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STUDY OF CONSUMPTION PATTERN OF COSMETIC PRODUCTS AMONG YOUNG MALES IN DELHI
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JAMIA HAMDARD
NEW DELHI

DR. RESHMA NASREEN
ASSOCIATE PROFESSOR
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NEW DELHI

ABSTRACT

The study was carried out to investigate young men consumption behaviour and attitudes towards cosmetics in Delhi. The research first sought to explore how
different variables influence Delhi’'s male consumer cosmetic purchasing decisions. This study also examines in some depth the influences of self-esteem and
customer decision making on the male consumer behavior in purchasing skin care products in Delhi. However the study also tries to identifying what are the key
determinants in Delhi’s young men cosmetic purchasing behaviour. The empirical research was conducted using a quantitative method. The sample target was
between the age group of 18 years to 34 years who live in Delhi. These “young” representatives contribute to the major chunk of millennials (Born after 1982).
Thus this study would help companies to strategise effectively for this segment of the market. Primary data was obtained by the usage of questionnaires, an
instrument for collecting information about the Delhi’s male consumption behaviour and attitude towards skin care cosmetic products. The result indicates that
the Delhi’s male cosmetic consumption behaviour was strongly influenced by cultural and personal factors. The main influencing factors of male consumption
behaviour are the price, celebrity endorsement, features, easiness to use the products etc.

KEYWORDS

Cosmetic market, Male consumption behaviour, Self concept, Self-esteem

1. INTRODUCTION

oday’s society is a modern society in which beauty is not only meant for women. The abundant studies of this era shows the shifting sex role, the various

marketing stimuli and media influence, metrosexuality as a global trend all these have stimulated men to adjust themselves to new lifestyle and

attitudes. It is an unquestionable fact that men increased demands for superior living standard, healthiness and well being. However the physical
attractiveness necessary to everyone as it plays an important role in enhancing the self confidence level and successfully tracking carriers. Today more of men
are becoming aware about their looks and willing to improve their ideal appearance. So as to enhance and maintain their desirable looks, men tend to be no
longer hesitating to opt and utilize cosmetics. This increase awareness is the keystone of the worldwide exceptional boom of men’s grooming market.
When we compare the Indian male cosmetic market with the women’s cosmetic market we observe that the Indian male cosmetic market is a specialized niche
market and it is into its growing stage, still the contest among different brands is intense due to the market’s diversity and growing prospective. A considerable
number of popular brands have productively built their image based on their own differential advantages. Indian men are apparently too modest to spend
money in grooming products in contrast with consumers in European countries. However limited research has been done in the area of Indian men’s attitudes
towards grooming products and consumption behaviors. Because of the less research in the area of male buying behaviour, some cosmetic companies failed to
achieve the target in the male cosmetic market. Men living in Delhi are supposed to be active, keen on fashion, and passionate about how to efficiently manage
their self-images. The involvement of International firms is increasing in India that indicates the growth potential of this Indian male cosmetic market. RNOS said
that Indians are more beauty conscious and their newfound awareness of cosmetic products is driving growth.
According to RNOS, within the cosmetic market the skin care and the color cosmetic segment is the fastest growing segment. These segments are expected to
grow with an annual growth rate of 13 percent to 20 percent by 2012. This market is blooming and seems to be everlastingly up to the years. As said by the
beauty experts that this new market is not just a fashion or a trend but it are a strong attractive market that has high potential to grow up and develop
(Euromonitor, 2007). Within a short span of time beauty care experts assume that men’s beauty care market will reach 15% of that of women’s market (Courtin,
2003). The demand for men beauty care product may be due to new generation’s behaviour that have more feminine characteristic. Due to the demand from
the market for men beauty care product companies have launched new product line to reach to customer’s expectation. Men customers would have more
various alternatives to choose.

2. LITERATURE REVIEW

2.1 Global Scenario of Male Cosmetics Market

Cosmetic industry is not limited to only women. The time is changing and so the thoughts. The male consumers are becoming more conscious towards their
looks and hence give rise to a new industry which is the male grooming industry. As males were becoming more conscious about their looks and image in the
past few years that leads to increase in sales of male grooming products by 18 percent globally between 2006 and 2011 (Mermelstein & Felding, 2007). This
change is becoming a new trend and the male grooming industry is expected to blossom since consumers are increasingly adapting to western styles. The gap
has shorten now a days between men and beauty care products, their demand for skin care products are revealed to fulfil their pleasure and wellness start from,
cream their skin, feed the skin nutrition, antiaging treatment, body and hair cares, spa centres or even beauty institutions (Cole, 2008). Male customers have to
look for the products in particular place such as perfumery, cosmetic counter and drug store (Lamb, 2008). According to Chunhapak (2008) people with different
income have different selection of products. Moreover people with high income group are ready to buy expensive products. According to Blanchin (2007) the
relation between men and beauty care can be seen as simple relation to his appearance. Men want to feel good so as to reach mental and physical equilibrium
and thus seek to improve their self-image through skin care products and hence adapt themselves to the different roles in their lives (Aaker, 1999). Sirgy (1982)
argue that consumers will be motivated by positively valued products that promote a positive self-image.

Although this market is expected to show potential growth, but still male personal care is a niche market and in comparison with women’s beauty industry it is
far smaller sector around the world. Mintel Group stated in 2006 that “Men’s toiletries have failed to achieve the explosive growth anticipated since the late
1980s.” (Mintel, 2006) Many studies concluded that male consumers are increasing and have changed their attitudes to pay more attention towards their
physical. In addition, advanced products innovation, more effective promoting manners, and new product launches have contributed to a continuing growing of
global male cosmetics market. The male grooming industry reached to a value of $21.7 billion, to a total of 8% of the global cosmetics and toiletries market in
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2006. The global male grooming industry in 2008 was valued at $26 billion that accounts about 8% of the en-tire global cosmetics and toiletries market. U.S. was
the largest single market for male cosmetics that has a sale of $4.7 billion in 2008. Moreover the Western European market for men’s care grow remarkably and
valued at $8.5 billion, accounting for 31% of the total market in which Unilever Group , Procter & Gamble Company, and Energizer are the players.

Global men’s toiletries market, in 2009 was valued approximately $18.1 million with a growth rate of 3.9%. (Datamonitor, 2010) According to Datamonitor, in
years 2004-2009 the global men’s toiletries market grew at a compound annual growth rate of 4.2%. (Datamonitor, 2010) In 2010, for sales of men’s grooming
products not all regions saw a marked increase as foretold. According to Euromonitor, it is forecasted that global sales of men’s grooming will raise upto $3.5
billion by 2011. (Davies, 2007) Moreover Datamonitor Group forecasts that by 2014, the male toiletries market will reach a value of $22.1 million at global level,
leading to a rise of 22% since 2009. (Datamonitor, 2010) the overall trend is that the global male cosmetics market is continuously growing and developing. It is
important for marketers to search for men’s needs and behaviors for personal care products in order to grab potential opportunities in the market and to have
an upper hand in this competitive business.

2.2 The Indian Scenario of Cosmetic Market

In the last couple of decades the Indian cosmetics industry has seen a rapid growth. The cosmetic and beauty products range has widen tremendously in the
Indian market since last couple of years. The manufacturers of the beauty care products in India has also faced a great demand of cosmetic products that falls
under low or middle priced beauty care products since the demand in India is always for economically priced products. Currently cosmetics business market
analysis predict that many international companies are now outsourcing cosmetics to India and hence the cosmetics market in India is growing at 15-20%
annually which is twice as fast as that of the U. S. and European markets. The cosmetics market growth rate reflects increase in demand for beauty care products
in India (Alexander, 2010). The modern, urban Indian women are increasingly becoming more conscious about their looks and life style, with great stress on
lightening of skin. The skin care cosmetic products have shown a solid growth in the last few years, in which more than half the market is comprising skin
lightening creams.

According to the latest Euromonitor report on the Indian cosmetics and toiletries market, the color cosmetics market stands at $113.4 million and skin care at
$346.9 million (Emerging Markets: A New Spin, 2007). The Japanese are the Largest Asian buyers of cosmetics products, but the growth rate is reaching to a
stable level. China, accounts for the second largest country in Asia Pacific that is witnessing an increased demand because of improving lifestyles and increase
disposable income of the population. The South Korean cosmetic market is growing at a faster rate. The younger populace is looking for general skin care and
hair care products while the older generation has more specific needs for their cosmetics products according to Lovejeet Alexander. Antoinette (2004) and
L’Oreal report (2010) said that younger generation tend to open to skin care products more than older generation. Brand is the word which is considered to be
the most important element in this competitive market and it differentiate the company from other reputed companies brand (Clifton, 2004). Amanda (2004)
revealed that men between age group from 18 to 24 were driving appeal spending and are spending more and more on appearance products. Briney (2004)
describes an interesting trend among Indian cosmetic consumers, while other global countries are taking to the traditional Indian herbal and ayuuvedic
applications for beauty solutions. Indian consumers are more and more looking to international brands of cosmetic products as lifestyle improving products, in
the belief that using international make them feel much better and make them feel to be a part of upper class group.

2.3 The Indian Male Cosmetics Market

Indian market had few dedicated products to offer men. Soon after Khan’s commercial, Emami Group entered the men’s fairness cream market. Market talk was
that a noticeable proportion of sales of Fair & Lovely, a women’s cream, were from men. Emami decided to push the opportunity. In 2005, Emami created
history by launching Fair and Handsome, a fairness cream for men, which still dominates the space with close to 70% market share. The company calls this brand
the world’s No. 1 fairness cream. The company achieved sales of $13 million in 2008-09. In 2007, Hindustan Unilever launched Fair & Lovely Menz Active but it
could not gather much share. Over the past year, multinationals such as Beiersdorf (Nivea for Men) and L'Oréal (Garnier PowerlLight) launched a series of
products for men’s skin care. The market was soon offering male fairness creams, hair care products beyond dyes, scrubs and face washes. Today, the male
grooming segment in personal care is ready for its next round of product expansions and additions. Now, as the segment evolves, there is a queue of Bollywood
actors including Shahid Kapoor and John Abraham who are endorsing male grooming products. The men’s personal care segment is estimated at over $200
million, with Gillette having the largest market share. In the personal care category, skin care products are the most popular, offering significant room for
growth. In India, fairness creams dominate the space with more than a 45% share, followed by moisturizers at 22%. Now, the market seems to be looking
beyond fairness creams. Emami is poised to expand its Fair and Handsome brand to include products such as shaving cream and foam. In five years, Fair and
Handsome has become a Rs.100 crore brand, growing at 45% per annum and contributing 15% to Emami’s revenues. “The trend is shifting toward the
mainstream and there are other brands entering the segment with extensive product launches in the fairness category, along with a number of product
extensions,” says Harsh Vardhan Agarwal, director, Emami. Hindustan Unilever is currently advertising Fair & Lovely MAX Fairness for Men. It has also extended
its Vaseline brand to the men’s grooming segment with the introduction of the Vaseline for Men skin care range, including fairness creams, face wash, body
lotions and body washes.

The popularity of fairness products saw Garnier launch its men’s grooming range, PowerLight, in May 2009. According to a recent study by Hindustan Unilever,
men in India’s southern states are most enthusiastic users of skin whitening creams and consume the most of the fairness products, although the love for fair
skin is spread evenly all across the country. “Inspired by the changing grooming behavior of Indian men, in May 2009 we entered the men’s grooming market
with Garnier Men. Within three months, Garnier Men became the number two player in the men’s skin care market, which is currently less than five percent of
the total skin care market but growing fast. Within that, fairness comprises 85 percent, cleansing 10 percent, and body, sun care and hydration 1 percent each.
The potential lies in converting male users of women’s skin care products to products developed specifically for them,” says Dinesh Dayal, chief operating
officer, L'Oréal India. The Indian cosmetics market, which was traditionally a stronghold of a few major players like Lakme and Pond’s, has seen a lot of foreign
entrants to the market within the last two decades.

2.4 The Self Concept

According to Purkey (1988) self concept can be defined as “the totality of a complex, organized, and dynamic system of learned beliefs, attitudes and opinions
that each per-son holds to be true about his or her personal existence.” (Purkey, 1988) The self concept summarizes the beliefs a person holds about his own
attributes and how he evaluates the self on these qualities. (Solomon, 2009) It is a multi-dimensional conception with regard to a person’s perception of “self”
related to numerous traits including academics (and non-academics), gender roles and sexuality, racial identity, and many others. (Burns, 1979) Thereby in daily
life consumers" attitudes towards themselves are reflected by their self-concepts. Kolter presented that the basic self concept premise refers to a person’s
possessions contribute to and reflect his identities. Hence in order to understand consumer behavior, marketers are supposed to firstly understand the
relationship between consumer self concept and possessions. Many purchasing decisions will be influenced by those attitudes. (Kolter, et al., 2005) Numerous
psychologists and sociologists have made essential contributions to the research of self concept theory.

Vigneron and Johnson (1999) report that people’s need for appearance and materialism was increasing and hence human being wanted to satisfy the need to
look and feel good. This created a boom in the cosmetic industry across the world. Customer behaviour is an ongoing process when individual or group select,
purchase, use or dispose of products, services, idea and experiences to satisfy needs and desire (Askegaard, 1999). Askegaard (1999) noted that people do not
buy the products to play in our lives go well beyond the task it performs. Men purchase the ideas and images that are associated with the products, to produce
a desired identity and self-image (Fiona & Elke, 1998). Kellner (1992) proposes that the various meaning associated with the products are used to mitate the
“fragmented self-image of individuals who want to display and experience situational images felt to be appropriate at a particular time”.

2.5 The Concept of Self-Esteem

The original definition of self-esteem has been given by James and he initially pointed the way with a formula to ex-plain the principle of self-esteem “as a ratio
found by dividing one’s successes in areas of life of importance to a given individual by the failures in them or ones ,success/pretensions." (James, 1890, quoted
in Burns, 1979). It is determined by the ratio of our actualities to our supposed potentialities; a fraction of which our pretensions are the denominator and the
numerator our success.” (James, 1890, p. 64, quoted in Burns, 1979) According to James it is argued that self esteem will be determined by the position people
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holds in the world contingent on his success or failure. (Burns, 1979) Coopersmith (1967) also described self-esteem as “the evaluation that the individual makes
and customarily maintains with regard to himself,” and in a nutshell it refers to “a personal judgment of worthiness that is expressed in the attitudes the
individual holds.” (Coorpersmith, 1967) According to Burns, Self esteem is the making of conscious appraisal refers to the essential of oneself or of aspects of
oneself. A person’s attitudes towards self esteem originated from being keeping with specified criterions, reward for meeting his own and others" desires for
him. (Burns, 1979) Persons with high self esteem accept themselves generally whereas those with low self esteem have little acceptance of themselves, and they
tend to per-form imperfectly or attempt to avoid failure, embarrassment, or rejection. (Solomon, 2009) Consumer’s self-esteem could be affected by marketing
communications.

2.6 The Concept of Consumer Behavior

Consumer behavior is defined as “the study of the processes involved when individuals or groups select, purchase, use, or dispose of products, services, ideas, or
experiences to satisfy needs and desires.” (Solomon, 2009) All exchanging issues could affect the consumer before, during, and after a purchase. A consumer
refers to “a person who identifies a need or desire, makes a purchase, and then disposes of the product during the three consumption process.” (Solomon,
2009) Good business requires marketers to understand the role of consumption activities in the daily lives of consumers. (Arnould. et al., 2004)

2.7 Factors Affecting Consumer Behavior

Purchasing behavior is the result of the complex interaction of all the cultural, social, personal and psychological characteristics. These characteristics are
essential for marketers to identify interested purchasers and to satisfy their needs better. In this context, to develop marketing strategies, marketers are
supposed to understand many of those factors to understand consumers with unique cultural backgrounds, and needs of consumers in various markets. (Kolter.
et al., 2005)

2.8 Understanding The Buyer Decision Process

Most buyers pass through a series of stages to reach a purchasing decision. According to Kolter, typically five steps are involved in consumption decision
process: need recognition, information search, and evaluation of alternatives, purchase decision and post purchase behavior. This model implies that marketers
should pay attention to the whole purchasing process rather than just purchase decision. Moreover as some purchase decisions are less significant, some of
these steps might be skipped by a consumer. Information search is seen as the most significant part of the high-involvement decision-making process. Thurs
marketers are suggested to utilize a great deal of media sources and various communicating manners to serve potential consumers. (Fill, 2002)

2.9 Male consumer behavior

In a common sense, gender plays an essential role in the study of consumer behavior. Gender identity is always linked to those differences in psychological
characteristics, norms, attitudes, and behaviors. (Arnould, et al., 2004) In western societies, people stereotypically linked such sex-typed characteristics as
aggressive, tough, muscular, dominating, instrumental, (Burns, 1979) independent, assertive, and competitive with males. (Arnould, et al., 2004) Further,
traditionally it was strongly believed that men and women think and behave in quite different ways. For instance it seems that physical attractiveness plays a
significant role in creating a happier and better-adjusted man via the obtainment of many positive feedbacks and acceptance of others. (Burns, 1979)
Nonetheless in women'’s eyes, appearance is not regarded as the most essential attribute applied in judging whether a man is attractive or not. Their ideal men
are supposed to possess financial stability, emotional strength, loyalty, security, and a good sense of humor. (Tungate, 2008)

Sex role is in terms of a person’s conceptualization of his own degree of masculinity or femininity. (Burns, 1979) Many studies found that men tend to achieve
agentic goals while women are more likely to pursue communal goals. (Solomon, 2009) That is why male’s purchasing is strongly driven by functionality and
performance of products. (Tungate, 2008) In addition patterns of responses to market stimuli may be shaped by differences in sex-role orientation. (Solomon,
2009) As time goes on, evolution of sex roles occurs with continuous change of societies. In the past, people regarded males and females as producing and
consuming ones respectively. Within a family, women were traditionally playing the main purchasing roles while men were expected to work hard, create
values, and achieve goals. (Tungate, 2008) With the rise of feminism, women gradually obtained more opportunities to work outside. Obviously nowadays they
are turning more independent due to their growing economic power. Consequently men are more involved in housework and family’s purchasing. Not
surprisingly as many studies proved that man also shows more feminine-associated interests in shopping and looking good. It implies that a trend towards
behavior around the world might be caused by shifts in sex roles. Additionally Solomon argued that western’s cultural definition of masculinity is “evolving as
men try to redefine sex roles while they stay in a “safe zone™ of acceptable behaviors bounded by danger zones of sloppiness at one extreme and effeminate
behavior at the other.” (Solomon, 2009) Further, the sex role association is diminishing for many traditional male or female-oriented products. (Schiffman, et
al., 2010). In recent years, the word metrosexual, which refers to a straight and urban guy who is keen on fashion, home-design, gourmet cooking, and personal
concerned products, is mostly in use of defining new types of males. (Solomon, 2008) The term was original coined by a British gay writer named Mark Simpson
in 1994. (Tungate, 2008) Media and advertisements then were broadly employed by marketers in portraying an ideal metrosexual model. As a result this type of
non-traditional male has at a time been the main objective for marketers to target.

In the real world today, as Enter Genevieve Flaven stated “men have entered a great period of exploration.” (Tungate, 2008) Many studies proved that males
want to maintain their traditional manliness, but they also attempt to adapt themselves to new lifestyles and attitudes. Moreover according to Mintel “Today’s
men are far more likely to adopt a regular grooming routine consisting of shave, shower, deodorize, hair styling and fragrance than ever before.” (Tungate,
2008) It is convinced that men are more concerned about their appearances. However there are still some problems marketer’s needs to consider when they
create marketing strategies. First, men are found to be loyal to products and they feel averse to try new brands. So familiarity is a crucial driver when it comes to
male cosmetics purchasing. (Tungate, 2008) Second, men prefer straightly doing the buying job rather than browsing in shopping malls. Besides, men prefer
simply pack-aged products to complexly packaged ones. Last but not least, women’s suggestions are still significant for men to select and purchase personal care
products.

3. RESEARCH HYPOTHESES
Based upon the finding from various researchers, this study is under taken to associate and analyse the male cosmetic products for their relationship with
different factors associated with these cosmetic products in Delhi (India). The different factors associated with usage of these products are: Usage of various skin
care product, purpose of using skin care product, factors affecting purchasing pattern of skin care product and Brand of skin care product. The following
hypotheses are verified:
1. Hyur There is no relationship between age group and brand of various skin care product.

Harerate: There is a relationship between age group and brand of various skin care product.
2. Hyur There is no relationship between age group and purpose of using a skin care product.

Harermate: There is a relationship between age group and purpose of using a skin care product.
3. Hnur There is no relationship between income of the person and place of buying a skin care product.

Harernate: There is a relationship between income of a person and place of buying a skin care product.
4.  Hyui There is a relationship between income of a person and the brand of skin care product used by a person.

Haternate: There is a relationship between income of a person and the brand of skin care product used by a person.

4. LIMITATION OF THE STUDY

First, due to the time and financial limitation, the research was only focused on young men who live in Delhi. Although the target group may be considered as
the most representative one, accuracy of the results might be influenced to examine Delhi’s men cosmetics consumption as a whole. The target group chosen is
under the age group of 18 years to 34 years.
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5. RESEARCH METHODOLOGY

Secondary data was derived from bibliographic and internet sources. The empirical research was carried out by the author in December 2011 in Delhi.
Quantitative method was used in the research. Primary data was obtained by using questionnaires as an instrument for collecting information about Delhi’s
male consumption behaviors and attitudes towards cosmetics.

5.1 Population and Sample

The sample taken was between the age group of 18 years to 34 years who are living in Delhi. A total of 200 questionnaires were collected from the respondents
but 25 were found incomplete. The analysis was done on the remaining 175 completed questionnaires. The questionnaires were analyzed by applying cross
tabulation and co relation analysis through SPSS software version 16.

5.2 Instrument

The instrument used was a questionnaire which consists of 12 closed descriptive questions and 1 open question. The questions cover ground of respondents*
purchasing behaviors and attitudes towards cosmetics, brand choices, and different motivators on buying decisions.

6. FINDINGS

1. Table 1 and figure 1 show that among the sample covered 54.3 percent male consumers are those who are using a skin care product since last 2 to 3 years.

2.  Table 2 and figure 2 show that 75.4 percent male consumers feel that physical appearance is important for them in today’s world. Hence they are using a
skin care product.

3. Table 3 and figure 3 indicates that 50.9 percent of the male consumers were using the skin care cosmetic product for facial care. This implies that today
men also want to look fairer and handsome for that they were using these skin care cosmetic products.

4.  Table 4 and figure 4 imply that among all the income group Nivea is the most preferred brand.

5.  Table 5 and figure 5 also imply that Neiva’s products are more famous among all the age group people.

6. Table 6 and figure 6 indicates that the purpose of using all the brands of skin care cosmetic product is facial care however most of the male consumers use
products from Nivea.

7. Table 7 and figure 7 show that 69.7 percent male cosmetic consumers spent less than 1000 rupees per month on their cosmetic product. One of the major
reasons for this is that the target audience covered under the study were students.

8. Table 8 and figure 8 indicates that 41.1 percent people were those who buy cosmetic product form specialized cosmetic store. This shows that male
consumers were conscious about the originality of the product hence they want to buy their cosmetic product specially form the cosmetic store.

9. Table 9 and figure 9 show that 44.6 percent male consumers were those who use products made by Nivea.

10. Table 10 gives very interesting results. From here we conclude that price, packaging, brand, features, advertisement, easiness to use, availability and
celebrity endorsement are the important factors which plays important role in male purchasing behaviour of a skin care cosmetic products. While smell of
the product and friends recommendations were not so important. However price and easiness to use the product were two most important factors that
influence the male purchasing behaviour.

11. By applying correlation analysis between age group and brand of various skin care product table 11 shows a relationship. Hence we can say that different
age group people prefer different brand of skin care cosmetic product.

Hyui 1 is rejected as; Z calculated < Z critical (o = .05)

12. By applying correlation analysis between age group and purpose of using a skin care product table 12 shows there is no relationship. Hence it can be said
that purpose of using a skin care product is not affected age group.

Hnun 2 is accepted as; Z calculated >Z critical (a = .05)

13. By applying correlation analysis between income of a person and place of buying a skin care product table 13 shows there is no relationship. Hence it can
be said that the place of buying a skin care cosmetic product has no significance with the income of a person.

Hnun 3 is accepted as; Z calculated >Z critical (a = .05)

14. By applying correlation analysis between income of a person and brand of skin care product table 14 shows there is no relationship. Hence it we can say
that among the Delhi male cosmetic consumers income doesn’t play any role while choosing a brand.

Hnui 3 is accepted as; Z calculated >Z critical (a = .05)

7. CONCLUSION

In today’s scenario the male cosmetic market is an emerging market. The study tries to find out various factors that influence the purchasing behaviour of a male
consumer. India is one of the emerging markets in the field of male grooming industry. The study was conducted in the capital of India that is Delhi. Among the
various interesting findings one major finding is that the price plays a very important role in purchasing behaviour of a male. The study was carried out since very
limited research has been done in this particular field and cosmetic companies have not exact idea about the consumption behaviour of Indian males regarding
cosmetic products. The findings of the study help cosmetic companies to make their strategies so as to capture the male cosmetic market segment.
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d.  Cross tabulation between brand and purpose of use of cosmetic product.
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TABLE: 6 FIGURE: 6
e.  Expenditure by the young males on cosmetic products. s
6
Freguency| Percent | Valid Percent 20
0-1000 rupees 122 B3.7 B3.7
1000-2000 rupees 7 z z 5
2000-3000 rupees 13 7.4 7.4 =
30004000 rupess. 3 1.7 1.7 o
Totl 175 100.0 100.0 ° 0-1000 Tupees 1000-2000 rupees 2000-3000 rupees 3000-4000 rupees
Qs
TABLE: 7 FIGURE: 7
a.  Place of purchasing cosmetic product.
ar
Freguency| Percent | Walid Percent a7
Cosmetic Stors T2 41.1 41.1
Department| Sore 14 194 12.4 =7
Pharmaoy 53 0.3 0.3 2
Iniernat 5 5.1 5.1
Cthers T 4.0 4.0 ’—‘
Total 175 1000 100.0 -
TABLE: 8 FIGURE: 8
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a. Brands used by the male cosmetic consumers.
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TABLE: 9 FIGURE: 9
f. Factors which young male consumers feel are important for a male cosmetic product.
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TABLE: 10
a. Correlation between age group and brand of various skin care product.
Correlations
<10 (=38
[ [+] Pearson Comalzbon i - 1T
Sig. {2-tailed) i red |
&) 17E L]
(s b Pearson Cormelabon -AT4 1
Sig. {Z-tailed) oz1
M 175 175
=. Correlstion is significant at the 005 kvl (Z-iled).
TABLE: 11
g. Correlation between age group and purpose of using a skin care product.
Coorrelations
2 25
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Sig. {Z-tailed) 208
I iTs 15
25 Pasrson Correlston ks ] 1
Sig. {Z-tailed) 20E
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h.  Correlation between income of the person and place of buying a skin care product.

Correlations

213 =ri
13 Pesrson Conrslston 1 oty e
Sig. {2-tailed) BT
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TABLE: 13
i. Correlation between income of a person and the brand of skin care product used by a person.
Correlations
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13 FPearson Cornrelaton 1 —. x5
Sig. (2-tailed) JZ3Z
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) [ Pearson Conrelabon —irat b
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TABLE: 14

Projected market for cosmetics in India
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FIGURE 11: FACTORS INFLUENCING BEHAVIOR

Source: Kolter, P. et al. (2005)
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Ql1lvs. Q10
ANOVA
Q10
Sum of Squares|df |Mean Square|F Sig.
Between Groups|32.511 4 18.128 3.521].009)
Within Groups |392.426 170]2.308
Total 424.937 174
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TABLE: 15
Qllvs. Q9
ANOVA
Q9
Sum of Squares|df |[Mean Square|F Sig.
Between Groups|2.577 4 |.644 .716(.582
Within Groups ]152.932 170/.900
Total 155.509 174
TABLE: 16
Q12 vs. Q5
ANOVA
Q5
Sum of Squares|df |[Mean Square|F Sig.
Between Groups[9.667 4 |2.417 .866(.486
Within Groups [|474.482 170(2.791
Total 484.149 174
TABLE: 17
Q13 vs. Q7
ANOVA
Q7
Sum of Squares|df |Mean Square|F Sig.
Between Groups]6.858 5 [1.372 1.079(.374
Within Groups [214.856 169]1.271
Total 221.714 174
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