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REASONS AND EXPECTATIONS OF CUSTOMERS TOWARDS SHAMPOO BRANDS

KHAWAJA MUBEENUR RAHMAN
ASST. PROFESSOR
SINHGAD INSTITUTE OF BUSINESS ADMINISTRATION & COMPUTER APPLICATION
LONAVALA

DR. ROSHAN KAZzI
PROFESSOR & HEAD
DEPARTMENT OF MBA
ALLANA INSTITUTE OF MANAGEMENT SCIENCES
PUNE

ABSTRACT

The expectations of today’s customer are very high both from the product as well as from the manufacturing organization. That’s why the organizations are also
continuously taking the feedback of the customers for improvement of their products. In this paper also the researchers have tried to find the reasons and
expectations of customers while purchasing a shampoo brand. For this ten different reasons and expectations of the customers regarding shampoo brands were
taken into consideration by the researchers. Feedback was taken on a 10 point scale of least preferred feature to the most features from 500 shampoo users of
Kolkata city. After analysis it was found that Hair fall has come out as the top most preferred reason for using a shampoo brand whereas Hair cleaning appears to
be the most preferred expectation of customers. Similarly Fragrance was considered as the least preferred reason whereas Moisture was considered as the least
preferred expectation of the customers.

KEYWORDS

Customer expectation towards shampoo, Expectations from shampoo, Reasons of using shampoo, Shampoo brands, Shampoo users expectations.

INTRODUCTION
n today’s world customers are the key persons for every organization. They play an important role in deciding about which product is to be offered, where
is to be offered and at what price they are going to purchase it. Accordingly their expectations from the products and organizations are also increasing day
by day. In the past the soap which we were using for bath was also used for washing the scalp and hair. Day by day the scenario was changed; it was
started with hair soap and Shikakai soap. Then due to industrialization, the growth of hair care segment was taken place through Shampoos, Conditioners, hair
gel, hair dyes, herbal remedies for hair etc. Shampoo was introduced for the first time in the market during the 1950s. It came to Indian market as an innovation
by Sunsilk in 1964 followed by Clinic Plus in 1971. Right now so many shampoo brands are available in Indian market namely Sunsilk, Clinic Plus, Pantene, Head
and Shoulders, Dove, All clear, Dabur, Ayur, Garnier, L’oreal etc.

REVIEW OF LITERATURE

Anju Thapa (2012) conducted a study on consumer switching behavior of shampoo brands among the residents of girls’ hostels of university of Jammu. She
concluded that the usage rate of shampoo is high and at the same time they are buying the shampoo very frequently. Price, availability and packaging plays a
very important role in purchasing of shampoo. It was also observed that gifts, extra quantity, discount, price off were the factors considered by the buyers while
making the purchase decision.

Himani Sharma and Shallu Mehta (2012) conducted a study on customer attitude towards the use of shampoo in Sirsa by using a structured questionnaire as a
research tool. They considered these factors responsible for purchasing a brand like price, quality, availability, packaging, free gifts and advertising. They
concluded that the most preferred media for advertisement is TV with 51.39 %. They also concluded that the frequency of using a shampoo in males is very less
as compared to females.

Prashant B. Kadam et al. (2012) conducted a research on consumer preferences towards shampoo in Pandharpur city. They concluded that the youths are highly
involved in the usage of shampoo. They also concluded that TV is playing a major role in creating awareness as compared to any other media and shampoo users
are very loyal towards the brand as they are ready to go a long distance to get the brand.

Rahman K. M. et al. (2012) concluded in their study that the Indian shampoo market is dominated by HLL i.e. Hindustan Unilever Ltd. with a market share of 46%
followed by Procter and Gamble with 24%. The top shampoo brands in India are Sunsilk, Clinic Plus, Pantene and Head & Shoulders.

OBJECTIVE OF THE STUDY

The objective of the study is to analyze the reasons and expectations of customers for different shampoos brands available in Indian market.

RESEARCH METHODOLOGY

This research was conducted with a sample of 500 shampoo users of Kolkata city. Simple random sampling technique was used for selecting the sample. A
ranking scale of preference from 1 to 10 was used to get the preference of the respondents for the different features of shampoo brands. In that scale 1 was
considered to be the most preferred feature whereas 10 was considered as the least preferred feature of the shampoo brands. The respondents were asked to
rank the features from 1 to 10 of their own preference. Care is to be taken that no rank should be repeated from a single respondent while collecting data.
Graphical and tabular presentations were used for analyzing the data. The secondary data was collected through the journals, magazines, newspapers, annual
reports, internet and websites of the companies.

FINDINGS OF THE STUDY

Shampoo was introduced for the first time in Indian market by Sunsilk in the year 1964. The second player entered in the Indian market was Clinic Plus in 1971.
Clinic All Clear was launched in the year 1987. Pantene entered in the market in 1995 followed by Head & Shoulders in 1997. Dabur was the first to introduce a
herbal shampoo in Indian market in the year 2000. Right now so many market players are there in the market but the different brands which were taken into
consideration for study were Sunsilk, Clinic Plus, Pantene, Head and Shoulders, Dove, All clear, Dabur, Ayur, Garnier, L’oreal etc.

TABLE 1: SHAMPOO BRANDS UNDER USAGE OF CUSTOMERS
Shampoo brands | Sunsilk | Pantene | H&S | Dove | All Clear | Dabur Vatika | Ayur | ClinicPlus | L'oreal | Garnier | Others

Response 82 43 73 61 38 a7 21 48 27 29 31
Percentage 16 9 15 12 8 9 4 10 5 6 6
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GRAPH 1: SHAMPOO BRANDS UNDER USAGE OF CUSTOMERS
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It can be observed that Sunsilk is the first choice of respondents with 16 %, very closely followed by Head & Shoulders with 15 %. Dove and Clinic Plus are also
showing their presence with 12 % and 10 % respectively. It is also important to note that Dabur is dominating the herbal shampoo market with 9 % of the total

market share.

REASONS FOR USING SHAMPOO

Reasons of customers for using different products and brands vary from individual to individual. Ten different reasons namely Hair Cleaning, Anti-dandruff,
Nourishment, Moisture, Healthy and long hair, Silky hair, Shiny hair, Fragrance, Prevent rough & dry hair and Hair fall which were considered important for this

study.

TABLE 2: PREFERENCES TOWARDS REASONS OF SHAMPOO USAGE

Preferences 1 2 3 4 5 6 7 8 9 10
Hair Cleaning 78 62 | 54 | 45 107 | 67 | 29 25133 |0
Anti-dandruff 39 40 | 61 | 109 | 58 61 | 49 29 | 26 | 28
Nourishment 31 29 | 31 | 32 29 62 | 105 | 99 | 48 | 34
Moisture 42 38 | 47 | 28 41 67 | 75 68 | 47 | 47
Healthy and long hair 81 77 | 51 | 65 46 31 | 48 43 | 25 | 33
Silky hair 36 49 | 42 | 46 41 53 | 67 73 | 47 | 46
Shiny hair 21 55 | 41 | 47 39 46 | 47 48 | 83 | 73
Fragrance 33 47 | 25 | 27 37 19 | 27 33 | 73 | 179
Prevent rough and dry hair | 21 41 | 61 | 44 59 52 | 31 61 | 77 | 53
Hair fall 118 | 62 | 87 | 57 43 42 | 22 21 | 41| 7
GRAPH 2: PREFERENCES TOWARDS REASONS OF SHAMPOO USAGE
Reasons for using shampoo
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It was observed from the graph and table that Hair fall is the top most reason of using a shampoo since 118 respondents have given it as the first preference
followed by Healthy & long hair with 81 respondents and Hair cleaning with 78 respondents. It was also observed that the addition of first two and first three
preferences of Hair fall amounts to 180 (36 %) and 267 (53 %) of the total respondents respectively, which shows a very strong reason of using a shampoo brand
by the customers. It is also important to note that no respondent has marked 10" preference to Hair cleaning and only 7 respondents marked Hair fall as the 10"
preference. It was also seen that 179 i.e. 36 % of the respondents has marked the last preference to Fragrance of hair followed by Shiny hair with 73 i.e. 25 % of
the respondents.

EXPECTATIONS FROM A SHAMPOO

Expectations of customers also vary from person to person for the products and brands they are using. Again the researchers considered the same features and
benefits for marking the preference of respondents which were considered as reasons for using a shampoo brand during this study.

TABLE 3: PREFERENCES TOWARDS REASONS OF SHAMPOO USAGE

Preferences 1 2 3 4 5 6 7 8 9 10
Hair Cleaning 87 |76 | 71 | 67 | 78 | 32 | 31 | 26 | 21 | 11
Anti-dandruff 27 | 37 | 57 | 58 | 33 | 42 | 47 | 57 | 65 | 77
Nourishment 56 | 51 | 42 | 41| 73 | 67 |46 | 26 | 62 | 36
Moisture 27 |36 | 33 |48 |31 |53 |60 | 71|64 |77
Healthy and long hair 33 | 37 | 47 | 37 | 51| 54 |45 | 61 | 63 | 72
Silky hair 66 | 51 | 59 | 37 | 21|41 | 78 | 67 | 44 | 36
Shiny hair 57 | 47 | 66 | 46 | 44 | 52 | 68 | 39 | 33 | 48
Fragrance 56 | 74 | 36 | 79 | 73 | 68 | 41 | 27 | 25 | 21
Prevent rough and dry hair | 57 | 54 | 48 | 42 | 49 | 48 | 46 | 31 | 58 | 67
Hair fall 34 | 37 | 41 | 45 | 47 | 43 | 38 | 95 | 65 | 55
GRAPH 3: PREFERENCES TOWARDS EXPECTATIONS OF SHAMPOO USAGE
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It was observed from the graph and table that Hair cleaning is the most preferred expectation of customers from a shampoo brand with 87 respondents
followed by Silky hair with 66 respondents. It was also observed that the first five preferences of Hair cleaning are 87, 76, 71, 67 and 78 respectively. The sum of
all these five preferences are 379 i.e. 76 % of the respondents which shows a very strong expectation of customers towards Hair cleaning from a shampoo
brand. The least preferred expectation appears to be Moisture because the last five preferences of Moisture amounts to 325 i.e. 65 % of the respondents.
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CONCLUSION

Hair fall has come out as the top most preferred reason for using a shampoo brand whereas Hair cleaning appears to be the most preferred expectation of
customers. Fragrance of hair was considered as the least preferred reason for using a shampoo brand as it was marked as the 10" preference by majority (176
i.e. 35 %) of the respondents and the last two preferences of the respondents regarding Fragrance amounts to 252 i.e. 50 %. Moisture seems to be least
preferred expectation of customers from a shampoo brand as the last five preferences of Moisture amounts to 325 i.e. 65 % of the respondents.

REFERENCES

1.  Anju Thapa, (2012), ‘Consumer switching behaviour: A study of shampoo brands’, Abhinav National Monthly Journal of research in Commerce and
Management, Volume No. 1, Issue No. 9, pp. 98-106.

2. Himani Sharma, Shallu Mehta (2012), ‘Customer attitude towards the use of shampoos: A case study of Sirsa city’, International Journal of Research in
Finance & Marketing, Volume No. 2, Issue No. 2, PP 267-278.

3.  Khawaja M. Rahman, Roshan Kazi, Sandip Sourav (2012), “Analysis of hair care products with reference to shampoo market in India”, Abhinav National
Monthly Refereed Journal of Research in Commerce & Management, Volume |, Issue XI, pp — 177-184.

4.  Prashant B. Kadam, Yogesh C. Deshmukh, Umesh S. Adhatrao, (2012), To study the consumer preferences towards shampoo with special reference to
Pandharpur city, Golden Research Thoughts, Vol.1, Issue XI, May 2012pp.1-4

WEBSITES

5 http://bmsproject.weebly.com/uploads/2/4/3/5/2435652/kim-240.pdf

6.  http://business.mapsofindia.com/top-brands-india/top-shampoo-brands-in-india.html

7.  http://myfmcg.blogspot.in/2009/12/top-5-shampoos-of-india-in-year-2009.html|

8.  http://susproc.jrc.ec.europa.eu/soaps_and_shampoos/docs/Market%20Analysis_Draft%20Repor.pdf

9.  http://www.business-standard.com/india/news/new-launches-help-hul-gain-share-in-shampoo-market/315221/

10. http://www.ghallabhansali.com/admin/file/FMCG.pdf

11. http://www.mairec.org/IJRFM/Feb2012/23.pdf

12. http://www.mbaskool.com/brandguide/fmcg/811-heads-and-shoulders.html

13. http://www.msrsas.org/docs/sastech_journals/archives/Sept2009/5.pdf

14. http://www.slideshare.net/9924927019/shampoo-market-research

15. http://www.slideshare.net/rathi_sachin/india-shampoo-industry

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE & MANAGEMENT 27

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. 4 (2013), | ssue No. 12(DECEMBER) I SSN 0976-2183

REQUEST FOR FEEDBACK

Dear Readers

At the very outset, International Journal of Research in Commerce & Management (IJRCM) acknowledges
& appreciates your efforts in showing interest in our present issue under your kind perusal.

I would like to request you tosupply your critical comments and suggestions about the material published
in this issue as well as on the journal as a whole, on our E-mailinfoijrcm@gmail.com for further

improvements in the interest of research.

If youhave any queries please feel free to contact us on our E-mail infoijrcm@gmail.com.

| am sure that your feedback and deliberations would make future issues better — a result of our joint
effort.

Looking forward an appropriate consideration.
With sincere regards

Thanking you profoundly

Academically yours

Sd/-
Co-ordinator

DISCLAIMER

The information and opinions presented in the Journal reflect the views of the authors and not of the
Journal or its Editorial Board or the Publishers/Editors. Publication does not constitute endorsement by the
journal. Neither the Journal nor its publishers/Editors/Editorial Board nor anyone else involved in creating,
producing or delivering the journal or the materials contained therein, assumes any liability or
responsibility for the accuracy, completeness, or usefulness of any information provided in the journal, nor
shall they be liable for any direct, indirect, incidental, special, consequential or punitive damages arising
out of the use of information/material contained in the journal. The journal, nor its publishers/Editors/
Editorial Board, nor any other party involved in the preparation of material contained in the journal
represents or warrants that the information contained herein is in every respect accurate or complete, and
they are not responsible for any errors or omissions or for the results obtained from the use of such
material. Readers are encouraged to confirm the information contained herein with other sources. The
responsibility of the contents and the opinions expressed in this journal is exclusively of the author (s)
concerned.

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE & MANAGEMENT 28

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. 4 (2013), I ssue No. 12(DECEMBER I SSN 0976-2183

ABOUT THE JOURNAL

In this age of Commerce, Economics, Computer, |.T. & Management and cut throat
competition, a group of intellectuals felt the need to have some platform, where young
and budding managers and academicians could express their views and discuss the
problems among their peers. This journal was conceived with this noble intention in view.
This journal has been introduced to give an opportunity for expressing refined and
innovative ideas in this field. It is our humble endeavour to provide a springboard to the
upcoming specialists and give a chance to know about the latest in the sphere of research
and knowledge. We have taken a small step and we hope that with the active co-
operation of like-minded scholars, we shall be able to serve the society with our humble
efforts.

INTERNATIONAL JOURNAL OF RESEARCH IN
COMPUTER APPLICATION & MANAGEMENT

= !

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/




