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Abstract: When certain Egyptian monarchs, like Nefertiti, Nefertari, and the mask of
Tutankhamun, had cosmetics, the first archaeological evidence of their use was discovered in
Egypt circa 3500 BC. Cosmetics were also used by the ancient Greeks and Romans. The Romans
and Ancient Egyptians used vanities containing lethal mercury and frequently lead. Several women
continued to use cosmetics in the middle ages, even if ecclesiastical authorities disapproved of
their use. To attain a lighter colour during the Middle Ages, women would apply pastes made of
lead, chalk, or flour or would undergo bloodletting. Women would also apply a white lead pigment
known as "ceruse" on their faces to give them the appearance of having pale skin. Making a
marketing decision requires both opinion and factual knowledge. As a result, marketing choices
must be supported by data. The acquisition of useful information is aided by research. Making
assessments and judgements is a challenging assignment for leaders nowadays. True facts are

http://creativecommons.org/licenses/by/4.0/

more likely to be used in decisions, which reduce waste. By providing the necessary information,
marketing research can significantly help executives improve their level of performance. presently
The field survey method and personal interview techniques were used in a study on consumer
perception of cosmetics by college students in Coimbatore city, methods and materials based on
empirical evidence. 100 respondents collected from secondary sources using simple percentages
and ranking methods.

Key Word: Cosmetics, Consumer Satisfaction.

I.INTRODUCTION

Throughout much of Western history, using cosmetics was looked down upon. For instance, Queen Victoria formally
pronounced makeup to be immoral, disgusting, and only appropriate for usage by actors during the 19th century, when
cosmetics were largely used by prostitutes. Face painting, according to Adolf Hitler, was just for clowns and women of the
master race. He said this to female listeners. The idea of women as "delicate ladies" was one that they enjoyed. They
accentuated their femininity and delicate nature by making a comparison to beautiful flowers. They constantly tried to look
pale and intriguing. Sometimes women would subtly apply some rouge to their cheeks and use "belladonna™ to enlarge their
eyes so they would shine out more. In principle, wearing makeup was frowned upon, notably in the 1870s as social mores
tightened. In the past, uncontrolled cosmetic production and use have caused harmful side effects, deformities, blindness, and
even death. As an illustration, throughout the early 20th century, covering the face with ceruse (white lead) was commonplace.
Cosmetics are currently estimated to cost $ 19 billion globally each year. The biggest of the major corporations is L'Oreal,
which Eugene Schueller began in 1909 as the French Perfectly Innocent Hair Color Company (now controlled by Lilliane
Bettencourt for 26% and Nestle for 28%; the remaining 46% is traceable publicly). Elizabeth Arden, Helena Rubinstein, and
others in the United States created the market in the 1910s, along with Max Factor, Helena Rubinstein, and Elizabeth Arden.
Revlon and Estee Lauder both joined these companies shortly before and after World War 11, respectively.

I1.ISSUES OF THE STUDY

Thus, many individuals in the past used natural cosmetics like mehndi, herbal henna, henna tattoos, henna powder,
henna oil, kajal, turmeric powder, chizagai, herbs, and natural clinical remedies. By using these instinctual cosmetics, they
improved their looks, personalities, and lifestyles for a better quality of life. There are never any imports of cosmetics or other
necessary goods. Currently, with an ever-increasing citizenry and an ever-evolving lifestyle, culture, and habitat, people are
turning to artificial cosmetics (such as Dove, Hamam, Life Boy, Clinic+, Pantene, Fair & Lovely, parachute hair oil, etc.) to
enhance their beauty, personalities, and lifestyles while maintaining a high standard of living. The fundamental objective of
these businesses is customer happiness. Due to intense rivalry, cosmetics companies must understand their customers' opinions
in order to succeed. Marketing strategy is a human tool to forecast these requirements, wants, and intentions, as well as brand
preferences and other factors. The majority of rural residents in India are moving into urban regions. People prioritise
cosmetics more in urban areas. To draw in more clients, cosmetics manufacturers are releasing new types. A competitor's
company's variation (product) counteracts the new varieties introduced by a company. Trade shows, window displays, and the
option for clients to choose their own cosmetics brand are all price reduction offers. Good pricing, nice workmanship, a good
smell, and a good quantity are the criteria that consumers use to decide which cosmetics brand to purchase. There are many
well-known brands offered to consumers. But when it comes to choosing the brand of cosmetics to buy, consumers are
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perplexed. At this point, the initial objectives were investigated.

(1) Why do customers like such a specific skincare marketing strategy?

(2) What are the unique features that consumers expect from a cosmetics brand?
(3) What factors impact their decision to choose a particular cosmetics brand?

I11. AIMS OF THE STUDY
> To research Coimbatore city residents' attitudes about cosmetics.
» To determine the many aspects that influence consumers' purchase decisions.
> To examine the issues that cosmetics users encounter.
» To make recommendations in light of the opinions voiced by the respondents.

IV.METHODS AND MATERIALS
Since this current study is empirical, personal interviews and field surveys were used to collect data from 100
respondents. This was done using a simple random sampling procedure. Primary and secondary sources of data were gathered
through the use of the survey method, which also involved interviewing consumers as primary sources. The study was
conducted throughout Coimbatore.

V.SAMPLING PROCEDURE

By attentively taking into account the researcher's hometown and location, the Coimbatore district and city in Tamil
Nadu were chosen. Seven universities, two medical schools, more than 54 engineering schools, and 70 arts and science schools
make up Coimbatore's well-developed infrastructural facilities. Only five of these colleges were deliberately chosen. Twenty
people were chosen from each college. As a result, 196 people were chosen for this study through a simple random sampling
procedure.

VI.TOOLS USED FOR DATA COLLECTION

One interview schedule was created by including all relevant information, including personal, financial, and other
characteristics, such as the respondents' satisfaction with the use of cosmetics. The schedule was prepared with the goal of
increasing its validity and reliability, and it was finalized after any flaws were fixed.

VIL.STATISTICS, POINT OF VIEW, AND ANLYTICS
Gender Wise Classification of the Respondents

S.NO GANDER | NO.OF RES PERCENTAGE (%)
1. Female 100 100%
Total 100 100%

The above table clearly shows that all the respondents are female

Age Wise Classification of the Respondents

S.No | AGE IN YEARS | NO.OF RES PERCENTAGE (%)
1. | 18-20 Years 64 64%
2. | 21-23 Years 31 31%
3. | 24-26 Years 5 5%
TOTAL 100 100%

According to the aforementioned data, 64% of respondents ranged in age between 18 and 20. 31% of respondents
were between the ages of 21 and 23, and just 5% of respondents were between the ages of 24 and 26.

Educational Status

The accompanying chart and diagram make it very evident that the majority of respondents—76% are UG, 16% are

S.No | EDUCATIONAL STATUS | NO.OF RES | PERCENTAGE (%)
1. | 12t 0 0%
2. | UG 76 76%
3. | PG 16 16%
4. | Diploma 8 8%
TOTAL 100 100%

PG, and 8% are Diploma are in this demographic.

Area Wise Classification

In accordance with the aforementioned table, 80 percent of the respondents out of a total of 100 respondents resided in

S.No | AREA NO.OF RES PERCENTAGE (%)
1.| Urban 80 80%
2.| Rural 20 20%
TOTAL | 100 100%

urban areas, while the remaining 20 percent did.
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Religion Wise Classification

S.No | RELIGION | NO.OF RES | PERCENTAGE (%)
1.| Hindu 65 65%
2.| Muslim 15 15%
3.| Christian 10 10%
4.| Others 10 10%
TOTAL 100 100%

Based on the aforementioned table, out of 100 respondents, 65 percent identified as Hindu, with the remaining 15
percent, 10 percent, and 10 percent identifying as Muslims, Christians, and Others (Jains, Buddhists), respectively.

Occupations Wise Respondents

S.No | OCCUPATION | NO.OF RES | PERCENTAGE (%)
1.| Studying 93 93%
2.| Part time job 0 0%
3.| Working 7 7%
TOTAL 100 100%

The preceding figure unequivocally illustrates that, of the 100 respondents, 93 percent are enrolled in school, while

just 7% are employed full-time.

Annual Income of the Family Wise Respondents

S.No | ANNUAL NO.OF PERCENTAGE
INCOME RES (%)
1. | Below 30,000 | 17 17%
2.|30,000-50,000 | 21 21%
3. | 50,000-70,000 | 29 29%
4. | Above 70,000 | 33 33%
TOTAL 100 100%

As indicated by the aforementioned figure, the majority of the survey respondents came from families with annual

(17%). The greatest percentage, then, is 33%, which is over 80,000.

Annual Expenditure for Cosmetics

S.No | ANNUAL EXPENDITURE | NO.OF RES | PERCENTAGE (%)
1.| Below 2000 27 27%
2.| 2000-3000 45 45%
3.| Above 3000 28 28%
TOTAL 100 100%

incomes of $80,000 or more (33 percent), 50,000 to 75,000 (29 percent), 30,000 to 50,000 (21 percent), and less than 30,000

The accompanying table clearly demonstrates that the majority of the 45 percent of respondents spent all that money

cosmetics in the range of Rs. 3000 and below, separately.

Types of Cosmetics

S.No | ANNUAL EXPENDITURE NO.OF RES | PERCENTAGE (%)
1.| Artificial 70 70%
2.| Natural 30 30%
TOTAL 100 100%

on cosmetics in the range of Rs. 2000-3000, while the remaining 28 percent and 27 percent of respondents received money for

Pursuant to the aforementioned table, out of 100 respondents, 70% of them used artificial cosmetics, and the

remaining 30% used herbal ¢

osmetics.

Reason for Better Type of Cosmetics

S.No

REASON

NO.OF RES

PERCENTAGE (%)

1] AR

c)

TIFICIAL COSMETICS

a) Consumers can easily buy the

cosmetics in the market

b) To increase the beauty and

personality
Expected results

d) Diffficult to buy natural cosmetics 70

70%

2| NATURAL COSMETICS
a) The natural cosmetics is availability
and also cost is very low
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b) Itis not at all harmful one

¢) For a long time natural cosmetics are

giving long impressions.

d) Cost of the artificial cosmetics is

very high.

e) The artificial cosmetics are very

dangerous for skin.

30

30%

TOTAL

100

100%

As demonstrated above, the bulk of respondents 70% used fake cosmetics to enhance their appearances and
personalities. Expect better results; finding natural cosmetics is challenging. Because natural cosmetics are so inexpensive and
artificial cosmetics are so expensive, 30% of respondents said they preferred to use natural cosmetics instead.

Cosmetics Purchase

S.No | NATURE OF SHOPS NO.OF RES | PERCENTAGE (%)
1.| Departmental stores 20 20%
2.| Super market 30 30%
3.| Wholesale stores 10 10%
4.| Beauty parlour 20 20%
5.| Fancy stores 20 20%
Total 100 100

In accordance with the above table, the majority of respondents (30%) bought cosmetics from grocery stores because
they are always available and come in a variety. Twenty percent of respondents 20% bought cosmetics from department stores,
fancy shops, and beauty parlours (private shops) because they were paid in cash and the cosmetics were not always available

when they were needed.

Consultation for Using Cosmetics

S.No | CONSULTATION | NO.OF RES PERCENTAGE (%)
1.| Friends 25 25%
2.| Relatives 10 10%
3.| Beautician 40 40%
4.| Advertising 20 20%
5. Others 5 5%
Total 100 100

Based on the above table, the majority of respondents (30%) bought cosmetics from grocers because they are always
available and come in a variety. Twenty percent of respondents 20% bought cosmetics from department stores, fancy shops,
and beauty parlours (private shops) because they were paid in cash and the cosmetics were not always available when they

were needed.

Varieties of Soap

S.No VARIETIES OF SOAP NO.OF RES PERCENTAGE (%)
1. Dove 26 26%
2. Hamam 22 22%
3. Mysore Sansal 08 08%
4, Cinthol 06 06%
5. Lifebouy 02 02%
6. | Himalaya 01 01%
7. Nature Power - -

8. Pears 18 18%
9. Lux 2 2%
10. | Vivel 3%
11. | Dettol - -
12. | Margo - -
13. | Medimix 4 4%
14. | Chandrika - -
15. | Liril 2 2%
16. | Neko 1 1%
17. | Santor 1 1%
18. | Alovera 1 1%
19. | Amway 3 3%
20. | Fiema - -
21. | Amva - -
22. | Luxary - -
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23. | Palmolive - -
Total 100 100

In regards to the types of soap used by the chosen respondents, up to 26% of customers used Dove brand soap, while
only 1% of consumers utilised the Himalayas, Liril, Santoor, and Alovera brands. The respondents used a range of cosmetic
products. based on their preferences and the recommendations of a beautician, friends, family, etc.

Varieties of Shampoo

S.No VARITIES OF SHAMPOO | NO.OF RES | PERCENTAGE (%)
1. | Dove 18 18%
2. | Climic all clear 7 7%
3. | Clinic plus 13 13%
4. | Pantene 20 20%
5. | Susilik 10 10%
6. | Head and shoulder 38 38%
7. | Johnson Baby - -

8. | Shampoo 4 4%
9. | Garnier fructis 2 2%
10.| Vivel 1 1%
11.| Aloe vera 1 1%
12.| Chick 2 2%
13.| Dabur vatika 5 5%
14.| Fiama di wills 8 8%
15.| Himalaya - -
16.| Loreal 1 1%
17.| Rejoice - -
18.| Halo - -
19.| Friss - -
20.| Loreal - -
21.| Meera - -
22.| Nyle - -
Total 100 100

Depending on the types of shampoo used by the respondents, up to 18% of customers used shampoo from the Head
and Shoulders brand, while just 1% of respondents used shampoo from the Rejoice, Aloevera, and Chick brands. Different
types of cosmetics were being used by the consumers. based on their preferences and recommendations from beauticians,
friends, family, etc.

Varieties of Face Cream

S.No FACE CREAM NO.OF RES PERCENTAGE (%)
1. Fairever 21 21%
2. Fair & Lovely 20 20%
3. Vicco Turmeric 5 5%
4, Olay 15 15%
5. Garnier 5 5%
6. Lakhme 3 3%
7. Nivea 6 6%
8. Loreal - -

9. Aloe vera - -
10. | Dove 7 7%
11. | Himalaya 9 9%
12. | Ponds 6 6%
13. | Amway ( pleasant) | 3 3%
14. | Pears - -
15. | Vaseline - -
16. | Nivea soft cream - -
17. | Dabour - -
18. | Galab - -
19. | Veet sensitive skin - -
20. | Oxy blech - -
21. | Clean clear - -
22. | Ever youth - -
Total 100 100
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In relation to the various face creams used by the respondents, up to 21% of customers reported using Fairever brand
face cream, while just 3% reported using the Lakhme and Amway (pleasent) brands. Different types of cosmetics were being
used by the consumers. based on their preferences and recommendations from beauticians, friends, family, etc.

Varieties of Lip Sticks

S.No FACE CREAM NO.OF RES PERCENTAGE (%)
1. | MAC 7 7%
2. Lancome 15 15%
3. Nars 5 5%
4, Chanel 3 3%
5. Dior 2 2%
6. | Estee Lauder 5 5%
7. Gurlein 10 10%
8. | Bobbi brown 5 5%
9. | Yvessaint Laurent | - -

10. | Lakme 30 30%

11. | Cover girl 10 10%

12. | Urban decay 6 6%
Total 100 100

In focusing on the different types of lip sticks used by the respondents, up to 30% of the customers used Lakme brand
products, while only 2% of the respondents chose Dior brands. Different types of cosmetics were being used by the consumers.
based on their preferences and recommendations from beauticians, friends, family, etc.

Varieties of Perfume

%
zZ
o

PERFUME

NO.OF RES

PERCENTAGE (%)

Lavender

4

4%

Temptation

12

12%

Charlin

16

16%

Spinz

5

5%

Emotion Floral

2%

Calvin klien

Axe

20%

XN O W

Hugo Boss

Burberry

Revlon

1%

| Rexona

3%

Joop

6%

Chaplin

Chanel

Coty

Norell

Tom ford

Marc Jacobs

Kiton

| Sean john

| Tommy girl

| Fresh active

| Wild slaie

Nivera

| Graift active

| Cinthol

| Team force

| Victory league

| Dove

| Fa

| Forcennersk

| Mask

| Spinz

Fresh natures

Total
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Considering the types of perfume used by the respondents, up to 20% of customers used Axe brand perfume, while
only 1% of respondents chose Revlon perfume brands. Different types of cosmetics were being used by the consumers. based
on their preferences and recommendations from beauticians, friends, family, etc.

Varieties of Hair Oil

S.No | HAIR OIL NO.OF RES | PERCENTAGE (%)
1. | Parachute 20 20%
2. | VVD 8 8%
3. | Ayur 2 2%
4. | Vatika 6 6%
5. | Dabur amla 1 1%
6. | Amla - -

7. | Ashwini 10 10%
8. | Aloe vera - -
9. | Clinic plus 10 10%
10.| Garnier 6 6%
11, Herbal 2 2%
12| Himalaya 8 8%
13, Livon 7 7%
14, Pantene 10 10%
15, Sunsilk 10 10%
16.| Clean and Clear | - -
17| Newwiz - -
18, Listering - -
19, Golden glow - -
20| Meera - -
21, Bajaj alomond | - -

drops
22, Cooling Qil - -

( Parachute )

Total 100 100

Based on the types of hair oils used by the respondents, up to 20% of customers used Parachute brand products, while
only 1% of respondents used Dabur amla products. Different types of cosmetics were being used by the consumers. based on
their preferences and recommendations from beauticians, friends, family, etc.

Varieties of Powder

S.No POWDER NO.OF RES PERCENTAGE (%)
1. | Ponds 32 32%
2. | Spinz 25 25%
3. | Gokul 21 21%
4, | Liril 2 2%
5. | Cinthol 2 2%
6. Z 4 4%
7. | Nycil 2 2%
8. | Johnson 2 2%
9. | Tara 10 10%
10. | Yardley - -

11. | Axe - -
12. | Cinthol deo classic - -
13. | Levender talc - -
14. | Emami golden beauty | - -
15. | Talc - -
16. | Ponds magic - -
17. | Ponds dream flower - -
Total 100 100

In regard to the brands of powder used by the respondents, up to 32% of customers reported using Ponds brand
powder, while only 2% reported using Liril, Cinthol, Nycil, or Johnson powder brands. Different types of cosmetics were
being used by the consumers, based on their preferences and recommendations from beauticians, friends, family, etc.
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Varieties of Nail Polish

S.No | POWDER NO.OF RES PERCENTAGE (%)
1.| Pearl 7 7%
2.| Lakme 35 35%
3.| Elle 18 14 14%
4.| China glaze 6 6%
5.| OPI 1 1%
6.| Essie 2 2%
7.| NARS - -
8.| Sally Hansen - -
9.| Anna sui - -
10| Eyeko 10 10%
11) Jill stuart 20 20%
12| Salon 5 5%
13| Nall trend - -

Total 100 100

Depending on the types of nail polish the respondents used, up to 35% of consumers used Lakme brand polish, while
only 1% of respondents used OPI nail polish brands. Different types of cosmetics were being used by the consumers. based on

their preferences and recommendations from beauticians, friends, family, etc.

Opinion about Varieties of Brand

S.No | BRAND NO.OF PERCENTAGE
RES (%)
1. | Local 30 30%
2. | National 30 30%
3. | International 40 40%
Total 100 100

In accordance with the aforementioned table, the majority of respondents 40%were informed that international brand
cosmetics are nice, while 30% of respondents respectively were told that local and national brand cosmetics are good.

Improved in the Personality

S.No IMPROVEMENT | NO.OF RES PERCENTAGE (%)
1. | Yes 100 100%
2. | No 0 0%
Total 100 100

In the above table, 100% of respondents reported that wearing cosmetics had improved their personalities, lifestyles,
social standing, etc.

Opinion of the Consumers

S.No | IMPROVEMENT | NO.OF RES PERCENTAGE (%)
1.| Essential 100 100%
2.| Non essential 0 0%
No opinion 0 0%
Total 100 100

That whenever a questionnaire was being conducted, nearly all of the respondents stated that cosmetics were
necessary for maintaining and improving personality, good health, and a standard of living, as well as preventing skin and
health losses.

VIILLELEMENTS OF SUCH A DEBATE
% In order to eliminate the possibility of side effects, the quality of the cosmetics could be improved.
+«+ To promote profits, better cosmetic products could've been designed.
++ Cosmetics branding must be strengthened.
++ The cosmetic product's special offer could be reinforced.

+«+ A cosmetics design company might step forward to just provide superior service.

R/

IX.CONCLUSIONS
To continue improving and retaining individuality, good health, and a level of living while preventing skin and health
losses, all respondents said that cosmetics were vital. Every consumer was aware of the importance of cosmetics in their lives
and believed that using them would improve their personalities, status, and physical appearance as well as their way of life and
prevent them from losing their good looks and health. This chapter investigates people's attitudes toward cosmetics. The
respondents' responses about the types of cosmetics they use, the brands they like, and how they perceive the role of cosmetics
in human life Including its use for significant jobs and ceremonial occasions were all included in the study.People would
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expect high-quality goods and services in the fiercely competitive world of business. A business cannot last for a long time if
its products and services are of poor quality. Cosmetics are the lifeblood of the modern world, and they make a lovely present.
Any business that wants to improve customer service and gain more clients must implement some efficient, effective
strategies. This research has concentrated on a few of the key issues in cosmetics and their significant regions. The researcher
modestly believes that the recommendations will be beneficial for the pertinent cosmetics services to grow their business.
Future scholars working in the same area can reference this dissertation as a seminal paper.
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