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Abstract 

In this Competi!ive W~rld People are obsessed with their appearance. People, particularly young 
people, engage m a _vanety of things to improve their appearance. Traditionally, only women were 
concerned about their looks, but today, both men and women are concerned about their appearance. 
This trend_ has provided manufacturers with a huge chance to make and market such products. 
Shampoo 1s one of the things that has become increasingly popular in the last two decades. These 
products be~ame well-known thanks to Advertising and promotions, even in far-flung parts of the 
country. Haircare has long been regarded as one of the most vexing issues in the realm of beauty. Hair 
is more difficult to keep clean than the face or any other part of the body, and covering hair in the 
present manner requires more time. Residents use shampoo in large quantities, regardless of their age 
or other demographic considerations. Through survey data, this research attempts to analyse the 
tendency of customer behaviour toward shampoo.This paper has attempted to investigate the level of 
customer happiness, customer preference while choosing a brand and perception and to identify the 
various factors and their level of importance which affects the purchase of a shampoo. 

Keywords: Appearance, Shampoo, Hair Care, Customer Happiness, Preference, Perception, 
Factors. 

Introduction 
Consumer behaviour is rapidly changing today. In this Globalized era, lndian consumers have also 
responded positively to new and sophisticated products. Consumer behaviour evolved as a result of 
the emergence of a new psychology, as well as changes in lifestyle, money, and educational 
attainment. Aside from new economic policies, globalization, societal modernity, and the hollow 
effect have all had an impact on consumer behavior. consumer behaviour is critical to any company's 
or manufacturing firm's performance. The shampoo market is one of the most competitive and 
crowded, with a wide range of brands accessible. Due to the rapidly changing market conditions and 
their impact on consumer behaviour, it is critical to understand how customers behave throughout 
the purchase of a specific segment.The use of a conventional model of customer buying behaviour 
can be problematic. While the inputs and outputs of consumer purchase decision-making are easily 
identi tied and measured, the intangible element of buyer traits and choice determinants is frequently 
more difficult to quantify. It's an imperfect science at best, but several simple models have been 
developed to help marketers gain a better knowledge of their customers so that they can be acquired 
and retained. 
In fact, "Consumer is real deciding factor for all economic activities."( Jaswal,2014). With changing 

customer behavior, the market is likewise evolving quickly and demonstrating an unparalleled surge 
in the market for a variety of products. "The decision process and physical behaviours consumers 
participate in when analysing, acquiring. utilising, or disposing of products and services" is how 
consumer behaviour is defined. Companies keep track of changes in customer purchasing patterns 
and adjust their manufacturing and marketing strategies accordingly. To attract customers, they used 
a variety of sales promotion techniques, cle~er ad~ertising, a_nd the creation of ~ew products. 
However, many businesses fail to keep up with rapidly changmg consumer behaviour, and as a 
result, their products fall out of favour. "When any organization loses a customer they are not losing 
future earnings but also incurring the cost of finding new customers" (Thapa 201 2). 

To learn about the changing attitudes about shampoo, an FMCG Product. An attempt has been make 
to study the propensity of Consumer behavior towards Shampoo products.~MC<? stands for Fast 
moving consumer goods are also known as consumer packaged goods sector 1s an important part of 
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cnn ~umption·· ( Sharma & Mehta 201 2 ). 

Rcvll-w or Likn,turc . . . N v• , , . . • . . ·mJJOrt·tnt role 111 marketing ,,I " 1r.rnmay, (2017) ha!> ~tutcd that buyer bchavrur acling an 1 ' . . . f- MC,... · d · · . d 1· ·t • · In the current s1tut:1t1on ul \J S goo s. I he consumer behavior is cflect hy change uc ors · . . . . , . 
gluh--1 '-. 1· . • II ·h·tnging wllh time. I he fM CC, .. 17.ll ton consumer needs and rc4u1rcments arc rap1c Y c ' , . . . . scl•nic 1 · • I · · . 1.1 1- , Gl)P It is very important to 1<lcntlly • c n 1~ P ay1ng o vrtc.11 role rn the enlargement o nc 1a s · , · . . • ., , 
thc changing scope ur consumer buying behavior towards FMCG products. It is _necessary_ ~n_d 
l··q · ·d t ·d ·r · . · · I d t(J select rctarl outlets. l hr s e u,rc o I cnt.1 y with customers shopping behavior wit 1 regar · _ . , · 
Pa · . h' hi' h b h · t ··rds selected l·MCG goods per rs to 1g 1g l the various factors affect consumer c av1or owa · · . . · · 
The main objective of the study is to assess the factor completing in chosen ~-~CG ~clarl_ pornt 
for shopping. The concluded studies the factors completing in preferred f MC? rctarl. point for 
shopping.1R. Alamclu, S. T. Surulivcll (2016) in their study Indian country is agramm ~,L"i~d 
an_d the rural people shared half of the disgusting domestic product of lnd~a-: ro .a~cortl w1th 1,1, 
thrs study intend to identify the various factors suggest the purchase of I· MCG produ~ls in 
equally rural and urban areas and the level of contact on these factors towards the buy of fake 
f-MCG products. The study findings critical out that urban consurm:rs were su~jc~tivc by 
'conviction' and 'appeal' factors and the rural customers were influenced by 'conv1ctron ' and 
' promotions' through their purchase bt::havior towards fake f-MCG producL5. Thus, an integrated 
approach including delegate from corporate firms, retailer forum, sales executives is needed to 
give power to the rural and urban consumers by way of including consumer instruction, training 
for administration enforcement officials, research and numerical analysis, public policy analysis 
and support for policy development and sharing global best practice information. This study has 
given a new penetration in the field of creating consumer knowledge towards purchasing of fake 
products among rural peoplc.2N Ram ya, SA Mohamed Ali (2016) in this study Consumer 
Buying activities refers to the business behaviour of the ultimate consumer. Many factors, 
specificities and quality influence the human being in what he is and the consumer in his choice 
making process, shopping habits, purchase behavior, the brands he buys or the retailer he goes. 
An individual and a consumer is led by his traditions, his subculture, his social class, his strong 
views groups, his people, his celebrity, his emotional factors, etc .. and is influenced by 
intellectual trend as well as his social and public environment. By identifying and kind the 
factors that influence their customers, brands have the prospect to develop a plan, a marketing 
message (Unique Value Proposition) and marketing campaigns more professional and more in 
line with the needs and ways of thoughts of their target consumers, a real asset to better meet the 
needs of its customers and enlarge sales.JFatimah Furaiji, Malgorlata Latuszynska, Agata 
Wawrzyniak (2012) in their study contribute to a deeper thoughtful of the impact of different 
factors on consumer buying activities. It analyses the relationship between several independent 
variables, such as cultural, social, personal, psychological and selling mix factors, and consumer 
behaviour in the electric appliance market. The purpose of this study is to verify the factors 
affecting consumer preference and behaviour in the electric appliances market in Iraq. The major 
result or the study indicated that, overall , the set of independent variables arc strongly 
associated with the dependent.Dr Sharma, Mehta ( 2012) in given study revealed that consumers 
are more conscious towards their appearance. They found most of the consumers preferred 
sachet as compared to bottles. Anju Thapa ( 2013 ) She pointed out increasing usage rate of 
shampoo & frequent buying behaviour. She also pointed out various factors that influence 
switching behaviour of consumers such as packaging, price rise of current brand, impact of 
advertisement, to try new options influence by others etc. Rao, Karnam, Reddy ( 20 J 4 ) They 
stated that frequency of using shampoo among consumers is very low, it is only once in a week 
& most of the respondents are satisfied with current brand.(Gopalsamy, ct al 20 JO) they stated 
the importance of knowing consumer behaviour, what is in the mind of consumer is very 
essential to capture market.(Sigh & Mishra, 2013) They studied about the awareness, attitude, 
& behaviour of consumers towards major brands. They also stated about tough competition in 

JoumaJ of Kavikulaguru Kalidas Sanskrit University, Ramtek Page I 120 



Shodbaa mhll.t J,J1Jrn,d ,, ( ~ u rirll1rn•· riLd ~ <.,, , , ,11 p.11., 1, ·1 ,· ,✓ , ·~· .. rr 11 
\ "I \ 1 111 . No I I \ j JJ U. J 

1 ,' ; : )277 /()l) f 

I \I( ( , ~\.ll'f ( \~ .1fk l · ,\rrir,1 ,tJ l 2 i. l tK \ h.•H lr)(u-.crJ ,,11 1tr, li 1.. ,J11,,n 11 1 c.,t Jn ·.u1m :1· .. fhc-; 
l\d\ ' ,,I ,, , I ,1u l rti , t 11 r . I I , I l f j ' . L.., ,, 1 ' ' 1 1 ) 11111 LIJ !l •. urr,,:- r I f I , C, .C: 11111 1,.1,rnp.1n w, ', j(J l) 1 ', ,,,N .• ,,. ,, 
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fbh m ia.n & ~ ~, 1 no I ) ) l 1,nd 1~ 1cd , I ·, lu<l ) 1,n the n. pcc. ta( lt,n•, ul C(Jrl .unu:r. r,,,rn ·J1t1mf"" 1 
bi ,:n(h. A ft cr .tn.il ) \I\, it """ fuun<l 1h.11 I l..1 ir (.,I f h,,, u;m\.'. tJll t ;,, rhc v,p rn cr.1 p,dcrrc.:d ri:a•;1,n 
I, r u ,n ,, ,J ' h. ,,nrc)( > or,,nd v. hcrca, I lui r ck an,n~ ..1 ppcar•, u, 1-x: Ilic rn• r. l prdcrr ~J cli(let, 1,11,,-,n ,,/ 

1 wJ1Jmcn . " 11nda.r ly. f ril t•rant\: l'-U ' , c11n·.1<lcrcd ,1•, 1h~ lca,,I prd crr ed rca...-m ..... ~ ,~ · •. 'v1,ii·, ( IJ (t'. 

~ ,1, u,,,...idcn:d a·, lhc lc iJ •,1 prcft: rrcd Of>CCWI ion c, f the cu•.tnmcr'I. 
tiir-jandi & Hirja ndi (201 3) analy·>(;d cu\ tomcr •,-cwncnt.i1ion ,1 J •Jtam p<-"1 in the lru r1 12:J 11 
marl-t_cl. b,~ <,cd nn iht: 'f'X: ncf1t '"-'UV'J l appr<,ach'. ·1 he findin g•, highl i~ ll t d 1h.i1 in th.c lx:m: lit·i 
pnon1 1111 11 on o f ro n\Umtr<,, c lc.inin ~ power of ihc .,hampoo g;:i in <i the mr,·11 impon~nl rank and 
Lo lor 1J f !he •, hampno ga in ·, the lca:,1 impmtanl rank amc,ng .:.1 11 or the hcm:li h . 
ln1hatt l& lrabatl l (201 3) conduc ttd a rc\Cclrch () rJ the -.a1i 1; faetion lt,·vd derived rr; f' .:.1 11-u:nc 
, hornpO(l u:..er!> in Wcc,tcrn Maharw,htra. The mt:an i.<1ti •> foction •iet,rc•i of <li l krcnl gr<Jur·1 of 
ri.: 'lp(/ndcn1 1., were cc:1 lculatcJ lo find out the high ly ~i:I Li -. ficd group 1:1 nd tw,,-w,Jy tabk'> iJnd t: hart'1 

were fra med to find cwr the di~tr ibuti<>n of rc1,pondtnl!> of each Cil lcgory conct;rn ing I.heir level ' ,f 
·,a1i,, foc1ion. The ~ati~foclion level of Pant C.'Tlc ~hamp<>') i~ derived awi in~I differcnl ckmcr1 b 
-,uch ,11:, ~ x group, age group. pric1:, quc1 li1y, f:.i th c-r. fragran<.:c. p~d in g.. c:1nd abi lity IJJ prevent ha ir 
fo 11. 
Mohanly (2012) con<lu c.:lcd a ~tudy on positioning of Indian ~hampoo bmnch, wh(; rC th<.: 
purpost: of lhc study wa.'{ lo transfo rm c:onsumcr j udgmtnls c1f !'>hampoo w,agc •, imif c1 rity in to 
diswnc1:s in multidimen.-, ionc.11 space. The study identified thnx im portant dim1.·m.ion!, •·erand 
lm,1gt: ' ', " I lair cc.1rc '' and "Valu t: fo r money" t.o be t.akt:n care off by th<: shampoo indu«tri c."'i. 
Three-dimensional and two dimcn.5ionc.1 f solutions gave th1: same ou lpul and idcnt ifi c;d " f3rc,nd 
lrnugc" und "Hair care" as the most important factors fo r the choice shampoo brand . 
/\ sludy conducted by Guru Rag.avcndran (200'J) cmpha-; izcd in under~tanding the cvnsumc.., 
rc rccprion on brand awareness and position of product in the market. It wa..\ o~ rvc.d that 
consumds cxpccu1tions were quality. benefit~ offered and packaging r>f shampou'>. 1-knu:. the 
pres1:nt study is specially focused on the perception uf women of Kolk.ata regarding shamp<)(J. 

S1atcmcnr or Problem: 
An i1udc behav iour connections c.1re important to markc:1ers since they potl:ntially rd lcct a c<,n.s um tr' ,; 
re rccr1 ion o f an object. Om: of the numerous ~ peels influencing a cu5tomer'.s dcci1:, ion tc1 buy a prod uct 
i'> th eir vil'wS and anitudcs. The purcha-,ing power, brand prc: fc rcnc-<:. price. and avai lahil il) all 
infl uence a rnnsumer\ purcha~e decision. 
I odcJ ) 's shampoo business is cx1rcmcly crowded. and a slew of competiturs an: vying fo r mark<=t !>hare 
u, ing c:u ll ing-edge technology. Each product is dist inguished by its quality, priet, and ~iz.c, among 
other fat: tors. As a result . ir's critica l to understand what vari ables draw customers to a certa in brand, 
t,,O 1ha1 th e: market may be mined for the reasons and circumsta nces that dri ve cus-tomcr.', to choo-.e a 
rariicular brand. A s a resul L rhc n."S <.:a rchcr has chostn to pur1.,uc rc~ arch in thi_., area . This study al'>o 
.i lk nt p t.5 10 study customer pn.:fen:nce<, for .<, ham poo .Consumer prd c: r1:nn :s vary by brund. dcrx:nd ing 
on quality. u5age, pricing. scents. and other facto rs. There arc numerous complexit ies in volved in 
dch.:rmin ing a consumer's reaction. As a result, the desire to learn how customer preferences vary with 
wealth , age. gender, and other fac tors led to the s.elec tion of thi s study. Thi s st udy was conductc.d to 
dctenninc what facto rs impact a consumer's dec ision to purchase .several brands of shampoo . 
Ohjcctiv~ 

I. To Study Brand Preferen ce and Factors Influencing Purch a!>e of Shampoos. 
2. To understand th e cont:cpl of cons umer behavior in general and th<:: behaviour of 

consumers towards consumables in specific . 
3. To study the extent to which consumer preference varies with regard to demographic 

facto rs. 
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l: \ '{ I t, i,n C !•~ 1IC J rt: .._:-,n: _ , , . _ , . 
1.itmcna tt\Jit 1nr1 - 1 h ,nno o pru~hX.:1.') . I he cx plornrory c:um un ,il yt1ca l •K'll.:, \. ·• \Uff\Cr pr<' ICf("Tl(t_""' v r , ~, , . _ 
<k-t.tfl;J ,,:a; u• 1 111 c llf) ,,u1 thl\ ,n, c~ i~ rion I he ,tud:/.., muin goal ,~ to 1111d out how con!>umcrs 
If ' I . h.~t l nu,n Jlflll.lo·\. ,, . , . 
lh( · lud) "-cd l l'rtrn " ) , un c ; method . In I h..i.nc district. the ,urvc~ I.'> lookin g 1111 0 cc~n ~urncr 
'.h kf-<.'tlt(' 1,,r .e, <: rol , lurnpc.x> proJucb. The: dat,1 fo r thi s study wns gn1hcrcd using the 

1.),«-,l•; )fuwirc Jppr,w( h~ from con, umel') in Thane dbtric1 who w~rc chosen 01 rnndom. Whl'rCvcr 
114 H"•· \JI}. the d;:11u i, n aluutcd and db played in Lhc form of mbks. churls, _and _other visual ai_ds., For 
th.c purpo,c, o f itnul ) ,i" \ l,st i~tica l :weragt'S antl ~rc~ntagcs ,wrc used. P1dorwl n:prcsc111a11on hns 
hem lJ•,cd ' " hcucvcr 11ccc,-.ury 10 di ~pl::sy the: dala contained in rnbks. 
I he 1 ~·~r,pti, e Stud in dt '>ii;n wa~ cmployt:d fo r thi~ research because the goaJ of the ~1udy is to 

11 11 ," er the \juc, tion, "~ ho, what, when. wher~. and how" of the buying behaviour of the customers 
1111<lcr 111quir)' by u 4ur1n1itu1ivc analysi, of 1hc dala obtained. 
'\ \ irnc tun:d quc~tionnairc incorpomting rnultipk-choice qu~stions. dichotomous questions, and 
quc , 11 01, ., ha"ctl 1u1 lhc Likcrt- ~cak wa.s utili!>Cd to obtain the ncedcJ data. 

\ 111npk Si,c : I 2') 

St1111pl l11g Mc1h1 ►d : Cunvc11i1c111.:c Sampling. 
I 1,xl h u~etl : MS Lxccl 

1.lmhutiuns of the Study 
1. The Study is wnliru:d only to 129 respondents due to cost and time constraints. 
1. ·1 he Study is n:stric1cd to Thane district. 
J . ·1 he Sampk Chosen could no1 be I rue representative of the population because I.he 

sampling process was judgcmcn1al. 
.. . Sinl'.t: the proj1.:ct 's Lime is minimal the research area is constrained. 

Fi udln~, of tlu· Study: 
I .D~nwgniphic C lass ili ca1ion 

lkmogruphic cl ass ification is based on demographic factors like.: age 
~(mkr. l·ducat ion. ' 

T :. bk I : CJ.1,,inrntiu11 of R ~s >0 ndents Based on their Gender 

I 
I 

s~x 

1 M,dc 

l \ ·1n.1k 
I 1 )!,ii 

-

- --

No. of' 
Rcsponlknts 

45 

- --- --
8-1 - ---
I ~tJ L - ---- ~ Souru:: Pri rrt ll l) d.i ta 

Pcrcc.:ntugc 

34. 1 
65 .9 - -
100 

-

_ ·1 hl' t t ~ J \ c 1abk :ihow'i the re~rondcnts on 1hc basis of sex. The table inferred 
th .11 0.f tht: J-4 . 1% n;-,pomknts tlflc male und 65 .9% of 1he rcspondc 1 . F 1 . . . . n s arc ··cma e. 1 hus ,t 
t:dnd uJc:d tlwt m.sJ orn y of 1hc n:spondcnL-. a rc female. ' 

·1 ahk 2. Cl:u\ification of Rr,pomlcnts Based on their Age 
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Source: Primary data 

e U4>r,AI ' 'J Yra 

• ,1 ;~ Y,o 

.; J I-Ill Yr> 

• A!x,, ,, -Hi Yn 

The Chart revealed that 45% of the respondents are below 20 years, 28. 7% are between 21 
to 30 years and 14. 7% are above 40 years. Hence it may be understood that majority of the 
respondents belong to the Youngsters Category and the middle age category who are well 
ex pcrienced. 

Table 3 :Classification of Respondents Basec.l on their Educational Qualification: 

Otiallflcotion: 

• U;,·o t-<SC 

Source: Primary dclla 
41. 9% respondents are undergraduates and 27 .9% are Graduates. 

Table 4: Classification of Respondents Based on their Income Level 

t,lonthly F=amlly Income 
l , 'I• . , I' • , 

f) l, J .. 11 . 1 

• ~ ' . ')0000 

• jl)Q() , ~ 

• «(I() 1-50000 

• Nh,.~ ~ 

Source: Primary data 
It is clear from the chart that 45% of the respondents have their monthly income up 20000, 
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8 .. ~._m_h.\LI 
' \_-n ~ I '. \ 

a·,~·~ 1.r - . - i(. -

Source: Vrima.ry data . 
11k: ( )Wf1 'iht>",~ th31 more than J8.8% of the R·-spom.knls have family of above: 4 rnemb\!rs. 
' ~ 11 •~•"~ 4 members in the family whik 17. 1 % are 2-3 members in lht: family. 

1 abk 6 :Uas::1ificu1ion or Rt.---spond~nts Based on their Prefer~nce of Shampoo Users 

Sv urcc: .Pri n1ar) data 

1 0,...f~ 

t > ... ,~ ... 
t ,w:vi::~ .. _...., 
1 51,,-... 
. ........ 
•-~· 

: f 

[ht- al>-.) \ t" cabk sho .,.,s Lha1 the shampoo used by the respondents. 28. 7% of the 
,n p..., ,._:,cpb ~ft' lbini (jamia shampoo. 17.8% oftht: rl!Spondems use Dove shampoo. 13 .2% 
:t~ ~o_g Clini'-- plus and Loreal Shampoo. Thus it is clear from the above chan that the large 
f~"- \)( [Q P-, 'itJcnls la .. or Gamic.>r Shampoo. 

f .1t-k 7 : n:.o~iti,:.11 i0n of Rnpondc:nts Ba:;cd on Volume and Size Preference: 
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Volume arx1 Size Prcfornnc(.; 

Source: Primary data 

• S1KJ·.oJ'S 

e M1n1 6o!lle..\ 

c;, u,·u~ ilotvr.1 
• r nm,lv Poo,. •, 

The Chart shows that 39.5% prefer Shampoo in Large Bottles while 27.1% purchase in Mini 
Sachets. 

Table 8: Reason for purchase of Particular brand of Shampoo 

ReasoM for Purchase of Particular brc3nd of Shampoo (You Can Select Multiple Options) 
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62% respondents buy their brand of shampoo for suitability , smoothening and conditioning of their 
hair, while 31.8% believe that their shampoo helps in fighting dandruff. 

Table 9: 
• 29.5% respondents have ocassionally changed their shampoo, while others have changed on 

recommendation of their Doctor, Dermatalogists. 
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• 25.6% of the respondents have been using their current brand of shampoo for 1 to 2 years, 
while 18.6% have been using their brand of shampoo for more than 5 years. 

Brand loyalty: Since how tong have }'OU been using the current brand of Shampoo 
1 :>1l r,:,wo,.ws 

Other Findings : 

• Le1S lhbn I Yr 

• 1t., 7. Yr$ 

~ 2- 5 Y1i 

• 5 yr., ar,d above 

• 33.3% of the respondents feel price and value for money are important for their buying 
decisions. 

• For 37.2% of the respondents Availability is important. 
• 37% of the respondents feel Packaging is an important criteria for decision making. 
• Promotional Schemes, Brands and advertisements are also some of the factors for decision 

making. 
• One of the major source of infonnation for decision making is Tv and Advertisement-29.5%. 
• For 61.2% respondents Quality of Product is Highly Important 

Suggestions 
• Fragrance may be changed pleasantly to attract more customers. 
• Various Schemes are expected by customers like discount, offers, free gifts, etc. 

The manufacturer may use sales promotion strategies to enhance sales volume, and manufacturers 
should take the required efforts to improve product quality in response to consumer demand. 

To avoid duplicating products, the government should take all necessary efforts. 

The government should direct shampoo manufacturers to maintain fair pricing levels that are 
accessible to all types of individuals. 
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S, mbol:- ~ind brand names sh Id be . . 
· ou given priority in order to minimise duplication. 

future research possibilities · Th d . 
·u ·r ,,cogrnph . . · e Slu Y might be expanded to include more respondents from a 

" 'd l / s t' ,c area rn the future, and the impact of other demographic characteristics on purchase 

an c n ump ,on patterns could be investigated. 

Conclusion 

Evay consumer is unique accordi'ng to t d d · · h' · h k th · b f 
. • as u y, an 111s t 1s uniqueness t at ma es eJo o 

a marketer more difficult Th ' · · 
· is uniqueness may also be demonstrated m the shampoo market, 

where respondents have d1'·ffie · · · · 
. . . . nng perspectives on the same product. Companies will only be 

success I ul 1_f they recognise and cater to their customers' personality, as well as offer products 

that reflect u. 

~onsumer ?eh~vi~,ur cannot ?e predicted accurately for a variety of reasons. The tem1 

Con~u~er 1s Krng appears twice rn the survey, meaning that firms should focus on thoroughly 

examining c_ustom~r needs in order to please and retain them.Because women place a high 

value on their physical appearance and beauty, shampoo is a fast-moving consumer item with 

a high frequency of usage among women. On the market, there are a range of shampoo brands, 

each with its own set of advantages for various reasons.Because television is the most essential 

source of information for consumers, marketers must successfully communicate to attract 

customers and sell their products to the right person at the right time to influence their decision­

making process. 

As a result, it has been discovered that shampoo consumption and purchase rrequency are both 

high among a specific group of people. When it comes to buying shampoo, the price, brand, 

availability, and packaging all play a part. Customers' purchasing and switching decisions are 

heavily influenced by advertisements. Most customers are unfazed by preferred freebies, larger 

quantities. discounts, or price reductions when purchasing shampoos, according to research. 

The current study should provide marketers with important information on consumer impressions 

of different shampoo brands in Thane District. 

The different factors that influence the customers were found to be ''brand name, availability. 

price. quality. types of package··. Customer considered the Gamier shampoo are the best as 

compared with other brands.Quality is an important pai1 of the buying decision. Price is also 

a main factor of the purchase. It is very capable that female respondents are more 

concentrated on quality. "Brand name. availability. price. quality, and types of package" were 

discovered to be the various elements that impact customers. When compared to other 

brands. customers said Gamier shampoo was the best. 

The importance of quality in the purchasing process cannot be overstated. Price is another 

important consideration when making a buy. Female respondents are more likely to place a 

premium on quality. 
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