International Journal of Innovative Technology and Exploring Engineering (IJITEE)

ISSN: 2278-3075, Volume-8 Issue-12S, October 2019
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Abstract— Nowadays toiletries products became essential
needs for individuals and there are almost 55 products come
under toiletries with variety of categories like skin care, hair care,
child care and body care. This study is to investigate the socio-
economic factors of the respondents, buying behavior of
customer about toiletries and to investigate the factors that
influence the customers when buying toiletries products and also
to study the factors that make the millennial customers to switch
from one brand to another brand in toiletries products. This
study is conducted by survey method, over 100 millennial
respondents were surveyed and various tests like percentage
analysis, kruskal-wallis test and Friedman test were done. It is
also found that the respondents will be loyal to the brand when
the brand meets the satisfaction level of the respondents. And
when it happens the respondents were ready to suggest the brand
to others and influence them to try the brand.

I. INTRODUCTION

Toiletries products play an important role in our daily
lives. Individual people are more conscious to up their
standards of living in some ways. Now-a-days, with respect
to this awareness, Toiletries product has already become
nearly essential needs for individuals. Currently, over fifty
five products are made covering a good vary of categories
like

Skin care: Hair care:
. Skin ° Shampoos
moisturizers . Conditioners
o Body o Combs
creams
. Body
lotions
Oral care: Child care:
° Tooth ° Powders
brushes . Baby soaps
. Tooth . Baby
pastes moisturizers
o Mouth
rinsers

Body care:

. Body

soaps

. Talcum

powder

o Lipstick

These products were produced by numerous makers.
Considering the importance of this study, | have attempted
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to explore the factors that influence consumer when
shopping for Toiletries product from totally different
marketers. This analysis tries to explore the factors that have
an effect on individual customers in selecting their own
Toiletries products. This analysis additionally tries to
explore to spot the whole brand switching factors that have
an effect on individual customers in deciding their Toiletries
product.

Brand Preferences

People begin to form priorities at a really young age.
Below any kind of product, most customers have completely
different brands that embrace their own most well-liked
choices. Once creating priorities, the primary goal of getting
consumer priority teams is to extend the consumer
preference to the group isn't a simple job to try and do. The
definitions of name choices are "The Company chooses the
brand rather than the product; the consumer doesn't need
another brand." In every product class, customers have a lot
of choices, extra information and better expectations than
previously. To move customers on the road to priority,
brands should gift their worth. While not a correct brand
management strategy and goes down even at this level.
Price, promotion and products convenience can greatly have
an effect on our whole position within vary of client
decisions.

If all matters are equal, customers ought to provide
importance to a specific company quite the competitors.
Brands are only possible by up the identity and importance
of the marketplace for customers. The same whole activities
that increase awareness can change priorities. Though
awareness doesn't support the priorities alone, it improves
the flexibility of seals to create and maintain untimely.

A great history and adequate investment and awareness
are often achieved quickly. However, branding choices need
your time and constant review. To realize the whole loyalty
obtaining and sustaining preference is that the key purpose.
Customers prefer a specific brand to come up with bigger
revenues and to win the next share of the market and win the
competition. Though current literatures of name preferences
are exempting the model of personal changes from the
model, several selling scholars acknowledge the consumer's
importance in personal and chosen brand choices. McEnally
and DeChernatony (1999) conclude that "integrating the
brand's individual characteristics makes customers a lot of
attractive, and that they are a lot of likely to join brands with
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desirable people.”

Access and maintenance of priorities is a vital step in
achieving brand loyalty. the flexibility to come up with
higher returns, gain a lot of market share and win the
competition may be a reward for a shopper a specific whole.
The literature of name priorities typically depends on the
model's temperament variables, and plenty of advertisers
have the importance of brand selection and shopper
domination within the choice of brand. McEnally and
DeChernatony (1999) "Integrating a brand personal
attributes that create customers a lot of attractive to join the
brands with the desired roles".

Brand Switching

Brand switching occurs when the brand loyalty gets
affected. Brand loyalty is nothing but when customers stick
to a particular brand for years and he/she won’t use other
brands instead of their brand.

There are some factors that affect the brand loyalty:

Switching
cost

Fig. 1 Brand switching factors

. Corporate image

. Trust

. Quality

. Switching cost

Image: Branding is directly connected to the brand image,
the brand image is the perception of the brand in the mindset
of the customer, it can be perceived differently from one
customer to another. It is easy to introduce a new product
when a brand has a good image among the customers in the
market. And it helps the marketer and customer relationship.

Trust: Trust is one of the important assets a company can
gain in a business, it is a difficult task to develop a trust
among the people and maintain the same trust for long time.
It reflects the customer’s expectation over the company to
deliver a good product.

Quality: It is a difficult task to develop and maintain a
trust among the customer in the market, for that a company
should produce the product with high quality because the
customer will look for is whether the product or service is
worth full for the amount they’ve spent.

Switching cost: It is the cost that a customer should face
when they decide to switch from one brand to another. If the
switching cost is low then the chances of customer
switching from one brand to another is high but when the
switching cost is high then the customer will re-think the
idea of switching from one brand to another.

Retrieval Number: L112210812S19/2019©BEIESP
DOI: 10.35940/ijitee.L1122.10812S19

491

Il. OBJECTIVES

. To study the demographic factors of the customers.

. To know the purchasing behavior of the customers.

. To investigate the influence level of peers, family
members on buying products.

o To investigate the brand switching factors of the
customers.

I1l. SCOPE OF THE STUDY

The research work concentrated on the analysis of
consumer brand switching behavior of mobile phones.
The scope of this study will cover the millennial
customers, 100 people cannot be representative of the entire
population but for maximum precision to be attained in
this study, the customers of all age group who consumes
toiletries would be studied. However, the findings of
this study could be applied in the marketing of toiletries.

IV. REVIEW OF LITERATURE

Babayev, Najaf. (2018) “Emotion-based marketing and its
impact on consumer decision making”. The requirement for
this research is to think about the emotion-based marketing
and its impact on consumer decision-making. The initial
segment of this research depicts the idea of customer
decision making. The accompanying segment speaks about
customer decision making process. In the third segment of
the article deals with factors that impact the decision-
making process. The fourth part of the article described how
emotional factors affect the decision-making process. The
final part gives detail on the theoretical part and the client-
based emotional decision model.

Rieg, Denise Luciana ; Scramim, Fernando Cezar
Leandro ; da Silva, Elaine Paola ; Rufino, Fabiana Alves
(2018) “The Influence of the Seller's Performance on the
Consumer Purchase Of Clothes and Personal Care,
Toiletries and Cosmetics Products “.The objective of the
research is to point out that, in both sectors, most
respondents go to explicit stores to make their own buys.
Price, seller performance, elegance, and brands are the main
factors that influence consumers' decisions on which store to
buy. They additionally found that the customer decision-
making process and client loyalty are impacted by vendor
performance. The parts of credibility, thoughtfulness
regarding client needs, product information, affability and
consideration aspects of the supplier's performance that
respondents considered most significant in the two
segments.

Senthilkumar, K (2018) “The Influence of Emotional
Factors in the Purchase of Children Products and Brands”.
This investigation was directed in the Coimbatore region to
discover the variables that influence the buying decision and
found that age of the customers was influencing more on
buying decisions; which means that when age increases that
will increase the appropriateness of decision making or the
quality of decision making. Individuals with moderate
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salaries are rational in decision about purchasing the kids'
items. Generally speaking, the outcomes demonstrated that
emotional factors have a greater influence than rational
factors in the choice to purchase kid's items and brands. This
implies the purchaser must know about the effect of
emotional variables to reduce wise decision making when
purchasing items and brands.

Alhedhaif, Sheroog; Lele, Upendra; Kaifi, Belal A (2016)
Brand Loyalty and Factors Affecting Cosmetics Buying
Behavior of Saudi Female Consumers” examined the brand
preferences of Saudi consumers for various cosmetics and
cosmetics such as skin care products, make-up products,
hair care products, perfumes, body care products, enamel
nails or similar products. This study also attempts to identify
the factors that affect the purchase of cosmetics and the
impact of brands on purchasing behavior. The results show
that all the above factors have a significant impact on the
consumer's purchasing decisions. It was also observed that
around 12% to 20% of consumers were "brand neutral” in
their purchases of cosmetics; other consumers expressed
their loyalty to one or more brands.

V. RESEARCH METHODOLOGY

Descriptive research

Descriptive studies include surveys and truth-locating
enquiries of different types. In social technology and
business studies we quite frequently use the time period the
most important function of this technique is that the
researcher has no manipulate over the variables; he can
handiest file what has happened or what's going on. The
methodology may include publication research, interviews,
surveys and other research methods, and may include both
current and historical information.

Data Collection

The data is collected from the primary source. Data is
collected on the topic of A Study on Brand switching factors
of millennial customers on Toiletries.

Sampling Size and Design

Non Probability Sampling

Non-sampling sampling is the method of sampling where
the researcher selects the samples based on the researcher's
autonomy instead of random selection. The sample is not a
proportion of the population

Design

A sample of a hundred respondents became the primary
source of data. For the determination of the current study, a
relevant model of the population was a selection of on the
basis of "CONVENIENT SAMPLING", where the data is
collected from the known group of people.

VI. DATA ANALYSIS AND INTERPRETATION

Kruskal-wallis test

Hypothesis

Ho : There is no significant difference among the age
group of the respondents

Hy: There is significant difference among the age group of
the respondents
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/Age of the Respondents [N Mean Rank
22-26 80 47.35

Sum  [26-30 13 44.85
Total 93

Table 1 Ranks of age of respondents

Interpretation:

From the above table, the asymptotic significant value
across various age group using Kruskal Wallis test .756
which is greater than 0.05. Thus as per the decision rule
accept null hypothesis so there is no significant difference
among the age group of the respondents.

Fried man test

The Friedman test is non-parametric alternative to the
unilateral ANOVA with repeated measurements. It is used
to test differences between groups when the dependent
variable is ordinal. It can also be used for continuous data
that has violated the assumptions necessary to run a one way
ANOVA with repeated measurements.

Friedman Test Of Influencing Factors

Hypothesis

HO: There is no significant difference among various
influencing factors (respondents influenced by others,
respondents influenced by advertisements, respondents
influenced by the money, respondent influenced by the
Promotional offers).

H1: There is significant difference among various
influencing factors (respondents influenced by others,
respondents influenced by advertisements, respondents
influenced by the money, respondent influenced by the
Promotional offers).

Mean Rank
Respondents influenced by others 2.30
Respondents influenced byl
. 2.53
advertisements

Respondents influenced by the money|2.40

Respondents influenced by  the

Promotional offers 2.79

Table 2 Ranks of influencing factors

Interpretation:

From the above table, the asymptotic value for the
influencing factors using Friedman test — K related samples
shows a value of .011 which is greater than 0.05.thus as per
the decision rule accept the null hypothesis. There is no
significant difference among the various influencing factors.
Thus the various influencing factors are respondents
influenced by the Promotional offers (2.79), respondents
influenced by advertisements (2.53), respondents influenced
by the money (2.40), respondents influenced by others
(2.30).
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Friedman test of Brand switching factors

Hypothesis:

Ho: There is no significant difference among various
factors (Price is the factor for brand switching, Quality is the
reason for brand switching, Image is the reason for brand
switching, Satisfaction level is the reason for brand
switching) used in interpretation of Brand switching factors.

H;: There is significant difference among various factors
(Price is the factor for brand switching, Quality is the reason
for brand switching, Image is the reason for brand
switching, Satisfaction level is the reason for brand
switching) used in interpretation of brand switching factors.

[Mean Rank

Price is the factor for brand

L 2.45
switching
Quality is the reason for brand

o 2.4
switching
Image is the reason for brand

oI 2.5
switching
Satisfaction level is the reasony, o
for brand switching '

Table 3 Rank of Brand switching factors.

4

8

Interpretation:

From the above table, the asymptotic value for the
influencing factors using Friedman test — K related samples
shows a value of .760 which is greater than 0.05 thus, as per
the decision rule accept the null hypothesis. There is no
significant difference among the various brand switching
factors. Thus the various influencing factors are respondents
influenced by the Image is the reason for brand switching
(2.58), respondents Satisfaction level is the reason for rand
switching(2.53), Price is the factor for brand
switching(2.45), Quality is the reason for brand
switching(2.44).

Friedman Test Of Satisfaction Factors

Hypothesis

Ho: There is no significant difference among various
factors (Overall satisfaction of the respondents, Respondents
suggest the products to others, Availability of the products is
adequate, Experience of the respondents) used in
interpretation of satisfaction factors of the respondents.

H;: There is a significant difference among various
factors (Overall satisfaction of the respondents, Respondents
suggest the products to others, Availability of the products is

adequate, Experience of the respondents) used in
interpretation of satisfaction factors of the respondents.
[Mean Rank
Overall  satisfaction of the
1.80
respondents
Respondents suggest the products
2.22
to others
vailability of the products ig
2.65
adequate
Experience of the respondents  |3.34

Table 4 Rank table of Satisfaction factors

Interpretation
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From table 4, the asymptotic value for the influencing
factors using Friedman test — K related samples shows a
value of .000 which is lesser than 0.05 thus, as per the
decision rule accept the alternate hypothesis. There is a
significant difference among the various satisfaction factors.
Thus the various satisfaction factors are Experience of the
respondents (3.34), Availability of the products is adequate
(2.65), and Respondents suggest the products to others
(2.45), Overall satisfaction of the respondents (1.80).

VII. FINDINGS & RESULTS

Percentage analysis

. 80 % of respondents were aged between 22 to 26.

. 78% of respondents were studying Postgraduate.

o 59% of respondents were from nuclear family.

. 49% of respondent’s annual income was above 4
lakh.

. 36% of respondents used to buy the products like
soap, shampoo, toothpaste, toothbrush, perfume, razor.

. 63% of respondents buy the product as per their
need.

. 68% of respondents spends Rs. 1,000 to Rs.2,000
for buying products.

o 75% of respondents not frequently trying new
products introduced in the market.

o 52% of respondents looks for quantity while make
their purchasing decision.

. 51% of respondents would like to purchase the
products through online.

. 60% of respondents agreed that they were influence
by other people.

. 47% of respondents agreed that they were
influenced by the advertisements.

. 40% of respondents agreed that they were
influenced by the money factor.

. 30% of respondents strongly agreed that they were
influenced by the promotional offers.

. 52% of respondents were influenced by their
relatives.

. 37% of respondents were influenced by the free
samples.

. 50% of respondents agreed the statement that price
is the factor for brand switching.

. 49% of respondents strongly agreed that the quality
is the main factor for brand switching.

. 45% of respondents agreed that brand image is the
reason for brand switching.

o 54% of respondents strongly agreed that
satisfaction level is also influenced them for brand
switching.

o 57% of respondents agreed that they were satisfied
by the products they are using at present.

o 49% of respondents neither agreed nor disagreed to
the statement that they will suggest their products to others.

o 56% of respondents neither agreed nor disagreed to
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the statement that the availability of their products was
adequate.

. 58% of respondents didn’t face any bad experience
with the product that they are using at present.

Kruskal-Wallis test

o The Kruskal-Wallis test results reveals that there is
no significance difference between the responses of the
respondent’s age group.

Friedman test

o The Friedman test results reveals that there is no
significant difference among the various influencing factors
and the factor promotional offers influence the respondents
the most.

o The Friedman test results reveals that there is no
significant difference among the various brand switching
factors and the brand image is the highest among these
factors.

. The Friedman test result reveals that there is a
significant difference among the various satisfaction factors.

VIII. SUGGESTIONS

. The customers were highly influenced by the TV
advertisements so the marketers can concentrate more on
other advertisement modes like print media etc.

. The customer mostly prefers online shopping but
they are not satisfied by the availability of the products, so
the marketers can increase the availability of the products
online.

. The customers expecting more promotional offers
from the marketers, so the marketers can increase the
promotional techniques preferably run a promotional
campaign etc.

. The customer looks the brand image as an
important factor in buying a product, so the marketer can
increase the image of their brand to acquire new customers.

IX. CONCLUSION

This study is conducted to investigate whether the
influencing factors influence the customers to make a
purchase and also to check what brand switching factor
influence the customers to make a purchase. And the results
derived says that the influencing factors like price, quality,
advertisements plays an vital role in influencing the
customers and also the respondents were influenced by the
family members, friends and peers. It is also found that the
respondents will be loyal to the brand when the brand meets
the satisfaction level of the respondents. And when it
happens the respondents were ready to suggest the brand to
others and influence them to try the brand.
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