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The companies use to distinguish their product
from others in the market by symbol, mark,llogo-
hame, word, sentence or a combination of these items.
It haé been found out that most of the customers
buy face cream products based on brand factors.
Most of the customers buy face cream to look better
cosmetics play a crucial role in developing self-
esteem and in enhancing self-confidence level. Now
face cream products are increased in numbers. So the
USETs are in trouble to choose the product. So users
g1ve more preference to the brand of the face cream.

The Story of Face Cream

Face cream has been used from pre-history
until the present day to keep skin soft and youthful.
Many of the carlicst ingredients such as olive oil
and animal fat; came from plants and animals
while later formulas took advantage of mineral oil
and petroleum Jelly created in the production of
gasoline. Olive oj] is also popular as a moisturizer
among the ancjent Greeks. The celebrated Roman
physician Galen was the first to develop cold
cream which he created around200BC by melting
beeswax into rose oil and the adding water.

Around 1900 Some  manufactyred products
broke out of thejr local markets ang attained

nationwide distribution. One of the first was Hind's
Honey and Almond cream, fo

a drugstore owner in Portlan
the development of the face
the 1930'. Many creams are
the use of animal-based mate
vegetable ingredients, such as
kernel oil. Many formulas also NOW use retained
alpha hydroxyl acids, hydroxyl acids, vitamins ang
minerals to help creams lighten, reduce wrinkles,
improve skin tone and purport to perform a varsity
of other tasks in addition to just moisturizing,

creams took off ip
moving away from
rials and on toward
coconut oil and palm

Introduction of Face Cream

Everyone wants to be confident in the skin that is
in; afterall, it is the first thing that others people notice
about each other and the largest feature of your body.
While being confidentwith yourskinis something that
most people desire, unfortunately. For people who
are not satisfied with the look of their skin wearing
makeup is certainly an option to correct imperfection.

However, wearing too much makey can creay
a cakey and unnatural look or lead tq clogged or o

pores. Fortunately thanks to 'thc advance of mg dem
science, these are another’opn’on for.those Wwho Suffe;
from skin problems, skin ]lghtcmr']g creams, o
while they have been used for somet@es by the rich
and famous; since they are rpore widely Produceg
and are more readily available, thege Creamg
become quite popular with the general public, Skin
lightening creams are comprised of Specializeq
ingredients that aim to lighten Fhe tone' of the skip,
The aim is to lighten pigmentation to given the skip
as lighten rejuvenated more youthful and pleasant
appearance. A cream used cosmetically for softening
and cleaning the skin is known as face cream

Profile of the Leading Braned Face Creams
Fair and Lovely

Fair and lovely‘s skin lightening technology js
known tobe the best in the world. However, this has not
stoppedthebrandfromtheinnovatingﬁlrthertopioneer
the development of cutting-edge fairess solution,
Fair and lovely's brand's es
Desting ‘hag played a dec
worthily presence in over 30 countries. Today 250
million consumers across th
with Fair ang Lovely as
the believer of that

¢ globe Strongly connect
a brand that stands for
'beauty that €mpowers women

ny." The brand' commitment

the

2



m-unilever chemist from Durban started it
in 1949. The name "oil of Olay "was chosen by Wyir
45 4 Spin On the word “conolin” a key ingredient,

[n 1992, it was decided to unify the brand under
2 global name. Thgs oil ot: plan and Olay become
Olay and worldwide basis, except in Germay.
Spcaki"g regions and Italy, where it remained
oil of olay. In Netherland and Belgium. 1t was
renamed and Belgium. It was renamed just as Olaz.

Lacto-Calamine

Calamine lotion contains

oxides of zinc
which can be used as a topical treatment for acne
and many other skin ailments. Calaminc lotion
with a smooth texture and is sold under varioyg
prand by different Names. The popularly known
calamine lotion is Lacto calamine sold by Pirama
| Health care calamine has been used since it s

used for creating the wound and skin disorders.

Nivea

Nivea 1s a global skin and body care brand
that is owned by the German company Beiersdorf.
The company was founded on March 28, 1882,
by pharmacist Carly Paul Beiersdorf. In 1990, the
new owner Oskar Troplowitz developed water
-in —oil emulsion as a skin cream with the first
state emulsion of its kind. This was the basis,
for Excerin and later, Nivea comes from Latin
world Nivea’s / Nivea / meaning snow white.

Fairever

Cavinkare, a leading FMCG company in India
has announced the launch of its "Natural Faimess”
Faimess cream with a new packaging popular
South Indian star Asian had signed on as the brand
ambassador of the company. This is the first time
the group has gone in from of a brand ambassador.
Fair ever is an all-natural product which is used
in the very small amount to lighten and even
out skin tune. Big improvement can be seen as
%000 two weeks and complete even skin tune
“n be achieved in little as four weeks. It is
Produced in India which is well known for its patent

rbal products and this cream is very popular in the
“astanddue o such high production and notexpensive.

\
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Patanjalj

Patanjali Ayurveda stated in 2007 and had
benefited from cloge association with well know yoga
gur.u Baba Ramdev . The Company is different fromga
typical business and the stated philosophy is to plough
back profit into the company or to be used for social
Cause .the idea is to be presentin as many categories as
Possible in order to give consumer more choices and
profit are to be reinvested in innovation and capacity

€Xpansion so pricing can be made more competitive.

Ever Youth

The face is a reflection of one’s inner health,
Keeping this in mind, zyduss wellness Itd. Introduced
arange of specialty skincare product under the brand
name of ever youth naturals. These skincare products
have been designed to work from within the skin to
reflect a clear, beautified & healthy skin outside.
While having the advantage of being a skincare brand
from a health care company: ever youth naturals has
always come up with product that is designed keeping
in mind the different needs and skin types of women.

Statement of the Problem

The present study deals with the brand preference
towards face cream among the college students
in Nagercoil. Buying face cream is not an easy
Job for a buyer because there are plenty of brands
in the market. The brand preference of buyer has
been influenced by internal and external factors.

The internal factors are the need, culture,
taste, experience, etc. The external factors are the
supply, price, quality, package, advertisement
to find out the products and the brand of the

face cream preferred by the respondents.

Objectives

1. To find out the demographic profile of the
respondents.

Z, To know the brand preference of the college
student. |

3. To understand, the level of brand satisfaction
of the college student regarding the usage of
face cream. .

4. To offer a suggestion and recommendation
to the user and manufactures to improve the
quality and Benefits.

3
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brand by the colicB -
the factors influencing
f face cream.

preference (owards
student in Nagerco!
selection of face cream

This study highligh.ls
to purchase a specific brand ©

n collected

dary data.
onnaire

Methodology
The required information has bee

both from primary data and secondat
Primary data has been collected by questi o
method. Secondary data has been col e.c

from various books, journals, and websites.

Area of the Study . )
The arca of operation is in Nagercol

town. Information is collected from _thc
female consumers especially special attention
is given to the college students and all these
respondents arc in and around Nagercoil town.

Statistical Tools
To make the present research study highly

effective and interesting, statistical tools such
as percentages and bar chart are used for
analysis and interpretation of data [ Likert’s
five-point  scaling technique has been used to
analysis the level of satisfaction of respondents.

Method of Sampling
Simple random
was used to select

Sampling technique
the sample respondents,

collected data and informatijon_ The data hag collected
from 50 sample respondent in (he Study are
a.

Analysis and Interpretatiop
The analysis of

face cream among the college sty demy

a collection and analysis are pre, )
le form using tables ang di Chtey
“Eram

towards
Nagercoil. Dat
. simp
in a very i

Agi\gc is one of the important factor i
influence the soci'al_statetc, of tl?c respondent e
respondents are divided into C?lfff?rcnt age Brouy
The researcher has taken a specn-al Interest tq fing Oui
the age group ofthe respondents in the study are, The

age composition of the respondents is given j, table

Table 1 Age

No. of B

Age Respondents %

15-20 26 52

21-25 20 40
26-30 3 IR
Above 30 I
Total 50 W

Source: Primary data

The above table 1 shows that the 52 percent (26)
of the respondents belong to the age group below
15-20 years. 40 percent (20) of the respondents
belong to the age group 21-25 years. 6percent
(3) of the respondents belong to the age group
26-30years and the only 2percent of the respondents
belong to the age group above 31 years. Mostly
the college students are interested in using face
Cream to improve and stylish their appearance.

Educational Qualification

.Education is a  significant variable
which determines the social states of the
Sample  respondents. The educational status

of the I€spondents g given in the figure |

http:// Www.shanluxjoumali'“
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Figure | Education Qualification

[
8- Precmr g
- b= o o haagamade vis
-
Figure | shows that 64 percent (32) of the
espondents belong to the group of under graduate. 14
reent (7) of the respondents belong to the group of
post graduate. g percent (4) of the respondents belong

1o the group of M.Phil. 14 percent (7) respondents
pelong to others. This reveals that maximum numbers
of respondents are UG because the educated people
nay care about appearance and beauty more that
uneducated people. Marital status Marriage is an
important social event and it 1s considered the most
esscntial part of human life, which decides about
the saving habit of the pcople. The following Figure
gives the marital status of the sample respondents.

Figure 2 Marital Status

= Ne. of Respendents
B Percenage

e B BE 2 2 ¥ 8 2 g 8

Mamied  Unmarried

Source: Primary data

Figure 2 shows that 9opercent (45) of the
sample respondents are unmarried and 10 percent
(5) of the sample respondents are married.

Mﬂnth|y Income
Income is considered as one of the indicators
o.f.the economic status and the standard of
living of the sample respondents. Income may
tl?e Permanent or temporary. The incgnw of
sample respo ndents are given in Figure 3

hatanel L IE L

Figure 3 Monthly Income

- -~
e em
40 94 S

The Figure 3 shows that out of 50 respondents
42percent (21)of the respondents fell in the
income group Rs.5,000-10,000.22 percent (11)
of the respondents fell in the income group
Rs.10,001-15,000. And 22percent (11) of the
respondents fell in the income group of 15,001-
25,000. And 15 percent (7) of the respondents
fell in the income group of 25,001-35,000.

Duration of Usage
The respondents use the face cream for improving

their look. The duration of usage is given in Figure4.

Figure 4 Duration of Usage

15

30

15

|

1

10

0
0 1 1 3 “ ]

Source: Primary data

Figure 4 shows that 40percent (20) of the sample
respondents use face cream below one }'ear. 34 perietn
(17) of the sample respondents use face cream 2 10
3 years. | Opercent (5) of the sample respondents usle
5 years. 16 percent (8) of the sample

se cream 4 10
Lot for over five years.

- ——
respondents’ use face crean

\
5
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-y dents
The face creams are used by the ‘respiorzam ,'s

regularly or occasionally. The usage of face ¢

given in figure 5.

Figure 5 Usage

=o=No of Respondemt
=8=Peryantage

N

Peper uver ‘orcationsl wer

Source: Primary data

Figure S shows that the 64 percent (32) of the
sample respondents yse face creams regularly and

36precent (18) of the sample respondents use face
creams occasionally,

Difficulties in using Face Creams
The respondents face so many difficulties while
using face creams, The number of re

Spondents facing
problems while using face cream is

given in table 2,

Table 2 Difficulties in using Face Cream

Difficulties resl:z;l?lin ¢ %
Facing problem 36 72
Not facing problem 14 28
Total 50 100

Source: Primary data

Table 2 shows that 72 percent (36) of the
sample respondents do not face any difficulty while
using face creams, 28 percent (14) of the sample
respondents face difficulties while using face creams.
Amount Spend for the Face cream. The amounts
spend by the respondents  for purchasing
the face creams vary. It is given in figure 4

Figure 6 Amount Spend fﬂrtheF\cQCream

3

30
1%
lhuq”.‘
"
lln,qw
b H]

X
Lessthan  101:150 151-200 201-250
100

251-300 301330

—

Source: Primary data

The Figure 6 shows that 16 percent (8) of the
respondents spent less than Rs.100. 16 percent (3)
of the respondents spent Rs.101-150. 26 percent (13)
of the respondents spent Rs.151-200. 8 percent (4) of
the respondents spent Rs.201-250. 14 percent (7) of
the respondents spent Rs.251-300. 20 percent (10) of
the respondents spent Rs.301-350.

Influence of Purchase of Face Cream

The following table presents the nature of

influence and thejr impact on the women consumer
towards face cream

Ta_ble 3 Influence of Purchase of Face cream

No. of
Influence Respondent Y

Advertisement ~‘T 44

Friends -_\_5\‘ 10

Display in shop 2 4

Altractive offers 2\ 4

Parents &

Relative 3 6

Quality -2\7

Price X\

Total *“2‘6—
Source: Primary daw_\Jﬂ-J

From the table 3 j i

S showp tha
of the respondents gy,

t 22 percent (11)

€ mosy)y ; .
advertisement, 10 Percent Syolfﬂ?::n(.ed by the
of friends, 4percent v, reSponden(s

Ot e
attracted by display i, shop, feSpondepig ate

4 Percent (2) of the
htlp://www,shanlax)'oumals.in
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mt—s— are influenced by attractive offers,
respﬂcem (3) of the respondents arc influenced by
¢ Penls & relatives, 4 percent (2) of the respondents
E:; influenced by packages, 26 percent (13) of the
respondents attracted b‘y quality and 2‘percent (1)
of the respondents are influenced by price. Most of
the respondcnts are influenced by advertisements.

purchase of Face Cream

Women respondents buy the cosmetics from
different shops (i.e.) exclusive cosmetics shops,
chain stores, departmental stores, and local provision
stores. The following table shows the preference of
stores by the respondents to purchase the face cream.

Table 4 Purchase of Face cream

Purchase of face No. of o

0
cream Respondent

Exclusi\_re 15 30

Cosmetics shop

Chain stores 3 6

Departmental 21 .

stores

Local provision 1 -

stores

Total 50 100

Source: Primary data

Table 4 shows that the 30 percent (15)of the
sample respondents buy face cream from the
exclusive cosmetics shop, 6peercent (3)of the sample
respondents purchase from chain stores,42percent
(21) of the sample respondents purchase from
departmental stores and 22psercent (11)of the
sample respondents purchase from local provision
stores. Most of the respondents prefer to purchase
face creams from the cxclusive cosmetics shops.

Attributes Influence the Purchase of Face-
Creams

Consumers are motivated by so many features
to purchase cosmetics. Attributes influence
the purchase of cosmetics is presented in table

International Journal of Management =%

Table 5 Attributes Influence the Purchase of

Face cream
Attributes No. of Respondent %
Beauty 25 50
Healthy 1 z
Hygiene 5 10
Freshness 19 38
Total 50 100

Source: Primary data

Table 5 shows that the S5Opercent (25)of the
customers are using face cream to enhance their
beauty, 2percent (1)of the customers using face
cream to enhance their health,10 percent (5)of the
customers using face cream to enhance their hygiene
and 38percent (19)of the customers are using face
cream to enhance their freshness. Most of the
women use the face cream to improve their beauty
and enhance the appearance in front of everyone.

Frequency of Purchase
Thefrcquencyofpprchasingfacecreamvan'csfrom

consumer to consumer. The frequencies of purchasing

face cream by the respondents are presented in

Figure 7.
Figure 7 Frequency of Purchase

Source: Primary data

Figure 7 shows that 48percent (24) of the
respondents are purchasing face cream once a
month, 32percent (21) of the respondents purchasing
face cream twice in a month, 14percent (7) of the
respondents purchasing face cream 3times in a
month and 6percent (3) of the respondents are
purchasing face cream 4 times in a month. Most of
the respondents purchasing face cream once a month.

http:IIWWW.shanlaxjournals.in
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Face Croam Produet
The TR0 CIEAM is esvential for women 10 protect
Wan face fam pimples, pimple marks, al durk
Sircde and so an. The Below table presents the hrand
proforenee towards fce eream by sample vespondents,
Table 6 Face cream Product

The inble 6 shows that 24 g, o
respondent are using fair % Jovely
of the respondent wre using Doye, |0, o /
the respondent is using Ponds, 7 jey,.,., ‘,],,, %) 4y
respondents are using Viceo Turmeyic 7/% the

4) of the respondent are using Oty 5 Y%
(4) p Mg Olny, 4 poroyy

ot Of the respondent are using Lotus, 4 Percen ), )
Face cheam Respondent n the respondent are using Patanjal; 7 ;)«;;‘,,,i,/}f%
Fan & loved 12 24 of the respondent are using FVairever, ., . ”;
sy a X of the respondent are using Vival, 4 Percent {;’
—. S 16 of the respondent are using Himalays | (,)'/ ‘;;
ee——— . ] the respondent are using Ayush, |2 percent (6 .4
e P " the respondent are using Ever Youth g Pereont
e 2 F (0) of the respondent are using Iacy, Calarmipe,
e 3 p 2 percent (1) of the respondent are using !».’j',@;;
" 1 5 and 14 percent (7) Of the respondent s Using
~w——— " T Another face cream, ltisevidcnlthml:air&Lwel-.’j;
S - 5 the brand mostly preferred by the sample respondents
Hrmalava 2 E}
—npes 5 2 Level of Satisfaction
e —— = 5 Satisfaction varies from person 1o person.
e : > The following table represents the satisfaction
e - . level of the respondents towards face cream.
Searce: Pnmary daw
Table 7 Level of Satisfaction
| : Highly L Dis ; .
J Particulars satisfaction Satisfaction | Neutral satisfac- Highly Dis T Rank
] tisfa tion satisfaction bfal
5 4 3 2 1
| Price 11(55) 28(112) 8(24) | 4(s) 10) 50(200) |11
Confidence 13(65) 24(96) 10(30) | 2(4) 1(1) 50(19
Qualwry 15(75) 29(116) 3(9) 2(4) ) 50220:) v
Fragrance 8(40) 29(116) 10(30) | 2(4) 1(1) 50 SE
N side effect 10(50) 29(116) 6(18) | 2(4) 33) = L)
203) |11
From the 1mable 7 it was observed that the Conclusion

respongent are highly satisfied with the quality of
Faoe cream and the first rank is given to quality of face
cream the second rank is given to package, the third
rznk ¥ given 1o pnce of the face cream, the fourth
rank 1 given 10 confidence and the fifth rank by the
respongents is given to fragrance of the face cream
and ziso 10 No side effect with the use of face cream.

sex, education, marita) status, mopgpy
duration of usage, usage, difficulty i Y -
cream amount spent for the tace Cream using face
attributes, frequency of purchase_ f; » Mfluence of

; ; acecre
customer satisfaction towards P crE:1mpmducl,
M by the

Income,
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mwere analysed using percentage,
e

sam harts and Likert's five-point scaling technique.

% € . :
ba's*_ ults were obtained and shown in chapter five.
Thc resulis

findings

Nowﬂdayswomcnarcinlcrcstcdinusingcosmetics
utify themselves than before. The respondents

to be? keen cut cosmetic. On the basis of analysis in
four. the findings of the study are given below.
SZpCfcc“‘ of the respondents bc!ong to the age
oroup 15-20years and 2percent of the rt':spondents
belong to the age group of above3lyears. The young
generation is mostly influenced to but the face cream.
;,4pcrccnl of the sample respondents have
completed UG. 8 percent of the sample respondents
have complected M.Phil. The ecducated pcople
are interested 1n con summing the face cream.
90percent of the sample respondents are unmarried
and 10 percent of the sample respondents are married.
42percent of the sample respondents earn
income between Rs.5000-10,000 per month
and 22percent of the sample respondents earn
between Rs.10, 001-15,000 and 15,001-25,000.
40percent of the sample respondents use face
cream less than one year and 10percent of the
sample respondents use face creams 4-Syears.
64 percent of the sample respondents use
face cream regularly and 36 percent of the
sample respondents use face cream occasionally.
72 percent of the sample respondents
do not face any difficulty while using face
cream, 28 percent of the sample respondents
face difficulties while using face creams.
- 26 percent of the sample respondents spent up to
Rs.151-200 per month for purchasing face creams, and
8P°rCCDlofthesamplerespondents,spendRs.20 [-250.
26 percent of the sample respondents purchase
félce‘crc:ams because they are influenced by the
quality and 2 percent were influenced by price.
Cre:ni pfercent of the sample respondents buy face
he S: rom the departmental stores, 30 percent.of
e C:’Ph‘-'respondents’ purchase from exclusive
o loccmlxs, 22 percent of the sample respondents
samp, Al provision stores and 6 percent of the
P¢ respondent’s purchase from chain stores.

purchase from

Percent of the customers are using face
enhance their beauty, 38 percent of

\

showed
chapte?

Creamg

the respondents for freshness,

10 percent of
the P

respondents for improving their Hygiene
and 2 percent of the respondents for health.

48 percent of the respondents are purchasing
face creams once in a month, 32 percent are
purchasing face creams twice in a month, 14
percent are purchasing face creams 3 times per
month, 6 percent are purchasing face creams
4 times a month and 0 percent are purchasing
face crcams more than 5 times in a month.

24 percent of the respondents are using
fair&lovely, 16 percent of the respondents are
using ponds, 12 percent of the respondents are
using youth cver, 8 percent of the respondents are
using dove and olay, 4 percent of the respondents
arc using lotus, Patanjali and Himalaya, 2 percent
of respondents are using vicco turmeric, fairever
and Nivea. It is evident the fair & lovely is the
brand mostly preferred by the sample respondents.

The sample respondents have given the first
rank is to the quality of face cream, the second
rank is given to package, the third rank is given to
price of the face cream, the fourth rank is given to
confidence and the fifth rank by the respondents
is given to fragrance of the face cream and also
to No side effect with the use of face cream.

Suggestions
To the Manufacturers
L. The consumers prefer quality products. So
the manufacturers should concentrate on
producing face cream with superior quality.
2.  The attractive package is preferred by the
consumers. So, effective packages should
be introduced concentrating on durability
3. Thepriceofthe face creamshould be reasonable
4.  Consumers prefer the variety of fragrance
So that the freshness would last long.
5.  The face cream must be prepared
from natural ingredients which  will
not cause skin problem and allergies.
6. The disposable container can be introduced.
7 Free samples can be distributed to
create awareness among the people.
8§  The manufacturer should not corrupt the
consumers regarding the weight of products.
9 The manufacturers must watch  the

9
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preference of the consumers
he products.

must
the

taste -and
from time to and improve t
10. The stock of different brands
be made available to avoid
consumers switch over to other brands.

To the Consumer
The consumers see
date of the product before
They must use the products according to
the instructions given by the manufactures.

the expire
purchasing.

must

The  consumer must  purchase  the
products  according to their needs and
must not be influenced by advertisement.
Conclusion

The study analysis the brand preference
towards face cream among the college students
in Nagercoil town. From the study, it is clear that
the marketer can succeed in their field and can
satisfy the target of the consumer if they have
a clear idea about the customers and produce
quality products according to their requirements.
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