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Abstract
In this Compell_llve World People are obsessed with their appearance. People, particularly young
people. engage in a variety of things to improve their appearance. Traditionally, only women were
coqcemcd 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 is one of the things that has become increasingly popular in the last two decades. These
products be.camc 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, Indian 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
identified 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, clever advertising, and the creation of new products.
However, many businesses fail to keep up with rapidly changing 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 2012).

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.FMCG stands for Fast
moving consumer goods are also known as consumer packaged goods sector is an important part of
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consumption” ( Sharma & Mchta 2012 ).

Review of Literature i marketi :
‘\_' Kiranmayi (2017) has stated that buyer behavior acting an important ro‘lc ““ 'l"": (":,i”g U:.
FMCGs goods. The consumer behavior is effect by changed IuclOl‘s" n lh'c Lll'fl'(.fl ;; L'l:ll;’::]l} ‘«(»‘
globalization consumer needs and requirements are rapidly changing with time. ]L_d. -
segment is playing a vital role in the enlargement of India’s GDP. Itis very ”"p(,)rlmjl- l.“ : Ln,“’yl
the c_hanging scope of consumer buying behavior towards FMCG products. It ":’ ,'I'L“?dry,;l,n.(
required to identify with customers shopping behavior with regard to select retail outlets. This
Paperis to highlight the various factors affect consumer behavior towards sclcn:lcd 'I'MC(-.gO(K'Js.
The main objective of the study is to assess the factor completing in chosen l“MC(' retail point
for shopping. The concluded studies the factors completing in preferred l'MQ{J rclﬂll.PO'"l for
shopping.'R. Alamelu, S. T. Surulivell (2016) in their study Indian country Is agrarian bascd
and the rural people shared half of the disgusting domestic product ol"lndl'a. To ‘u(‘:cord with i,
this study intend 1o identify the various factors suggest the purchase of FMCG products in
cqually rural and urban areas and the level of contact on these factors towards the bl.Jy Ql fake
FMCG products. The study findings critical out that urban consumers were SU[‘{_]C('JIIVC by
‘conviction” and ‘appeal’ factors and the rural customers were influenced by ‘convu.:llon’ and
‘promotions’ through their purchase behavior towards fake FMCG products. 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 people.’N Ramya, 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 gocs.
An individual and a consumer is led by his traditions, his subculture, his social class, his strong
views groups, his people, his celebrity, his ¢cmotional factors, ctc.. 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.’Fatimah Furaiji, Malgorzata 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 clectric appliances market in Iraq. The major
result of the study indicated that, overall, the set of independent variables are 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 (2014 ) They
stated that frequency of using shampoo among consumers is very low, it is only once in a weck
& most of the respondents are satisfied with current brand.(Gopalsamy, et al 2010) 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 awarencss, attitude,
& behaviour of consumers towards major brands. They also stated about tough competition in
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I MCG osecton (Akane & Arorg Y0120, They have focused on satisfication of consumers. They

wave alvo stated that .
Aadialiy natL for san fying consumers 1t 1, casential compantes should knorw about

rsumet behay iour & Nalyve all these tactors & find out best suitable 160l for promotiny their
hampo
Rahman & Kazi (2013) conducted tudy on the expectations of consumers from shampoo
brands. After analysis, it was f wnd that H.:;r fall has come out as the 1Gp mont preferred reason
forusing 3¢ l\.unpwv brand w hereas Hair cleaning appears to be the most prclcrﬂ:d r:/.p'.:',l.tll“f”"
customers. Similarly. Fragrance was considered as the Jeast preferred reason whereay Molsture
was considered as the least preferred expectation of the customers
Birjandi & Birjandi (2013) analysed customer sepmentation of shampoo in the lranian
market, b.‘a'-cd on the "benefit sought approach’. The f'indmy'. highlighted that in the benefits
priofitization of consumers, cleaning power of the shampoo gains the most imponant rank and
colorof the shampoo gains the least important rank among all of the benefits.
Irabatti& Irabatti (2013) conducted a rescarch on the satisfaction level derived by Pantenc
shampoo users in Western Maharashira, The mean satisfaction scores of different groups of
respondents were calculated 1o find out the highly satisfied group and two-way tables and charts
were framed to find out the distribution of respondents of cach category concerning their level of
satisfaction. The satisfaction level of Pantene shampoo is derived against different clements
such as sex group, age group, price, quality, lather, fragrance. packing, and ability to prevent hair
fall.
Mohanty (2012) conducted a study on positioning of Indian shampoo brands, where the
purpose of the study was to transform consumer judgments of shampoo usage similarity into
distances in multidimensional space. The study identified three important dimensions “Brand
Image”, “Hair carc™ and “Value for money™ to be taken care off by the shampoo industries.
Three-dimensional and two dimensional solutions gave the same output and identificd “Brand
Image™ and “Hair care” as the most important factors for the choice shampoo brand.
A study conducted by Guru Ragavendran (2009) emphasized in understanding the consumer
perception on brand awareness and position of product in the market. It was observed that
consumer’s expectations were quality. benefits offered and packaging of shampoos. Hence, the
present study is specially focused on the perception of women of Kolkata regarding shampoo.

Statement of Problem:
Attitude behaviour connections are important to marketers since they potentially reflect a consumer’s
perception of an object. One of the numerous aspects influencing a customer’s decision to buy a product
is their views and attitudes. The purchasing power, brand preference. price. and availability all
influence a consumer’s purchase decision.
['oday's shampoo business is extremely crowded. and a slew of competitors are vying for market share
using cutting-edge technology. Each product is distinguished by its quality. price. and size, among
other factors. As a result, it's critical to understand what variables draw customers 1o a certain brand.
50 that the market may be mined for the reasons and circumstances that drive customers 1o choose a
particular brand. As a result. the rescarcher has chosen 1o pursue rescarch in this area. This study also
attempts to study customer preferences for shampoo .Consumer preferences vary by brand, depending
on quality, usage, pricing. scents, and other factors. There are numerous complexities involved in
determining a consumer's reaction. As a result, the desire to learn how customer preferences vary with
wealth, age. gender, and other factors led to the selection of this study. This study was conducted to
determine what factors impact a consumer’s decision to purchase several brands of shampoo.
Objectives
I. To Study Brand Preference and Factors Influencing Purchase of Shampoos.
2. Tounderstand the concept of consumer behavior in general and the behaviour of
consumers towards consumables in specific.
3. To study the extent to which consumer preference varies with regard to demographic
factors.
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4 methodical fashion. ltrefers to the many

Ihe study's major goal is to discover the
products. The exploratory cum analyticy|
oal 1s to find out how consumers

et b a methend tor solving a research problem in
o wwed v rescarcher to investigate a rescarch problem
crementy that influence consumer ﬂr(ucm‘b for shampoo i
devgn wan used to carny out this investigation. The study's mamn g
feel abasat certan products ) % . .
I In Thane district, the survey is looking into consumer
references o Wyeral \h‘“n.\j) pn)duc(\. lhe data for this SlUd)' \4‘.“5 ga‘lhfjr(:d t{:/;:? the
Questionnaire approach” from consumers in Thane district who were chosen at ran P, & o
necessany. the data is evaluated and displayed in the form of tables, charts,.and other vns.u,ul aids. For
the purposes ol analysis, statistical averages and percentages were used. Pictorial representation has
been used whenever necessary to display the data contained in tables. _ . .
I'he Descniptive Studies design was employed for this rescarch because the ggul of \thc study is to
answer the questions "who, what, when, where, and how" of the buying behaviour of the customers
under inquiry by a quantitative analysis of the data obtained. ' )

\ structured: questionnaire incorporating multiple-choice questions, dichotomous questions, and
questions based on the Likert-scale was utilised to obtain the needed data.

sMudy used a Primary survey method.

Sample Size - 129
Sampling Method ; Convenience Sampling.
Tools Used : MS Excel

Limitations of the Study
I, The Study is contined only 0 129 respondents due to cost and time constraints.
2. The Study is restricted to Thane district.
3. The Sample Chosen could not be true representative of the population because the
sampling process was judgemental.
4. Since the project’s time is minimal the rescarch area is constrained.

Findings of the Study:

L. Demographic Classification
Demographic classification is based on demographic factors like age,
vender, education,

Fable 1: Classification of Rpij)unid;cp_lg Based on their Gender

Sex | No. of Percentage
. Respondents
" Male ! 45 -
1 _ 34.1
| L'Il\.ll( 8' I (;5()7 o
otal | ED F 100

Source: Primary data

I'he above table shows the respondents on the basis of sex. The table inferred

that of the 34.1% respondents are male  and 65.9% of the respondents are Female. Thus, it
concluded that majority of the respondents are female.

Table 2. Classification of Respondents Based on their Age
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Ager:

1/ 9 respunnes

® vVonw ) Yin
@21 WY
@ 140 Yrs

® Aboa 3G Y

Source: Primary data

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
experienced.

Table 3 :Classification of Respondents Based on their Educational Qualification:

Qualification:

129 respansos

@ Upto HSC

® UnoerGrstuats
@ Graduate

® Pou Giaduate
@ Piotesuons

Source: Primary data
41.9% respondents are undergraduates and 27.9% are Graduates.
Table 4: Classification of Respondents Based on their Income Level

Momthly Famlly Incorme
1700 .

O Lo Jui

® 0001 . 30000
@ 3000140000
@ 000150000
@ Avovr 50000

Source: Primary data
[tis clear from the chart that 45% of the respondents have their monthly income up 20000,
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I'he Chart shows that more than 38.8% of the respondents have family of above 4 members.
{8% have 4 members in the family while 17.1% are 2-3 members in the family.
F'able 6 :Classification of Respondents Based on their Preference of Shampoo Users

Peterwce o Srerpco e

* o

[ g™

[ R

§ o

0§ e o< Do
[ S

[ B

L JE

[

Source: Pnimary data
Ihe above table shows that the shampoo used by the respondents.28.7% of the
respondents are using Garnier shampoo. 17.8% of the respondents use Dove shampoo. 13.2%
are waing Clinic plus and Loreal Shampoo. Thus it is clear from the above chart that the large
no. of respondents favor Gamier Shampoo.

Fable 70 Classiticanon of Respondents Based on Volume and Size Preference:

Journal of Kavikulaguru Kalidas Sanskrit University, Ramtek Page | 124




Shodhsamhita : Journg] of F
Vol. VIII, No. 1(V) : 2022
ISSN: 2277-7067

undamental & Comparative Research

volume and Size Preferonce

129 res punges

@ Sacrats

@ 0 Botiies
% Large Bottes
@ ramily Pacxs

Source: Primary data

’ghethhart shows that 39.5% prefer Shampoo in Large Bottles while 27.1% purchase in Mini
achets.

Table 8: Reason for purchase of Particular brand of Shampoo

Reasons for Purchase of Particular beand of Shampoo (You Can Select Multipte Options)

123 resgonzes

Removes Oavort AR ' 5
Smootaing end Coravonar | c: ¢ 1)
Less Cremces (IO 1

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 :

e 29.5% respondents have ocassionally changed their shampoo, while others have changed on
recommendation of their Doctor, Dermatalogists.
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You Change yvour Shamooc
= - RA0

@ Frequenty

© Oczcassonally

@ Naver

@ Somotrros on Recommendabon of
Oocm'o,De!M:uogxs:wur Kalorn
Eaperts

® 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 long have you been using the current brand of Shampoo

129 responaes

@ Lessnen | Vr
®1t02Yrs

B 2-5Yy

& 5 yrs ard above

Other Findings :

* 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 information 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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Symbols and brand n: m
Sy ames s i jority i
es should be given priority in order to minimise duplication.

Future research possibilities: .

ity grea - ltlr:lee;.nThe stu(ciiyhmlght be expanded to include more respondents from a
R . ure, and the impact of other demographi istic S

and consumption patterns could be investigatccf Brephie GRmRRIEEEEE purehese

Conclusion
[Every consumer is uni - e s
" maikctcr No——" ji#lql;e’ acs:ord{ng to a study, and it is this uniqueness that makes the job of
-thrc respondents h.lcu taTh|§ uniqueness may also be demonstrated in the shampoo market,
<uCCCSSl‘L;| e ave iffering perspectives on the same product. Companies will only be
s y recognise and cater to their customers' personality, as well as offer products

that reflect it.

Consumer behaviour cannot be predicted accurately for a variety of reasons. The term

"Con§1|.r11er is King" appears twice in the survey, meaning that firms should focus on thoroughly
examining c'ustomer needs in order to please and retain them.Because women place a l:i"h
value on their physical appearance and beauty, shampoo is a fast-moving consumer item wfth
a high f"requency of usage among women. On the market, there are a range of shampoo brands,
cach 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.
overed that shampoo consumption and purchase frequency are both
ne : 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.
ith important information on consumer impressions

The current study should provide marketers wi
of different shampoo brands in Thane District.

As a result, it has been disc
high among a specific group of people.

at influence the customers were found to be “*brand name, availability.
ner considered the Garnier shampoo are the best as
mportant part of the buying decision. Price is also
ble that female respondents are more
lity, and types of package" were
rs. When compared to other

The different factors th
price. quality. types of package™. Custor
compared with other brands.Quality isan i
a main factor of the purchase. It is very capa
concentrated on quality. wBrand name, availability, price. qua
discovered to be the various elements that impact custome
brands. customers said Garnier 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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