”, rigss “ ,5’?“[ ” Se ‘mbe SO 3297:2007 Certified ISSN (Online 2456-3293
Hvlum( 6 Q| s tembey
¢ 2‘2‘" IS 2 : 20 er 1ec
P r 2( SYN 2 -
q W7 (1] ] 36~ 4

.'g.f»" f. ‘e w\é - ‘.?' -
fz © i o
iem 1
s sOAIISER
4 s poid s

OPEN ACCESS INTERNATIONAL JOURNAL OF SCIENCE &
ENGINEERING

“ 3\&;};1)\{ ?N INFLUENCE OF DEMOGRAPHIC FACTORS ON
RE/IER S PREFERENCE FOR COSMETIC PRODUCTS WITH
FERENCE TO RURAL AREAS OF THANE REGION.

T Mumtaz B. Mohd. Rafique
sst. Professor & Research scholar at K.P.B. Hinduja College of Commerce, Charni Road.)

o Dr. Khalil Ahmad
(Principal and Research Guide, A.E. Kalsekar Degree College, Nallasupara.)

Dr. Anjum Ara Ahmad
(I/C Principal, Rizvi College of Arts, Science and Commerce, Bandra.)

:lalzirzz;‘.u ’I':tepal:;e’:t:a izeettu:;z:;enzla)r:’c:;ers are'interested to knov.v more about c'onsumers’ preferences in order to increase their

: 5 graphic factors play an important role in consumers’ attitude, preference, and choice of
products. The cosmetic companies need to understand the consumer attitude on cosmetics buying behaviour which brings
success of the company. This research attempts to study the impact of demographic profile of customers on their product
preferences of cosmetic products s with reference to rural areas of Thane region. The purpose of this paper is to investigate the
various factors that have impact on customers ' product preferences. In this paper, the researcher distributed 120 questionnaires.
However, 100 questionnaires were completely filled and effective to use. Respondents were selected by convenient sampling
meothod. The study reveals different factors that have significant influence by demographic profile of customers.
Keywords: Cosmetics, Cosmetic market, Product Preferences, Demographic Profile, Rural Area

This research focuses on marketing of cosmetics products

1. INTRODUCTION
rural areas. The Indian cosmetics industry has witnessed growth

Understanding buying behavior of consumers is the key to the
success of any business organization. Therefore organizations
are spending heavily on marketing research to identify the
pattern of buying behaviour and the process of purchase
decisions to come out with the suitable marketing strategies.
However spending on research and development is limited in
India as compare tO foreign countries, especially among

domestic players.

To develop a good marketing strategy it is essential to know the

needs and demand of the consumers. These needs and demands

are influenced by various factors for example: age, income
nd so on. A marketer needs

occupation, influence of peer group @

to develop marketing strategies according to these needs and
demands. The process of identifying the needs of different
group of buyers is cgllegﬂ s@gmcpr‘;%ation.
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during the past few years and has emerged as one of the

industries holding immense future growth potential. The overall

Beauty Business in India is growing rapidly with the cosmetics

market growing at 15-20% annually. The retail beauty and
cosmetics market in India currently estimated at USD 930
million is pegged at USD 2.68 billion by the year 2020, The
entry of foreign players in the Indian cosmetics market post
liberalization and changing perception of Indian CONSUMETS,
both rural and urban is the main reason for growth this
segment,

The influence of media, celebrity and western exposure has
created a desire among the rural folks to look good. which 1§
backed by purchasing power. it could be observed that thc‘
Indian cosmetic industry is undergoing active phass o terms of
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