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ABSTRACT 

At the turn of the millennium, India was poised for change. Liberalization was in full flow and the markets were 

blooming. Men are becoming extra conscious about their appearance. The male cosmetic industry in India is growing at a 

compound annual growth rate of 15 to 20 per cent. 

The Indian male cosmetics market, which was traditionally a stronghold of a few major players, has seen a lot of 

foreign entrants in recent times. This study examines in some depth the influences of self-esteem and customer decision 

making on the male consumer behavior in purchasing skin care products in Chennai. It also endeavors to find out the 

reasonable impacts of perception on the relationship between variables and consumer behaviors. A questionnaire was 

developed and distributed to men who are in the age range between 20-50 years old and living in Chennai. The total 

sample consists of 130 respondents. Further, the returned questionnaires were analyzed by using factor analysis and chi 

square analysis. Most of male customers who using skin care products reveal that, the main reasons behind their using skin 

care products are for improving self confident, and to feel better. 
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INTRODUCTION 

While recent surveys suggest three-quarters of men (slightly more than women) think spending time in front of 

the mirror is important, equally important they want to do it without compromising their sense of masculinity. Society 

perceives that grooming is a characteristic feature of females but not males. Gone are the days when clean shaven was the 

only way to look well groomed. Many more men are shopping for themselves compared with a decade ago, when women 

made most of their purchases. In India, male grooming products have recently been developing its significant potential and 

are being assisted by greater disposable income among consumers. A growing consciousness among men concerning their 

appearance combined with an increasing awareness regarding the benefits of products specific to men are a driving force 

behind the markets triumph. 

Old habits of little beyond a cursory cleaning and shaving regime or of using women’s products are finally giving 

way, consequently strengthening the growth of men’s skin care products. The male grooming products in India are still in 

infant stage and offers immense opportunity to personal care companies. A survey was carried out by kuick research to 

determine the multiple aspects related to male cosmetics market in India. According to global consulting and research firm 

Kline & company, India posting a 32% increase in 2012.At present the monthly per capita consumption is Rs.850,a figure 

that is expected to touch Rs.1774 by 2015. The main focus of this study was to identify and analyze the spending and usage 

pattern across various product categories by male consumers. 

LITERATURE REVIEW 

Literature search have been continuously conducted since the topic of the study was set. Having made thoroughly 



2                                                                                                                                                                          Krithika. M & Sara Selvaraj. S 

search through the university library and e-bookstores, the authors did not come up with any literature books that are 

directly about men or general cosmetics marketing. Therefore, the literature books are used as only guideline framework of 

this paper. 

As Fan Shean Cheng, Cheng Soon Ooi and Ding Hooi Ting have observed that there is a significant and 

positive relationship between males concern towards self-image and their consumption of male grooming products. 

In the study “A sex difference in facial contrast and its exaggeration by cosmetics” done by Richard Russell 

display typical application of cosmetics was found to increase the contrast between the eyes, lips, and the rest of the face 

precisely the manipulation capable of making the face appear more feminine. It is extremely unlikely that this would 

happen by chance. Parts of the face could be lightened or darkened in many different spatial patterns, but only this 

particular pattern is related to how male and female faces differ. Further, there is a direction to the spatial pattern 

increasing the contrast makes the face appear more feminine, but decreasing it makes the face appear more masculine. 

In addition, the new value finally created a subculture of metro sexual- or men who have high concern of their 

appearance- that is supportively promoted by media and icon stars like David Beckham (Sturrock & Pioch 1998). 

Men and women are alike when talking about their need to look good and smart in front of other people. Some 

researches point out that men indeed have more interest in their bodies than women do (Greaves 1999). 

Metro Sexual: “Twenty- first century trendsetter; straight urban man with heightened aesthetic sense; man who 

spends time and money on appearance and shopping; a man willing to embrace his feminine side”, (Flocker 2003, p.1). 

This is not a new phenomenon but something that can be noticed in every era. For instance, it was common for 

upper-class men in the middle ages to wear wig, powder, and caftans embroidered with gems (Pravda 2004). 

However, as the feudalism had declined after entering the modern era; men were somehow seen as only producers 

while women took the role of consumers. Interest in appearance thus was perceived as feminine issue                        

(Cooharattanakorn 2004). 

As a consequence, cosmetics had been once considered as the products for women only. Companies just kept their 

focuses on female customers, and there were none or few product lines of cosmetics for men. Nonetheless, it has come to 

the time when the global market of women cosmetics has eventually reached its maturity, and the growth has experienced 

stagnation (ACNielsen 2004). 

According to the American Society of Plastic Surgery, there has been an 80% increase in the number of plastic 

surgery procedures performed on men in the last five years (American Society of Plastic Surgery, 2004). Thus, the 

market for men in traditionally unmasculine areas is growing fast. Men are increasingly spending money on appearance 

related products as well, including plastic surgery.  

Cosmetic industry is not limited to only women. The time is changing and so the thoughts. The male consumers 

are becoming more conscious towards their looks and hence give rise to a new industry which is the male grooming 

industry. As males were becoming more conscious about their looks and image in the past few years that leads to increase 

in sales of male grooming products by 18 percent globally between 2006 and 2011 (Mermelstein & Felding, 2007).This 

change is becoming a new trend and the male grooming industry is expected to blossom since consumers are increasingly 

adapting to western styles. The gap has shorten now a days between men and beauty care products, their demand for skin 

care products are revealed to fulfill their pleasure and wellness start from, cream their skin, feed the skin nutrition, anti 

aging treatment, body and hair cares, spa centers or even beauty institutions (Cole, 2008) 
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Male customers have to look for the products in particular place such as perfumery, cosmetic counter and drug 

store (Lamb, 2008). 

Moreover according to Mintel “Today’s men are far more likely to adopt a regular grooming routine consisting of 

shave, shower, deodorize, hair styling and fragrances than ever before.” (Tungate, 2008) 

RESEARCH OBJECTIVES 

 To describe the demographic profile of cosmetic consumers. 

 The purpose of this research is to identify the factors that influence buying behavior and their buying decision. 

 To reveal the style of purchase of cosmetics. 

 To study the usage pattern of grooming products. 

 To examine the attitude of male customers towards grooming products and measure the acceptance level of men’s 

grooming brands. 

RESEARCH METHODOLOGY 

This research is about buying behavior of male grooming products. To find out the factors that influence buying 

behavior of male customers. 

Research Design 

Descriptive research design has been used for the study. 

Sampling Techniques 

Convenience sampling has been derived from non-probability sampling method to select male grooming product 

customers in Chennai, Tamil Nadu, India. 

Sample Size & Data Collection 

From male population of Chennai, 130 male customers are chosen as sample size for the study and the data is 

collected through a structured questionnaire. 

Pilot Study 

In order to examine the reliability of the questionnaire, before handing it out, a pretest was conducted. Ten male 

students from Chennai aged between 20 and 25 were selected to answer the questionnaire. 

Tools and Techniques 

 Percentage analysis 

 Weighted average analysis 

 Chi square analysis 

 Factor analysis. 

Composition 

The sample constitute about 67.4% are single 32.3% are married.73.1% of the respondents are in the 20-30 age 
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group.95.4% of the respondents are using male grooming products. 

DATA ANALYSIS AND INTERPRETATION 

The breakdown of the respondent’s demographic characteristics is shown in Table 1. The majority of the 

respondents are below the age of 30 years (73.1%). Sixty percent of respondents are single. Almost sixty percent of 

respondents reported from other than Chennai. 

Table 1: Demographic Characteristic of Respondents 

Variables Category Frequency % of Respondents 

Age 

20-30 

30-40 

40-50 

95 

28 

7 

73.1 

21.5 

5.4 

Marital status 
Single 

Married 

88 

42 

67.7 

32.3 

Native 

Chennai 

Other than Chennai 

Other states 

63 

60 

7 

48.5 

46.2 

5.4 

 

FACTORS AFFECTING PURCHASE MOTIVATION OF MALE CUSTOMERS 

INFERENCE 

There are 9 factors which motivate to purchase grooming products which are reduced into fewer factors by 

analyzing correlation between variables .In this study 9 variables are reduced in to 3 factors which contributes the much of 

the original data. From the cumulative percentage column, the four factors extracted together accounts for 65.26% of the 

total variance (information contained in 9 variables). 

Table 2: Total Variance Explained 

Component 

Initial Eigen Values 
Extraction Sums of Squared 

Loadings 

Rotation Sums of Squared 

Loadings 

Total 
% of 

Variance 

Cumulative 

% 
Total 

% of 

Variance 

Cumulative 

% 
Total 

% of 

Variance 

Cumulative 

% 

1.Price 2.947 32.746 32.746 2.947 32.746 32.746 2.209 24.541 24.541 

2.Brand 1.683 18.703 51.449 1.683 18.703 51.449 2.136 23.734 48.276 

3.Quality of 

the product 
1.243 13.813 65.262 1.243 13.813 65.262 1.529 16.986 65.262 

 

RATIONAL FACTORS FOR PURCHASING PRODUCTS 

Table 3: Total Variance Explained 

  

Initial Eigen Values 
Extraction Sums of Squared 

Loadings 

Rotation Sums of Squared 

Loadings 

Total 
% of 

Variance 

Cumulati

ve % 
Total 

% of 

Variance 

Cumulative 

% 
Total 

% of 

Variance 

Cumula

tive % 

1.To feel 

better 
3.09 44.136 44.136 3.09 44.136 44.136 2.572 36.743 36.743 

2.To 

improve 

self image 

1.252 17.89 62.026 1.252 17.89 62.026 1.77 25.284 62.026 

 

INFERENCE 

There are 7 reasons behind the behavior pattern of male customers, which are reduced into fewer factors by 

analyzing correlation between variables .In this study 7 variables are reduced in to 2 factors which contributes the much of 
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the original data. From the cumulative percentage column, the four factors extracted together accounts for 62.026% of the 

total variance (information contained in 7 variables). 

CHI SQUARE ANALYSIS 

The following hypotheses were tested using chi-square analysis. 

H01: Age factor does not depend on those who feel confident over usage of grooming products. 

H02: Being fashionable has no relation between ages 

H03: No interrelation between to improve self image and the age of the respondents. 

H04: There is no relation between frequency of usage and age of the customers. 

Table 4 

Null Hypotheses Chi Square Dof Significant Value-P 
Acceptance of 

Ho 

H01 20.202 8 0.01 
P<0.05 

Rejected 

H02 31.468 8 0 
P<0.05 

Rejected 

H03 79.138 8 0 
P<0.05 

Rejected 

H04 21.158 4 0 
P<0.05 

Rejected 
 

From the Table 4 the following inferences were made; 

H01: P value is less than 0.05; consequently Age factor depends on those who feel confident over usage of   

grooming products. 

H02: P value is less than 0.05, thus being fashionable has relation between age of the respondents. 

H03: P value is less than 0.05, so, interrelation between to improve self image and the age of the respondents. 

H04: P value is less than 0.05; hence there is relation between frequency of usage and age of the customers. 

FINDINGS 

 73.4% of the male buyers decide themselves to buy products. 

 Awareness of the growing acceptance of men’s grooming 

 Chennai millennia’s have more stories from friends and family about grooming. 

 96.8% of the respondents are buy cosmetic products in super markets. 

 Among 130 respondents in Chennai city 4.6% of the respondents are not willing to use grooming products.  

 According to this study, male customers use deodorants, shaving products and hair care products are used in their 

day to day life. 

 Supermarkets / hypermarkets formed the leading distribution channel in the male  

 Personal products market, accounting for a 88.7% share of the total market's value 

 Kirana stores accounts for a further 8.1% of the market. 
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SUGGESTIONS 

 We noticed our study even though fruitful, is not rich and deep enough to explain male consumer behavior in 

cosmetic industry. Thus, more studies in the same domain are needed. 

 The male beauty business alone is now a massive market. Men may have been largely neglected in the past but 

companies are catching on fast. To gain the loyalty of any man, takes a lot of effort and a track record. 

 From the theoretical finding, we found that friends and family become more powerful in consuming goods and 

decision making. They have more and more impact on male’s purchasing and behavior. 

 Future researchers who would like to gain more familiarity with male cosmetics in the cosmetics industry should 

concentrate on a specific company. 

 Since in our study, there are some global cosmetics companies, such as Gillette, Axe, and Nivea, have stated to 

push men’s cosmetics in recent years. New companies wishing to jump onto this particular bandwagon need to 

focus on what these men want. And deliver the goods. 

CONCLUSIONS 

This research was conducted to investigate the attitude of men towards cosmetic products and what their current 

consumption behaviors, purchasing style, frequency of usage are like. The results of this study shown that the majority 

(95.4%) of the respondents answered that they do actually use cosmetics. Marketers should try to innovate new and better 

way to make the cosmetic products more intriguing for men to fill the gap there obviously still is between products 

designed for men and women. The products are used mainly to feel better and confident. Even though appearance is 

important for majority of the respondents many of them do not use e.g. face wash, scrub, body lotion, on a daily basis. As 

expected, even older men (40-50) did not admit themselves for using anti ageing products like tanning cream, anti wrinkle 

cream. We conclude that could be a target consumer segment to be further explored. Apart from TV, magazines 

advertisement or celebrity endorsement, the opinion of friends and family plays a vital role towards buying products. As 

the outcomes of this study, reference groups are one of the main influences to male consumers. We notice that not only 

members of family or friends have strong pressure of what attitudes the male consumers had for men’s cosmetics, but also 

the usage of the products. 
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