VoLUME No. 3(2013), I ssue No. 02 (FEBRUARY) | SSN 2231-5756

INTERNATIONAL JOURNAL OF RESEARCH IN
COMMERCE, IT & MANAGEMENT

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.)],
Index Copernicus Publishers Panel, Poland [HililICVAIIEIGHSI08 & number of libraries all around the world.
Circulated all over the world & Google has verified that scholars of more than 2151 Cities in 155 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. 3(2013), I ssue No. 02 (FEBRUARY)

| SSN 2231-5756

CONTENTS

No, TITLE & NAME OF THE AUTHOR (S) e

1. | IDENTIFICATION OF KEY MOTIVATIONAL FACTORS; AN IMPLEMENTATION OF MASLOW'S HIERARCHY OF NEEDS IN PAKISTANI ORGANIZATIONS 1
MUHAMMAD TAHIR AKBAR & DR. MUHAMMAD RAMZAN

2. | PROFITABILITY OF POTATO BASED CROPPING PATTERNS COMPARED TO RICE BASED CROPPING PATTERNS IN MYMENSINGH REGION 5
ROMAZA KHANUM, MD.SHARIFUL ISLAM & D. AFROZA

3. | THE IMPACT OF ACCOUNTING INFORMATION SYSTEMS IN THE QUALITY OF FINANCIAL INFORMATION IN THE PRIVATE JORDANIAN UNIVERSITIES: | 11
AN EMPIRICAL STUDY
DR. ATEF A. 5. AL-BAWAB

4. | THE ROLE OF SNNPRS MARKETING AND COOPERATIVE BUREAU IN THE EXPANSION AND DEVELOPMENT OF COOPERATIVES IN SNNPR REGION, | 18
ETHIOPIA, AFRICA
DR. S. BALAMURUGAN

5. | STUDY ON THE HEALTH LIFESTYLE OF SENIOR LEARNERS IN TAIWAN 27
JUI-YING HUNG & CHIEN-HUI YANG

6. | EFFECT OF INFORMATION TECHNOLOGY ON CORPORATE FINANCIAL REPORTING IN NIGERIA 31
AKINYOMI OLADELE JOHN & DR. ENAHORO JOHN A.

7. | DIAGNOSTIC STUDY ON INTERACTIVE ADS AND ITS RESPONSE TOWARDS THE FM RADIO 36
EMON KALYAN CHOWDHURY & TAHMINA REZA

8. | ACCOMMODATION OF ETHNIC QUEST FOR SELF-GOVERNANCE UNDER ETHNIC FEDERAL SYSTEM IN ETHIOPIA: THE EXPERIENCE OF SOUTHERN | 42
REGIONAL STATE
TEMESGEN THOMAS HALABO

9. | UNIVERSITY PERFORMANCE MEASUREMENT USING THE BALANCED SCORECARD METHOD - SPECIAL FOCUS TO THE LEARNING AND GROWTH | 46
PERSPECTIVE
W.M.R.B.WEERASOORIYA

10. | INDEPENDENT DIRECTORS IN LISTED INDIAN PUBLIC SECTOR ENTERPRISES: AN ANALYTICAL STUDY 51
MOHINDER SINGH TONK

11. | RELATIONSHIP BETWEEN EMOTIONAL & SOCIAL COMPETENCES AND TRANSFORMATIONAL LEADERSHIP STYLE 56
BADRI BAJAJ & DR. Y. MEDURY

12. | ICT DEVELOPMENTS IN HIGHER EDUCATION IN INDIA: THE ROAD MAP AHEAD 60
DR. M. K. SINGH & DR. SONAL SHARMA

13. | CONSUMER SENSITIVITY TOWARDS PRICING OF COSMETIC PRODUCTS: AN EMPIRICAL STUDY 67
DR. D. S. CHAUBEY, LOKENDRA YADAV & HARISH CHANDRA BHATT

14. | CONVENIENCE YIELD: EMPIRICAL EVIDENCES FROM INDIAN CHILLI MARKET 74
IRFAN UL HAQ & DR. K CHANDERASEKHARA RAO

15. | CELLULAR PHONES: THE HUB OF MODERN COMMUNICATION - AN ANALYTICAL STUDY 78
DR. A. RAMA & S. MATHUMITHA

16. | WOMAN LEADERSHIP IN AXIS BANK: A COMPARISON OF WOMAN AND MAN LEADER USING CAMEL MODEL 83
ARTI CHANDANI & DR. MITA MEHTA

17. | ASTUDY OF ANTS TEAMBUILDING TECHNIQUES AND ITS APPLICATION IN ORGANIZATIONAL WORK TEAMS 20
AMAR DATT & DR. D. GOPALAKRISHNA

18. | BASEL Il AND INDIAN CREDIT RATING AGENCIES — IMPACT & IMPLICATIONS 95
RAVI KANT & DR. S. C. JAIN

19. | A STUDY ON THE CONSUMPTION PATTERN OF BAKERY PRODUCTS IN SOUTHERN REGION OF TAMIL NADU 101
DR. A. MARTIN DAVID, R. KALYAN KUMAR & G.DHARAKESWARI

20. | e-COMMERCE: AN INVISIBLE GIANT COMPETITOR IN RETAILING IN EMERGING COUNTRIES 107
NISHU AYEDEE.

21. | THE GREAT MATHEMATICIAN SRINIVASA RAMANUJAN 111
G. VIJAYALAKSHMI

22. | ISSUES RELATING TRANSITION IPv4 TO IPv6 IN INDIA 117
ANANDAKUMAR.H

23. | QUALITY OF WORK-LIFE: A TOOL TO ENHANCE CONFIDENCE AMONG EMPLOYEES 124
JYOTI BAHL

24. | GLOBAL RECESSION: IMPACT, CHALLENGES AND OPPORTUNITIES 128
SHAIKH FARHAT FATMA

25. | IMPACT OF CELL PHONE ON LIFESTYLE OF YOUTH: A SURVEY REPORT 133
MALIK GHUFRAN RUMI, PALLAVI TOTLANI & VINSHI GUPTA

26. | EFFECTIVENESS OF TRAINING IN AUTO COMPONENT INDUSTRY — AN EMPIRICAL STUDY 143
R.SETHUMADHAVAN

27. | THE IMPACT ON MARKETING BY THE ADVENT OF WEB 2.0 INTERNET TOOLS 146
JAYAKUMAR MAHADEVAN

28. | MARKET INFLUENCE ON THE TECHNOLOGY IN THE ENERGY SECTOR - A STUDY OF INDIAN SCENARIO 150
MANOHAR SALIMATH C

29. | SPOT ELECTRICITY PRICE MODELLING AND FORECASTING 154
G P GIRISH

30. | AN ANALYTICAL STUDY OF RURAL MARKETING IN INDIA - OPPORTUNITIES AND POSSIBILITY 158
BASAVARAJAPPA M T
REQUEST FOR FEEDBACK 162

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE, IT & 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. 3 (2013), I ssue No. 02 (FEBRUARY) | SSN 2231-5756

CHIEF PATRON

PROF. K. K. AGGARWAL
Chancellor, Lingaya’s University, Delhi
Founder Vice-Chancellor, 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,
AMITA
Faculty, Government M. S., Mohali

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., Haryana College of Technology & Management, Kaithal
PROF. S. L. MAHANDRU
Principal (Retd.), Maharaja Agrasen College, Jagadhri

EDITOR,

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

CO-EDITOR.

DR. BHAVET
Faculty, M. M. Institute of Management, Maharishi Markandeshwar University, Mullana, Ambala, Haryana

EDITORIAL ADVISORY BOARD

DR. RAJESH MODI
Faculty, Yanbu Industrial College, Kingdom of Saudi Arabia
PROF. SANJIV MITTAL
University School of Management Studies, Guru Gobind Singh I. P. University, Delhi
PROF. ANIL K. SAINI
Chairperson (CRC), Guru Gobind Singh I. P. University, Delhi
DR. SAMBHAVNA
Faculty, I.L.T.M., Delhi

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE, IT & 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. 3 (2013), I ssue No. 02 (FEBRUARY) | SSN 2231-5756
DR. MOHENDER KUMAR GUPTA
Associate Professor, P. J. L. N. Government College, 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. A. SURYANARAYANA
Department of Business Management, Osmania University, Hyderabad
DR. SAMBHAYV GARG
Faculty, M. M. Institute of Management, Maharishi Markandeshwar University, Mullana, Ambala, Haryana
PROF. V. SELVAM
SSL, VIT University, Vellore
DR. PARDEEP AHLAWAT
Associate Professor, Institute of Management Studies & Research, Maharshi Dayanand University, Rohtak
DR. S. TABASSUM SULTANA
Associate Professor, Department of Business Management, Matrusri Institute of P.G. Studies, Hyderabad

SURJEET SINGH
Asst. Professor, Department of Computer Science, G. M. N. (P.G.) College, Ambala Cantt.

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, IT & 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. 3(2013), I ssue No. 02 (FEBRUARY) | SSN 2231-5756

CALL FOR MANUSCRIPTS

We invite unpublished novel, original, empirical and high quality research work pertaining to recent developments & practices in the area of
Computer, Business, Finance, Marketing, Human Resource Management, General Management, Banking, Insurance, Corporate Governance
and emerging paradigms in allied subjects like Accounting Education; 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; Monetary Policy; Portfolio & Security Analysis; Public Policy
Economics; Real Estate; Regional Economics; Tax Accounting; Advertising & Promotion Management; Business Education; Management
Information Systems (MIS); Business Law, Public Responsibility & Ethics; Communication; Direct Marketing; E-Commerce; Global Business;
Health Care Administration; Labor 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; Public Administration; Purchasing/Materials Management; Retailing; Sales/Selling; Services; Small
Business Entrepreneurship; Strategic Management Policy; Technology/Innovation; Tourism, Hospitality & Leisure; Transportation/Physical
Distribution; Algorithms; Artificial Intelligence; Compilers & Translation; Computer Aided Design (CAD); Computer Aided Manufacturing;
Computer Graphics; Computer Organization & Architecture; Database Structures & Systems; Digital Logic; Discrete Structures; Internet;
Management Information Systems; Modeling & Simulation; Multimedia; Neural Systems/Neural Networks; Numerical Analysis/Scientific
Computing; Object Oriented Programming; Operating Systems; Programming Languages; Robotics; Symbolic & Formal Logic and Web Design.
The above mentioned tracks are only indicative, and not exhaustive.

Anybody can submit the soft copy of his/her manuscript anytime in M.S. Word format after preparing the same as per our submission
guidelines duly available on our website under the heading guidelines for submission, at the email address: infoijrcm@gmail.com.

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 mention the 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, IT & MANAGEMENT v

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. 3(2013), I ssue No. 02 (FEBRUARY) | SSN 2231-5756

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
o 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

4 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, IT & MANAGEMENT vi

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. 3(2013), I ssue No. 02 (FEBRUARY) | SSN 2231-5756
CONSUMER SENSITIVITY TOWARDS PRICING OF COSMETIC PRODUCTS: AN EMPIRICAL STUDY

DR. D. S. CHAUBEY
DIRECTOR
ROORKEE COLLEGE OF MANAGEMENT &. COMPUTER APPLICATIONS
ROORKEE

LOKENDRA YADAV
RESEARCH SCHOLAR
UTTRAKHAND TECHICAL UNIVERSITY
DEHRADUN

HARISH CHANDRA BHATT
ASST. PROFESSOR
ROORKEE COLLEGE OF MANAGEMENT &. COMPUTER APPLICATIONS
ROORKEE

The increasing market size is the direct result of the changing socio-economic status of the Indian consumers, especially women. Higher paying jobs
and increasing awareness of the Western world and beauty trends there have served to change the tastes and customs of the middle class and higher strata
of the society, with the result that a woman from such social strata now is more conscious of her appearance and is willing to spend extra cash on
enhancing it further. With the permutation and combination of different element of marketing mix, Cosmetic manufacturer tries to attract customers in their
favour. Present paper analyse the consumer sensitivity towards pricing of cosmetic product. The study reveals that more number of consumer are price sensitive
and they adjust their consumption either by reducing consumption or by changing the brand. Few suggestions are also given to position thir product effectively.

KEYWORDS

Price sensitivity, demography, marketing mix, product positioning, etc.

INTRODUCTION

n the present socio economic environment, Marketing has become a fundamental part of any company. This is the method by which a company

promotes its products and services to the public. Success of companies is no more directly related with their production capabilities. There are more than

one approach to product marketing, however, and choosing the most effective approach for company is key to developing a marketing campaign that
succeeds. Pricing and its various combination is an important consideration in the marketing planning process. Pricing decisions are based on the costs of
producing and delivering the products and services, but also on considerations related to desired brand image and how a specific target audience might respond
to various price points. Of all the aspects of the marketing mix, price is the one, which creates sales revenue - all the others are costs. The price of an item is
clearly an important determinant of the value of sales made. In theory, price is really determined by the discovery of what customers perceive is the value of the
item on sale. Researching consumers' opinions about pricing is important as it indicates how they value, what they are looking for as well as what they want to
pay. An organisation's pricing policy will vary according to time and circumstances. Crudely speaking, the value of water in the Lake District will be considerably
different from the value of water in the desert.
The increasing market size is the direct result of the changing socio-economic status of the Indian consumers, especially women. Higher paying jobs
and increasing awareness of the Western world and beauty trends there have served to change the tastes and customs of the middle class and higher
strata of the society, with the result that a woman from such social strata now is more conscious of her appearance and is willing to spend extra cash on
enhancing it further. According to Indian Personal Care Industry 2012 , Gyan Research and Analytics Pvt. Ltd., 2012, Today increasing numbers of women,
especially from the middle-class population, have more disposable income leading to a change in cosmetic and skin care product consumption. This actually has
fuelled a growth in certain product categories in the market that hardly were experiencing it earlier. Two such categories are colour cosmetics and sun care
products that have shown growth rates of 46% and 13% respectively over the past two years, according to International Research Agency Indian beauty and
cosmetic market size currently stands at US$950 million, The men's personal care market is valued at $165 millions. Gillette is the largest player in this segment.
Other major players in this segment are HLL, Godrej, and J.L. Morison and HL. The overall beauty and wellness market that includes beauty services stands at
about USS$2,680 million.
The Indian economy, Asia's third-largest, has been growing briskly at above 8 percent for the last couple of years. Indian cities dominate a new catalog of the
world's fastest-growing 100 cities in terms of urbanization, with three cities in top the 10. Globally, despite the worldwide economic slump, the personal care
market in India has been growing at 13 percent per annum. The personal care product market is valued at USD 5.7 billion; its wellness service market was
assessed at USD 2.9 billion in 2010. The personal care industry is directly aligned to the demographics of the region that it serves. With the median age at 25
years, India is among the world’s youngest nations, as compared to 43 years in Japan and 36 years in the US. In addition, the country’s population base of 1.2
billion is estimated to rise to 1.5 billion by the end of 2030. Urbanization will also increase by 45 percent in the next 30 years. In recent times, Indian consumer
have been looking for newer shopping experiences and products.
According to some researchers the Indian personal care industry will witness 25 percent growth rate in the next few years. The Emerging Market Forum declared
that the per capita income of India is expected to increase about 18 times by 2039, while disposable income for households is estimated to grow three times by
2025. Globalization, rise in incomes, greater awareness about self needs and a change in consumption patterns of households are the accelerating factors
behind this rapid growth. However, even with double-digit growth rates, penetration of cosmetics and toiletries products is very low.
Current per capita expenditure on cosmetics is about USD 1, compared to USD 36.65 in the other Asian countries. This low market penetration for cosmetics and
personal care products offers an immense opportunity. India’s B and C class towns have mass-market product users and are yet to see much focused approach
from vendors. This is a segment that presents a big opportunity for brands both national and international. Further, there is a huge scope for international and
national Spa chains as most of the spas are concentrated in the Southern part of the country.
Use of cosmetics is not latest trend, it has its roots deep within the annals of history. The word cosmetic has been given this modern name lately. Through
regular and formal use of cosmetics has gained momentum now, it has been in some form or other since a long time. The cosmetics industry, which started
glowing in the early 1990s, is expanding exponentially. With more women and men becoming conscious of their and willing to spend on their grooming, this
industry has been growing at 20-25 percent the last few years. No wonder then that the shelves are stocked with a plethora of products and brands, targeted at
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various segments, catering to the various needs of customers. Indian has not remained far behind in the development and frequent usage of cosmetics.
Household utility like haldi, chandan, basan uptoon have been used centuries to preserve the natural beauty of skin. The reason for their usage was adequate
availability of pure material, apt knowledge of natural formulation and virtually zeros effects. Penetration of most cosmetics and toiletries is still quite low in
India. Current consumption of many products is well below that of many countries in Asia. The low market penetration of many cosmetics and personal care
products offers room for growth. The Indian toiletries market is well developed and dominated by major multinational companies and a few large Indian players.
The urban population with increasing purchasing power is the major force driving demand for cosmetics and toiletries. India is a very price-sensitive market and
mass-market products constitute the major part of the cosmetics and toiletries market. As per ASSOCHAM — an industry body - the per capita consumption of
cosmetics in India is approximately US$ 0.68 cents as compared to USS$ 40 in Hong Kong, USS$ 12 in Japan, and USS 1.5 in China. Consumption of personal care
products centers on young women, with the age group 15-44 years accounting for about 70% of the market. Consumption begins in the teens and tapers off
after 45, and declines substantially after 55.

All the customers are always cost sensitive and concentrate basically to buy products on cheap rates. However, cost sensitivity of a customer substantially
depends on condition of the market. For example if a product becomes extraordinarily famous and demanding in market and every company is tending towards
capturing this product then it becomes necessary to focus on technological aspects rather than focusing on the cost. If they do so then the cost sensitivity of
these customers is least. Similarly if a product becomes common in market due to emerging competitors coming up with similar but more prominent products,
then in this competition the value of the product decreases and the companies become rarely bothered for them. In this scenario the customers have the right
to become highly cost sensitive as they know that they can negotiate with the suppliers to a greater extent. This is when the customers are called as high cost
sensitive customers. Price is also central to marketing where it is one of the four variables in the marketing mix that business people use to develop a marketing
plan. While choosing a product or service, current conscious customers wants not only to satisfy his needs, but also to experience more in low expenditure. For
that reason today, marketing specialists try to find out how to customer behave towards pricing.

REVIEW OF RELATED LITERATURE

The Indian cosmetics industry is growing in terms of product development and marketing. The preference of Indian consumers is changing from the ‘merely
functional’ products to more ‘advanced and specialized’ cosmetic items. Price is a thing that is specified to buy and acquire some manufactured goods. The
buying behavior of females for cosmetics is usually affected by the price. Solomon (2007) has said in respect of customers that they usually view a firm attitudes
and opinions between price and value of a product. A lot of consumers consider that products have a high price are of better value, particularly in that situation
when they have fewer or no knowledge about the quality of product Evan etal (1996).

Raj Sethuraman and Geraj J. Telus examine an important influence on the price-advertising tradeoff, the ratio of price and advertising elasticities. Their
theoretical analysis stresses the Empirical analysis of 262 observations from published studies indicates that the price elasticity is "on average" 20 times the
advertising elasticity. The elasticity ratio is higher for mature products than for products in the early stage of the life cycle, and for nondurable goods than for
durable goods. These findings suggest that price discounting may be more profitable than an advertising increase for nondurable goods and mature products.
Briney ( 2004a) describes an interesting trend among Indian cosmetic consumers, while other global countries are taking to the traditional Indian herbal and
ayurvedic applications for beauty solutions, Indian consumers are increasingly looking to international personal care brands as lifestyle enhancement products,
in the belief that the association with and use of an international brand confers one with a sophisticated and upper class image.

Over recent years, India has seen increasing literacy levels, penetration of satellite television, growing urbanization and greater beauty awareness among
Women, which has resulted in rewarding growth opportunities to cosmetics and toiletries manufacturers. Around 44% of value sales (2005) of cosmetics &
toiletries market in India are with two market leaders i.e. Hindustan Lever & Colgate Palmolive. The rest is very fragmented with hundreds of companies trying
to get into the market. The presence of a large grey market and many counterfeits also enhanced this trend.

Malhotra (2003) describes the main reasons for boom in cosmetic industry as increasing fashion and beauty consciousness coupled with rising incomes and
focus on health and fitness. To complement this, beauty culture or cosmetology has emerged as a major occupational avenue with significant commercial
potential. New scientific developments, techniques, products and media hype, has contributed the Indian fashion industry in generating mega revenues and this
has

in turn added to the growth of cosmetic industry. Rising hygiene and beauty consciousness due to changing demographics and lifestyles, deeper consumer
pockets, rising media exposure, greater product choice, growth in retail segment and wider availability are the reasons reported by (Euromonitor International,
2006).

PRICE & INDIAN COSMETIC CONSUMERS

There is high maturity and price competition in established mass market toiletries such as bar soap and toothpaste. Since the average Indian household
continues to be highly price sensitive, these popular mass-market products will have the lion’s share of cosmetics and toiletries sales. This will offer high growth
prospects of the overall market over the coming years. The cosmetics and toiletries market are also facing competition from other consumer durables
(computers, mobile phones, home theatres and automobiles) as well as the housing sector. The drop in interest rates has led to a boom in housing loans and
real estate purchases. Being value conscious, there is a limit to the amount that the average consumer will spend on luxury items such as fragrances.

INDIAN MALE CONSUMERS WILLING TO PAY MORE FOR MALE-ORIENTED BEAUTY PRODUCTS

In a new study from market research company Kuick Research, it was found Indian male consumers are willing to pay higher prices for male-specific cosmetic
products. According to the study, more than 80% of the men surveyed by Kuick said they would pay up to 10-15% more for cosmetic products oriented
specifically to men. And although Indian male consumers are more price sensitive than their counterparts in Western countries, the report also notes that they
don’t hesitate to pay premium for cosmetic products when it comes to feeling good and looking attractive.

"India Male Cosmetics Market—Consumer Insight 2012" notes how the consumption of cosmetic products by Indian males has witnessed an upward trend in
recent years and finds that Indian males are now coming up to par with female Indian consumers when it comes to using cosmetic products such as, according to
Kuick, “fairness creams, anti-dark circle creams or even anti-wrinkle products.” In fact, in the research firm’s results, most of the surveyed men were found to be
using cosmetic products even if these products were oriented for female consumers.

A target for growth, the male-oriented cosmetic market in India is still young, and although the market is yet to be structured, the Kuick report notes that early
entrants are more likely to achieve a higher degree of product acceptability among male Indian consumers. The market is expected to see double-digit growth in
the coming years, driven by increased spending and the changing lifestyle among male consumers, making analysis of cosmetic product usage, purchasing and
consumption patterns of particular note for this region.

INDIAN MEN & WOMEN COSMETIC USERS

Both male and female consumers form a major segment of buyers of beauty products in India. (Monteiro, 2003). Indian women are becoming increasingly more
beauty conscious. Reports of Consumer Graphics revealed that in 2003, Indian women aged 15-24 years accounted for 29.8% of all Indian makeup sales

The increased purchasing ability of women households helped them to spend more on personal grooming. Colour cosmetics emerged as the fastest growing
area of the cosmetics and toiletries market over the review period. Experimentation among teen and young adult Indian women was one reason cited for the
increase in makeup use. According to Monteiro (2003), there is a tremendous increase in the female cosmetic consumers. This is due to increasing number of
women becoming the earning members of the family due to their increased level of literacy and growing influence of the media More males in India are
becoming conscious about the way they look and are increasingly looking to grooming products to spruce up their physical appearance. This newfound male
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grooming consciousness was encouraged by men's active participation in prominent fashion shows, such as the popular Fashion TV channel, and in beauty
pageants exclusively for men especially in the forward-looking and cosmopolitan cities of Mumbai, Bangalore and New Delhi.

The demand for men’s hair care and deodorants has gone up and razors and blades have contributed to the men’s grooming value sales. This particular segment
which is at its early stage of its development with a growth of only 6% remains a nascent niche. Barson, (2004) suggests that men cannot simply be classified as
metro-sexuals or non-metrosexuals. There are other categories in between those two ends of the spectrum. Motivations and type of products purchased should
be different depending upon the segment of guys targeted.

OBJECTIVES OF THE STUDY

Objectives are the route map of any research. Without setting objectives any research would be meaningless and all the efforts of the researcher will go in vain.
The main purpose of this action is to describe the need to investigate them pricing of cosmetic product from the perspective of the consumer Sensitivity. Brand
is one of the basic motives for the customer’s choice of a cosmetics product. The product brand has a primary impact on the choice of consumers. In short the
present researcher work has been taken up with the following objectives.

»  To assess the brand awareness of consumer towards cosmetic product by the customers of Uttrakhand

»  To measure the pricing and its impact on the uses pattern of cosmetic product

»  Toassess the level of customer satisfaction with the pricing of cosmetic product.

»  Toassess how price influences the Purchasing pattern of cosmetics.

HYPOTHESIS

Hypothesis 1: means of different factors influencing consumers motives towards purchase of cosmetics product does not differs significantly across the gender
category

Hypothesis 2: The influence of price change in cosmetics does not differs significantly across level of income of respondents.

To attain these objectives and test the hypothesis, a random survey 280 respondents located in Dehradun District of Uttrakhand state were administered. To
collect the necessary information, various parameters were developed with the help of literature. The responses to these parameters were gathered, coded,
tabulated and analyzed. To measure the intensity of parameters open ended and close ended questionnaire (Ref: Annexure 1) was used. To test the reliability of
the scale , reliability test using SPSS -20 version was carried out. Reliability value ( Alpha) of the present scale was found to be 0.688 which seems to be good
(Note that a reliability coefficient of 0.60 or higher is considered "acceptable" in most social science research situations. To test the hypothesis Factor analysis ,
chisquare test, mean and ANOVA tests were carried out. Table 1 present the demographic characteristics of the respondents.

TABLE 1: DEMOGRAPHIC CHARACTERISTIC OF RESPONDENTS

Categories Count | Percentage
280 100
upto 18Years 8 2.9
18 to 25 Years 138 49.3
Age 25to 32 years 38 13.6
32 to 40 years 56 20.0
above 40 years 40 14.3
Gender Male 148 52.9
Female 132 47.1
Marital Status Married 138 49.3
Unmarried 142 50.7
Family Size Upto 2 Members 40 14.3
Upto 4 Members 121 43.2
4-6 Members 94 33.6
More than 6 members 25 8.9
upto 12th 32 11.4
Education Level Upto Graduation 79 28.2
Professionals and others 169 60.4
Monthly Income Upto Rs20000PM 151 53.9
Rs. 20000 to Rs30000PM 48 17.1
Rs. 30000PM to Rs.40000 PM 23 8.2
From Rs. 40000 to Rs50000PM | 39 13.9
Above Rs50000PM 19 6.8
Occupational Categories | Students 48 17.1
Job 121 43.2
Professional 63 225
Businessman 24 8.6
Housewives 24 8.6
Residential Background Urban 100 35.7
Semi urban 156 55.7
Rural 24 8.6

The data presented in the above table indicates that sample is dominated by respondents in the age group of 18-25 Years as it was indicaed by 49.3%
respondents in the sample. 52.9% respondent belongs to for male categories and remaining are female respondent. Sample is dominated by unmarried category
respondents as it account for 50.7% respondents in the sample. The information related to educational qualifications of the respondents indicates that majority
of the respondent falls in those categories who are educated upto post graduation or having professional degree to their credit. Majority of the respondents
indicated that they belong to a larger family containing more than 4 members. Information pertaining to the income status of the respondents reveals that
majority of the rspondents falls in the income group upto Rs20000PM. Surevey reveals that sample is dominated by job category respondents belonging from
semi urban region.

TABLE 2: PERCEIVED IMPORTANCE OF PRICING
Frequency|Percent]Valid PercentCumulative Percent|
\Valid|Very Important 205 73.2  [73.2 73.2
Some Important 36 129 |12.9 86.1
Little Important 23 8.2 8.2 94.3
Not important at all|16 5.7 5.7 100.0
Total 280 100.0 [100.0
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In general most of the handbooks on marketing tell that “price” is an important component of the marketing-mix. Consumer give more importance to pricing of
the product because of the various socio psychological reasons attached with the pricing . In general it is said, that the technique might be especially important
to researchers at the present time because of the more central role played by pricing-strategies as part of the marketing-mix, and the scarcity of practical
instruments in this field. It is seen that almost 73.2% respondent in the sample are of the opinion that pricing is the most important for them. In comparison to
this 12.9% respondents say that it is some important. Very few respondent (5.7%) indicated that pricing is not important for them.

TABLE 3: CUSTOMERS EXPECTATION OF CHANGE IN THE COSMETICS PRODUCT
Frequency|PercentValid Percent/Cumulative Percent|
\Valid[Change in quality of the product 31 11.1 [11.1 11.1
Change in price of the product 122 43.6 43.6 54.6
Maintain the price by reducing the quantity|103 36.8 [36.8 91.4
Others 24 8.6 8.6 100.0
[Total 280 100.0 [100.0

Over the last few decades, a large number of studies have been conducted on pricing from the different perspective like economics, marketing, operational
research, decision making, and consumer behavior. The aim behind these studies are to optimize pricing and to maximize profits by enhancing brand loyalty.
Analysis indicates that majority of the customers are of the opinion that company should change the price of the product to remain with the same brand. This
was indicated by 43.6% respondents. Another 36.8%respondents reveals that company should maintain price by reducing the quantity of the product. Very few
respondents projected that company should compromise with quality by maintaining price.

TABLE 4: BRAND LOYALTY TOWARD COSMETIC PRODUCT
Frequency|Percent]Valid Percent/Cumulative Percent]
\ValidAlways 87 31.1 1.1 31.1
frequently |89 31.8 [31.8 62.9
Occasionally|95 33.9 [33.9 96.8
Rarely 9 3.2 3.2 100.0
Total 280 100.0 [100.0

In the present scenario many players in the field are competing aggressively to capture more and more markets. The intention behind this question was to know
the influence of brand loyalty on cosmetics buying behavior of consumers in the Uttrakhand. The question was asked how often the customer are rigid to a
particular brand while purchasing cosmetic product. The findings of this study indicated that31.1% respondent always rigid to a particular brand while 31.8%
frequently rigid to a particular brand while purchasing cosmetics. In comparison to this 33.9% occasionally rigid to a particular brand. Very few respondent(3.2%)
indicated that they rarely rigid to a particular brand.

[TABLE 5: CUSTOMER ACTION WHILE PURCHASING COSMETICS PRODUCT IN CASE OF INCREASE IN PRICE OF THE PRODUCT|
Frequency [Percent |[Valid Percent [Cumulative Percent

\Valid |l stick to a particular brand 8 2.9 2.9 2.9

| adjust my purchase by reducing consumption 74 26.4 26.4 29.3

| adjust by changing the brand 96 34.3 34.3 63.6

| adjust my budget by reducing other expenditure. 86 30.7 30.7 94.3

others 16 5.7 5.7 100.0

[Total 280 100.0 [100.0

It is possible that the price for a product may increase or decrease between the time to manage the inflationary situation. The customer reaction toprice
fluctuation is volatile. With this in mind an attempt was made to know the Customer action while purchasing cosmetics product in case of increase in price of
the product . it is seen in the survey that more than one third(34.3% ) customer adjust their budget by changing the brand. 26.4% respondent adjust their budget
by reducing consumption. 30.7% respondent adjust theior budget by reducing other expenditure. Very few customer are stick to ta particular brand. Further an
attmpt was made to know the degree of stickiness to a particular brand incase of change in pricing in the following products

TABLE 6: DEGREE BRAND LOYALTY OF CUSTOMER AMONG DIFFERENT COSMETIC PRODUCT CATEGORIES

N [Mean|Std. Deviation

Facial Cream & lotions 28012.07 [1.307
Sunscreen lotions (UV protection)[280[2.14 [1.317
Face Foam / Gel 28012.19 [1.464
Facial Masks 2801.40 |.732
Face Powder 280[1.94 |1.199
Fairness Cream 280[2.45 [1.535
Scrubs 2801.95 [1.245
Eye cream 280[1.49 |.884
/Anti - ageing cream 280[1.47 |.950
Moisturizer 280[2.38 [1.256
IAromatherapy Products 280[1.94 |1.340
Shaving Foam 28012.39 |1.477
IAfter Shave 28012.71 |1.522
Lip Balm 28012.45 |1.311
Cleanser 28012.16 [1.278
\Valid N (list wise) 280

Mean and standard deviation among the various product categories of cosmetic brand fairness cream and lip balm has scored equal mean and give equal
rigidness to a particular brand. Higher standard deviation (1.477) of saving foam indicates that customer response to this product is heterogeneous.

FACTOR ANALYSIS

Factor analysis was carried out to identify the important factors influencing customers in favour of cosmetic products under different pricing conditions. The
purchase behavior of customer is affected by the marketing mix strategies opted by firmas well as other factors like economy condition and government
policies, and market interaction among the major players like consumer, manufacturer and government. The empirical study indicates that consumers arevery
much sensitive towards pricing and their decision are affected by a large number of pricing related issues. These components are viewed together since they are
highly interdependent and together represent forces that influence how the consumer will react to the different pricing conditions. Keeping these into
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consideration, an attempt was made to identify the factor influencing in favour of their purchase. For this respondent were asked to rate their views on the
following statement such as | purchased Hair care product which is advertised expensively, Frequently change in price affects my purchase, | give more
preference to price than the brand, Body image of the model projected in the model influence my decision in adapting cosmetics, Body image of the
advertisement creates dissonance in my mind., Frequently advertised Hair care product influence me most in favor of particular brand of Hair care product,
Changing social trend influence me most to go for branded product, | stick to the brand in spite of change in pricing of cosmetics, Growing prices of cosmetics
mostly affect my consumption., Body image in advertising influences me to purchase branded products., Projected body image in advertisement influences me
to keep myself slim and trim., | associate myself with the body image of the model projected in the advertisement of cosmetics products., | always prefer the
economic product irrespective of the advertisement of fashion products., Sales discounts influence me most, Price discounts suit me most in favor of particular
Hair care product, Company should focus on pricing of these product to remain in competition, Projected body image in advertisement is most helpful in
bringing social change, Body image of the opposite gender used in advertisement influenced me most., Small sachets influence me most in favour of the
cosmetics product, | purchased Hair care product which is advertised expensively, respondents were asked to rate the various statement on a scale of 1to 5 in
order of their preference. The exploratory factor analysis was used in order to identify the various motivational factors influencing customer in favour of
cosmetic product. Principal Component analysis was employed for extracting factors and orthogonal rotation with Varimax was applied. As latent root criterion
was used for extraction of factors, only the factors having latent roots or Eigen values greater than one were considered significant; all other factors with latent
roots less than one were considered insignificant and disregarded. The extracted factors along with their Eigen values are shown in table 6. The factors have
been given appropriate names on the basis of variables represented in each case. The names of the factors, the statements, the labels and factor loading have
been summarized in Tables 6. The KMO measure of sampling adequacy for the items was 0.558 (that is, > 0.5), indicating sufficient inter-correlations of the
factors. Bartlett's Test of Sphericity, which was found to be significant (Chi-square = 2196.942, < 0.005). Thus, the sample size of 280 was adequate and
satisfactory in this study. The cronbach alpha for each factor was 0.688. Cronbach alpha for all the factors were greater than 0.6 which means that the scale
scores for each of the dimensions were reasonably reliable (Hair et al., 1998). There are six factors each having Eigen value exceeding one for motivational
factors. Eigen values for six factors are 3.629, 2.562, 2.117, 1.600, 1.498, and 1.221 respectively. The index for the present solution accounts for of the total
variations for thetivational factors. It is a pretty good extraction because we are able to economize on the number of choice factors (from 20 to 6 underlying
factors), we lost 33.542 % of information content for choice of variables. The percentages of variance explained by factors one to eight are 19.0977%,13.483%,
11.144% 8.421%, 7.884% and 6.428% respectively. Large communalities indicate that a large number of variance has been accounted for by the factor solutions.
Varimax rotated factor analysis results for motivational factors are shown in table which indicates that after 6 factors are extracted and retained the
communality is .771, for variablel, .619 for variable 2, .518 for variable 3 and so on. It means that approximately 77.1% of the variance of variablel is being
captured by extracted factors together. The proportion of the variance in any one of the original variable which is being captured by the extracted factors is
known as communality (Nargundkar, 2002).

TABLE 7: PRINCIPAL COMPONENT ANALYSIS WITH ROTATED COMPONENT AND ASSOCIATE VARIABLE

Communalities

1 2 3 4 5 6
| purchased Hair care product which is advertised expensively 728 771
Frequently change in price affects my purchase 713 .619
| give more preference to price than the brand .602 .518
Body image of the model projected in the model influence my decision in adapting .816 .796
cosmetics
Body image of the advertisement creates dissonance in my mind. .710 .640
Frequently advertised Hair care product influence me most in favor of particular .553 .570
brand of Hair care product
Changing social trend influence me most to go for branded product .814 746
I stick to the brand in spite of change in pricing of cosmetics 731 .804
Growing prices of cosmetics mostly affect my consumption. .583 .575
Body image in advertising influences me to purchase branded products. .539 .577
Projected body image in advertisement influences me to keep myself slim and trim. 742 .640
| associate myself with the body image of the model projected in the advertisement 714 733
of cosmetics products.
| always prefer the economic product irrespective of the advertisement of fashion .510 .597
products.
Sales discounts influence me most .848 .850
Price discounts suit me most in favor of particular Hair care product 779 .670
Company should focus on pricing of these product to remain in competition .680 .566
Projected body image in advertisement is most helpful in bringing social change -.638 779
Body image of the opposite gender used in advertisement influenced me most. -.553 .640
Small sachets influence me most in favour of the cosmetics product 511 .536
Initial Eigenvalues 3.629 2562 | 2.117 | 1.600 | 1.498 | 1.221
% of Variance 19.0977 | 13.483 | 11.144 | 8.421 7.884 6.428
Cumulative % 19.093 | 32.580 | 43.724 | 52.146 | 60.030 | 66.458
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TABLE 8: PRINCIPLE COMPONENTS AND ASSOCIATED VARIABLES

Factor | Name of Dimension Statement Factor

F1 Economic motives | purchased Hair care product which is advertised expensively 728
Frequently change in price affects my purchase 713
| give more preference to price than the brand .602

F2 Body image projected in advertisement Body image of the model projected in the model influence my decision in adapting .816
cosmetics
Body image of the advertisement creates dissonance in my mind. .710
Frequently advertised Hair care product influence me most in favor of particular brand of .553
Hair care product

F3 Brand power Changing social trend influence me most to go for branded product .814
| stick to the brand in spite of change in pricing of cosmetics 731
Growing prices of cosmetics mostly affect my consumption. .583
Body image in advertising influences me to purchase branded products. .539

F4 Imitating motives Projected body image in advertisement influences me to keep myself slim and trim. 742
| associate myself with the body image of the model projected in the advertisement of 714
cosmetics products.
| always prefer the economic product irrespective of the advertisement of fashion .510
products.

F5 Discount motives Sales discounts influence me most .848
Price discounts suit me most in favor of particular Hair care product 779

F6 Economic and gender appeal in Company should focus on pricing of these product to remain in competition .680

advertisement Projected body image in advertisement is most helpful in bringing social change -.638

Body image of the opposite gender used in advertisement influenced me most. -.553
Small sachets influence me most in favour of the cosmetics product 511

Principal components & associated Variables indicate that first factor (F1 Economic motives r) indicating that the customer are price sensitive due to their
economic motives . This is the combination of variable like | purchased Hair care product which is advertised expensively Frequently change in price affects my
purchase | give more preference to price than the brand and accounting 19.0977% variance of the total variances. The second Factor (F2) is the Body image
projected in advertisement which is the combination of variable like , Body image of the model projected in the model influence my decision in adapting
cosmetics Body image of the advertisement creates dissonance in my mind. Frequently advertised Hair care product influence me most in favor of particular
brand of Hair care product and accounts 13.483% variance of total variance. Third factor(F3) is the Brand power indicating that brand power affect customer
sensitiveness. This is the combination of factor like, Changing social trend influence me most to go for branded product | stick to the brand in spite of change
in pricing of cosmetics Growing prices of cosmetics mostly affect my consumption. Body image in advertising influences me to purchase branded products. and
account 11.144% variance of the total variances. Fourth factor (F4) is the imitating motives of the customers which denotes that customer tries to imitate the
celebrity or model projected in the advertisement and is the combination of variable like, Projected body image in advertisement influences me to keep myself
slim and trim. | associate myself with the body image of the model projected in the advertisement of cosmetics products. | always prefer the economic product
irrespective of the advertisement of fashion products. And account for 8.421%. fifth factor (F5) is the Discount motives and is the combination of variable
like, Sales discounts influence me most Price discounts suit me most in favor of particular Hair care product And account for 6.072%of variance. Sixth factor (F6)
is the Economic and gender appeal in advertisement factor which is the combination of variable like Company should focus on pricing of these product to
remain in competition Projected body image in advertisement is most helpful in bringing social change Body image of the opposite gender used in advertisement
influenced me most. Small sachets influence me most in favour of the cosmetics product And account for 6.428% of variance.

TABLE 9: MEAN OF DIFFERENT FACTOR OF CONSUMER SENSITIVITY TOWARDS PRICING ACROSS GENDER CATEGORY OF RESPONDENTS
Gender Categories[Economic Body Image projected in Brand Power|imitating Discount Economic and gender appeal in
motives advertisement motives Motives advertisement
Male 2.8739 3.2207 3.1115 3.2748 2.6284 3.1689
Female 2.9975 2.8308 2.9848 3.0455 2.4318 3.0985
Total 2.9321 3.0369 3.0518 3.1667 2.5357 3.1357

As is evident from the mean ratings of various factors of consumer sensitivity towards pricing, mean rating of Imitating motives is highest among respondents of
all gender categories. How ever significant difference is existing in the factor like influence of brand power among the gender category.

TABLE 10: ONE WAY ANOVA WITH THE GENDER CATEGORY OF RESPONDENTS
Sum of Squares|df |Mean SquarelF Sig.

Economic motives Between Groups|1.066 1 [1.066 1.436 [.232
\Within Groups [206.423 278|.743
[Total 207.488 279

Body image projected in advertisement Between Groups({10.607 1 [10.607 15.759.000|
\Within Groups [187.122 278.673
[Total 197.730 279

Brand Power Between Groups|1.119 1 [1.119 1.695 [.194)
\Within Groups |183.505 278.660
[Total 184.624 279

Imitating motives Between Groups|3.669 1 [3.669 5.195 |.023
\Within Groups [196.331 278.706
[Total 200.000 279

Discount motives Between Groups(2.696 1 [2.696 2.515 |.114|
\Within Groups [297.947 278]1.072
[Total 300.643 279

Economic and gender appeal in advertisementBetween Groups{.346 1 |346 1.166 |.281
\Within Groups |82.497 278.297
[Total 82.843 279
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After comparing the mean one way ANOVA was carried out to test the hypothesis that mean of different factor of price sensitivity does not differ significantly
across the different gender categories respondents. From the table it is clear that calculated value of significance is less than .05 in case of factor like Body
image projected in advertisement and imitating motives hence there is significant differences in the mean rating of different factor of price sensitivity across the
gender category. Hence null hypothesis is rejected indicating that there is significant difference in the mean of different factor across the gender category of
respondent except in the case of Economic motives, Brand power, Discount motives and Economic and gender appeal in advertisement.

TABLE 12: REGRESSION ANALYSIS
Model Unstandardized Coefficients|Standardized Coefficientsjt Sig.
B Std. Error Beta

1|(Constant) -1.844 .383 -4.821|.000
Economic motives 1.046 .061 .719 17.207).000]
Brand image projected in advertisement .008 .072 .005 1113 910
Brand Power -.057 .070 -.037 -.812 [417|
Imitating motives 165 .071 112 2.313 |.021]
Discount motives .180 .051 .149 3.545 |.000
Economic and gender appeal in advertisement|.274 .104 1119 2.640 |.009

a. Dependent Variable: Frequently change in price affects my purchase

A regression analysis was carried out to have a relationship of all the factor of price sensitivity with the customers purchase pattern of cosmetics. On the basis
of information presented in the table 16 it can be expressed s

Frequently change in price affects my purchase= -1.844+1.046+Economic motives+.008 Body image projected in advertisement-.057Brand power+.165
Imitating motives+.180 Discount motives+.274 Economic and gender appeal in advertisement

CONCLUSIONS

The cosmetic industries has witness the phenomenal growth in last few decade. The large number of competitor has entered into the market with new and
innovative marketing strategies. Price has become one of the important toll to influence customers and enhance the sale. With the permutation and
combination of different element of marketing mix, Cosmetic manufacturer tries to attract customers in their favour. Present paper analyse the consumer
sensitivity towards pricing of cosmetic product. The important factor such as Economic motives, Body image projected in advertisement, Brand Power of the
product, Imitating motives of the customers , discount motives and Economic and gender appeal in advertisement moke the customer sensitive towards
product. The study reveals that more number of consumer are price sensitive and they adjust their consumption either by reducing consumption or by changing
the brand.
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