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Abstract:
The purpose of the paper is to study the consumer buying behavior towards cosmetics. 100 samples were taken from
Navsari city, Gujarat. Both Primary and secondary data were used in research. One sample t-test, frequency analysis
and multiple response analysis were used as data analysis statistical tools. People consider quality as the most important
factor to purchase cosmetics. The findings may be used to marketers to design marketing strategy for cosmetics.
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Introduction
Consumer Buying Behavior
Consumer buying behavior is the sum total of a consumer's attitudes, preferences, intentions, and decisions
regarding the consumer's behavior in the marketplace when purchasing a product or service. The study of
consumer behavior draws upon social science disciplines of anthropology, psychology, sociology, and
economics.

If marketer wants concrete positioning than the priority is to identify the consumers’ buying behavior and
marketer will be in better position to target that products and services to consumer. Buying behavior is
focused towards the needs of individual, group and organization. So, requirement is to have proper
understanding related to relevance of those needs with consumers buying behavior.

It is important to determine the interaction of consumer with the marketing mix to understand the consumer
buying behavior. The reason behind that is the psychology of each individual towards products and services
differ according to the culture, attitude, past learning and perception. On the basis of that consumers make
further decision regarding whether to purchase or not and from where to buy the product that the consumer
prefers.

Literature Review
1. Desai K. (2014) studied consumer buying behavior of cosmetic products in Kolhapur. His main
objective to study the paper is to identify the factors influencing the consumer buying decision of consumers
for cosmetic products. Another objective of the research was to study buying process for cosmetic products.
Convenient sampling method was used as data collection method. Simple percentage and ranking techniques
were used as statistical techniques. He found that the major part of cosmetic market is covered by females.
According to his research, quality is the most important factor influencing the consumer buying decision.
Television and reference groups are other important factors to influence consumer buying decision.
2. Rameshwari P., Mathivanan R., Jeganathan M., (2016) studied consumer buying behavior of cosmetic
products in Thanjavur, Tamilnadu. Main objective of the study is to identify reasons for purchasing cosmetics
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and to identify factors influencing consumer buying decision for cosmetic products. Convenient sampling
method was used as research method. Factor ranking method was used as statistical technique for analyzing
data. In this study, it was found that though cosmetic market is dominated by female consumers, male
consumers also participate in the same. The working respondents are more focused about their appearance and
ready to buy high end products.
3. Dr. Anandrajan S., Sivagami T. (2016) studied consumer purchase decision behavior towards
cosmetic marketing. The aim of the study was to study consumer behavior marketing of cosmetic products.
They also want to know the influence of various media in motivating the consumer on a particular brand of
cosmetics. Random sampling technique was used. Sample size was 200. Direct Interview method was adopted
to collect data. Simple and bi-variate tables were prepared from information collected. Percentage Analysis
was used for analyzing data. It found that reduction in price and attractive promotional schemes can attract
more customers. The study concluded that cosmetics are not part of luxury. Manufactures need to identify the
need before marketing the cosmetic product.
4. Prof. Anute N., Dr. Deshmukh A. Prof. Khandagale A. (2015) studied consumer buying behavior
towards cosmetic products. The main aim of study was to study demographic profile of consumers and to find
factors affecting consumer purchase decision. They also want to know the purchase pattern for cosmetic
products. They found that majority of people use domestic cosmetic brand, television is most effective media
to get information of cosmetics; quality of product is considered as most important factor for consumer
purchase decision.
5. Jawahar V., Dr. Tamizhjyothi K.( 2013) studied consumer attitude towards cosmetic products. The
main aim of the study was to examine the influence of attitude on consumer buying behavior and to identify
the important factors that determine the buying behavior.
6. Banu Rekha M., Gokila K. (2015) studied consumer awareness, attitude and preference towards
herbal cosmetic products with special reference to Coimbatore city. The main aim of study was to consumer
awareness towards herbal cosmetics, to identify the factors influencing the consumers to use herbal products.
Descriptive research design was used with non probability convenience sampling with 50 respondents of
Coimbatore city. Karl Pearson’s co-efficient of correlation, average ranking analysis and chi-square analysis
were used for data analysis. They found that family income per month and spending for herbal products have
positive correlation. Quality was ranked as most important factor that influences consumers to purchase
cosmetics. They concluded the research with a note that consumers believe that herbal cosmetics are not a
luxury now and should be used by consumers.
7. Matic M., Barbara P. (2015) studied consumers’ purchase intensions towards Natural cosmetics. The
main aim of study was to identify the determinants that influence intensions of consumers towards purchasing
natural cosmetics. The data was collected through online questionnaire .data were collected from 204 samples.
Logistic regression and correlation were used for data analysis. Results of the correlation analysis indicate that
there is a strong positive correlation between purchase intentions towards natural cosmetics and consumer
references of natural cosmetics. The findings may be useful to online retailers, as well as marketers and
practitioners to recognize and better understand the new trends that occur in the industry of natural cosmetics.
8. Dr. Nagananthi T., Mahalakshmi M. (2016) Studied consumers’ brand preference and buying
behavior of cosmetic products at Coimbatore city. The main aim of study was to identify consumers’ brand
preference towards cosmetic products and to determine the relationship of brand factors with demographic
data. Primary data were collected from 200 samples through convenience sampling. Chi square test and one
way ANOVA were used for data analysis. They found that personal care is one of the most important reasons
for purchasing cosmetics. Himalaya herbals were the most important brand among consumers. Demographic
factors influence consumer to purchase the cosmetics.
9. Dr. Vibhuti, Dr. Ajay Kumar, Pandey V. (2014) A Case Study on Consumer Buying Behavior
towards Selected FMCG Products. The aim of the study was to identify factors affecting consumer buying
behavior towards FMCG products. The data were collected through questionnaire. They found that 4 Ps of
marketing that is price, place , promotion and product quality affect the consumer buying behavior along with
psychological and physiological factors.
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10. Hemanth Kumar A,H., Franklin John S., Senith S.(2014) studied factors influencing consumer buying
behavior in cosmetic products. The main aim of study was to identify the factors influencing consumer buying
behavior along with to study influence of income level on consumer buying behavior decisions. Data were
collected from 500 respondents. Descriptive statistics including one way ANOVA was used for data analysis.
They found that quality and price are the most important factors which can influence consumer buying
behavior.
11. Chang-Tzu-Chiang, Wan-ChenYu.(2010) studied female consumer behavior in cosmetics market.
Case study of female consumers in Hsinchu Area Taiwan. The main aim of study was to identify the attributes
and value attached by female consumers towards cosmetics. Their demographic statistics were used in
research study.390 samples were used to collect data. Factor analysis and ANOVA were used for examining
various hypotheses. Means End chain theory was used to understand the signification of product attribute
valued by consumers.
12. Khan I.(2016) studied men’s attitude and motivation towards consumption of grooming products: A
comparison of Chinese and Pakistani male consumers. The main aim of study was to explore the concept of
masculine identity towards grooming products. 260 Chinese and 210 Pakistani samples were taken to collect
data. Descriptive statistics, correlation and regression were used to analyze the data. They found that physical
attractiveness is the most important factor for Pakistani males while Lifestyle is the most important factor for
Chinese males for selecting grooming products. It will help marketers to consider factors while designing
marketing strategy for particular country for grooming products.

Research Methodology
Research Objectives:

 To identify the factors motivating consumer buying decision towards cosmetic products.
 To study the consumers’ attitude, preferences, intensions and decision towards cosmetic products.
 To identify the most preferred cosmetic brands by respondents

Descriptive research design has been used for this research. Both primary and secondary data have been used
for the research. Data has been collected through survey technique with structured questionnaire. Sample size
for the data collection is 100. Non-probability convenience sampling is used as research method. Area of
research is Navsari city in Gujarat.

Data Analysis
Reason to purchase cosmetic product

Reason Responses Percent of Cases

N Percent

Health and Hygiene 38 11.1% 38.4%

Status 56 16.4% 56.6%

To look Younger 52 15.2% 52.5%

To attract opposite gender 64 18.8% 64.6%

To enhance Personality 56 16.4% 56.6%

Occupational Requirement 75 22.0% 75.8%

Total 341 100.0% 344.4%

a. Dichotomy group tabulated at value 1.
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Motivating Factors

Motivating Factors Responses Percent of Cases

N Percent

Brand Name 33 4.3% 33.0%

Advertisement 63 8.1% 63.0%

Price 40 5.2% 40.0%

Quality 90 5.6% 43.0%

Celebrity Endorsement 67 8.7% 67.0%

Fragrance 69 8.9% 69.0%

Quantity 62 8.0% 62.0%

Outer Appearance 43 11.6% 90.0%

Easy Availability 43 5.6% 43.0%

Discount 44 5.7% 44.0%

Recommendation From Beautician or Salesperson 78 10.1% 78.0%

Combo Pack or Offers 67 8.7% 67.0%

Multipurpose Cosmetics 75 9.7% 75.0%

Total 774 100.0% 774.0%

a. Dichotomy group tabulated at value 1.

Attitude and perception towards cosmetics
Ho: People agree with the statements.

Ha: People do not agree with the statements.
One-Sample t-Test

Test Value = 4

T Df Sig.
(2-tailed)

Mean
Difference

95% Confidence Interval of
the Difference

Lower Upper

No relationship between price and
quality

-10.967 99 .000 -1.050 -1.24 -.86

Spending on cosmetics -8.626 99 .000 -.910 -1.12 -.70
Approval of society -9.991 99 .000 -.940 -1.13 -.75
Loyalty towards Retail outlet -5.531 99 .000 -.530 -.72 -.34

Collection of cosmetics product
according to occasion

-2.847 99 .005 -.310 -.53 -.09

Preference of herbal cosmetic brand -3.317 99 .001 -.400 -.64 -.16
Information gathering -3.646 99 .000 -.380 -.59 -.17
Physical versus online retail store -2.885 99 .005 -.320 -.54 -.10
Recommendation of cosmetic to
other

-2.555 99 .012 -.250 -.44 -.06

Opinion of family and friends -3.097 99 .003 -.370 -.61 -.13
Impact of life stage and life style 2.135 99 .035 .220 .02 .42
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Interpretation:
For above statements significant value is less than 0.05. So null hypothesis is rejected and alternate hypothesis
is accepted.

Ho: People agree with the statements.

Ha: People do not agree with the statements.

One-Sample t-Test

Test Value = 4

T df Sig.

(2-tailed)

Mean Difference95% Confidence Interval of the
Difference

Lower Upper

Relationship between branded
cosmetics and quality

-1.916 99 .058 -.190 -.39 .01

Brand loyalty -1.000 99 .320 -.110 -.33 .11

Experiment with new brands -.084 99 .933 -.010 -.25 .23

Necessary for life -1.146 99 .255 -.120 -.33 .09

Personality enhancement -1.840 99 .069 -.180 -.37 .01

Impact of culture and rituals -1.784 99 .077 -.180 -.38 .02

Influence of reference group -1.366 99 .175 -.140 -.34 .06

Interpretation:
For above statements significant value is greater than 0.05. So null hypotheses is accepted.

Findings

 51% respondents are using herbal cosmetics while 49% respondents are using non-herbal cosmetics.
 Majority of the respondents purchase cosmetics twice a month.
 Majority of the respondents spend 1000-5000Rs. on cosmetics per month.
 Majority of the respondents use dental and oral cavity cosmetics on regular basis followed by hair, eye

and facial cosmetics.
 Quality is the major motivating factor to prefer one cosmetic brand over another. Other important

motivating factors are respectively recommendation from beauticians, multipurpose cosmetic, fragrance,
celebrity endorsement, combo pack or offers, advertisement, outer appearance, easy availability and brand
name.

 Occupational requirement is the major reason to purchase cosmetic products followed by attracting
opposite gender, status, enhancing personality, wish to look younger and health and hygiene.

 Majority of the respondents purchase cosmetic products in transit, from flea market, from departmental
store and from chemist.

 People consider safety against allergic ingredients as one of the important precautions followed by expiry
date and originality of product.

 Biotique, Khadi naturals, Vaadi herbals, Just herbs, Maybelline and Elle 18 are the most popular brands
that are preferred by people.

 People believe that there is relationship between price and quality of cosmetic products.
 Majority of the people believe that they do not spend too much money on cosmetic products.
 People don’t need others’ approval including friends and family for purchasing cosmetics.
 People don’t stick to single retail outlet but always try to choose between physical retail outlet and online

stores according to need.
 People don’t have different collection of cosmetics for different occasion.
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 People don’t like to prefer herbal cosmetic brands over others.
 People believe that life stage and lifestyle don’t impact buying decision and they don’t like to recommend

cosmetics to others as the choices may differ from person to person.
 People believe that branded cosmetics always have the best quality.
 People prefer to use same brand for one type of cosmetics while they like to try new brands for other type

of cosmetics.
 People believe that cosmetics are necessary part of day to day life and they always find people attractive

who use cosmetics.
 Reference group and cultural rituals impact the buying decision for cosmetics.

Conclusion:
As cosmetic industry in India is one of the growing industries, marketers should know about the factors
affecting purchase decision along with the attitude, perception and learning habits of consumer towards
cosmetics. Study shows that Vaadi Herbals and Just Herbs are the most preferred cosmetic brands in Navsari
city. People always consider quality as the most important factor while purchasing cosmetics and they also
consider the advice of beautician. People consider cosmetics as necessary part of routine life which is positive
insight for marketers of cosmetic product.
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