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A REVIEW OF LITERATURES ON FACTORS INFLUENCING FEMALE
BUYING BEHAVIOUR FOR COSMETIC PRODUCTS
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ABSTRACT

Consumers are in-charge of market; and to satisfy consumers, the study of
consumer buying behaviour becomes essential for every organization. It is a
process into which variety of factors will influence the consumers in purchasing
of a product. With the help of information received after studying the various
factors like, cultural, social, personal, psychological, the effect of price and
promotion, a growing number of companies today are shaping seprate offers,
services and messages to the cluster of customer and sometimes for the
individual customer, too. Cosmetics have become an integral part of women’s
fashion statement. Fashion consciousness is increasing among women day by
day. With this view point authors has written this paper to contribute to
cosmetics market. The purpose of this article is to identify different factors that
influences a female buyer while purchasing cosmetic products. To satisfy the
purpose, the review of various literatures had been conducted, which includes
the study of various articles, research papers, doctoral dissertations and books.
Thus, it was concluded that every factor directly or indirectly influencing the
female for purchasing cosmetics, only the intensity of influence differs.

Keywords: Consumer buying behaviour, Factors influencing female buying

behaviour, cosmetic products

I. INTRODUCTION

Consumer buying behaviour had always been the key of interest to the
marketers. The knowledge of consumer helps the marketers regarding how
consumer purchase and get influenced by various factors for their purchase.
Understanding consumer decision making process and its factors will help
marketers determine and plan various strategies to gain brand loyalty, expand
market share, increase in customer satisfaction etc. A consumer’s buying
behavior is influenced by cultural, social, personal and psychological factors.
Most of these factors are uncontrollable and beyond the hands of marketers but
they have to be considered while trying to understand the complex behavior of

the consumers. Consumer is the study “of the processes involved when
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individuals or groups select, purchase, use, or dispose of products, services, ideas,
or experiences to satisfy needs and desires” (Brosekhan A, Velayutham C. (n.d)).
So, consumer refers not only to the act of purchase, but also included pre and
post purchase activities. Researchers had always sought out the most
sophisticated methods of investigation given by behavioural sciences to
understand, predict and perhaps control consumer behaviour more effectively.
This article presents a review of literature, in the area of consumer buying
behaviour and specifically on factors which influences consumer buying
behaviour. The main purpose of this article is to identify different factors that
influences a female buyer while purchasing cosmetic products. This review of
literatures includes an overview of previous studies conducted on factors

influencing consumer buying behaviour.

II. INFLUENCES OF CONSUMER BUYING BEHAVIOUR

According to Kotler, Keller, Koshy, Jha. (2013) a consumer’s behaviour is
affected by three different factors: cultural, social, personal factors and
psychological factors. These factors help consumers to prefer certain products
and brands. Though many of these factors are not under the control of
marketers, but a successful consumer oriented market service provider should
work as psychologist to procure consumers (Rani, 2014).

A. CULTURAL FACTORS

Culture study generally requires a detailed examinations of the character of the
total society, including such factors as language, knowledge, laws, religions, food
customs, music, art, technology, work patterns, products, and other artifacts that
give a society its distinctive flavor (Schiffman, Kanuk, Kumar, 2010, 342).
Consumers are also getting influenced from cross-culture of different countries
(Patil H. and B. Bakkappa, 2012). To make products more tangible marketers use
product features, its appearance and whole lot of other things to match the
cultural demand of the consumers. Physical appearance is the most important
component for selecting and purchasing cosmetics (Junaid Abdullah B, Nasreen
R, Ahmed F, Hamdard J, 2013). In addition to the prevailing culture that a
person is surrounded by, subculture is also a part of culture that has a huge
impact on the way people act as consumers (Kokoi I, 2011). Subcultures include
religions, racial groups and nationalities and they make more specific

identification and socialization available for their members (Kotler et. al., 2013,
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145). According to Schiffman, Kanuk, Kumar, (2010, 344) Culture can exist and
sometimes reveal itself at different perceived or subjective levels. The three
levels are suprantional, national and group.

Fig. 1 presents a model depicting the role that subjective culture plays in
determining consumer’s beliefs, practices, and values, which in turn impact
consumer’s social norms, attitudes, behavioral intentions, and ultimately
consumer’s behaviour. One of the research shows that while selecting cosmetics,
culture influences their selection. Cosmetics are selected in the framework of
personal culture and rituals performed. Along with that the language and symbol
on the package influences their selection. Consumers are of the opinion that
their subculture influences the cosmetics selection and they have derived
subculture from the culture of the state and religion to which they belong (Patil
H, BBakkappa, 2012).

B. SOCIAL FACTORS

Family, social roles and statuses as well as different reference groups are some of
the social factors that, in addition to culture, affect consumer behaviour (Kokoi I,
2011).

According to Kotler et. al., 2013, The family is the most important consumer
buying organization in society, and family members constitute the most
influential primary reference group. There are five roles that will be played by
family in any purchase process and those are; initiator, influencer, decision
maker, purchaser, and consumer. Kotler et. al., 2013 describes reference groups
and roles, as all the groups that have a direct (face-to-face) or indirect influence
on their attitudes or behavior and which consists of the activities a person is
expected to perform, respectively. Each role carries a status. People choose
products that reflect and communicate their role and actual or desired status in
society

For the marketers, who needs to study consumer behaviour must study
consumer socialization process. It is the process by which children acquire skills,
knowledge, attitudes, and experiences necessary to function as consumers
(Schiffman, Kanuk, Kumar, 2010, 317). Marketers need to study consumers
different stages of learning which will help them conclude on how to make
products, how to promote them and to strategize various things which will

attract consumers and close the sale.
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According to one of the study conducted in Kolhapur by Desai K. (2014),
consumers while purchasing cosmetics in spite of the impact of friends, family
members, beauticians and others, the actual decision to buy was taken by the
respondents on their own. In contrast, one of the studies also suggested that
family members consent is the major factor in the purchase of soaps (Reddy P,
Rao N. Appa, Reddy I. Lokananda, 2014). Not only in cosmetics but for FMCG
products also the social factors influence the buying behaviour of consumers.
One of the study shows that nearly 50% of women purchases are getting
influenced by word of mouth (Sonkusare G., 2013). Supporting to this study, one
more study concluded that women shoppers are high involvement shoppers who
sought their opinion of female friends and co-workers, used most of the non-
personal idea sources for shopping (Tammy R. Kinley, Bharath M. Josiam and
Fallon L., 2010).

C. PERSONAL FACTORS

A buyer's decisions are also influenced by personal characteristics. The
characteristics like; the buyer's age and stage in the life cycle, occupation and
economic circumstances, personality and self-concept, and lifestyle and values
(Kotler et. al., 2013, 150). Personal factors are the most important factors to
study because each will have direct impact upon consumers mind and most
importantly will directly affect their purchase decision.

a. Age & Stage in the life cycle: Consumers’ taste in food, clothes, furniture, and
recreation is often related to their age. Consumption is also shaped by the family
life cycle and the number, age, and gender of people in the household at any
point in time (Kotler et. al.,, 2013, 150). Critical life events or transitions-
marriage, childbirth, illness, relocation, divorce, career change, widowhood-will
give rise to new needs.

As this study is related to cosmetics products, age will be playing the most
important role. Different age group people prefer different brand of skin care
cosmetic product (Junaid Abdullah B, Nasreen R, 2012). Supporting to this,
Junaid Abdullah B, Nasreen R, Ahmed F, Hamdard J. (2013) also concluded that
there is a significant relationship between age and type of cosmetics products
used and age and time period of using cosmetics. According to one study
conducted by Kokoi I (2011), 20-35 and 40-60 year-old Finnish women were
rather similar in terms of the factors affecting their buying behaviour related to

facial skin care products.
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b. Occupation and economic circumstances: Marketers try to identify the
occupational groups that have above-average interest in their products and
services and even tailor products for certain occupational groups. Product choice
is greatly affected by economic circumstances: spendable income, savings and
assets, debts, borrowing power, and attitudes toward spending and saving. If
economic indicators point to a recession, marketers can take steps to redesign,
reposition, and reprice their products or introduce or increase the emphasis on
discount brands so they can continue to offer value to target customers (Kotler
et. al., 2013, 150).

There were various studies conducted to prove affect of occupation and
economic circumstances on purchase decision. There is a significant relationship
between occupation and brand loyalty & preference but there is no significant
relationship between income and brand loyalty (Dhadhal C. 2011; Wijesundera
G, Abeysekera R, 2010). As this study is related to cosmetics products and today
is the era of working women. So, occupation is going to play the most important
role while purchasing cosmetics, supporting to this one of the study concluded
that, the working respondents were more conscious of their appearance and
ready to buy high priced products as compare to housewives & students (Desai
K, 2014). Therefore, As the income level of female consumers is increasing their
expenditure for cosmetic product is also increasing (Junaid Abdullah B, Nasreen
R, Ahmed F, Hamdard J., 2013). In contrast, certain studies also concluded that
there is no significant relationship between occupation and education on price
and brand while buying skin care products (D. Lavanya, 2014).

c. Perosnality and Self-concept: Schiffman, Kanuk, Kumar (2010) share their
view by stating that personality is those inner psychological characteristics that
both determine and reflect how a person responds to his or her environment.
Marketers have intuitively felt that what consumers purchase, and when and
how they consume, are likely to be influenced by their personality factors. For
this reason, marketing and advertising people have frequently depicted specific
personality traits or characteristics in their marketing and advertising messages.
Brands also have personalities, and consumers are likely to choose brands whose
personalities match their own. Research studies have found that a strong,
positive brand personality leads to more favorable attitudes towards brand,
brand preference, higher purchase intentions, and brand loyalty, and is a way for

consumers to differentiate among competing brands.
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As materialism increases, consumers are also becoming increasingly concerned
with enhancing their self-image. Individuals develop their self-images through
interactions with other people- initially their parents, and then other individuals
or groups with whom they relate over the years (Schiffman, Kanuk, Kumar,
2010, 148). The product is a part of the consumers “self-defining” process and
consumers are likely to select a brand that is in congruence with their
personality. Self-image congruity is a very strong predictor of consumers’ brand
preferences and a good predictor of consumer satisfaction. Consumers with
higher levels of self-image congruity were more likely to prefer the brand and
enjoy higher levels of satisfaction with the brand as compared to those with
lower levels of self-image congruity (Jamal A, Goode M., 2001).

Self-image does have an impact on purchase intention and purchase behaviour
in buying skincare products (Sukato N., Elsey B., 2009). The congruence
between brand personality and self-image increases not only consumer
satisfaction but also the consumer-brand relationship (Seong-Yeon Park, Eun Mi
Lee., 2005).

d. Lifestyle and Values: Lifestyle refers to a person's pattern of living in the
world as expressed in activities, interests, and opinions (Kotler et. al., 2013, 153).
Whereas according to Kokoi I. (2011), lifestyle is more related to buying
behaviour referring to the pattern of consumption habits that reflects how a
person allocates his or her time and money. Further Kokoi I. (2011) added that
even though people come from the same culture, subculture and social class and
they have the same kind of education and occupation, they may still have very
different lifestyles.

Values have a great impact on the type of buying behaviour a consumer engages
in. Consumer decisions are also influenced by core values, the belief systems that
underlie attitudes and behaviors. Marketers who target consumers on the basis
of their values believe that with appeals to people's inner selves, it is possible to
influence their outer selves-their purchase behavior (Kotler et. al., 2013, 153).
One of the studies conducted by Srinivasan R., Srivastava R., Bhanot S. (2014)
depicted the relationship between age, value and purchase behaviour towards
luxury brands and found significant difference between value and different age

groups.
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D. KEY PSYCHOLOGICAL PROCESSES

As Kotler et. al. suggested (2013, 153); four key psychological processes-
motivation, perception, learning, and memory-fundamentally influence
consumer responses. Further they added marketing and environmental stimuli
enter the consumer's consciousness, and a set of psychological processes combine
with certain consumer characteristics to result in decision processes and
purchase decisions. Therefore, it’s marketers job to understand which stimuli
will influence the purchase decision of the consumers.

a. Motivation: It is the driving force within individuals that impels them to
action (Schiffman, Kanuk, Kumar, 2010, 90). This driving force is produced by a
state of tension, which exists as the result of an unfulfilled need. Kotler et. al,,
(2013, 154), added that; three of the best- known theories of human motivation
those are going to be discussed here are those of Sigmund Freud, Abraham
Maslow, and Frederick Herzberg- carry quite different implications for
consumer analysis and marketing strategy. A motivated person is ready to act.
Satisfying all the needs and wants, overcoming to all the tensions and drive, they
will show certain behaviour that will help them into purchase decision and goal
or need fulfillment.

b. Perception: According to Kotler et. al., (2013, 156) it is the process by which
consumer select, organize, and interpret information inputs to create a
meaningful picture of the world. Kokoi I (2011) further added that before
perceiving anything, people have to first be exposed to an object and also pay
attention to it. This chain of events of exposure, attention and perceiving is
played out many times during one day. In terms of studying consumer
behaviour, people’s perceptions are more important than reality because
perceptions are what actually affect a consumer’s behaviour. Perceptions are
formed through a three stage process that consists of selective attention,
selective distortion and selective retention (Kotler et. al., 2013, 156). When it
comes to conscious and purposeful allocation of attention, people tend to notice
stimuli that relate to their current needs. A person, who wants to buy facial
cleansing milk, will most likely pay more attention to cleansing milk
advertisements than a person who is not in the need of that specific product.
People are also more likely to pay attention to stimuli that they anticipate, in
other words, more likely to pay attention to skin care products in a cosmetics

store than in a food store. A third attention grabber in terms of allocating



ISSN: 2319-8915 GJRIM Vol. 9, No 2, Dec. 2019 |16

processing capacity, are discounts. People are more likely to notice stimuli
whose deviations are larger compared to the normal size of the stimuli (Kokoi L.,
2011).

Selective distortion can cause a phenomenon where consumers distort neutral or
unclear information about a brand to make it more positive based on the beliefs
and expectations they have of that certain brand (Kotler et. al., 2013, 156). For
example, a consumer can see that a fairness cream from their favorite brand
seems to work better than the cream of a less familiar brand even if no
noticeable difference really exists (Kokoi I., 2011). The retaining of information
that supports attitudes and beliefs is called “Selective retention” (Kotler et. al.,
2013, 157).

c. Learning: From a marketing perspective, learning is defined as the process by
which individuals acquire the purchase and consumption knowledge and
experience that they apply to future related behaviour (Schiffman, Kanuk,
Kumar, 2010, 198). Further they added that, repeating advertising messages
about brands and their benefits, rewarding people for purchase behaviour by
selling products that provide superior benefits, getting consumers to make
associations among different brand offerings under the same brand name, and
developing brand loyalty are all elements of consumer learning. The reason that
marketers are concerned with how individuals learn is that they are vitally
interested in teaching them, in their roles as consumers, about products, product
attributes and their potential benefits; where to buy them, how to use them,
how to maintain them, and even how to dispose of them. Marketers want their
communications to be noted, believed, remembered, and recalled. For these
reasons, they are interested in every aspect of the learning process (Schiffman,
Kanuk, Kumar, 2010, 196-198). Supporting to this, Kotler et. al., (2013) wrote
that, Learning theorists believe that learning is produced through the interplay
of drives, stimuli, cues, responses, and reinforcement.

d. Memory: All types of information that consumers pass through, will get
stored in the memory. It is very important to study memory as a part of factors
influencing consumer buying behaviour, because which products or services or
brands consumer will be choosing is the result of the associations they have
made with information stored in the memory. This information can be in the
form of perception, feelings, thoughts, experiences, images etc. Consumers will

be using their memory, and choosing the products that best suits with it. The
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strength and organization of these associations will be important determinants of
the information consumers can recall about the brand (Kotler et. al., 2013, 158).
Marketers should make such types of marketing strategy that can help
consumers gain right type of knowledge, associations and experience and
maintain them in the memory. As Kotler et. al., (2013) wrote, cognitive
psychologists distinguish between short-term memory (STM)- a temporary and
limited repository of information- and long-term memory (LTM)- a more

permanent, essentially unlimited repository.

III. PRICE EFFECT

Though, all the above factors influence the most for consumer buying
behaviour, and affects majority of the consumers while taking purchase decision.
But, while discussing about consumer buying behaviour, one cannot ignore the
effect of price in consumer decision making process. So, as suggested by Kokoi I.
(2011), price is also one of the factors affecting consumer behaviour. “Price can
be defined as the thing that a consumer has to give up to buy and obtain a
certain product.” As and well written by Kokoi I. (2011); in addition to the
monetary amount a consumer pays for a product, there are also other costs
involved that affect the perception of price. These include time, cognitive
activity or elaboration and behavioural effort.

Other studies also shown price as an influencing factor in consumer purchase
decision making process. Price plays an important role in purchasing behaviour
of a skin care cosmetic products (Junaid Abdullah B, Nasreen R, 2012). Brand,
quality, price and availability are certain factors that influence consumer buying
behaviour while purchasing cosmetics products (Junaid Abdullah B, Nasreen R,
Ravichandran N, Ahmed F, 2014). Supporting to it, one of the study also
concluded as there were statistical relationships between price and brand
preference (Wijesundera G, Abeysekera R, 2010). Some studies has also shown
that females are less sensitive to price than males as far as fashion goods
purchases are concerned (Celil K, Nuri C., 2015). Out of India studies has also
shows that product price significantly influence the buying decision of cosmetic
consumers in Saudi Arabia (Sheroog A, Upendra L, Belal K., 2016). Another non-
Indian study concluded that there is a strong correlation between price and

brand loyalty (Hamza S., 2011). In contrast, a study concluded that quality is
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most important factor for purchase of cosmetics by the respondents than price
(Desai K., 2014).

Therefore, price became the most important factor to go through.

IV. MARKETING COMMUNICATIONS

Kokoi I. (2011) also suggested another factor to study while researching on
consumer buying behaviour and that factor is marketing communications.
Because, if communications done right, it can payoff huge to the companies.
“Marketing communications are the means by which firms attempt to inform,
persuade, and remind consumers- directly or indirectly- about the products and
brands they sell” (Kotler et. al., 2013, 456). There are many tools that can be
used by marketers to convey messages to consumers. So, the marketing mix
consists of eight major modes of communication: advertising, sales promotion,
events and experiences, public relations and publicity, direct marketing,
interactive marketing, word-of-mouth marketing and personal selling (Kotler et.
al., 2013, 459). In cosmetics markets, heavy advertising with famous models and
spokeswomen is often used to allure consumers to buy different products (Kokoi
I., 2011). For example, L’Oreal attracts millions of women from India by using
bollywood actors as their spokeswomen in their advertisements. By which
women who associate themselves with spokeswomen will get attracted and
make purchase decision. In other words, cosmetics companies are not trying to
sell products and brands but also an image that is associated with certain
characteristics or qualities.

Certain studies had also shown that marketing promotions plays an important
role in influencing purchase decisions of the consumers. The impact of
advertising is reasonable in creating the product awareness or brand
identification (Rao K., 2015). Advertisement and celebrity endorsement are the
important factors which play an important role in purchasing behaviour of a
skin care cosmetic products (Junaid Abdullah B, Nasreen R, 2012). Supporting to
this one of the study concluded that maximum number of women consumers are
attracted towards the marketing strategy through advertising (Sonkusare G.,
2013). Consumers today use varied ways to collect information. So, the
marketers use varied ways to reach consumers and with the help marketing
communications tools, they send information to customers. One of the study

concluded that TV and internet has impact upon receiving the information in
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purchase decision (Desai K., 2014). Supporting to this one more study has
concluded that TV ads play the most important role while making decision for
purchasing bathing soaps (Reddy P, Rao N. Appa, Reddy I. Lokananda, 2014).
One of the study conducted on consumer’s buying and switching behaviour due
to advertisements for shampoo brands, had concluded that advertisement has
significant impact on consumers’ mind, when they buy any particular product.
The results had also shown that consumers switch to other brands after
watching endorsements (Shrivastava A, Bisen V, 2014). Therefore, it can be said
that not only the purchase decision, but the switching behaviour also get
influenced by marketing promotion tools, which makes it important to study.
So, in cosmetics industry, promotional activities have positive effects on
consumers’ purchasing behavior or brand choice (Shallu, Gupta S, 2013). While
studying about cosmetics and consumer buying behaviour towards cosmetics
products, one cannot forget the role played by beauticians. Beauticians are the
most effective source of brand awareness (Limbad S. (n.d)). So, the marketers are
going to conduct all the branding activities through marketing communication

tools.

V. CONCLUSION

Conditions of competition are changing rapidly today and companies that
strategize and react to these changes promptly and quickly are the most
successful (Brosekhan A, Velayutham C. (n.d)). Overall, it was argued that the
study of consumer buying behaviour is evolving rapidly as researchers recognize
and implement various perspectives to understand the nature of purchase and
consumption behaviour. The various factors which influence female buying
behaviour while purchasing cosmetics which had been already discussed in this
article are cultural, social, personal and psychological. Moreover, the effect of
price and marketing communication had also been discussed as factors which
influence female buying behaviour. Thus, it can be concluded that every factors
are important to study at its own, and every factor directly or indirectly
contributes its part to influence the female in its process of purchasing cosmetics;
differs only at the stage of buying and which type of products are being

purchased.



ISSN: 2319-8915 GJRIM Vol. 9, No 2, Dec. 2019 |20

VI. REFERENCES

1.

10.

11.

Brosekhan A, Velayutham C. (n.d). Consumer Buying Behavior- A Literature
Review. IOSR Journal of Business and Management, Volume 1. Page No 18-16.
Retrieved from http://iosrjournals.org/iosr-jbm/papers/ncibppte-volume-
1/1014.pdf

Celil K, Nuri C. (2015). Hedonic Consumption Characteristics Related to Products
and Services where Fashion Involvement Plays an Important Role, A Field Study
from Eskisehir, Turkey, International Journal of Social Sciences, Vol. IV(1), pp.
14-39., 10.20472/552015.4.1.002

D. Lavanya (2014). A Study on Factors Influencing Purchase Behavior of Skin Care
Products among Working Women in Madurai. Indian Journal of Research, 3(5),
Page No. 147-149, Retrieved from
http://theglobaljournals.com/paripex/file.php?val=May_2014_1400155726_£3d33_
49.pdf

Desai K (2014). A Study on Consumer Buying Behavior of Cosmetic Products in
Kolhapur. Reviews of Literature, 1(10), Page No.1-11, Retrieved from
http://www.reviewsofliterature.org/Upload Article/97.pdf

Dhadhal C. (2011). A study of brand loyalty and its effect on buying behaviour in
case of selected cosmetics products in the state of Gujarat. (Doctoral dissertation).
Retrieved from http://etheses.saurashtrauniversity.edu/id/eprint/611.

Hamza S. (2011). The Influence of Brand Loyalty on Cosmetics Buying Behavior of
UAE Female Consumers. International Journal of Marketing Studies, 3(2), Page
No. 123-133.,Retrieved from
http://www.ccsenet.org/journal/index.php/ijms/article/viewFile/10386/7413

Jamal A, Goode M. (2001). Consumers and brands: a study of the impact of
self-image congruence on brand preference and satisfaction. Marketing
Intelligence & Planning, Vol. 19 Issue: 7, pp-482-492.
http://www.emeraldinsight.com/doi/abs/10.1108/02634500110408286

Junaid Abdullah B, Nasreen R, Ahmed F, Hamdard J. (2013). A Study on the
Purchase Behaviour and Cosmetic Consumption Pattern among Young Females in
Delhi and NCR. Journal of Social and Development Sciences, 4(5), Page No. 205-
211, Retrieved from, http://ifrnd.org/Research%20Papers/S53.pdf

Junaid Abdullah B, Nasreen R, Ravichandran N, Ahmed F, (2014). Indian
Cosmeceutical Market: A Study of Consumer Preferences and Consumption
Patterns. Clinical and Dermatology Research, 5(2), Retrieved from
http://omicsonline.org/open-access/indian-cosmeceutical-market-a-study-of-
consumer-preferences-and-consumption-patterns-2155-9554.1000212.pdf

Junaid Abdullah B, Nasreen R. (2012). Study of Consumption Pattern of Cosmetic
Products among Young Males in Delhi. International Journal of Research in
Commerce, Economics and Management, 2 (9), Page No. 77-87, Retrieved from
ijrcm.org.in/download.php?name=ijrcm-3-Evol-2

Kokoi I (2011). Female Buying Behaviour Related to Facial Skin Care Products.
(Doctoral dissertation). Retrieved from http://theseus17-
kk.lib.helsinki.fi/bitstream/handle/10024/26464/Thesis.pdf?sequence=1



A review of literatures on factors ........ T. Makwana and Dr. J. Parmar [21

12.

13.

14.

15.

16.

17.

18.

19.

20.

21.

22.

23.

24,

25.

Kotler, Keller, Koshy, Jha. (2013). Marketing Management: A South Asian
Perspective, 14 edition, Pearson Education, New Delhi.

Limbad S. (n.d). Study of Women’s Buying Behaviour as Regards Cosmetics in
Surat Region, India. Retrieved from https://www.academia.edu/Download

Patil H, B. Bakkappa (2012). The influence of culture on cosmetics consumer
behavior. IOSR Journal of Business and Management, 3(4), Page No. 41-47,
Retrieved from http://www.iosrjournals.org/iosr-jbm/papers/vol3-
issue4/F0344147.pdf

Rani P (2014). Factors influencing consumer behaviour. International Journal of
Current Research and Academic Review, 2(9), 52-61. Retrived from
http://www.ijcrar.com/vol-2-9/Pinki%20Rani.pdf

Rao K. (2015). Consumer Attitudes and Perception on Personal care Products and
Cosmetics at Visakhapatnam, India. Research Journal of Social Science and
management. 5(8). Page No. 220-225.

Reddy P, Rao N. Appa, Reddy I. Lokananda (2014). Consumer Behaviour of Rural
Women towards Bathing Soaps: A Study of villages in Irala mandal, Chittoor Dist.,
Andhra Pradesh. Sai Om Journal of Commerce & Management, 1(2), Page No. 35-
38,

Schiffman, Kanuk, Kumar, (2010). Consumer Behaviour, 10% edition, Pearson
education, New Delhi.

Seong-Yeon Park, Eun Mi Lee., (2005). Congruence between Brand Personality
and Self-Image, and the Mediating Roles of Satisfaction and Consumer-Brand
Relationship on Brand Loyalty. Asia Pacific Advances in Consumer Research
Volume 6. Pages 39-45.
http://www.acrwebsite.org/volumes/11859/volumes/ap06/AP-06

Shallu, Gupta S (2013). Impact of Promotional Activities on Consumer Buying
Behavior: A Study of Cosmetic Industry. International Journal of Commerce,
Business and Management, 2(6), Page No. 379-385, Retrieved from
http://www.iracst.org/ijcbm/papers/vol2n062013/11vol2no6.pdf

Sheroog A, Upendra L, Belal K. (2016). Brand Loyalty and Factors Affecting
Cosmetics Buying Behavior of Saudi Female Consumers. Journal of Business
Studies  Quarterly, 7(3), Page  No. 24-38,  http://jbsq.org/wp-
content/uploads/2016/03/March_2016_3.pdf

Shrivastava A, Bisen V (2014). Consumers’ buying and switching behaviour due to
advertisement: A study on Shampoo Brands. Abhinav International Monthly
Refereed Journal of Research in Management & Technology, 3(3), Page No. 9-15,
Sonkusare G. (2013), Impact of television advertising on buying behavior of
women consumers’ [With special reference to FMCG Products] Chandrapur city,
International Journal of Business and Management Invention, Volume 2 Issue 3.
Srinivasan R., Srivastava R., Bhanot S. (2014). Impact of age on purchase behaviour
of luxury brands. Journal of Research in Business and Management, 2 (9), Page No.
19-32. Quest Journals.

Sukato N, Elsey B. (2009). A model of male consumer behaviour in buying skin
care products in Thailand. ABAC Journal Vol. 29, No. 1, Page No. 39-52



ISSN: 2319-8915 GJRIM Vol. 9, No 2, Dec. 2019 |22

26. Tammy R. Kinley, Bharath M. Josiam, Fallon L, (2010),"Shopping behavior and the
involvement construct”, Journal of Fashion Marketing and Management: An
International Journal, Vol. 14 Iss 4 PpP- 562 -575,
http://dx.doi.org/10.1108/13612021011081742

27. Wijesundera G, Abeysekera R (2010). Factors Influencing the Demand of Beauty

Soap among Female Consumers in the Greater Colombo Region. Retrieved from

http://kln.ac.lk/uokr/ICBI2010/47.pdf
List of FIGURE
Figure 1 1 A theoretical model of culture’s influence on behaviour - Source:
Schiffman, Kanuk, Kumar, 2010, 345

Personality
Traits \ Coant
ognitive
Beliets
Altitude
SUBJECTIVE
CULTURE:
Reglonal
Ethnic
Rcltgmua = Behavioral i—e| Behavior
Lingusistic Intention
National m \
Professional
Organizational
Grow Social
Norms
ABOUT AUTHOR

seminars and conferences for her academic development. She
had presented and published many research papers too.

Dr. JiteshParmar (Ph.D., PGDRM, MBA, BE) has total sixteen
years of Post Graduate teaching experience. He has attended
many programs for his academic development across different
states of India. He has presented many research papers in
repute conferences. His research work has been published in
many National and International Level Journals. One of his

Ms. Trishna Makwana (MBA, BBA) is pursuing Ph. D in
Marketing. She had qualified UGC-NET (Management) in the !
year of 2012. Her areas of interest are consumer behavior and -
communication. She is having 5 years of post graduate '
teaching experience at Shrimad Rajchandra Institute of
Management and Computer Application, Uka Tarsadia
Universiry, Bardoli. She had attended many programs,
-

paper won the second prize at “National Conference on
Marketing of Financial Services”, Pune. Currently he is

managing Uka Tarsadia University Examination function.




