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Abstract 
 
Consumer buying behavior is not a new-fangled concept but it is 
convalescing day by day with changing ecology. Studying Consumer 
buying behavior is very decisive aspect of marketing. Brand loyalty is 
an upshot of end user conduct. It exaggerated by consumer’s 
preferences. Steadfast consumers will constantly procure commodity 
from their favored brand name, despite the consequences of 
expediency or value. Brand loyalty assorted aspects were been elected 
for study. The main idea is to study the impact of brand loyalty on 
buying behavior of women consumer for beauty care products in Delhi 
region. The chief intent of this research paper is to study the buying 
behavior of consumer in relation to beauty products. Woman buying 
behaviors have been studied because women are the ones who are 
engrossed in purchasing beauty care products. Non-Probability 
sampling; convince sampling method has been under this survey. 
Responses from respondents were gathered using quantitative 
approach. The findings of this study indicate, quality and price are the 
two main parameters for which women may switch from one brand to 
another brand. Brand image is the major cause, which women choose 
while purchasing beauty product. This paper may help marketers to 
formulate stratagem with relation to branding.  
 
Keywords: Brand Loyalty, Women Buying Behavior and Beauty Care 
Products. 
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1. Introduction 
Brand loyalty is a consumer’s aware or unaware decisions that are expressed through 
the intention or behavior to repurchase a particular brand frequently. There are many 
set of definitions of brand loyalty. In general brand loyalty can be defined as the power 
of liking for a brand compared to other similar available option. Brand loyalty is a 
function of behavior as well as attitudes. It is a consumer’s first choice to buy a 
particular brand in a product group. It occurs when consumers perceive that the brand 
offers the right product features, image or level of quality at the right price at the right 
time.  

Brand loyalty has necessary conditions which are:- 
The biased, behavioral response, expressed over time, by the decision –making 

units, with respect to one or more alternative brand out of a set of such brands, and a 
function of psychological process. 

Customer are loyal toward the brand because of high switching barriers related to 
technical, economical or psychological factors which make it costly or difficult for the 
customer to change and the other reasons is that the customer may be loyal because 
they are satisfied with the brand that why they want to continue the relation with the 
brand. 

Brand attributes are viewed as important factors in a consumer's decision-making. 
 Brand Name: Well-known brand names can broadcast product benefits and 

lead to higher recall of advertised benefits than non-famous brand names. 
Consumers may prefer to reliance major famous brand names. Brand 
personality provides links to the brand’s emotional and self-expressive benefits 
for differentiation.  

 Product Quality: Product Quality encompasses the type and characteristics of 
a product or service that bears on its ability to satisfy stated or implied needs. 
In other words, product quality is defined as “fitness for use” or ‘conformance 
to requirement.  

 Price: Price is most important consideration for the average consumer. 
Consumers with high brand loyalty are willing to pay a finest price for their 
preferred brand, so, their purchase intention is not easily affected by price.  

 Promotion: Promotion is a marketing mix component, which is a kind of 
communication with consumers. Promotion includes the use of advertising, 
sales promotions, personal selling and publicity. Advertising is a non-personal 
presentation of information in mass media about a product, brand, company or 
store. It greatly affects consumers’ images, beliefs and attitudes towards 
products and brands, and in turn, influences their purchase behaviors. 

 
 

2. Literature Review 
In 1990, Aakar and Keller1 said that loyalty is directly linked with various factors 
and the main factor is user experience. Customer loyal due to higher switching barriers 
or may be loyal because they are satisfied with the brand by Fornell in 19922. Kohli 
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and Thakor in 19973 said that brand name involves the creation of an image or the 
development of a brand identify and is expensive and time consuming process but it is 
very important for attracting customer to purchase goods and influences repeat 
purchasing behavior. In 2000, Cadogan and foster4state price is most important 
concern for the average consumer preferred brand that why their purchasing intention 
is not affected by price. Consumer satisfaction can also be built by comparing price 
with cost and values. If value of product greater than cost then customer will purchase 
the product. Loyal customers will pay a premium even if the price has increased 
because the risk is very high ,they prefer to pay higher price for avoid the risk of any 
change said by Yoon & Kim ,20005.Khraim in 20116 states that product quality plays 
a very important role in influencing consumer to be brand loyal customers. Consumers 
preferred brand name, product quality price, promotion, store environment and service 
quality are related factors attributable to brand loyalty. All these factors showed 
positive relationships with brand loyalty, exclude design. 

 
 

3. Research Objectives 
 To probe the factors which affects women buying behavior 
 To investigate the overall contribution of brand loyalty for women buying 

behavior of beauty care products. 
 To investigate the aspect which women consider while purchasing beauty care 

product. 
 To study the brand switching behavior of women. 
 
 

4. Research Methodology 
The study is exploratory in nature. Sample of 121 respondents by women consumers of 
beauty care products have been taken to discern the role of women consumer buying 
behavior of beauty care products.. The data for this study is acquired from primary 
sources & secondary sources. Primary data was collected through questionnaires. 
Sample unit considered for the study included housewives, self-employed females, 
students and service-class. The questionnaire included close ended questions, mainly 
of multiple-choice. Likert scales were used for scaling the questions. Secondary 
sources included data from internet, journals and brand books. 

 
 

5. Data Analysis & Interpretations 
 Impact of Demographic Variables on Women Buying Behavior for 

Beauty Care Products 
Greater part of the respondents falls in the age group of 18-22 years (30%). To 
be precise, 28% are in age group of 23-30 years and 22%in the age group of 
31-40 years, as it was easier to approach the respondents of this age group. The 



Shruti Bhola et al  

 

820

least percentage of respondents (20%) is in above 40 years age group. In the 
same way, 31% are student, 29% are housewives, 28% are services and only 
12% are self employed. This table also shows that a majority of the respondents 
spend money on beauty care products below 1000 (42%), 28% spend 1000-
2000, 3000-4000 spend by only 8% and above 4000 only 6% of respondents 
spend on beauty care products. The main analysis of this table shows that 
majorly brand loyalty is also affected by various demographic variables, like 
working females are more brand loyal and in some ways, females of age-group 
18-30 are much more brand-conscious. (Insert table 1) 

 
 Aspects Influencing Woman Buying Behavior 

Prodigious part of the respondents, 77%, 52%, 34% women believes that 
quality, brand and price respectively are the most important factors at time of 
purchasing the beauty care products. 36% women feels that special offer and 
promotion & advice from in-store consultant is the important factor. Whereas, 
29% of women feel that packaging is an important aspect at the time of 
decision making of the beauty care products. It can be concluded that 
customers can switch between various brands because of these factors only.  

(Insert table 2) 
 Perception Of Woman Towards Brand Loyalty 

Prodigious part of the respondents that, 52% women feels neutral for cheapest 
products are as good as expensive product, 35% women feels that the guarantee 
of quality is given by recognizable brand. 45% of women use the same brands 
out of habit. 38% women are neutral on trying new products and likewise, 52% 
women feel that expensive product is always good in quality. Quality of a 
beauty care products makes a perception of women towards the products. 
(Insert table 3) 

 
 Who Acts The Role Of An Influencer In Purchasing Beauty Care 

Products 
Greater part of the respondents which is 51%, hear about the beauty products 
from their friends, 29% from their family members, 10% from beautician, 8% 
from colleagues and only 2% take the suggestion from dermatologist. Friends 
play an important role at the time of suggesting a particular brand. (Insert table 
4) 

 
 Factors Affecting The Decision Making For A Particular Brand 

Prodigious part of the respondents which is 43% get affected by advertisement 
at the time of making choice for selecting a particular brand & feels that it is 
important factor, 42% said that brand image is the factor that affect the 
consumers at the time of making choice for selecting a particular brand & feels 
that it is important, 34% said that promotion is the factor that affect them at the 
time of making choice for selecting a particular brand & feels that it is 
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important factor,34% women feels the price as a most important factor, that 
affect them at the time of making choice for selecting a particular brand , 31% 
women feels the brand ambassadors as a .slightly important factor, that affect 
them at the time of making choice for selecting a particular brand. (Insert table 
5) 

 
 

Table 1 
 

Age 
group 

Percentage Occupation Percentage Expenditure 
incur 

Percentage 

18-22 30 Self-
employees 

12 Below 1000 42 

23-30 28 Student 31 1000-2000 28 
31-40 22 Housewife 29 2000-3000 16 
Above 

40 
20 Service 28 Above 4000 8 

 
 

Table 2 
 

 1 2 3 4 5 
Special offer or promotion 13% 25% 36% 23% 4% 

Advice from in-store 
consultant 

8% 27% 36% 22% 7% 

Price  3% 13% 26% 24% 34% 
Brand 1% 2% 12% 33% 52% 

Quality 2% 2% 5% 14% 77% 
Packaging 5% 24% 29% 29% 13% 

Recommendation from 
friend 

4% 18% 32% 36% 10% 

 
 

Table 3 
 

 Strongly 
agree 

Agree Neutral Disagree Strongly 
disagree 

Cheapest products are as good as 
expensive 

1% 8% 52% 30% 9% 

The only guarantee of quality is a 
recognizable brand 

8% 30% 35% 24% 3% 

I always use same brands out of 
habits 

12% 18% 45% 23% 2% 
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I love trying new products 7% 31% 38% 15% 9% 
Expensive products are always 

good in quality? 
4% 16% 52% 24% 4% 

 
 

Table 4 
 

 Percentage of respondent 
Dermatologist  2% 

Beautician 10% 
Friends 51% 
Family 29% 

Colleagues 8% 
 
 

Table 5 
 

 1 2 3 4 5 
Brand image 3% 8% 42% 31% 16% 
Promotion 8% 27% 34% 27% 4% 

Advertisement 3% 16% 43% 26% 12% 
Brand ambassadors 22% 31% 30% 14% 3% 

Price 1% 13% 24% 28% 34% 
 
 

6. Findings & Conclusion 
 Brand loyalty can be anticipated from women consumers when, they deem for 

quality and brand while purchasing beauty care products. 
 Women buyers buy same brands out of their habit. They are customary of their 

favorite brands, which they are having. Thus, they have similar buying patterns 
of beauty products. On the contrary, respondents do love trying new products 

 Brand Ambassadors are least measured when they purchase beauty care 
products. 

 Price and Brand image of products are two majorly elected features affecting 
their preference for selecting a particular brand. 

 Quality, brand and price are the main considerations for which women may 
switch from one brand to another brand. 

 Friends are the most powerful reference group when women go for beauty care 
products 

 Price can be as a reason for women to turn them brand loyal. 
 Quality of a beauty care product is the main feature which women consumer 

turns brand loyal. 
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