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Abstract 

The global trend of using skin care products is growing at accelerator rate. 

As a result of which number of skin care products are emerging as consumer 

options. The purpose of this study is to analyse the factors influencing consumers’ 

decision to purchase skin care products. The study is about the purchasing pattern 

of people in and around Tiruchirapalli city. A self- designed questionnaire has 

been designed to collect the information from the respondent. Around 120 

samples have been collected for this research. For identifying the purchasing 

behaviour of the consumer, the respondent was asked to rank the variables based 

on the Likert scale. The influence of social media on consumer behaviour is also 

analysed. The statistical analysis that has been done is regression.  

The insights gained will help the skincare marketers to develop the better 

growth strategy to sustain the market. This study provides the better 

understanding of how different variables influence purchasing behaviour. 
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I.INTRODUCTION 

Consumer behaviour is the study of people, groups, or associations and 

various activities which are related to the purchasing, usage, and disposal of 

allgoods and services available to the consumers. The Skincare product is one 

among such goods available to the consumers in a large variety. It's an item which 

is used to enhance the external appearance of a human body. This paper aims to 

examine the factors that will contribute to consumers` purchase intention on skin 

care products. The Indian skin care product market is expected to grow at a CAGR 

of 9.5% from 2021 to 2027. Skin care products fall into the booming beauty and 

personal care industry with great potential, and Indian beauty and personal care 

start-ups are growing rapidly. 

Over-the-counter purchases of skin care and cosmetology products have 

declined, but demand for skin care and cosmetology products has not declined 

significantly, just a shift. Understanding consumer buying behaviour allows 

marketers to develop better growth strategies to enter this highly competitive 

industry. This study provides a much better understanding of how various factors 

affect the purchasing behavior of consumers of skincare products. 

Literature Review 

1. JiaEn Lee and Mei Ling Goh (2019)Understanding purchase intention of 

university students towards skin care products: 

This paper mainly focuses on university students of Malaysia. The purpose 

of this paper is to examine the factors which will contribute to consumers’ 

purchase intention on skin care products. The four main factors are: brand 

awareness- H1, brand association-H2, perceived quality-H3, and brand loyalty-H4. 

Using Convenience sampling the data was collected. The t- values of H1 and H2 

were greater than the critical value of1.6649, while the t-values for H3 and H4 were 

greater than 2.3263. Since there is a positive relationship between all variables on 

consumers purchase intention towards skin care products. 

2. Sengupta, Kingsuk (2018) An empirical study on consumer behaviour 

towards skin care products: 

This study was conducted to identify various aspects of consumer 

behaviour towards Shahnaz Husna herbal skin care products. In this survey, the 

city of Kolkata in West Bengal was selected.  

Examining different aspects of shopper behaviour is a cross- sectional 

study of descriptive and analytical nature. The sample size for collecting the 

required data was 100 respondents. The hypothesis was tested by associating 

https://www.proquest.com/indexinglinkhandler/sng/au/Sengupta%2C%2BKingsuk/%24N%3Bjsessionid%3D68E325200E861CDEF87C3D1F1268122A.i-0ffcba74c2bcc0f81
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variables. All the variables investigated were highly culturally related and, as a 

result, shopper behaviour. Chi-square shows that there is a significant association 

between purchase frequency and spending amount of Shahnaz Husain herbal skin 

care products, and a significant association between purchase frequency and use of 

Shahnaz Husain herbal skin care products. An important link between the use and 

satisfaction of Shahnaz Husan herbal skin care products. The Cronbach’s Alpha 

analysis is 0.744 and the data is reliable and acceptable. The anova test is 

performed in which the null hypothesis is rejected because the significance value is 

< 0.05. Ho: The factors of themodel are insignificant. H1:The factorsofthe model 

are significant. The price does have a significant influenceon the purchase of 

cosmetics online as well as discounts motivating certain age and gender 

demographics. 

3. DuyBinh Luong, ThiHuongGiang Vo, Khoa Nguyen Le (2017) The 

impacts of country of origin, price, and brand on consumer behaviour 

toward cosmetics products: 

With the growing need for beauty and personal care in modern life, 

cosmetics are becoming more and more important to men as well as women 

around the world. Based on relevant theories and dissertations that include 

relevant literature, this study outlines the impact of cosmetic-related external clues 

such as brand, price, and country of origin (COO) on female consumers and the 

cosmetics industry. The results may help provide a possible model or basis for 

future research on consumer behaviour. 

 

Methodology 

              The main objective of this study is to analyse the usage of both night and day 

creams among the sample population and to study the purchasing pattern of 

people for skincare products and also to predict the impact on facial cream 

purchase due to the purchase of other products like serum, sunscreen, cleanser, 

moisturiser. This research has been conducted in the Tiruchirapalli region in 

Tamilnadu. Since our research is based on an indefinite population, we have 

performed cluster sampling by grouping the people based on location like north, 

south, west and east. The total sample size for our research is 120 individuals. This 

study focuses on both male and females between the ages 18-35. Our research is a 

descriptive type of research. The major limitation of our research is that this 

research findings may not be applicable to cosmopolitan cities like Mumbai etc 

(tier-1 cities).  

      Also, another limitation is the short time duration due to which the research has 

been confined to 120 samples. We had actually rolled out our questionnaire to 

nearly 364 respondents from which the responses received had been 120. 
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     The primary data has been collected through google forms with questions that 

represent different variables of the research. The major tools that have been used 

are SPSS and MS-Excel. 

 

Data Analysis 

Frequency Analysis 

Table No. 1 Gender on Health Importance 

S. No. Particulars No. of Respondents 

1. Male 50 

2. Female 70 

Total 120 

 

 It can be noted that nearly 70 female respondents consider skin health 

importance and nearly 50 male respondents consider skin health 

importance. 

Table No. 2 Packaging Leads to Buying Skin Care Products 

S. No. Particulars No. of Respondents 

1. Agree 40 

2. Disagree 32 

3. Neither agree nor 

disagree 

28 

4. Strongly Agree 10 

5. Strongly Disagree 10 

Total 120 

 

 Packaging leading purchase accounts for nearly 50%. 

 

Regression Analysis 

ModelSummary 

Model R R Square Adjusted R Square  Std.Error of the Estimate 

1 .646a .417 .397 .83764 

 

a. Predictors:(Constant), usage of serum, usage of moisturiser, usage of cleanser, usage of 

sunscreen 
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Inference 

From the above model, it is observed that facial cream usage= (0.335) serum usage 

+(0.208) sunscreen usage+(0.184) moisturizer usage. Thus, from the regression 

model, it is found that the purchase of facial cream is impacted by the purchase of 

serum, moisturiser, cleanser and sunscreen. 

 

Correlation 

  Usage of day 

cream 

Usage of night 

cream 

 

Usage of day 

cream 

Pearson 

Correlation 

1 .410** 

Sig. (2-tailed)  .000 

N 120 120 

 

Usage of night 

cream 

Pearson 

Correlation 

.410** 1 

Sig. (2-tailed) .000  

N 120 120 

 

** Correlation is significant at the 0.01 level (2-tailed) 

 

Inference 

The correlation between the use of day cream and night cream is significant. 

 

Findings 

1. It is inferred that female prioritise skin health more than male.  

2. Packaging is also an important factor for the purchasing behaviour.  

3. The relationship between the usage of both day cream and night cream is strong. 

4. From the regression analysis between the facial cream purchase and other 

skincare products purchase, we have got the R-squared value to be 0.417 and 

Rvalue to be 0.646. 

 

Suggestions 

• Given the concerns around and regulated skin care products companies should 

prioritize transparency about their product ingredients and safety. 

 • Educate consumers about the importance of using and regulated products and 

the potential risks associated with unregulated ones through social media and 

dermatologists.  

• Establish effective feedback mechanisms can help companies understand the 

consumer needs and preferences.  
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• Offer a range of prices to attract both high- end and budget conscious customers.  

• Maintain strict quality control to ensure consistent and safe products.  

 

II.CONCLUSION 

This study has provided a comprehensive analysis of Consumer Purchasing 

Decision Towards Skin Care Products in Tiruchirapalli. The findings highlight the 

significance of several critical elements including price, branch reputation, product 

quality, prior experience, skin type, natural or organic ingredients, social media 

influence, weather and climate conditions, pollution protection and dermatologist 

consultation. Many people like using home remedies for their skin care. This 

means that natural and organic ingredients are very important in skin care 

products. Companies should consider adding days home remedy benefits into their 

products and advertising them. Overall, the study underscores the dynamic nature 

of consumer preferences in the skin care market and the need for industry 

stakeholders to adapt and innovate continuously. By addressing the identified 

factors and implementing the suggested strategies, Skin Care companies can better 

meet consumer demand, improve consumer loyalty, and drive growth in an 

increasingly competitive market. 
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