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Abstract 

Purpose: The chief purpose of the study is to analyze in depth the phenomena of consumer behaviour in buying 
skin care products amongst millennials in Delhi.  

Design/methodology: A questionnaire was developed and distributed to Delhi consumers aged 20 years to 35 
years (Millennials) by using Quota sampling technique. A total of 156 completed questionnaires were returned 
and analysed by using correlation analysis and chi square test in SPSS version 16. The sample size of 156 
includes male and female as well a working and non working people. 

Findings: The study aimed to study the behaviour of millennials in India with respect to dermaceuticals. The 
major finding is the common behaviour exhibited by both the sexes in this age group. Except for difference in 
under eye cream, the other categories can have common marketing strategies.  

Research limitations: The research survey is done in Delhi. Millennials have been chosen for the research which 
falls under the age group of 20 years to 35 years.  

Practical implications: Among the BRIC (Brazil, Russia, India and China) countries India has a sizable 
“young” population. These “young” representatives contribute to the major chunk of millennials. Thus this 
study would help companies to strategise effectively for this segment of the market. 

Originality/value: This work is totally original. 

Keywords: Consumer behaviour, Dermaceuticals, Millennials, Anti aging, Anti wrinkle, Skin care  

1. Introduction 

In this new era of globalization, improvement in science, economy, society, education, economy and improved 
technology gives people a chance to have better life style and living standards. Development in the purchasing 
power of consumer and the new emerging market trends made people more aware and more conscious towards 
hygiene and beauty (Souiden & Diagne, 2009). This development in technology and people awareness leads to 
rapid growth of beauty care industry, particularly in the last ten years. Since the beauty market is unsaturated and 
highly profitable, domestic companies were not the only one who was taking advantage in their local market but 
multinationals companies are also trying to reach and grasp this market. The beauty care market has high 
competition even then companies were investing into this market so as to full fill the high demand from the 
customers. The new generation pay more attention towards their look’s and health. The global world we are 
living in sets stereotypes that become role models. In daily life models were widely spread such as on the 
television, in the commercials, in the magazines, on the billboard, in the fashion shows, in the streets and even at 
school or at workplace. Now a day role models play an important role, since we can’t ignore the fact that most 
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people want to look like their role models. For both men and women, a smooth and bright skin with an ideal 
body shape is an idea to live a wonderful life (Nair et al, 2007). 

The desire of customers for the beauty products is growing and this can be observed as the gold mine for this 
particular market. Using beauty products means psychologically that customers are aware of their conditions and 
take care of their health, hygiene as well as beauty. The women beauty care industry was growing since a long 
time but the men grooming market is the new emerging market. Now a day men are more conscious about their 
looks and demand for new beauty products specially created for men’s skin that will drag far ahead from the 
opinion of older generation about “only sanitation”. Consumption of male cosmetic products is more or less 
affected by the sudden increase in male press. This results in an increase in men’s attention towards their beauty 
products that are launched into the market and claim for improved appearance. Though men have been buying 
more skin care products to groom themselves, it was predicted that the influence to buy these products upto 
approximately 80 percent was brought up by their wife or companions (Data panel, 2002). Therefore, it is 
important to know the impact of different factors on decision making while buying a skin care product. This can 
be understood by comparing and contrasting the men cosmetic market and women cosmetic market. They have 
different characteristics and hence companies have to study in depth the different marketing strategies so as to be 
more responsive to the opening of a new business opportunity as well as added dynamics in the existing 
situation. 

2. Definitions of Terms 

2.1 Millennials 

Millennials are a generation of children born between the years 1982 and approximately 2002 (Howe & Strauss, 
2000, p. 41). According to Strauss and Howe millennials are different from any of the other generation. They are 
“ abundant in number, well off, well qualified, and more ethnically diverse than the ones before, they have 
started to display such positive social habits that earlier generation never associated with the youth, including 
focussed teamwork, achievement, humility, and good demeanour” (2006, p. 26). Generally, they are 
conservative towards political issues but are more tolerant towards the changing social scenario than their 
previous generations. They behave as team players who act cooperatively. They are enduring and conforming, 
prefer to emphasize on deeds over words and hence works towards overall development of the group. They are 
socially more active and use technology to enhance the same. On the flip side, Millennials are usually worried 
over their tight schedules, and require steady motivation. The feelings of exclusivity and being out of the 
ordinary constitute main characteristics of the millennials. Millennials are considered to be demanding as they 
are more selective, personalized and customized in the choices they make towards their products and services 
(Sweeney, 2006). 

2.2 Millennial Behaviours 

Millennial behave in a number of different ways which are statistically important and have an impact on society 
(Sweeney, 2006). The behaviour and preferences of millennials creates the difference among them and earlier 
generations at the same age and this seems to be a part of their lifelong culture (Sweeney, 2006). Millennials 
look ahead for a range of product and services since they have grown up with a huge number of choices and the 
thought that such plenty of choices is their birthright. Millennials are less traditional in their consumer choices to 
the other generations. They wish to have full control over what they want, how and when they want it. There are 
many other characteristics that differentiate millennials from other generations. For example, they are direct, 
often to the point of appearing rude. Millennials are very confident, possibly because their parents frequently 
told them that they would be successful in whatsoever they do. Millennials have friends more often from of a 
different society than themselves and as a result they have more acceptances for cultural difference (Sweeney, 
2006).   

2.3 Grooming 

Grooming is somewhat a subjective term, and the meaning varies at different point of time. Commonly, even if 
the connotation is that one's personal hygiene practices as freely traditional to the customary cultural norm 
(Waters, 2002). To have same understanding, the word ‘Men’s grooming products’ covers five different 
categories of products such as bath Products, deodorant, hair care; shampoo, conditioner/treatments, styling 
products, hair color and others, shaving products; shave cream, lotions/balms, disposable razors/shavers, manual 
shavers, electric shavers, others and skincare products (MarketResearch.com, 2009). 
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2.4 Skin Care 

Providing maintenance and treatment to the skin under optimal hygienic conditions and comfort for or attending 
to someone or something; "no medical care is included". Washing, cleansing, bathing, and the use of soaps, 
detergents, oils, etc falls under the category of effective skin care. In certain conditions like recovering from 
infection, in case of new born etc taking care of skin is significant (Draelos & Thaman, 2006). 

2.5 Skin Care Market  

The skin care market is valued at $180 million in India (source). The Indian skin care market is shining due to the 
use of safe and effective procedures, progress in medical technology and increase in awareness. Skin care market is 
categorised into toners, cleansers, sunscreens, anti-wrinkle creams, dark circle removing creams, astringents, 
facial creams, moisturizers, fairness creams, day and night creams, etc. Facial creams, moisturizers, fairness 
creams, day and night creams, etc. are among the most popular products which account for approximately 60% of 
this market. Indian skin market is on its initial stage. There is low penetration level in urban as well as rural market 
in India. Traditional and homemade products are still preferred by the Indians so as to get rid of their skin care 
problems. With varying life styles, rise in disposable incomes, greater product choice and availability, and greater 
television influence, more people showing interest in personal grooming. There is a stiff competition among the 
products to get a better position in the market. Facial skin care products constitute an essential part of the beauty 
market. In an effort to remove the pimples and the acne, fight stress and worry lines, and to remain young, creams 
and potions are applied in India as well just like the western countries.. The growth is likely to be around 25% over 
the next five years as the penetration level is still low in Indian market. Some of the major players in this segment 
are Hindustan Lever (Fair & Lovely, Lakme, Ponds) with a market share of 53%, followed by CavinKare- Fairever 
with a market share of over12 % and Godrej-Fair Glow with a market share of 3.4 %. The other players that have a 
presence in the market are Emami (Gold Turmeric and Naturally Fair), Revlon (Fair & Glow). 

2.6 Consumer Behaviour 

Consumer behaviour can be defined as the decision-making process and physical activity involved in acquiring, 
evaluating, using and disposing of goods and services (Consumer Behavior - Issues and concepts). By this 
definition we can say that buying of good/services is not the only thing that creates attention in consumer 
behaviour but the process has started earlier than the goods have been acquired or bought. In the consumers mind 
the buying process starts leading to the search of alternatives among products and those can be perceived with 
their corns and proms. This process gives rise to internal and external research. The next step appears to be the 
decision making process step for purchasing and using of goods, them finally comes the post purchase behaviour 
which is equally important since it provides some clues to the companies regarding the success of the product. 
Consumer behaviour is a complex, dynamic, multidimensional process, and all marketing decisions are based on 
assumptions about consumer behaviour. 

3. Regulatory Bodies 

From In the e- book named Cosmeceuticals: Drugs vs. Cosmetics (Elsner, 2000) found in the Ebrary database, 
regulations governing drugs and cosmetics in different countries has been dealt with. For example pre market 
requirement notification of the product is not required in EU where as it is mandatory in Japan and Canada 
however it is voluntary in US and India (RPA Report, 2004, Page 39 and 40). The Cosmetic regulatory authority 
of India is CDSCO (Central Drugs Standard Control Organization), of EU is EMEA (European Medicine 
Agency) and of US is FDA (Food and Drug Administration). The Acts governing the cosmetic regulations in 
different countries are as follows: 

1) Drug and Cosmetic Act 1940- India. 

2) Food, Drug and Cosmetic Act-USA. 

3) Council Directives 76/768/EEC-EU. 

4. Opportunities in the Global Market 

The skin care market seems to be shiny, accessible and profitable. Since new trends and technologies are coming 
into the cosmetic market, this market is said to be an emerging market. For example, according to 
MarketResearch.com (2007) more of men are consuming Clarins’s products as compared to women. Christian 
Courtin (2003) from Clarins states that purchasing power of men is greater than what company aimed. She also 
said that by an average men purchase twice more than that of women. Though men’s purchasing power and 
demand are strong this market seems to be not in a good balance without proper motivation and attraction 
towards these skin care products. As Jeff Falk mentioned in GCI magazine (2009) that, “Women are more 
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emotional in terms of their product purchasing habits, whereas men are drawn to technical, functional things”. 
Because of this reason most of the companies are specialized in the women’s beauty care product, however they 
also attempts to offers products for men cosmetic market to get profit from this particular market as well.  This 
entry into the men market is done to fulfil the demand and also to maintain them into cosmetic market 
competition. However there are many brands still getting advantage as they were providing products to the 
women market from the reputation and beauty care specialist image. Men’s press is the most powerful medium 
of communication to influence men to buy these skin care cosmetic products. This focuses on the men’s issues 
related to their skin care problems and how they can overcome these problems. It can emphasize on men’s desire. 
Whether it could be Maximal, Men’s Health, New look, or even Mr. Magazine, and so, they all creates and 
attraction of men’s mind towards skin care products (Feng, 2008). 

5. Men’s Skin Care Market Forecast 

The men skin care market is blooming and seems to be continuously growing in the upcoming years. According 
to the beauty care experts the growth of this emerging market is not a trend but this attractive market have a high 
potential to grow up more and more (Euromonitor, 2007). Beauty care experts assumes that within  a period of 
approximately five years, men’s beauty care market will reach 15 percent of the women’s beauty care market 
(Courtin, 2003). As a the long term forecasts, L’Oréal France realizes that in upcoming 50 years, the volume of 
those men who were using beauty care cream and lotion will reach 50% that is one in every two men, as of now 
it is only 21% comparing to that of 4% of men in 1994 who uses facial care products. According to Euromonitor 
(2007) the men’s grooming market especially within the skin care sector is among few of the growing market 
and recorded a 6 percent growth during 2007–2008. The men’s grooming market in 2008 is of worth $26 billion 
worldwide which is 8% of the whole global cosmetics and toiletries market, and this market is further estimated 
to increase. According to MarketResearch.com (2009), by the year 2014 this segment is supposed to reach $84.9 
Billion. In addition to this, the specific Men’s grooming products such as bath and shower, hair care, shaving 
cream, lotion, moisturizer, cream, etc, are valued at $19.7 Billion worldwide in 2009, and it is expected to be 
$28.0 billion by 2014. It was shown that there is an increase in this market and this could be due to several 
reasons. The increase in demand from men’s beauty care products could be due to new generation’s behavior or 
due to millennials behaviour that would have more feminine characteristic. Because of these reasons cosmetic 
companies now a day producing cosmetic products specially designed for men’s skin and hence men customers 
have more alternatives to choose these days. 

6. Opportunities in Indian Market  

The Indian skincare market is likely to grow at CAGR of 19% during 2010-2013, according to RNCOS in its 
research report. From the past few years the Indian cosmetic industry has recorded strong growth and comes out 
to be one of the markets with high growth potential in feature. As the lifestyle is changing and customers are 
becoming more aware they become more conscious towards their look. Among the beauty care industry the skin 
care segment was found to be the most attractive one. From the last few years the skin care segment recorded an 
inspiring growth. Due to rise in awareness for personal grooming, the skincare market is further expected to 
register strong CAGR of nearly 19% during 2010-2013, as per our research report “Indian Cosmetic Sector 
Analysis (2009-2012)”. This report also suggests that the high sales and fast growth of this segment is due to 
medical technology advancement with effective and safe procedures and also due to rise in awareness about the 
benefits of skin care products. The changing climatic condition in India is another reason for high sales of skin 
care products in India. The Indian cosmetic industry is growing from the past few years and is emerged as one of 
the potential growth markets for future in skin care segment. In 2010 an impressive sales of Rs 422.3 Billion 
(US$ 9.3 Billion) is recorded in cosmetic industry.  

These days the cosmetic companies are spending more on promotional activities so as to increase awareness in 
consumers. According to a new research report by “Indian Cosmetic Sector Analysis (2009-2012)”, Indian 
cosmetics sector will observer remarkable growth in future, due to the awareness both in men and women 
customers related to beauty concerns. This skin care industry has potential for growth even for existing players 
as well and new for once. Moreover, the companies have started opting for online retailing and are offering 
specialized products to generate revenue from all the corners. Rising usage of Cosmeceuticals and 
Nutricosmetics by the Indian consumers will also pave way for the Indian cosmetics market during the forecast 
period. Due to the western culture the Indian cosmetic market is not only expanding, but also becoming more 
sophisticated and complex. Media by its all existing means of communication represents cosmetic products as an 
important part of day to day life and cannot be avoided and hence in this way media plays a very vital role in the 
growth of cosmetic industry. The other two main drivers of the Indian cosmetic industry are the rising 
customer’s awareness and affordability. 
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India is one of the fastest growing markets, among the Asia Pacific markets. Since the major competitor in the 
Indian market are Unilever, L’Oreal, Johnson & Johnson and Emami, this leads to a tough competition for 
capturing the market. Hence companies need strong and effective marketing plans to stand in this tough 
competition. For companies to formulate a marketing plan so as to retain in the Indian skin care cosmetic market 
is a big challenge. Recently, there is a slight slowdown in the cosmetic industry due to destabilized economic 
status of some developed markets and less penetration of emerging market. However, according to 
Euromonitor’s report (2008) Asian market found out to be the biggest emerging market. The Asia Pacific 
market’s value is up to more than US$70 billion which is the second highest after the Western European market 
(Nair and Pillai 2007). Talking about the market, Didier Villanueva, MD, L’Oréal India, says, “The Indian 
middle class is growing rapidly and so is its demand for the best quality products. Today they want to use the 
international brands whether they are mass market or premium” (Bhattacharya, 2007). 

7. Research Hypotheses 

Based upon the finding from various researchers, this study is under taken to associate and analyse the 
dermaceutical products for their relationship with different factors associated with these dermaceutical products 
in Delhi (India). The different factors associated with usage of these products are: Usage of various skin care 
product, Reasons for using skin care product, Things that are required in a skin care product and Brand of skin 
care product. The following hypotheses are verified: 

1) HNull: There is no relationship between gender and usage of various skin care product. 

HAlternate: There is a relationship between gender and usage of various skin care product. 

2) HNull: There is no relationship between age group and reasons for using skin care product (consumer 
motivation). 

HAlternate: There is a relationship between age group and reasons for using skin care product. 

3) HNull: There is no relationship between age group and things that are required in a skin care product 
(receptiveness to promotional media). 

HAlternate: There is a relationship between age group and things that are required in a skin care product. 

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

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

8. Research Methodology 

8.1 Quantitative Approaches 

A quantitative research is a method based on statistic data’s gathering via questionnaires or surveys, in order to 
know the general public tendency. To answer to the problem, the choice was to collect information about the 
global market in the first part, concerning the market’s history and its facts. The second part is about the 
consumer behaviour and then the theory about the self concept was developed. To check the theory, a 
questionnaire has been made, to see what the global tendencies are. As these statistic data have been used, the 
approach was quantitative. It was relevant to use a concrete survey to illustrate and to compare with the theory. 
Also, it is interesting to have proper and unique results, rather than use only already done surveys. 

8.2 Type of Research 

The research is exploratory in nature because problem as such is not defined. Consumer survey method was 
adopted to develop an approach towards the problem so as to understand the consumer behaviour of this 
population towards dermaceuticals. Closed ended questionnaire was administered through survey approach so as 
to address the problem exactly. 

8.3 Population and Sample 

Sweeny (2006) has identified people born after 1982 as millennials. This population is in the age group of 29 or 
less. A conscious decision was taken to understand the behaviour of students and young working professionals. 
This group includes representatives from both the sexes. Broadly the survey was conducted on students studying 
in established colleges and universities in South Delhi (India) as well as on working professionals in offices as 
well as hospitals in the same area. A total of 200 questionnaires was administered out of which 156 usable data 
has been analysed. Obviously, as the survey is about understanding the relationship between consumer and the 
cosmetics world, the choice of focusing the questionnaires on both men and women, and more especially on 
young ones was relevant. People aged between 20 and 35 years old were selected as target audience. They have 
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been picked up from the universities and offices. It was quite sure that they used cosmetics whatever they were. 
It had been chosen to question 156 persons from universities and offices and is both males and females.  
However, as the research was going on, it has been discovered that this market is developing since few years and 
is a quite European tendency (Western Europe). 

8.4 Sampling Method 

Non probability quota sampling method is used.  

8.5 Instrument/technique to Collect Data 

8.5.1 Secondary Data Collection 

Secondary data from researches carried out in various countries as well published reports in magazines, and 
journals (online as well as printed) have formed the basis of the construct. 

8.5.2 Primary Data Collection 

Here, we collect data ourselves using methods as questionnaires.  

8.5.3 Instrument Used to Analyze the Empirical Data 

To analyse data, the SPSS version 16 software was used. This software is specialized in data’s treatment and 
analysis and realises automatically graphs and results. But the analysis of the results of the questionnaires was 
developed in the last part of the work. 

9. Findings and Results 

1) By applying correlation analysis we found that out of six skin care product types, there is a relation between 
three product types with gender and rest of the three product type does not show relationship with the gender. 
The product types that is Facial forms, Sun creams and Fairness creams shows a positive significance level with 
gender and hence there is a relationship between these three products with gender. On the other hand, Day and 
Night moisturizing creams, Anti wrinkle creams and Eye creams does not show a positive significance level with 
gender hence there is no relation between these products with gender. By applying cross tabulation we found that 
females are more conscious while using the specific type of skin care product. Hence: 

HNull 1 is partly accepted as; Z calculated < Z critical (α = .05) 

2) By applying correlation analysis we found that there is a significant difference related to reasons for using 
skin care product with different age group people. By applying cross tabulation we found that 22 years to 26 
years age group people uses skin care product for certain reasons. Hence: 

HNull 2 is accepted as; Z calculated >Z critical (α = .05) 

3) By applying correlation analysis we found that there is no significant difference related to receptiveness to 
promotional media with different age group people. Only celebrity endorsement shows a significance level of 
correlation with age group (as has been highlighted by the green area in Table 3). By applying cross tabulation 
we found that 22 years to 26 years age group people feel that celebrity endorsement is required for a specific 
type of skin care product. Hence: 

HNull 3 is accepted as; Z calculated >Z critical (α = .05) 

4) By applying correlation analysis we found that there is a significant difference related to Brand consciousness 
with different income group people. By applying cross tabulation we found that people with income less than 
10000 rupees (19.41 US$) are more brands conscious while using the specific type of skin care product. Hence: 

HNull 4 is accepted as; Z calculated >Z critical (α = .05) 

5) Table 5 shows that among the total population covered 53.2 percent people are those who are using skin care 
product from the past more than 16 months. 

6) Table 6 shows that 76.3 percent people were spending below 1000 rupees (19.41 US$) monthly on their skin 
care products. From here we can conclude that while making the pricing policies for a skin care product to be 
launched in India the cosmetic companies have to make such product which can cost below this range so as to 
suite customers spending range. 

7) Table 7 shows that the most suitable place for a customer to buy a skin care product is cosmetic counter and 
general store. Among the total population covered 34 percent people buy skin care products from cosmetic 
counter and 33.3 percent people prefer general store for purchasing skin care product. 
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8) Table 8 shows that 60.3 percent people are comfortable and prefer those cosmetic products which come under 
a tube packaging. They feel that it was easy to take out the appropriate amount of cosmetic product from the tube 
in comparison to other type of packaging. They also said that by the tube packaging they can prevent wastage of 
the product and can use its maximum amount. 

9) Table 9 shows that 85.3 percent people feel that they have improved their self image after they start using a 
skin care product. This shows that this is the perception in the mind of the customers that after using skin care 
products they can improve their self image. 

10) Table 10 shows that 66.7 percent people feel that skin care products are more a women products and 33.3 
percent feel that skin care products are not only women products but also men products. The percentage of 
people who feel that skin care products are for both the sexes is one-third which is a sizeable representation. 
Earlier we have seen that even people’s perception is that the skin care products are only meant for women and 
not for men but the scenario is changing and people feel that these skin care products as much as important for 
men as they are for women. By keeping this thing in mind many cosmetic companies are coming with new 
products specially targeting men. 

11) Table 11 says that after using a skin care product 37.8 percent people feel themselves as a part of urban 
fashion while 46. 2 percent sometimes feel themselves as a part of urban fashion. From here we can conclude 
that people are using skin care products so as to become a part of urban fashion. Urban fashion means that these 
respondents consider themselves to be trendy, to be abreast with fashion as well as movers to higher strata of the 
society. This feeling can be used by advertising and marketing wings of these products as the central theme for 
promotions. 

12) Table 12 shows uniqueness in itself. In our study we covered millennials and these millennials fall under the 
age group of 20 years to 30 years. This figure shows that within the different categories of age group in 
millennials most prominent age group that is using the skin care products is 22 years to 26 years. So from here 
we can say that more focused target audience for cosmetic companies can be the age group of 22 years to 26 
years. 

13) Table 13 shows that 44.9 percent people feel that while applying a skin care product they haven’t suffered 
with any type of problem but still 26. 9 percent people say that one major problem associated with a skin care 
product is stickiness. They said that after applying a skin care product their site of application become very 
sticky and this is what they don’t like. Many of the active ingredients have to be adapted to the moist climate of 
the Indian subcontinent. This can be an insight for the research team as well as the promotions team, which can 
use non-stickiness as their USP. 

10. Conclusion 

The study identifies similarities amongst traits in millennials in India and the western world. India being one of 
the BRIC countries where the young population is sizable can serve as an important market for many companies. 
The other important dynamics for India is its indigenous herbal and Ayurvedic formulations, which are gaining 
importance as people are moving from synthetic to herbal products. 
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Table 1. Correlation between gender and usage of various skin care products 

Correlations 
  Q1a Q1b Q1c Q1d Q1e Q1f Q19 
Q1a Pearson Correlation 1 .079 -.210** -.262** -.359** -.120 -.192* 

Sig. (2-tailed)  .326 .008 .001 .000 .137 .017 
Q1b Pearson Correlation .079 1 -.148 -.175* -.356** -.332** .098 

Sig. (2-tailed) .326  .064 .029 .000 .000 .222 
Q1c Pearson Correlation -.210** -.148 1 -.216** -.138 -.297** .018 

Sig. (2-tailed) .008 .064  .007 .085 .000 .826 
Q1d Pearson Correlation -.262** -.175* -.216** 1 -.279** -.075 -.170* 

Sig. (2-tailed) .001 .029 .007  .000 .350 .034 
Q1e Pearson Correlation -.359** -.356** -.138 -.279** 1 -.080 .251** 

Sig. (2-tailed) .000 .000 .085 .000  .321 .002 
Q1f Pearson Correlation -.120 -.332** -.297** -.075 -.080 1 -.061 

Sig. (2-tailed) .137 .000 .000 .350 .321  .447 
Q19 Pearson Correlation -.192* .098 .018 -.170* .251** -.061 1 

Sig. (2-tailed) .017 .222 .826 .034 .002 .447  
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Table 2. Correlation between age and the reasons for using skin care products 

Correlations 
  Q3a Q3b Q3c Q3d Q3e Q3f Q18 
Q3a Pearson Correlation 1 .233** -.075 -.015 -.192* -.030 .086 

Sig. (2-tailed)  .003 .353 .851 .016 .711 .288 
Q3b Pearson Correlation .233** 1 .114 .036 -.007 -.061 .060 

Sig. (2-tailed) .003  .157 .651 .931 .447 .456 
Q3c Pearson Correlation -.075 .114 1 .004 .338** .061 .057 

Sig. (2-tailed) .353 .157  .956 .000 .453 .480 
Q3d Pearson Correlation -.015 .036 .004 1 .380** .073 -.034 

Sig. (2-tailed) .851 .651 .956  .000 .362 .676 
Q3e Pearson Correlation -.192* -.007 .338** .380** 1 .338** .003 

Sig. (2-tailed) .016 .931 .000 .000  .000 .969 
Q3f Pearson Correlation -.030 -.061 .061 .073 .338** 1 .068 

Sig. (2-tailed) .711 .447 .453 .362 .000  .402 
Q18 Pearson Correlation .086 .060 .057 -.034 .003 .068 1 

Sig. (2-tailed) .288 .456 .480 .676 .969 .402  

 
Table 3. Correlation between age and things that one feels are required in a skin care product 

Correlations 

  Q17a Q17b Q17c Q17d Q17e Q17f Q18 

Q17a Pearson Correlation 1 .484** -.010 -.059 .046 .292** .110 

Sig. (2-tailed)  .000 .901 .461 .572 .000 .172 

Q17b Pearson Correlation .484** 1 .214** .059 -.089 .178* .095 

Sig. (2-tailed) .000  .007 .461 .271 .026 .238 

Q17c Pearson Correlation -.010 .214** 1 .313** -.041 .099 -.139 

Sig. (2-tailed) .901 .007  .000 .609 .219 .084 

Q17d Pearson Correlation -.059 .059 .313** 1 .315** .030 .001 

Sig. (2-tailed) .461 .461 .000  .000 .714 .991 

Q17e Pearson Correlation .046 -.089 -.041 .315** 1 .228** .013 

Sig. (2-tailed) .572 .271 .609 .000  .004 .875 

Q17f Pearson Correlation .292** .178* .099 .030 .228** 1 .162* 

Sig. (2-tailed) .000 .026 .219 .714 .004  .043 

Q18 Pearson Correlation .110 .095 -.139 .001 .013 .162* 1 

Sig. (2-tailed) .172 .238 .084 .991 .875 .043  
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Table 4. Correlation between the income of the person and the brand used by the person 

Correlations 
  Q2a Q2b Q2c Q2d Q2e Q2f Q23 
Q2a Pearson Correlation 1 .164* -.352** -.438** -.427** .022 -.034 

Sig. (2-tailed)  .041 .000 .000 .000 .783 .676 
Q2b Pearson Correlation .164* 1 -.172* -.282** -.359** -.341** .083 

Sig. (2-tailed) .041  .031 .000 .000 .000 .305 
Q2c Pearson Correlation -.352** -.172* 1 -.020 -.033 -.347** .152 

Sig. (2-tailed) .000 .031  .803 .685 .000 .059 
Q2d Pearson Correlation -.438** -.282** -.020 1 -.022 -.294** -.120 

Sig. (2-tailed) .000 .000 .803  .783 .000 .136 
Q2e Pearson Correlation -.427** -.359** -.033 -.022 1 -.091 .084 

Sig. (2-tailed) .000 .000 .685 .783  .260 .295 
Q2f Pearson Correlation .022 -.341** -.347** -.294** -.091 1 -.133 

Sig. (2-tailed) .783 .000 .000 .000 .260  .098 
Q23 Pearson Correlation -.034 .083 .152 -.120 .084 -.133 1 

Sig. (2-tailed) .676 .305 .059 .136 .295 .098  
 

Table 5. Q.7 

 

 

 

 

 

Table 6. Q.8 

Variables Frequency Percent 
Below 1000 119 76.3 
1000 to 2000 30 19.2 
2000 to 3000 5 3.2 
3000 to 4000 1 .6 
Above 4000 1 .6 
Total 156 100.0 

 

Table 7. Q.9 

 

 

 

 

 

 

 

 

 

Variables Frequency Percent 
Less that 1 month 8 5.1 
1 to 4 months 20 12.8 
4 to 8 months 14 9.0 
8 to 12 months 21 13.5 
12 to 16 months 10 6.4 
Above 16 months 83 53.2 
Total 156 100.0 

Variables Frequency Percent 
Cosmetic Counter 53 34.0 
General Store 52 33.3 
Super Store 17 10.9 
Drug Store 32 20.5 
Any Other 2 1.3 
Total 156 100.0 
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Table 8. Q.10 

 

 

 

 

 

 

Table 9. Q.11 

 

 

 

 

Table 10. Q.12 

 

 

 

 

Table 11. Q.13 

 

 

 

 

Table 12. Q.18 

 

 

 

 

 

Table 13. Q.14 

 

 

 

 

Variables Frequency Percent 
Containers 41 26.3 
Tubes 94 60.3 
Aerosols 7 4.5 
Sachet 8 5.1 
Foams 6 3.8 
Total 156 100.0 

Variables Frequency Percent 
Yes 133 85.3 
No 23 14.7 
Total 156 100.0 

Variables Frequency Percent
Yes 104 66.7
No 52 33.3
Total 156 100.0

Variables Frequency Percent
Yes 59 37.8
No 25 16.0
Some times 72 46.2
Total 156 100.0

Variables Frequency Percent
Below 18 Years 3 1.9
18 to 22 Years 39 25.0
22 to 26 Years 72 46.2
26 to 30 Years 31 19.9
Above 30 years 11 7.1
Total 156 100.0

Variables Frequency Percent 
Stickiness 42 26.9
Rashes 12 7.7
Allergy 13 8.3
Non Uniform Distribution 19 12.2
None 70 44.9
Total 156 100.0 


