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Abstract

This research delves into the labyrinth of consumer behaviour, dissecting the
nuanced preferences in the realm of personal care product selection. Focusing
on the pivotal influence of financial status, our study seeks to unravel the intricate
tapestry of choices made by individuals across diverse economic backgrounds.
From essential grooming items to indulgent self-care commodities, the research
delineates the spectrum of consumer decisions influenced by income brackets.
Moreover, it uncovers potential shifts in consumer preferences amidst economic

Auctuations and their implications for the personal care industry. As we navigate

through the labyrinth of consumer behaviour, this study not only contributes
valuable insights to marketers and policymakers but also prompts a re-evaluation
of societal perceptions surrounding personal care choices. By understanding the
symbiotic relationship between financial status and consumer behaviour, we hope
to foster a more nuanced discourse on the intricate dynamics governing our daily
grooming rituals.
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Introduction

In the kaleidoscopic world of consumer preferences, the selection
of personal care products emerges as a canvas painted with the diverse
strokes of individual choices. However, this landscape is far from
arbitrary; rather, it is intricately woven with the threads of financial
status, weaving a tapestry of distinct grooming rituals influenced by
economic means. In our quest to decode the enigma of consumer
behaviour, this research embarks on an exploration of the interplay
between financial standing and the choices individuals make in the
realm of personal care.

How do individuals, ranging from different economic
backgrounds, navigate the myriad options available in the market?
What motivates someone to opt for essential grooming items versus
indulgent self-care commodities? These questions resonate as we
delve into the nuances of decision-making in an era where personal
care extends beyond mere functionality to become a reflection of
identity, aspiration, and lifestyle.
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In unraveling the mysteries of consumer behavior in personal care product selection, this
research not only aspires to contribute to the strategic insights of marketers and policymakers
but also invites a broader societal conversation. By understanding how financial status shapes the
aesthetics of our daily grooming rituals, we seek to redefine perceptions and foster a more profound
appreciation for the intricacies that govern our choices in the realm of personal care.

Objectives

Primary Objectives

* Delineate the Socioeconomic Dynamics of Personal Care Preferences: Uncover and analyze
the intricate relationships between financial status and the selection of personal care products.

* Examine the Impact of Economic Fluctuations on Consumer Choices: Investigate the resilience
and adaptability of consumer behavior in the personal care domain during economic shifts.

Secondary Objectives

* Explore the Intersection of Luxury and Necessity in Personal Care: Investigate the blurred
boundaries between essential grooming items and indulgent self-care commodities.

» Identify Market Segmentation Opportunities: Unearth potential segments within the personal
care market based on socioeconomic factors.

Literature Review
Aydin & Oz (2012)

Consumers prioritize basic needs over non-essential personal care products during financial
constraints.

Kumar & Khan (2012)
Consumers with higher disposable income are more likely to choose premium or established
brands associated with better quality and image.

Yazdanfam et al. (2013)
Budget-conscious consumers prioritize value for money, opting for less expensive brands or
larger pack sizes.

Jose (2016)
Financial limitations lead to a focus on essential personal care products over luxury items.

Chaudhary & Singh (2017)
Income significantly impacts buying personal care products. Consumers with higher income
prioritize brand names and quality, while budget-conscious individuals seek afford ability.

Yadav & Jain (2018)
Personal care needs, product effectiveness, and marketing strategies also influence purchase
decisions alongside financial constraints.

Singh (2018)
Focuses on women’s buying behavior in Pune, India, highlighting the influence of income on
brand preference for personal care products.
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Yadav & Jain (2018)
Personal care needs, product effectiveness, and marketing strategies also influence purchase
decisions alongside financial constraints.

Kaur et al. (2019)
Financial limitations lead to increased price sensitivity and a willingness to consider private
label or generic brands.

Methodology

» This research will employ a mixed-method approach, combining both quantitative and
qualitative data collection methods.

* Quantitative data: This will be collected through a questionnaire administered using Google
Forms.

* Qualitative data: This will be gathered through a comprehensive review of existing literature
on the topic. This will involve utilizing academic databases, research papers, reports.

Developing the Questionnaire

» Defining research objectives clearly to guide questionnaire development.

* Formulating unbiased questions aligned with research goals, utilizing both closed and open-
ended formats.

*  Pre-testing the questionnaire with a small group to ensure clarity and validity.

» Distributing the questionnaire using Google Forms via email, social media, or other relevant
channels

Data Analysis and Interpretation

@ Male
® Female

Gender of the Respondents

The above pie chart shows the distribution of gender among the participants in the study
which reveals a slight majority of females, accounting for 55.2%, compared to males at 44.8%.
This gender distribution provides a balanced representation, allowing for a comprehensive analysis
of consumer behavior across both genders in the context of personal care product selection based
on financial status.
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Age Level of Respondents

@ 18.24
® 2534
) 35-44
@ 45-54
@ 55 and above

The above pie chart shows the distribution of participants across different age groups in our
study provides a comprehensive representation of varying life stages. Notably, the majority of
respondents fall within the age range of 45-54, constituting 36.7% of the sample, followed by those
aged 55 and above at 26.7%. This distribution suggests a predominant presence of middle-aged
and older individuals in our study cohort. The higher representation of participants in the 45-54
age group aligns with the notion that individuals within this demographic may have established
grooming routines and specific preferences in personal care products. On the other hand, the
inclusion of participants aged 55 and above is valuable for understanding the evolving needs and
choices of an older consumer base.

While the younger age groups (18-24, 25-34, and 35-44) collectively represent a smaller
percentage of 36.6%, their inclusion is essential for capturing insights into the evolving preferences
of the younger demographic and their unique considerations in the context of personal care product
selection based on financial status.

Income Level of Respondents

@ Below 50,000
@ 50,000-1,00,000
Above 1,00.000

The above pie chart shows the distribution of participants across different income ranges sheds
light on the economic diversity within our study cohort. Notably, the majority of respondents,
comprising 63.3%, fall into the income range of 1,00,000 and above, while 30% belong to the
50,000-1,00,000 income bracket. The remaining 6.7% have an income below 50,000 Frequency of
Customers using Personal Care Products
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50
33
20
20
10 67
D .

MNever Rarely occasionally frequently ahways

The above bar graph shows a significant 50% of participants indicated that they frequently
purchase personal care products, suggesting a regular engagement with the personal care market.
The category of participants who always purchase personal care products constitutes 23.3%, further
emphasizing a consistent and habitual approach to personal care product acquisition. This frequent
purchasing behavior indicates a strong and ongoing consumer demand within our study population.

On the other hand, 20% of respondents stated that they rarely make personal care product
purchases, and 6.7% do so occasionally.

Relationship between the Cost and Quality of Personal Care Products

@ Strongly Disagree
@ Disagree

@ Neutral

® Agree

@ Strongly Agree

Y

The above pie chart suggests that substantial 70% of respondents, comprising 40% who agree
and 30% who strongly agree, express a positive correlation between the cost and quality of
personal care products. This suggests that a significant portion of consumers in our study values
the notion that higher-priced personal care items are associated with superior quality. Conversely,
30% of participants, with 20% expressing disagreement and 10% strongly disagreeing, challenge
this notion, signalling a segment of consumers who do not necessarily equate higher costs with
enhanced product quality.
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Respondents Perception on Essential Necessities and Luxury Indulgences

@ Essential necessities
@ Luxury indulgences
) Both

The above pie chart shows a significant majority, constituting 70% of respondents, perceive
personal care products as essential necessities. This suggests a fundamental role these products
play in meeting basic hygiene and grooming needs, underscoring their essential nature in daily
life. On the other hand, 20% of participants view personal care products as luxury indulgences,
indicating a segment of consumers who associate these items with a more indulgent and perhaps
aspirational dimension. Additionally, 10% of respondents see personal care products as both
essential necessities and luxury indulgences, reflecting a nuanced perspective on the diverse roles
these products may play in individuals’ lives.

Respondents Comfort on Spending Extra for Personal Care Products which are Perceived
as Luxury Items

@ Very Uncomfortable
@ Uncomfortable

D Meutral

® Comfortable

@ Very Comfortable

Notably, a significant 36.7% of respondents express comfort with allocating additional funds for
luxury personal care items, indicating a segment of consumers who value the premium features and
brand prestige associated with such products. Similarly, 26.7% of participants feel very comfortable
with this expenditure, highlighting a notable comfort level among a substantial portion of the study
population.

Conversely, 33.4% of respondents express some degree of discomfort, with 16.7% feeling
uncomfortable and another 16.7% very uncomfortable with the idea of spending extra on luxury
personal care items. This suggests a noteworthy portion of consumers who are more conservative
in their spending habits, potentially prioritizing practicality over indulgence.

Moreover, 3.2% of participants remain neutral on this matter, indicating a subgroup that may be
indifferent or open to various factors influencing their comfort levels.

Conclusion
“Consumer Behavior in the Selection of Personal Care Products Based on Financial Status” has
yielded profound insights into the intricate dance between economic factors and individual choices

http://www.shanlaxjournals.com 15



ET - Edge Tech Horizon: Transforming I'T, Business and Beyond (Hybrid Mode)

in the realm of personal care. The comprehensive analysis of demographic variables, including
age and income, has allowed us to discern distinct patterns that shape consumer preferences.
The prevalence of participants with higher incomes suggests a market segment with the capacity
for premium personal care selections, highlighting the potential influence of financial flexibility on
product choices. Concurrently, the inclusion of individuals with more modest incomes illuminates
the challenges and considerations that impact their grooming decisions. The observed frequency of
personal care product purchases underscores the integral role these items play in daily routines and
self-care practices. As we conclude, our findings not only contribute to the academic understanding
of consumer behavior but also furnish practical implications for businesses and policymakers.
Recognizing the symbiotic relationship between financial status and personal care preferences
equips industry stakeholders with valuable insights, paving the way for targeted strategies that
resonate with the diverse and evolving needs of consumers in the personal care market.
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