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ABSTRACT 

The purpose of this study was to understand the differences in behaviour of male and female buyers and thus their consumption pattern in an industry which has 

a lot of unisex products. The study measured the gender preferences in the Personal care segment in terms of Brand Commitment, Impulse and Hedonic Buying in 

Pune Primary data was collected for this purpose. The paper attempts, on the basis of the primary data, to draw an analysis of the above mentioned parameters 

for better understanding of the retail market in general. The study was limited to people who visited departmental stores and supermarkets. The researchers have 

tried their best to record inputs from various strata of society so as to keep the study unbiased and thereby made sure that the inference so achieved is useful for 

further study of the retail market, especially in Pune. The benefit of such a study is an endeavour to improve the customer service and make better products by 

understanding the consumer buying behaviour in personal care segment. 

 

KEYWORDS 

personal care, buying behaviour, consumption pattern. 
 

INTRODUCTION 
RETAIL IN INDIA 

etail in India is still said to be in the nascent stages and needs booster doses to improve its health. With an expected Compound Annual Growth Rate 
(CAGR) of 16% during the tenure from FY’ 2015 to FY’ 2020, retail industry is set to outpace other Indian industrial sectors by a whooping margin (India 
Brand Equity Foundation, Jan 2016). Retail in our country is largely an unorganized sector and contributes 10 percent towards the Gross Domestic Product 

(GDP) standing over US$ 2066.90 billion for the FY’2014. This exponential growth rides on numerous factors among which changing demographics, urbanization, 
increasing disposable incomes, and gradual change in consumer preferences & behavior, stand out vehemently. Largely dominated by the “Mom & Pop” stores, 
otherwise known as Kirana or general stores, Indian retail industry is slowly inching towards organized retail (KSA Technopak: Consumer outlook for 2010).  
INDIAN RETAIL CUSTOMERS 

India is a country of great demographic dividend. The sheer diversity observed is humongous but when it comes to the median age of Indian population it stands 
at 27, which is great for retail business (Dawson, Sandy, Kim, Minjeong, 2009. In a demographically young country like ours, it becomes imperative for the retail 
industry to cater to their needs with great care and value addition (McKinsey & Company, 2005).  
We are in the “Age of customers”, which signifies that the customer is indeed the king (Park Jihye & Lennon, Sharron J. 2006). By the year 2020, the average age 
of an Indian customer is expected to be 29 years. 
PERSONAL CARE IN INDIA 
The personal care products industry is worth over Rs. 5000 Crores. The personal care companies with a very wide product basket constitute an industry, which is 
highly progressive amidst all actions (Barnes, Liz and Gaynor Lea-Greenwood, 2010). Liberalization of Indian economy in early 1990’s has changed the face of many 
industries, and the personal care industry was no exception (Maya Swedowsky 2009 Nielsen Report). The global giants aware of the fact, that a revolution in the 
personal care product industry is yet to knock the doors of Indian economy, left no stones unturned to make their company a bigger name. 
Personal care industry comprises of sectors which cater to the needs of the customers which are related to personal hygiene and cosmetics. These are products 
which are usually the ‘wants’ of the customers rather than being ‘needs’, but are portrayed as ‘needs’. Personal care products can be broadly classified on the 
basis of their use as Hair care, Skin care, Oral care, Fragrances, Body care, etc.  
Industry’s revenue split from these different sectors is approximately as follows: cosmetics (35%), hair care products (25 %), and skin care (20 %), fragrances (10 
%) and Oral care (5 %). 

R
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REVIEW OF LITERATURE 
Amanda Coley and Brigitte Burgess in 2003 conducted a study on "Gender differences in cognitive and affective impulse buying. The study revealed that the 
majority of women consumers tend to make more frequent impulsive purchase than men. The study also revealed that the nature of the product purchased too 
is an influential factor for the frequency of purchase by both genders. The study found out that an urge to buy a particular brand is influenced by the liking towards 
a product and availability of browsed choices while selecting the product. The study also found that the ambience of store including décor and music is a major 
factor influencing both genders’ impulsive buying behaviour elongating their stay. From the study it could be suggested that retailers should take care of merchan-
dising and hence create a pleasant stay for consumers. 
Sigal Tifferet and Ram Herstein in 2012 conducted a study on "Gender differences in brand commitment, impulse buying, and hedonic consumption in Israel". The 
objective of the study was to determine the influence of gender on various purchase decisions measured by brand commitment, impulse buying, and hedonic 
consumption. The research is exploratory in nature and used the survey method to collect data in Israel. Israeli students were asked to provide their basic demo-
graphic data and were interviewed with respect to brands under three product categories namely breakfast cereal, paper towels and daily newspapers. The study 
found out that women use more loyalty cards than men; they like to experience the products tactilely; and enjoy shopping as recreational pastime more than 
men. While men prefer the job to be done; women look for appropriate atmosphere to choose the right product. From their study, it is evident that gender is an 
important aspect for marketers to promote their high quality products to women and wide variety of product portfolio to men. In the study, women showed more 
inclination towards brand commitment, impulse buying, and hedonic consumption of products than men. 
Christina Ester Tulungen in 2013 conducted a study on “Comparative analysis of impulse buying based on gender differences.” The objective of the study was to 
determine the differences between male and female choices while making impulse purchase. The study revealed that there is a significant difference between 
genders choices in impulse buying. The research is comparative in nature and used the survey method to collect data in Manado by way of random sampling. The 
study found that women are more influenced by emotions while men are more influenced by features of the product. The study also discovered that women 
would like to spend their money on latest trends whether it is good quality or not while men looked for comfort factor irrespective of trend. Their study indicated 
that clothing business should take into consideration other factors along with emotional and lifestyle factors of both the genders as they positively relate to impulse 
purchase. 
Geetha Mohan and Bharadhwaj Sivakumaran Piyush Sharma in 2013 conducted a study on "Impact of store environment on impulse buying behavior.” The study 
revealed that among all the factors influencing impulse buying in a store; the most influential one is the layout of the store. From the study it could be suggested 
that retailers shall enhance the visual appeal of their in-store elements such as organized layouts, properly lit shelves which indirectly influences them in making 
impulse purchases. 
Burcu Candan, Sevtap Unal, Aysel Ercis in 2013 conducted a study on personal care products “Analyzing the relationship between consumption values and brand 
loyalty of young people.” The objective of the study was to determine the motivation behind choosing a particular brand by young consumers which is influenced 
by their consumption values and brand loyalty. The study revealed that there is positive relationship between brand loyalty and consumption values. The research 
is exploratory in nature and used the survey method to collect data in Turkey by way of random sampling. The students from Kocaeli University have been asked 
to give data about the personal care products used with the frequency of usage. The study found out that the young consumers prefer those personal care products 
that demonstrate an emotional value with the frequency of a month or less. The study also discovered that the young consumers like to follow a new personal 
care product even if the regular one is available. The study showed that businesses will profit if they promote their products by creating an emotional appeal along 
with fulfilment of social need. 
Hulya Bakirtas and Sevilay Uslu Divanoglu in 2013 conducted a study on “The effect of hedonic shopping motivation on consumer satisfaction and consumer 
loyalty.” The objective of the study was to understand the effect of various types of shopping motivation on consumer satisfaction and consumer loyalty. The 
study revealed that experimentation shopping motivation positively influence customer satisfaction and loyalty. The study found that shopping motivation is 
influenced by retail attributes which results in increased consumer satisfaction and loyalty. The study also discovered that better store atmosphere increases total 
number of hedonist consumers. The study shows that businesses should manage their hedonistic customer database in a manner that will fulfil the shopping 
motivation.  
Cherng G. Ding and Timmy H. Tseng in 2015 conducted a study "On the relationships among brand experience, hedonic emotions, and brand equity". The objective 
of the study was to determine the effect on brand loyalty and building brand experience based on the hedonic consumption by consumers. The study revealed 
that along with the cognitive features of a brand, hedonic emotions play an important role in building brand loyalty. The study also revealed that the hedonic 
emotions are felt in lower cost products along with luxury products. The research is exploratory in nature and used an onsite interview survey method to collect 
data in Taiwan by random sampling of four renowned service brands. An equal proportion of students and non-students were asked to provide data on the 
frequency and satisfaction towards the brand. The study found out that consumers are more inclined towards the emotional appeal rather than the features of 
the brand leading to positive brand experiences. The study showed that consumers can relate more towards a brand which uses favourable physical setting to 
soothe their mood and create a happy environment. From the study it could be suggested that marketers should focus on experiential marketing rather than 
product focused marketing. 
 

RESEARCH METHODOLOGY 
� Primary research was conducted. A sample size of 162 consumers was chosen across various income groups who visited the Retailers, Hypermarts and Super 

marts for buying Personal Care products. The reason to choose a Sample size of 162 is supported by the theory which points out crucial factors such as 
demographic, geographic and psychographic behaviour of the surveyed customers living in Pune.  

� To test the feasibility of the research topic, a pilot study was conducted with 30 customers which helped in formulating the hypotheses. From the results 
obtained, certain alterations and modifications were made and final questionnaires were prepared. 86 of the female and 76 of male respondents were 
interviewed in the survey through the questionnaire collected personally. The consumers were surveyed to analyse the factors which influence their buying 
behaviour measured in terms of Brand commitment, Impulse and Hedonic buying.  

� Secondary data was collected from annual reports, articles, web sites, and journals. 
 

RESULTS 
TABLE 1.A: THE MOST INFLUENTIAL FACTOR FOR REPEAT PURCHASE OF A PARTICULAR BRAND AMONG MALE RESPONDENTS 

Ratings given It satisfies my needs It goes along with my personality Its availability in the 

store 
Brand is relia-

ble 
It has a lot of functional 

benefits over other brands 

1 0 12 8 12 4 

2 20 24 12 0 4 

3 12 16 24 20 36 

4 28 16 20 24 16 

5 16 8 12 20 16 
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FIGURE 1.A: THE MOST INFLUENTIAL FACTOR FOR REPEAT PURCHASE OF A PARTICULAR BRAND AMONG MEN 

 
Result: Most men prefer functional attributes over any other factor.  
 

TABLE 1.B: THE MOST INFLUENTIAL FACTOR FOR REPEAT PURCHASE OF A PARTICULAR BRAND AMONG FEMALE RESPONDENTS 

Ratings given It satisfies my needs It goes along with my personality Its availability in the store Brand is reliable It has a lot of functional 

benefits over other brands 

1 6 9 7 9 6 

2 4 9 15 10 12 

3 14 30 22 13 14 

4 32 16 32 22 34 

5 28 22 10 32 20 

 

FIGURE 1.B: THE MOST INFLUENTIAL FACTOR FOR REPEAT PURCHASE OF A PARTICULAR BRAND AMONG FEMALE RESPONDENTS 

 
Result: Functional benefits closely followed by brand reliability are of prime concern with female respondents who prove to be a little more brand committed.  
DISCUSSION 

From the data in Table 1 it is inferred that majority of female consumers are more brand committed than male consumers as they go for more brand appeal over 
functional benefits and thus null hypothesis of hypothesis 3 which states that “Brand Commitment among women consumers is less than men” is rejected. Hence 
the alternate hypothesis of hypothesis 3 which states that “Brand Commitment among women consumers is more than men” is accepted. 
FACTORS AFFECTING THE CHOICE OF PRODUCT AMONG RESPONDENTS 

 

TABLE 2.A: FACTORS AFFECTING THE CHOICE OF PRODUCT AMONG FEMALE RESPONDENTS (with 1 being strongly disagree and 5 being strongly agree) 

Ratings Brand Personality Emotional Appeal Quality of the product Features and Functionality Offers and Discount 

1 4 8 6 6 2 

2 14 6 2 0 6 

3 22 28 4 6 10 

4 32 34 28 40 40 

5 12 8 46 34 28 

No response 2 2 0 0 0 

 

FIGURE 2.A: FACTORS AFFECTING THE CHOICE OF PRODUCT AMONG FEMALE RESPONDENTS (with 1 being strongly disagree and 5 being strongly agree) 
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TABLE 2.B: FACTORS AFFECTING THE CHOICE OF PRODUCT AMONG MALE RESPONDENTS (with 1 being strongly disagree and 5 being strongly agree) 

Ratings Brand Personality Emotional Appeal Quality of the product Features and Functionality Offers and Discount 

1 23 9 0 9 5 

2 9 23 0 5 9 

3 18 18 0 14 9 

4 18 14 23 23 36 

5 5 9 50 23 14 

No response 3 3 3 2 3 

 

FIGURE 2.B: FACTORS AFFECTING THE CHOICE OF PRODUCT AMONG MALE RESPONDENTS (with 1 being strongly disagree and 5 being strongly agree) 

 
RESULTS 

It can be observed that Brand personality affects the choice of the product for Females as 51.1% of female respondents either Agreed or Strongly Agreed with the 
statement, as compared to 30.26% of Male respondents.  
The same observation can be made for Emotional Appeal wherein 48.8% of female respondents either agreed or Strongly Agreed with the statement as compared 
to 30.26% of Male respondents. 
Choice of female respondents was more affected by Offers and Discount wherein 79.1% of Female respondents either agreed or Strongly Agreed with the state-
ment as compared to 65.8% of Male respondents. 
DISCUSSION 

From the data in Table 2 it is inferred that majority of female consumers are prone to make impulse buying as they are more affected by “Offers and Discount” 
than male consumers and thus null hypothesis of hypothesis 2 which states that “Number of women consumers are less among Impact buyers than number of 
male consumers” is rejected. Hence the alternate hypothesis of hypothesis 2 which states that “Number of women consumers are more among Impact buyers 
than number of male consumers” is accepted. 
 

TABLE 3: FACTORS URGING RESPONDENTS TO BUY AT THAT VERY MOMENT 

S no. Factors Male Female 

1 Store Atmospherics(Music, Light) 14 32 

2 Store Layout and Type (Visibility of products) 15 9 

3 Presence of Employees/Attendants 10 5 

4 Discount offers 30 36 

5 None of these (Other) 7 4 

 

FIGURE 3: FACTORS URGING RESPONDENTS TO BUY AT THAT VERY MOMENT 

 
DISCUSSION 

It can be observed that Female consumers tend to make more hedonic purchase represented by choosing Store Atmospherics as one of the factor urging them to 
buy than their male counterparts. 
Therefore, the null hypothesis of Hypothesis 1 which states that “Women consumers are less influenced by hedonic consumption while men are highly influenced 
by hedonic consumption” is rejected. Hence the alternate hypothesis of Hypothesis 1 which states that “Women consumers are more influenced by hedonic 
consumption while men are less influenced by hedonic consumption” is accepted. 
 

RECOMMENDATIONS & CONCLUSION 
This research project aimed at getting a clear cut picture with respect to the pattern of buying behavior closely resembling stereotypical faces of Indian society. 
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Usually Indian men are considered more assertive and the decision makers when it comes to shopping. But the data obtained did not support this theory and it 
was found that more of women were assertive and brand specific. Women are more of a brand loyalist than their male counterparts and very specific and detail 
oriented as compared to men. The choice of their purchase was very specific and particularized as compared to male customers. 
As per our study it was observed that more number of women were house wives (slightly over 34% of a total of 53% women). If this is the case in a metropolitan 
like Pune, then the scene is likely to follow the suit of orthodox Indian demographics in rural or suburban areas. Education however is changing the scenario and 
a greater number of women are taking up jobs and are becoming self-reliant. In the sample collected, majority of this category of female exhibited inclination 
towards Brand commitment, Impulse and Hedonic buying as compared to the other segment who are house wives and peruse a programmed purchase behaviour. 
Men however are more aggressive buyers if and only they are not constrained by budget. The characteristic of hedonic and impulse buying is more common 
among men than women. 
There are various other aspects that can be taken into consideration for taking the research further; but the main objective of taking gender preferences was fully 
satisfied. A deep dive in to the data obtained will further segregate and classify the buyers among respective sexes based on their incomes, age, profession and 
other demographic parameters. However, these will require further assessment and collection of specific data. 
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