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EEYWORDS ABSTRACT

Consumer The cosmetics industry s one of the fastest-srowing sectors globally, driven by imcressing
percaprion, consumer awareness and demand for persomal care produocts. Imdia is a country which has
demagraphic population of over a billion people nsing skin care. Ohrer the last decade, India has seen consistent
Jactors, market erowih in the personal care and cosmetics market with incressing shelf space in boutiques and
influence, consumer || Tetail stores across the country. The Indian cosmetics industry is majorly categorisad into skin
meareness, skin care, hair care, oral care, fraprances, and colour cosmetics segments_ The overall market share is
Care commetics expected to grow to USS 20 billion by 2025 with 4 Compound Anmal Growth Eate (CAGE) of
producis... 25%. Om the other hand the global cosmetics industry is growing at 4 3% CAGE and will reach

US55 450 billion by 2025. And over a peried of time swareness and wse of skin care cosmetic
product have incressed, where people are more conscious about the ingredients that are present
in the skin care products and also imgredients which will suit their skin type. In this smdy mn
attempt is made to study how consumer behaves for different types of skin care cosmetic products
available n the market and also a diverse sample of participanmts will be surveyed to gather
insights into their preferences for different types of skin care cosmetic produwcts. This study
foonses on identifying key factors that influence porchasing decisions, brand perception, price
sensitivity, marketing inflnences and swareness on skin care cosmetic products. The survey also
cosmetic products and its market. The findings of this surrey will contribate to the existing baody
of knowledre in consumer perception and awareness sbout skin care cosmetic product and its
market condition. ..

1. INTRODUCTION

Mow days, cosmetics are considered a5 essential components in life. They not onoly, atiract the people towards it but also
impart psychological effects. It has gained popularity in the last 3-4 decades and its use has been increased exponentially
both-in males and females. The most popular cosmetics are hair dyes, powders and creams {4].

Skincare refers o the practice of taking care of one’s skin to maintzin its health appearsnce and over all wellbeing. Skincare
products are designed to maintain and enhance the health and appearance of the skin. Cosmetic skincare produocts and regular
skincare products both aim to improve the skin but they differ in purpese, formmlation and how they work. These inchude
products like clesnsers, sumscreen, masks, cyeams, sermums etc which are chosen by costomer”s preference based on thedr skin
type, moome, purpose, influencing factors like advertisements, skin concerns etc. Cosmetc is 3 Greek word which means o
‘adom’ It may be defined as 3 substance which comes in contact with various parts of the luman body like skin hair, nail
lips, teeth, and mucoons membranes efc, Cosmetic substances halp in mproving or changing the owtwand show of the body
and also masks the odour of the body. It protects the skin and keeps it in good condition. Consumers prefer multifimctional,
herbal, and dermatologist-recommended skincare products, favouring reputable brands. The youth are more into skin care
routing, where older generation are irying to follow up the wend. Companies nse varous sirategies fo atiract costomers such
as celebrity endorsement, promotional offers, packaging ebc which is the key factors influencing purchase decision. Chrer the
peried opting for skincare has become a part of maintmining skin health leading to consumer precisely choosing for quality
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