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ABSTRACT: This paper reports on the results of a cross-sectional study that focused on the 

impact of attitudes, subjective norms and consumer innovativeness on intention to purchase 

cosmetic products. The purchasing power and disposable incomes of the Indian consumer have 

considerably increased and it has created a niche for leading organizations in this segment in the 

last decade, resulting in phenomenal growth in this sector. Most of the consumers feel that there 

were chemicals in cosmetics, which cause many side effects, and started switching over to 

Ayurvedic based cosmetics. Consumer behavior encompasses a vast area including consumption 

pattern, consumer preferences, consumer motivation, and consumer buying process & shopping 

behavior. The purchase decision is influenced by various factors such as social, cultural, 

demographic, personal, economic etc. So for effective marketing, the marketer must know the 

basis of decisions taken by customers. This study highlights the effective factors of Cosmetic 

product buying behavior in India.  
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INTRODUCTION: The word “cosmetics “is derived from the Greek word kosmetikos which 

means “skilled at decorating “. Cosmetics colloquially known as makeup or make-up are care 

substances used to enhance the appearance or odor of the human body. The U.S., the Food and 

Drug Administration (FDA), which regulates cosmetics, defines cosmetics as "intended to be 

applied to the human body for cleansing, beautifying, promoting attractiveness, or altering the 

appearance without affecting the body's structure or functions."  
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According to Euromonitor, the cosmetics and toiletries is divided in 11 categories which are 

baby care, bath and shower products, deodorants, hair care, color cosmetic, men’s grooming 

products , oral hygiene, fragrances, skin care, depilatories and sun care. The beauty and 

cosmetics sector is experiencing outstanding growth. It has been one of the worlds leading 

industries. In India the cosmetic and toiletries market has developed rapidly. Our country 

cosmetics market is reportedly growing at 15-20% annually. Specifically, Demand for skin 

whitening products by men as well as women, is driving the  trend, but other beauty products are 

not far behind (Alexander, 2011). The growth of cosmetics and beauty products markets have 

surged significantly as consumers are increasingly becoming aware about appearance, beauty 

grooming and choice of person al care products. To meet consumers’ needs, manufacturers are 

likely to be aggressive across all categories in cosmetics. However, the concentration of new 

product launches will be particularly visible in dynamic categories such as skin care and 

emerging categories such as mouthwashes/dental rinses. Consumers buy products according to 

their needs, preferences and buying power. Consumer buying behaviour depends on his 

perception, self-concept, social and cultural background and their age and family cycle, their 

attitudes, beliefs values, motivation, personality, social class and many other factors that are both 

internal and external. Specifically, the attitudes of consumers can have a significant effect on 

buying behaviour. This paper examines the influence of attitude on cosmetics buying behaviour. 

REVIEW OF LITERATURE: 

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 
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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.  

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.  

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.  

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.  
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Debiprasd Mukherjee (2012) conducted a study entitled „Impact of celebrity endorsement on 

Brand Image‟. This study shows that consumers report higher self-brand connection for brands 

with images that are consistent with the image of a celebrity that they aspire to be like, 

particularly in the case when the image of the celebrity and the brand match. 

Kisan Shivajirao Desai (2014) stated that “A study on Consumer Buying Behaviour of 

Cosmetic Products in Kolhapur”, The research attempts to study the consumer buying behavior 

of cosmetic products in an Indian settings , specifically with reference to Kolhapur .The purpose 

of this paper is to investigate the various factors that has impact on buying decision of 

consumers. In this paper, respondents were selected by convenient sampling method and data 

was analyzed and interpreted with the help of statistical techniques. The study reveals that 

different factors have significant influence on buying behavior. This study also contributes to the 

knowledge of how cosmetic companies will be able to understand buying habits of the 

consumers. 

MARKETING: Philip Kotler and Gary Armstrong define "marketing as a social and managerial 

process by which individuals and groups obtain what they need and want through creating and 

exchanging products and value with others. To explain this definition, we will examine the 

following important terms; needs, wants, and demands; products; value, satisfaction, and quality; 

exchange, transaction, and relationships; and market.  

COSMETICS MARKETING: Cosmetics include skin-care creams, lotions, powders, 

perfumes, lipsticks, fingernail and toe nail polish, eye and facial makeup, novelettes, permanent 

waves, colored contact lenses, hair colors, hair sprays and gels, deodorants, hand sanitizer, baby 

products, bath oils, bubble baths, bath salts, butters and many other types of products. A subset 
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of cosmetics is called "make-up," which refers primarily to colored products intended to alter the 

user’s appearance. 

CONSUMER ATTITUDE AND BEHAVIOUR: Attitude is defined as an individual’s affect 

for or against an object. Attitude toward a behavior is a reflection of the individual’s appraisal of 

the behavior. This appraisal represents a person’s overall evaluative effect along a continuum 

running from favorable to unfavorable with regard to undertaking the particular behavior. More 

specifically, if a customer has a positive attitude toward a specific behavior, the more likely 

would he/she intend to purchase, whereas a negative attitude would dispose consumers’ 

prevention tendencies. Under its affective acceptation, attitude toward skincare cosmetics is an 

emotional appreciation based on pleasure and attraction indicating the desire of improving 

appearance through skincare products. Kyung (2012) argues that if a consumer is certain that 

buying skin care products provides positive outcomes (e.g., protects the skin, prevents aging), it 

is more likely that she will have a positive attitude toward purchasing the products. As 

mentioned earlier, consumer buying pattern is directly evolved from the consumer behavior and 

its attitude. Many things combine to build up the behavior of any individual. The first thing 

which influences the consumer behavior and shapes it is his culture. Culture builds the strong 

perceptions of the products in the mind of the customers. According to Rai, 2013, there are 

several national and international brands which people recognized and have strong perception in 

their minds. These perceptions are pinched in their mind because of their culture, life styles and 

surroundings. Also advertisements have very important role in shaping the consumer behavior. 

Advertisements are the source of motivation which forces them to buy a particular product. 

Advertisements are also a source of building trust. Consumer is induced significantly if he is 

looking for the quality and prices of the products. Purchase attitude can also be build up by 
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product evaluation and brand recognition. Consumers in all over the world are attracted towards 

the brand and products which are emotionally attached with their behaviors. Studies found that 

emotional attachments put a huge influence on the customers and their buying behavior as people 

tend to associate themselves with the brand. 

CONSUMER PURCHASE DECISIONS: 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. 

CONSUMER MARKET: The consumer market consists of all the individuals and households 

who buy or acquire goods and service for personal consumption. The simplest model of 

consumer buyer behaviour is the stimulus- response model. According to this model, marketing 

stimuli (the 4 Ps) and other major forces (economic, technological, political, and cultural) enter 

the consumers "black box" and produce certain responses. The dynamics of consumer behaviour 

and the consumer market, consumer buying behaviour refers to the buying behaviour of final 

consumer individuals and households who buy goods and services for personal consumption. All 

these are found in the consumer market. 

EFFECTIVE FACTORS OF COSMETIC BUYING BEHAVIOR: In recent decades, the 

cosmetic industry has expanded rapidly, in keeping with dramatic growth and aggressive 

consumption in the Asian, Eastern European, and South American markets (Kumar, 2005). 

Consumers wear makeup for the purposes of “sexual attractiveness,” “social and professional 

interaction success,” “emotional pleasure,” “better physical appearance,” “self-perception,” and 

to create a “symmetrical face”. Through their persistence in overcoming barriers to distribution 

International Journal of Scientific Research and Review

Volume 8, Issue 2, 2019

ISSN NO: 2279-543X

Page No: 231



in far-flung communities, a large number of cosmetic sales people have succeeded to influence 

potential consumers to purchase the cosmetic products. Several scholars have investigated 

motivational perceptions related to consumers’ attitude formation, and the attitude-based theory, 

or theory of reasoned action, has received considerable attention in recent years. The theory of 

reasoned action (TRA) suggests that intentions are the direct outcome of attitude (and subjective 

norms), such that there are no intervening mechanisms between the attitude and the intention. 

However, despite the importance and the implications of this attitude-based framework for sales, 

most research has been focused on service industries such as the hotel industry, technology, 

CRM technology, psychology models specific to information technology usage, and internet 

shopping, with less attention given to the framework in terms of cosmetic products. Given the 

fact that the new cosmetic products pipeline usually is in a “launch of the month”, and those 

cosmetics consumers’ attitudes and behaviors are believed to be in a constant state of flux, it is 

surprising that none of the previous studies have focused on new cosmetic buying behavior.  

COSMETIC INDUSTRY IN INDIA: 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. The average 

annual spending of Indian consumers on cosmetics in 2011 is just over US$3. India in cosmetics, 

which saw its value share rising from 27% in 2005 to 31% in 2014 and are likely to continue to 

surge ahead over the forecast period. The entry of many multinationals into the Indian cosmetics 

from 2011 has made it an extremely challenging and dynamic market. Foreign players have 

focused more on product innovation; re-launches and brand extensions spread across multiple 

price points, and enhanced product penetration by extending their distribution networks. The 
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leading players have streamlined their ad spend to effect savings that has allowed them revamp 

their pricing strategies as well as offer free gifts to retain consumers.  

CONCLUSION: From this article concludes that, the most of the respondents are aware about 

the cosmetic products. The people now are not considering the cosmetics as luxury. Most of the 

consumers feel that there were chemicals in cosmetics, which cause many side effects, and 

started switching over to Ayurvedic based cosmetics. The cosmetic manufacturing company after 

realizing the need of the customers‟ started Ayurvedic based cosmetics. This study enabled the 

manufactures to know the need and preference of the customers‟, which can be implemented by 

the manufactures to improve their products. 
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