, socially acceptable, appreciated and popularity among peers. According to market analysts, a major portion of the growth 

is likely to come from India's three million rich adult males. Industry estimates suggested that the market size for men's personal care products is Rs 1,700 cr. 

Due to rapid Globalization and increase in per capita income men have started taking great care of their appearance. 

Now a day’s many companies coming up with a various range of male grooming products as more males are willing to try out new products that’ll make them 

look younger or in short that’ll help them to increase their self-image and confidence. A recent research poll in US shows that 73% men describe standing in 

front of the mirror as important whereas only 72% females think the same. India is no exception, 67% men believe that standing in front of the mirror and 

grooming is an important everyday task. 

 

LITERATURE REVIEW 
Before going further, there is a need to make readers familiar with some concepts that would be used frequently in the analysis afterwards. So, the key concepts 

of the working area of the research are tried to clarify here. This conceptual framework consists with an origination of some fundamentals ideologies regarding 

this topic and analysis shortly. 

Ajai et.al. (2013) have tried to identify the factors that influence customer behaviour and their buying decision making. The study tries to identify the significance 

of factors such as quality and attribute of products, price, product’s ingredient, product brand name and package, on the buying behaviour. The study made use 

of primary and secondary data. A detailed questionnaire was developed and distributed to customers living in Ernakulam District, Kerala, India. The total sample 

consists of 200 respondents. The results of the study indicated that the main reasons behind the usage of grooming products are for improving personal care, 

attractiveness and there by improvement in developing self-confidence and result in status building. 

Nair& Pillai (2007) have studied on purchase pattern of cosmetics among consumers in Kerala. The major variables selected for the study are age gender, 

income, education and occupation. A descriptive research was carried out at the second stage by applying a survey method. Data for the study were collected 

from cosmetic shops belonging to the three main cities in Kerala. The consumers were interviewed at the leading cosmetic shops and convenient sampling was 

applied to select samples. The sample size for the study is 300. The result revealed that Male consumers generally prefer to purchase and make the brand 

selection of cosmetics individually. Quality is the major factor influencing the purchase decision of male consumers. 

Junaid & Nasreen (2012) has analysed in depth the phenomena of consumer behaviour in buying skin care products amongst millennials in Delhi. A 

questionnaire was developed and distributed to Delhi consumers aged 20 years to 35 years (Millennials). A total of 156 completed questionnaires were returned 

and analysed by using correlation analysis and chi square test in SPSS version 16. The major finding is the common behaviour exhibited by both the sexes in this 

age group. Except for difference in under eye cream, the other categories can have common marketing strategies. 

Sukato & Elsey (2009) have examined in some depth the phenomenaof male consumer behaviour in buying skin care products in Thailand. The research question 

is “To what extent do beliefs in product attributes, self-image, normative influences, and attitudes toward applying skin care products, affect Thai male 

consumers’ purchase intention and purchase behaviour in buying skin care products?” A questionnaire was developed and distributed to Thai male consumers 

aged 21 to 50 years in Bangkok metropolitan by using shopping mall-intercept and cluster sampling. 422 completed questionnaires were returned and then were 

analysed by using factor analysis, correlation, regression analysis, and path analysis in SPSS version 15.0. The results of the study confirm that beliefs, self-image, 

normative influences, and attitudes have impacts on purchase intention and purchase behaviour in buying skin care products among Bangkok male consumers. 

It is hard to imagine Simpson knew the extent to which his term would be adopted, especially since the word did not receive much attention prior to his 2002 

article on Salon.com.  Simpson then described as:    

B
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“A young man with money to spend, living in or within easy reach of a metropolis – because that’s where all the best shops, clubs, gyms and hairdressers are.  

He might be officially gay, straight, or bisexual, but this is utterly immaterial because he has clearly taken himself as his own love object and pleasure as his 

sexual preference.” (2002, par. 7)  

Yet, what the word means today is significantly different from the originator’s definition. Simpson did not find it necessary to distinguish the sexual orientation. 

Kotler and Keller (2007) states a consumer’s buying behaviour is influenced by cultural, social and personal factors. According to these authors, culture, sub-

culture and social class are particularly important influences on consumer buying behaviour. Social factors include reference groups, family and personal factors 

comprise of age and stage in the life cycle, occupation and economic circumstances, personality and self-concept, and life-style and values. According to Philip 

Kotler and Keller, the buying decision process comprises of Five-Stage model involving: Problem recognition, Information search, Evaluation of alternatives, 

Purchase decisions and Post-purchase behaviour. 

Herdiyanti and Titus in 2013 studied the Indonesian male consumer behaviour towards grooming product (Especially Face cleanser). In their literature review 

they identified two contradictory statistics. One was the most growth of personal care categories comes from male segment till 2010 and contradictory to this 

one statistic(2011)  of Maxus 3D Data was 41% of male uses female face cleanser. They also found from primary and secondary study that though 80% of males 

are using face cleanser but they don’t give much weightage to Brand while buying it. They also mentioned that males don’t go for additional spending if product 

is already available at their home regardless it’s meant for male or how so ever. Study also have different angle such as economic aspect of consumer, occasion 

of using product, brand, point of purchase and influencing behaviour. Authors have also given some valuable suggestions as they have identified top 4 brands of 

Indonesia. 

Kulkarni &Bansod in 2013 studied Indian city- Nagpur market for male grooming products. They studied product attributes for consumer behaviour. The main 

objective of study was to get detailed insight of ‘product attributes’ of male cosmetic & second was to get understanding key variables of ‘product attributes’ of 

male cosmetic concepts that affects the behaviour. They consider 312 males (20-50 years) from different job category. Study extracted 15 linear components for 

study; they have set-up scheduled interview with respondents and took respond in questionnaire. The result showed that out of 15 components; Brand, Quality, 

Advertising, Store Location were affecting most on behaviour and otherwise. The other two affecting variables were innovativeness and price value for money; 

these were influential but less previous four.  

 

OBJECTIVE OF THE STUDY 
The major objective of this study is to understand purchasing behaviour of the male while buying male grooming products. The study also focus on most 

important influencing aspect of buying behaviour that is factors which affects the buying of male. While buying male grooming products which are the attributes 

become very important for male and how much spending they are making on it. 

 

RESEARCH METHODOLOGY 
Research Design & Sampling Design 

The research study is of descriptive in nature and has used quantitative research method. A non-probabilistic convenience sampling method is employed for 

selecting respondents form Surat city. The response is taken from students, service employees, business men and professionals of age between 20 to 50 years. 

The sample size has been consisting of 500 respondents.  

Design the data collection instrument and identify the data collection method 

The close-ended questionnaire was developed for the study. For collecting data, researcher has conducted schedule interviews with the help of developed 

questionnaire. However, secondary data has been collected with the help of print media like; books, magazines, research articles and some other websites.  

Data analysis techniques 

The Statistical Package for the Social Science program (SPSS) version22 was used in this study for all the statistical assessment. The data was screened and 

examined for incorrect data entry, missing value, normality and outliers. In this study, factor analysis is carried out by the researchers.  

 

DATA ANALYSIS & INTERPRETATION 
The classification of respondents have been presented in Table: 1. The majority of respondents are of age 21 years to 30 years (41.4%). 37% respondents are 

graduate, 33.6% respondents are students and 27% respondents are having monthly income of Rs. 10001 to 20000.  Almost 50% respondents are single. Out of 

500 respondents, only 57.6% respondents have used or using male grooming products.  

 

TABLE 1: DEMOGRAPHIC PROFILE OF RESPONDENTS 

Characteristics Category Frequency % 

Age Less than 20 87 17.4 

21 to 30 207 41.4 

31 to 40 112 22.4 

More than 41 94 18.8 

Education Undergraduate 48 9.6 

Graduate 183 36.6 

Post graduate 167 33.4 

Professional 102 20.4 

Occupation Student 168 33.6 

Government Employee 104 20.8 

Own Business 103 20.6 

Others 125 25 

Monthly Income Less than Rs. 10,000 133 26.6 

Rs. 10001  to Rs. 20000 135 27 

Rs. 20001 to Rs. 30000 107 21.4 

More than Rs. 30001 125 25 

Marital Status Single 252 50.4 

Married 248 49.6 

Categories of Respondents Using Male Grooming products 288 57.6 

Not using male grooming products 212 42.4 

The following Analysis has been carried out by using response of the male who are using male grooming products. The table: 2 shows the value of KMO test of 

sampling adequacy and Bartlett’s test of sphericity. The KMO value is 0.864 which shows that factor analysis is acceptable. Bartlett’s test is significant as its p-

value is less than 0.05. 
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TABLE 2: KMO AND BARTLETT'S TEST 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .864 

Bartlett's Test of Sphericity Approx. Chi-Square 1415.289 

Df 66 

Sig. .000 

The table 3 shows the communalities which represents how much of the variance has been accounted by the extracted factors. For instance 69.8% variance is 

accounted with first variables i.e. medical reasons. Similarly the highest 75% of variance is accounted with store location.  

 

TABLE 3: COMMUNALITIES 

 Initial Extraction 

Medical reasons 1.000 .698 

Solving skin problems 1.000 .616 

Attractiveness 1.000 .705 

self-confident 1.000 .673 

Price 1.000 .593 

Brand 1.000 .721 

Quality of product 1.000 .645 

Promotion and advertising 1.000 .625 

Packaging  1.000 .499 

Store location 1.000 .750 

Yourself 1.000 .515 

Celebrity endorsement 1.000 .589 

Extraction Method: Principal Component Analysis.

The table 4 shows all the factors extractable from the analysis along with their eigenvalues, the percent of variance attributable to each factor, and the 

cumulative variance of the factor and previous factors. Before extraction, it has identified 12 linear components within the data set. The eigenvalue represents 

the variance explain by the particular linear component and table also displays the eigenvalue in terms of the percentage of variance explain. Factor 1 explains 

42.98% of total variance. While factor 2 explains 12.24% and factor 3 explains 8.35% of total variance.  

The table extracts all factors with eigenvalues greater than 1 which gives us three factors. And these three factors explain 63.57% of cumulative variance. In the 

third part of the table represents the eigenvalues of the factors after rotation. Before the rotation, factors 1 accounted for (42.98%) considerably more variance 

than remaining two, however after rotation it accounts for only 24.71% of variance.  

 

TABLE 4: TOTAL VARIANCE EXPLAINED 

Component Initial Eigenvalues Extraction Sums of Squared LoadingsRotation Sums of Squared Loadings 

Total % of VarianceCumulative %Total % of Variance Cumulative % Total % of Variance Cumulative % 

1 5.15842.980 42.980 5.158 42.980 42.980 2.966 24.713 24.713 

2 1.46912.244 55.223 1.469 12.244 55.223 2.383 19.857 44.570 

3 1.0018.345 63.569 1.001 8.345 63.569 2.280 18.999 63.569 

4 .812 6.767 70.336       

5 .628 5.233 75.569       

6 .607 5.060 80.629       

7 .532 4.431 85.060       

8 .456 3.798 88.858       

9 .386 3.213 92.071       

10 .370 3.080 95.151       

11 .345 2.874 98.025       

12 .237 1.975 100.000       

Extraction Method: Principal Component Analysis. 

The screen plot is a graph of the eigenvalues against all the factors. The graph is also useful for determining how many factors to retain. The point of interest is 

where the curve starts to flatten. It can be seen that the curve begins to flatten after factor 3. Thus, three factors have been retained.  

 

FIG. 1 

 
The table 5 shows component matrix before rotation. This matrix represents the loadings of each variable onto each factor extracted. The higher the absolute 

value of the loading, the more the factor contributes to the variable. The gap on the table represent loadings that are less than 0.5, this makes the table easier.  
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TABLE 5: COMPONENT MATRIX
a
 

 Component 

1 2 3 

Medical reasons .651   

Solving skin problems .619   

Attractiveness  .743  

Self-confident .629 .514  

Price .701   

Brand .741   

Quality of product .558  .578 

Promotion and advertising .742   

Packaging  .672   

Store location .710   

Yourself .651   

Celebrity endorsement .724   

Extraction Method: Principal Component Analysis.

a. 3 components extracted. 

The idea of rotation is to reduce the number factors on which the variables under investigation have high loadings. Rotation does not actually change anything 

but makes the interpretation of the analysis easier. The table 6 represents rotated component matrix developed after rotation and following factors 

(components) have been derived: 

FACTOR 1: The rotated matrix have revealed that respondents have perceived these factors to be most important with highest explained variance of 24.71%. 

Four out of twelve variables load on significantly to this component. It includes Medical reasons, Packaging, Store location and Celebrity endorsement.  

FACTOR 2: The rotated matrix have revealed that respondents have perceived these factors to be most important with explained variance of 19.86%. Four out of 

twelve variables load on significantly to this component. It includes Price, Brand, Quality of product and Promotion & Advertising. 

FACTOR 3: The rotated matrix have revealed that respondents have perceived these factors to be most important with explained variance of 18.99%. Four out of 

twelve variables load on significantly to this component. It includes Solving skin problems, Attractiveness, Self-confident and yourself (respondent). 

 

TABLE 6: ROTATED COMPONENT MATRIX
a
 

 Component 

1 2 3 

Medical reasons .793   

Solving skin problems   .691 

Attractiveness   .835 

Self-confident   .723 

Price  .595  

Brand  .763  

Quality of product  .784  

Promotion and advertising  .637  

Packaging  .591   

Store location .837   

Yourself   .547 

Celebrity endorsement .663   

Extraction Method: Principal Component Analysis.  

 Rotation Method: Varimax with Kaiser Normalization.

a. Rotation converged in 5 iterations. 

CONCLUSION 
History it was, when male grooming products were been kept under niche market now it has a lead role to play as it popularity is been seen as a rising star. Now 

products are not just categorize as deodorants & shaving products, but merchandise are been widen like hair care, skin care, bathing products, shower products 

& so on. The stunning growth is due to many factors such as self-consciousness of men about how they look, self-image, socially acceptable, appreciated and 

popularity among peers. According to market analysts, a major portion of the growth is likely to come from India's three million rich adult males. The study has 

been conducted to understand behaviours of the male and the study of the factors which are very important for the male while buying male grooming product. 

The study conducted in Surat city by including 500 respondents. The researchers have been found that Packaging, Store location, price, Brand, quality of 

products and Celebrity endorsement are the key variables for the male grooming products.  
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