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Abstract: The Indian cosmetics industry has experienced significant growth in recent years, driven 

by rising disposable incomes, evolving lifestyles, and an increasing focus on personal grooming. This 

growth has led to a shift in female consumers’ awareness and purchase behaviors, particularly 

concerning cosmetic brands. This study aimed to explore consumers' brand awareness of green 

cosmetics and their purchasing patterns. Previous research by Acharya and Bali (2021) highlighted the 

health risks associated with non-green artificial products, noting their potential to cause skin and hair 

disorders. Moreover, environmental changes and contamination have increased consumer preference for 

organic and natural cosmetic options. 

A structured questionnaire was employed in a random sampling survey, targeting young women aged 

18-25 years. Initially intended to survey 60 respondents, the study included 58 due to incomplete 

responses from two participants. The researcher conducted interviews with every third or fourth 

customer exiting the store after making a purchase, with each interview lasting approximately 20 

minutes. Both qualitative and quantitative research methods were used, and data analysis was carried 

out using Bar graphs and Chi-Square (SPSS) to examine the relationship between brand awareness and 

purchasing behavior. 

The findings suggest that student consumers exhibit greater awareness of cosmetic brands and tend to 

purchase those they are familiar with. The study concludes that there is a significant relationship 

between brand awareness of green cosmetic brands and purchasing patterns among young women. 
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1. Introduction 

According to a Roman Philosopher, Plautus 

“A woman without paint is like food without 

salt”. Cosmetics have become an addiction to 

people all around the globe which helps to 

fulfil their desires and wants by purchasing 

and spending huge amounts of money on it 

just to look or feel a certain way. Cosmetics 

cannot be solely stated to be those that are 

applied to the face, eye, and lips but day-to-

day skincare, nail care and items of personal 

utility are also cosmetics. In today's dynamic 

world, makeup has transcended its traditional 

role as a mere cosmetic tool. It has evolved 

into a powerful medium of self-expression, 

confidence, and cultural identity. 

Beyond its aesthetic appeal, makeup has a 

profound psychological impact. Studies have 

shown that applying makeup can significantly 

boost self-confidence and improve mood. The 

act of enhancing one's features can create a 

sense of control and empowerment, helping 

individuals to feel more prepared to face the 

world. This psychological boost can translate 

into increased productivity, improved social 

interactions, and a more positive outlook on 

life. 

Moreover, makeup has become a powerful tool 

for self-acceptance and body positivity. It allows 

individuals to embrace their imperfections and 

celebrate their unique beauty. By strategically 

using makeup to highlight their best features and 

minimize their perceived flaws, people can 

develop a more positive body image and foster a 

healthier relationship with their appearance. 

The beauty industry has recognized the 

transformative power of makeup and has 

responded by offering a diverse range of 

products and services. From high-end luxury 

brands to affordable drugstore options, there is 

something for everyone. This inclusivity has 

made makeup accessible to a wider audience, 

empowering individuals from all walks of life to 

embrace its benefits. 

Brand awareness refers to the ability of a 

consumer to identify and recall a brand with its 

distinctive quality and feature while making a 

purchasing decision. A positive brand image will 

lead to better sales people have faith in the brand 

in the long run. Once a consumer is aware of the 

brand he/she will buy the familiar items and will 

take the brand a prior consideration while 

making a purchase decision. Cosmetic refers to 

any external product applied on face, hair or 

body to enhance the look and appearance of an 

individual using a specific substance. It is said to 

enhance a person’s features. It can be both 

natural and chemically made. In the growing 

industry of fashion and beauty everyone wants 
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to look like a celebrity and can go to any extent 

to achieve what they see on the screen.  

According to Keller 1993, Brand awareness has 

a significant link to the purchase behavior and 

intentions of buying a cosmetic item to the 

popularity of the item. The more popular is 

cosmetic brand the more revenue it will earn. 

Brand awareness is not only related to knowing 

about a brand but it creates a deep link and 

connection with all the other attributes and 

variables which make a cosmetic item. 

Significantly consciously or unconsciously the 

reference to brand awareness has a huge impact 

of knowing what to buy and what not to buy. 

Cosmetic is a way of self expression and it can 

be categorized into being “personal”. To 

understand cosmetic each individual will have 

one’s own perspective, vision and self 

explanation of what these items are. Cosmetic 

products are generally a substance which can be 

made from natural, artificial or combination of 

both ingredients. There are a few leading 

companies in this industry that create cosmetics 

to serve all across the globe with different 

choices and variation. To name some well 

known internationally recognized industries 

which fulfills this purpose are Estee Lauder 

Companies. Inc, The L’Oreal Group, The 

Procter & Gamble Company, Unilever, Shiseido 

Company Ltd.  

Lakmé, Chambor, and Elle 18, three prominent 

cosmetic brands in India, are gradually shifting 

towards clean and sustainable beauty to meet the 

growing consumer demand for eco-friendly and 

skin-safe products. Lakmé has introduced the 

Lakmé 9to5 Naturale range, incorporating aloe 

vera and other natural ingredients, while also 

focusing on paraben-free formulations in some 

of its product lines. Chambor, known for its 

premium makeup offerings, has positioned itself 

as a cruelty-free brand, avoiding animal testing 

and formulating products without harmful 

chemicals like parabens and mineral oils. 

Meanwhile, Elle 18, a brand catering to young, 

budget-conscious consumers, has started 

including nourishing ingredients such as cocoa 

butter and jojoba oil in its lipsticks and other 

products, promoting a balance between 

affordability and clean beauty. These brands, 

while not entirely under the "green cosmetics" 

category, are taking gradual steps towards 

sustainability by incorporating safer ingredients, 

reducing toxic chemicals, and addressing ethical 

concerns like cruelty-free testing, aligning with 

the increasing consumer preference for cleaner 

beauty solutions. 

With various brands being offered in the Indian 

society has improved and modernized. Brands 

reach their potential consumers’ who are 

eventually the young women and men. Brand 

role of  L’Oreal, Maybelline, Lakme, Chambor, 

Colorbar, Elle18 and many more has came into 

play in a big way. 

2. Review of Literature 
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• According to Chi, et.al (2009) explored the 

effects of key elements such as Brand 

Awareness, Perceived Quality and Brand 

Loyalty of Customer’s purchase intentions. 

They found very significant relationship 

between these elements. They pointed out 

that now-a-days customers are very 

conscious of the brands and have become 

choosey about various brands available. 

They favor those brands that are familiar to 

them and whose quality they are assured of. 

Brand awareness is an important factor that 

influences the purchase of the customer. 

The brand which comes to the consumers’ 

mind instantly, when thinking about the 

purchase of a certain product is said to have 

greater brand awareness. According to their 

terminology, when a consumer has high 

brand awareness, its brand loyalty will also 

increase. A future purchase intention will be 

dependent upon the previous purchase and 

perceived quality, leading to brand loyalty 

and purchase intention for a brand. 

• A Study on “The Factors that Affect the 

Impulsive Cosmetics Buying of Female 

Consumers” was conducted by Yang et.al 

(2011), the aim of the research study was to 

understand various factors which 

determines the impulsive buying behavior 

of the consumers’ towards the cosmetic 

products available in the market. The 

questionnaire was filled by 350 respondents, 

with the response rate of 97.2%. The results 

showed that demographic variables have an 

impact on the buying behavior but it cannot 

be associated with the impulsive buying 

behavior as the factors which affect the 

impulse buying have a significantly positive 

effect on buying intention of the consumer. 

The researcher stated that the highly 

impulsive female consumers are more likely 

to have impulse buying intentions towards 

those products. 

• A research study conducted on “Factors 

influencing consumer behavior” by Rani 

(2014) explored that in order to attain a 

perfect market for both consumer and 

retailer, the provider must act and work s  

psychologist so they can procure its 

consumers’. In this research, the researcher 

acknowledged the stages of consumer 

buying process and various factors affecting 

the behavior of consumers’. The detailed 

study was conducted on the type of 

consumers’ so these factors can be easily 

identified. Hence, to reach the success in the 

market, it becomes highly necessary to 

study the consumer buying behavior and 

work accordingly for future plans. 

• Junaid et.al investigated in their study on 

“Indian cosmeceutical market: A study of 

consumer preferences and consumption 

patterns” in 2014 that there various factors 

which are involved and associated with the 
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consumption behavior of the consumers’ in 

the Indian market. The aim of the study was 

to determine the factors involved in the 

purchase behavior of consumers’’ while 

they were purchasing cosmetics. A 

questionnaire survey was developed for the 

research study. The study was conducted on 

the sample size of 120 respondents in six 

different cities in India. As the result, it 

could be identified that more young male 

consumers’’ were aware on cosmeceutical 

products available in the Indian market. The 

results also showed that brand, quality and 

price of a product also are few factors which 

influenced the consumer behavior. 

• A research was conducted by Bhatt and 

Sankhla from Gujrat, India in 2017 on “A 

study on Consumer Buying Behavior 

towards Cosmetic Products” which 

explained that according to the consumers’ 

Quality is the most important factor which 

helps them to purchase the products. The 

study also showed that consumers’ now a 

day’s prefer cosmetic items which have 

some natural substances in them. 

Consumers’ generally prefer to use the same 

products and repurchase products rather 

than trying out something new or different 

in their makeup routine. 

• Anjana Conducted a research on “A study 

on factors influencing cosmetic buying 

behavior of consumers” (2018) which 

focused on buying pattern of consumers’ for 

cosmetic products. The study elaborates on 

various factors which have an impact on 

consumers’ buying behavior. According to 

the researcher, this research paper would 

help towards the contribution for an idea 

and the knowledge of various cosmetic 

brands so that they can attain more 

knowledge about the purchasing behavior of 

consumers’. The research paper stated 

various attributes that could affect the 

consumers’ consumption for those 

particular cosmetic products. Through this 

study, it was identified and examined that 

there are five important factors such as 

quality of product, product price, brand 

name, product packaging and advertising 

which help any cosmetic brand to 

understand the buying behavior of their 

consumers’. 

• In a research Emmanuel et.al (2023) stated 

"Product variety" has the biggest impact on 

what customers decide to buy in their study 

titled “A study on consumer buying pattern 

of cosmetic products with reference to 

Andra Pradesh-India”. It has been 

discovered that there is a poor personality 

relationship, meaning that cosmetic 

companies are unable to match the 

personalities of their customers with their 

products. As a result, there is no meaningful 

positive correlation between a respondent's 

personality and their choice to buy. 
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• Jyothika (2024) conducted a research on “A 

Study on the Purchase Behavior and 

Consumption Pattern of Cosmetic Products 

among Female Customers with Special 

Reference to Alappuzha District”. The study 

established that It's thought that cosmetic 

products help women feel more emotionally 

well. Cosmetics such as lip care, eye care, 

nail care, skin care, and hair care products are 

used by women to beautify themselves 

because they feel incomplete without them. 

Cosmetics have evolved from luxury goods to 

a necessary item in the modern day. As a 

result, beauty product marketers need to be 

more aware of their customers' needs and 

more alert. Cosmetics are meant to make 

people look beautiful and presentable, but 

women also think that wearing them will 

boost their self-esteem. The producers of 

cosmetics would benefit from the 

examination of consumer satisfaction and the 

various components of their marketing mix in 

order to create a strong marketing mix. 

 

3. Objectives of Study 

• To study the brand awareness of 

consumers’ with respect to green 

cosmetic items. 

• To study the purchasing behavior of 

consumers’ for buying green cosmetic 

items. 

• To study the relationship between brand 

awareness of consumers’ and their 

purchasing pattern for buying green 

cosmetic items. 

• To study the factors that influence buying 

behavior of green consumers’ while 

buying cosmetics. 

• To investigate the health issues a cosmetic 

consumer suffers when certain cosmetic 

products are used. 

 

4. Methodology 

The aim of the present study was to understand 

and study the relationship between brand 

awareness of consumers’ for cosmetic items and 

their purchase behavior for the same. In 

addition, the researcher also aimed to investigate 

the health issues arising due to use of cosmetic 

products. The researcher decided to conduct a 

survey for which an interview scheduled was 

designed. This schedule had questions that 

helped to study the purchase behavior of 

respondents of various cosmetic brands which 

included only makeup for face, eyes, and lip. A 

random method sampling study was conducted 

in a printed questionnaire form. Primary data 

was collected through questionnaire method. A 

total number of 58 sample respondents have 

been selected for the purpose of the present 

study from Chandigarh city. The researcher 

interviewed every third or fourth customer 

walking out of the store making sure that she 

http://publications.rayatbahrauniversity.edu.in/


ISSN (ONLINE) 2583-2506 

http://publications.rayatbahrauniversity.edu.in 

RBIJMR-Rayat Bahra International Journal of Multidisciplinary Research, Vol. 04, Issue 02, December 2024 

 

70 
 

had made a purchase. It took 20 minutes per 

customer to be interviewed. The research 

methods were both Qualitative and Quantitative 

methods. 

5. Ata Analysis and Interpretation 

The data collected is represented in the form of 

table and pie chart. A brief description of 

analysis and interpretation is given below 

Figure 1: Distribution of respondents on the 

basic of awareness of cosmetic brands 

 

Interpretation:  

From the above Figure, it is interpreted that the 

distribution of respondents who have heard or 

seen the 14 provided list of cosmetic brands. 8% 

of the respondents said they have heard or seen 

brands like Maybelline, Lakme, L’Oreal, Blue 

Heaven, Color Bar, Elle 18, M.A.C. and 

Himalaya. Only 5% of the respondents said they 

have heard of or seen P.A.C. and Estee Lauder. 

7% were familiar with Coloressence and 6% had 

heard about Makeup Revolution and Chambor. 

 

Figure 1: Distribution of respondents on the basic of awareness of cosmetic brands 
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Figure 2: Cosmetic brands have you used the 

most. 

 

Interpretation: 

The above Figure indicates that the highest 

percentage of respondents reported that Lakme 

was the most used cosmetic brand (12% of 

respondents). 

 

 

 

 

 

Figure 3: Distribution on the basis of eye makeup preferred by them 

Interpretation: 

 The above Figure indicates that the highest percentages of eye makeup brand used are Maybelline 

and Lakme at 12% and there are only 2% respondents who preferred Estee Lauder. 
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Figure 4: Distribution on the basis of eye makeup preferred by them 

Interpretation:  

According to the survey, we learned that highest percentages of eye makeup brand used are 

Maybelline and Lakme at 12% and there is only 2% respondents who preferred Estee Lauder. 

 

Figure 5: Distribution on the basis of face makeup preferred by them 

 

0%

2%

4%

6%

8%

10%

12%

14%

Face makeup (foundation, compact) cosmetic brands preferred

Percentage

0%

2%

4%

6%

8%

10%

12%

14%

Lip products (lipstick, lipgloss) cosmetic brands preferred

Percentage

http://publications.rayatbahrauniversity.edu.in/


ISSN (ONLINE) 2583-2506 

http://publications.rayatbahrauniversity.edu.in 

RBIJMR-Rayat Bahra International Journal of Multidisciplinary Research, Vol. 04, Issue 02, December 2024 

 

73 
 

Interpretation:  

From the above Figure, it is interpreted that the highest percentages of lip makeup brand used are 

Maybelline and Lakme at 12% and there is only 2% respondents who preferred Estee Lauder. 

 

 

Figure 6: Distribution of respondents based on factors kept in mind while purchasing cosmetic 

products 

Interpretation:  

The about Figure says that the highest percentage is 18% for Brand Name which was kept in mind 
by the respondents while purchasing cosmetic items. 
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Figure 7: Distribution of respondents based on their preference for media used for advertising green 
cosmetics 

 

Interpretation:  

The above Figure indicates that the highest percentage of advertising media found most attractive are 

glossy magazines and internet/social media by 22% respondents and only 8% respondents found 

advertising on radio attractive. 

 

 

Figure 8: Preference for Brand Name or Price  

Interpretation:  

The above Figure shows that the highest percentage of preference is for Brand Name at 86% and 

only 14% of the respondents go by price of the cosmetic. 
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Figure 9: Distribution of respondents on whether they faced any allergy due to the usage of 
particular cosmetic products 

Interpretation:  

From the above Figure, it is interpreted that 41% had suffered from an allergic reaction due to the 

usage of foundation/compact. 39% said they had an allergic reaction at some point in time due to the 

use of eyeliner/kajal/mascara. And 20% said they had suffered from an allergic reaction due to 

lipstick and lip gloss. 

 

Figure 10: Distribution of respondents on possible reason for the allergies faced by the respondents 
from the use of cosmetic products 
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Interpretation:  

From the above Figure, it is interpreted that 40% respondents felt that allergic reaction might have 

occurred due to ‘expired date’ on cosmetic item. 39% respondents felt that the allergic reaction 

could’ve been due to the ingredients used in the product. 21% respondents felt that the allergic 

reaction might have been because other person had used the same cosmetic item 

 

6. Finding of Study 

• According to the results, cosmetic brand 

awareness and green cosmetic products 

used the most was the Indian cosmetic 

brand Lakme. 

•  Lakmé, one of India's leading cosmetic 

brands, is gradually transitioning towards 

green cosmetics by incorporating 

natural ingredients, cleaner 

formulations, and sustainable 

packaging. Recognizing the growing 

demand for eco-friendly beauty, Lakmé 

has introduced product lines such as the 

Lakmé 9 to 5 Naturale range, which 

features aloe vera and other natural 

extracts to provide gentle, skin-friendly 

formulations. The brand has also taken 

steps to reduce harmful chemicals, 

offering paraben-free and sulfate-free 

options in select products. 

• The results shows that for Face Makeup, 

Eye makeup and Lip makeup both Indian 

and International cosmetic brands Lakme 

and Maybelline respectively were given 

the preference 

• The highest ratio for the preference was 

given to “Brand Name”. 

• Lakme is stated to be the Indian brand 

that has a compatibility with the 

International cosmetic brands in terms of 

quality. 

• In the relevancy for knowledge and 

information gained about cosmetic 

products are selected to be from both 

online and offline media Internet/ social 

media and magazines/newspaper 

respectively. 

• The highest ratio of allergy suffered due 

to the use of Foundation/Compact and 

the reason for the allergy was stated to be 

the cosmetic products were expired. 

7. Conclusion  

The Indian cosmetics market is rapidly growing, 

and understanding the factors influencing 

consumer purchasing patterns is essential for 

marketers. Consumers prioritize product quality 
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and often consider recommendations from 

previous users when choosing cosmetics. 

Advertisements play a vital role in shaping 

brand perceptions, with beauty ads focusing on 

empowerment, self-expression, and confidence. 

These messages align with the increasing 

emphasis on inclusivity and diversity in India's 

beauty market. The study revealed that young 

consumers, particularly students, are highly 

brand-conscious, with preferences for factors 

like quality, price, packaging, and ingredients. 

Furthermore, consumers are willing to pay 

higher prices for brands they are familiar with. 

However, some respondents reported allergic 

reactions due to overuse or expired cosmetic 

products. The analysis concludes that cosmetic 

brand awareness significantly influences 

consumers' purchasing decisions. This 

relationship underscores the importance of brand 

recognition and familiarity in shaping the buying 

behavior of young consumers in the cosmetics 

industry. 

Himalaya, Estée Lauder, and Coloressence are 

actively embracing the clean beauty movement 

by prioritizing natural ingredients, ethical 

sourcing, and sustainable formulations. 

Himalaya, known for its herbal and ayurvedic 

approach, has long been a pioneer in clean 

cosmetics, offering skincare and makeup 

products free from parabens, sulfates, and 

synthetic fragrances, while also promoting 

cruelty-free practices. Estée Lauder, a global 

luxury beauty brand, has committed to reducing 

its environmental impact by formulating 

products with responsibly sourced ingredients, 

minimizing plastic waste, and ensuring that 75% 

of its packaging is recyclable, refillable, or 

reusable by 2025. The brand also focuses on 

transparency by clearly labeling its "clean 

beauty" products that are free from harmful 

chemicals like phthalates. Coloressence, an 

Indian makeup brand, is transitioning towards 

cleaner formulations by incorporating botanical 

extracts, avoiding animal testing, and 

eliminating toxic elements such as lead and 

parabens from its cosmetics. Collectively, these 

brands are adapting to the rising demand for 

clean beauty by offering safer, more sustainable 

products while maintaining efficacy and 

innovation in their formulations. 
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