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ABSTRACT

The cosmetic industry over the years has proven to be one of the fastest growing and most
profitable industries globally. In the male cosmetic industry, male grooming and metrosexual
trends have rapidly expanded across global communities, and in recent years have become a
leading trend amongst South African men who are looking after their health as well as their
physical appearance. The advent of the metrosexual trend has captured enormous attention for
men to be more alert and mindful of their self-image, how to enhance their external appearance
and how to uphold their own handsomeness no matter what challenges they may be facing.
These emerging trends subsequently shaped the way businesses and companies expanded
product lines and developed strategies to influence the shopping behaviour of men. Therefore,
this study - to influence and improve male shopper behaviour towards the purchase of personal
care products, investigated the effectiveness of a male grooming solution. This was a quasi-
experimental study conducted among male shoppers at the Pavillion Shopping Centre in
Durban, KwaZulu-Natal. Data was collected using a self-administered questionnaire between
pre- and post-installation of the male grooming zone. Results indicated that pre installation of
the male zone, shampoo, face care and body lotion were the highest consumed products while
post installation results indicated that deodorant had the highest consumption rate followed by
body lotion; while the face care and the perfume/cologne/aftershave segment were purchased
at the same rate. It was also found that the intervention of the male grooming zone, post
installation, had a perceived positive impact on self-image, self-esteem, lifestyle and celebrity
association. The study revealed that emotional value, epistemic value and social value of the
male shoppers were also perceived to have improved significantly post the installation of the
male grooming zone. More than three quarters of male shoppers indicated that they preferred
the new shopping environment. The outlook of male shoppers towards shopping for personal
care products was also favourable and the amount of money spent on personal care products
almost doubled. The study recommends that male grooming merchandise solutions be
conceptualized and implemented for the improvement of male shopper behaviour towards the

purchase of personal care products.
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CHAPTER ONE
GENERAL INTRODUCTION

1.1 Introduction
Men are becoming more conscious of their appearance in this modern era. According to Ling,

Lim, Yeo & Tan (2014), the demand for male grooming products are increasing at a rapid pace.
Most men consume personal care products to create, enhance, develop and maintain their
identities. A greater proportion of men these days believe that the first impression perceived
by others with respect to whether they look good or not is a healthy and good-looking skin
(Ling et al., 2014). It has further been found that in this contemporary era, men are adjusting
their self-image through the usage of a variety of products, due to the necessity to adjust to the
diverse roles that they undertake in their lives (Cheng, Ooi & Ting, 2010). Yet, there is a dearth
of research on the usage of male grooming products and on the extent to which male grooming
merchandise solutions can improve the male shopper behaviour concerning the purchase of

personal care products. The study aims to address this gap in research.

This chapter inter alia provides detailed information about the study. It begins with the
background and problem statement and then proceeds to highlight the aims, as well as the
motivation behind the study. Furthermore, the chapter highlights the key research questions
and objectives that guide the investigation. It further outlines the study’s key contribution,
when completed, and provides the operational definitions of key terms. Finally, a summarised

account of the other chapters is presented.

1.2 Background to the study
Men in this decade are going beyond hygiene, cologne and deodorants, and are opting for

regular usage of products, such as eye serums, face masks and facial cleansers as looking good
boosts their self-confidence. This trend has resulted in the rapid expansion of the men’s
grooming market within the consumer brand space. Men with higher disposable income and a
desire to grow within their organisation, rely on male grooming products to enhance their
appearance. To this end, they have re-defined the needs of male grooming, and by doing so,
created an attractive opportunity for companies that manufacture men’s products. Rising
awareness regarding comprehensive body care, nourishment, and well-being among men; as
well as the rising influence of social trends are supporting the growth in the male grooming
segment (Abdoolla, 2019). Choudhury and Mukherjee (2014: 10) define personal care products

as “those consumer products that are used purposely for beauty, personal grooming up, look



and style, and personal hygiene”. According to Cheng et al. (2010), a survey conducted by
Datamonitor discovered that more men (73%) in Europe and the United States are buying
grooming products in comparison to women (72%). The increased consumption of personal
care products has attracted cosmetic companies, health clubs, and other firms to embark upon
a mass production of such products. This is due “to their strong exposure to the current highly
popularised emergence of celebrity endorsement of grooming products” (Cheng et al., 2010:

574).

Kraft and Weber (2012) suggest that modern men are motivated by high-quality products that
enhance their self-image and that they buy concepts and images that are closely associated with
grooming products with the intention of producing a desired identity and self-image. Some
scholars (Herter, Dos Santos & Pinto, 2014; Leng, 2016; Bakshi, 2012;) suggest that
understanding consumers’ behaviour is an important factor for firms, producers and middlemen
in segmenting, targeting and positioning their products or services in the chosen target market.
Leng (2016) recommends that in the course of understanding consumer behaviour, one
important factor, which must be considered by the firm is gender. Leng (2016) advocates that
many marketers use gender as the basis for market segmentation. Furthermore, Herter et al.
(2014) contend that the consumer market is very broad and diverse a with different presence
of gender awareness that is non-biological, including lesbian, gay, bisexual and transgender.
According to Herter et al. (2014), many scholars believe that the consumption behaviour of

males and females differs because they have disparate needs, personalities, and roles.

Baker (2012) expresses a similar opinion that traditionally, males and females approach
purchasing decisions from distinct perspectives. The difference in such decisions occurs
because men and women want dissimilar items that will meet their expectations or provide
satisfaction. According to Baker (2012), females prefer items that will satisfy their long-term
needs and wants, whereas males are more shortsighted in that they want to satisfy their instant
or short-term needs and wants. Zayer and Neier (2011) suggest that women are usually
associated with beauty care products, like fashion apparel and personal care products. Walker
(2014), however, quotes plastic surgeon Dr. Andrew Khooas saying that modern men are
anxious about their looks and well-being, due to social pressures within their societies.
Therefore, men prefer to use cosmetics in an attempt to enhance their appearance and image
within their society. Jitab (2011) also contends that due to the demands of life, most men,
especially lawyers and doctors, prefer treatments that are quick and show instant results. This

phenomenon has contributed to increasing demand for and consumption of grooming goods.
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Bano and Sharif (2016) determined that in 1990, there was exponential worldwide growth in
the personal care industry which has affected the traditional notions of masculinity. This
growth is attributed to the increase in purchasing power and the influence of media. They
further argued that the increasing use of grooming products was not a new phenomenon (Bano
and Sharif, 2016). The consumption of grooming products has its origins in the fourth century
BC when household products were used for the preservation of beauty. However, Bano and
Sharif (2016) discovered that modern men were fascinated by their appearances, and desired

to invest in it.

Sankaranarayanan and Mekoth (2014) express a similar view in that modern men prefer to
utilise grooming products in an attempt to satisfy their urges to look good. They further suggest
that this new development has given rise to a major expansion in the male personal care
segment. Sankaranarayanan and Mekoth (2014) claim that, in the past, the only available male
personal care products were shampoo, shaving cream and deodorant, but a wide product range
is now available for men, including moisturisers, anti-ageing creams, and even facial mud
masks. It was determined that there were more than 500 products available for men to select,
indicating an increase from the 375 products launched in 2007 (Sankaranarayanan & Mekoth,

2014). The scholars argue that more than 3 600 products are available for men worldwide.

Similar to the opinion expressed by the above authors, it has been determined that in the last
two decades, the beauty market globally has experienced a growth of 4.5% per annum
(Lopaciuk & f.oboda, 2013). It has remained stable and most profitable in the past few years,
despite the effect of the economic recessions on many businesses in 2008 and 2010. According
to Matthews (2015), a study reveals that the US alone has contributed 21% to male grooming
products globally, followed by the UK, which contributed 7%. It was discovered that the US
has the greatest market share of male personal care goods, with a total sale of $4.7 billion
annually (Matthews, 2015).

Matthews (2015) further suggests that in a study by Datamonitor, consumers reveal that
approximately 52% of men globally consider their physical appearance as being highly
important. Further, it was determined that out of that percentage, 27% utilised grooming
products each day. According to Holmes (2014), more than 65% of men spend about 30
minutes daily on personal care or grooming products. It further determined that most men spent

a greater proportion of their income on toiletries other than shaving products (Matthews, 2015).



Datamonitor revealed that men’s spending on market toiletries increased by 3.6% in 2014 and

was worth $22.2 billion at the end of 2014.

According to Hays (2017), there is an increase in consumption of personal care products in
South Africa. The consumption and sale of pharmaceutical and cosmetic goods was 6% of total
retail sales in South Africa. Hays (2017) further discovered that male personal care products in
South Africa were valued at US$315 million in 2014. It has also been determined that the local
demand for male personal care products is expected to grow by 6.1% over the 2015 to 2020
period in local currency terms. Hays (2017) further discovered that male personal care products
had recorded a 13% increase in sales volume in 2016 because most men were more interested

in using beauty care products to enhance their looks.

Research reveals that South Africa is not only an emerging market for male grooming or
personal care products in Africa but for the world too (Fessehaie, Roberts & Takala-Greenish,
2015). The South African population is characterised by the middle-income group with strong
political and socio-economic environments (McNeill & Douglas, 2011). Due to these changes,
an enormous difference has become evident in the roles played by both males and females in
their communities. According to McNeill and Douglas (2011), most men are increasingly
consuming grooming products that were previously reserved for women. It has also been
discovered that most South African men are now becoming increasingly metrosexual and
conscious of their appearance, which in-turn resulted in the expansion and growth of the
cosmetic industry (McNeill & Douglas, 2011). Research shows that there is a trade deficit of
US$536 million for cosmetic products and US$667 million for cleansers and detergents in the
South African Development Community (SADC) region. This presents an opportunity for the
region to meet this demand within the country rather than importing from elsewhere (Ziba and
Phiri, 2017).

Abdoolla (2019) contends that although the grooming market for men presents many
opportunities to firms, limited research has been undertaken on the motivation contributing to

an increase in the consumption of male grooming products.

The ability of a firm to break into the grooming segment requires strong dedication to
developing and constantly improving products, generating new ideas and practices and
carefully considering how the products can reach the target market (Cheng et al., 2010).
Although there is a growing interest in men’s grooming products, manufacturers of these

products appear not to be interested in the satisfaction that men derive from the products. Most



producers of men’s beauty care products are more interested in their profit margin at the

expense of the satisfaction derived from these products (Abdoolla, 2019).

Previous studies by Beauchamp (2013); Branchik and Chowdhury (2012); Brosdahl and
Carpenter (2011); Elsner (2012) and Leng (2016) only investigated an element of male
grooming, and neither of them investigated the effectiveness of male grooming merchandise
solutions. This study, in light of the above, intends to address this gap in research.

1.3 Problem Statement
These days, men have increasingly developed an interest in shopping activities while

maintaining their masculine identity. Leng (2016) claims that in recent times, the advent of the
metrosexual trend has captured enormous attention for men to be more alert and mindful of
their self-image, how to enhance their external appearance and to uphold their handsomeness
no matter what challenges they may be facing. Against this background, men have started to
pay close attention to the most recent development of men’s beauty care products and are
searching for products to make them feel and look good (Moungkhem & Surakiatpinyo, 2010).
Despite the increasing consumption of male grooming in South Africa and globally, there is a
scarcity of research on the categories of male personal care products within the personal care
segment; on male shopping behavior and specifically on testing if merchandise solutions can
improve male shopper behavior towards personal care products.

Despite the emergence of men’s interest to consume personal care products, businesses are
failing to understand the factors that are important to them, specifically on product attributes
and the ability of the product to deliver according to their needs (Cheng et al., 2010). This
implies that producers may not know how to serve the male shopper. According to Brosdahl
and Carpenter (2011), the ability of a manufacturer and retailer to blend the repertoire of male
personal care products within the shopping environment is crucial in adequately serving the
modern male shopper. The problem is that manufacturers and retailers are failing to understand

how to better serve this modern man and as a result there, consumption is not at its peak.

Although there is an increasing demand for male beauty care products in South Africa and
other parts of the world, it is not clear which type of beauty care products are most preferred
by South African men (Abdoolla, 2019). Furthermore, studies on the effectiveness of a male
grooming solution to improve male shopper behaviour towards personal care products have

not been done.



1.4 Aims of the Study
The study aims to investigate the effectiveness of a male grooming solution to improve male

shopper behaviour towards the purchase of personal care products in KwaZulu-Natal. Aside
from this, the study aims to explore the key drivers which affect the attitude and behaviour of
South African men in purchasing and consuming grooming and/or personal care products.
Furthermore, the study aims to identify the types of personal care categories that male shoppers

often purchase.

To attain the aim of this study, the male grooming merchandise solution will be tested in a
retail store environment, and a new theoretical model will be developed relating to the study.
In addition, another purpose of the research is to measure the spending patterns of male
shoppers in terms of personal care products pre- and post-installation of the male grooming

Zone.

1.5  Motivation for the study
The main motivation for the study was to close the gaps identified by various literature studies,

in order to extend the frontier of knowledge through the investigation of the effectiveness of a
male grooming solution to improve male shopper behaviour towards personal care products.
The male grooming segment witnessed a rapid growth in the past few years, and this presents
massive opportunities for the cosmetic industries and retailers. Manufacturers of male
grooming products need to have a thorough understanding of the attributes and benefits that
male consumers want to derive from these products as well as the shopping environment that
they prefer to shop within. This understanding ought to be taken into account in the production
of these products as well as in the development of merchandise solutions respectively. Careful
consideration is required in order to achieve the desired outcomes of cosmetic industries and

retailers, in terms of productivity, profitability, and efficiency.

1.6 Research Design
The study adopted a positivist philosophy. This approach, when adopted, assists the

investigator to be objective in the analysis of the findings from the respondents. The deductive
approach to research was chosen over the inductive approach given the relevance to the study.
A deductive approach has a great deal of strength. Saunders, Lewis and Thornhill (2009) argue
that one of its strengths is that it is highly objective — which was required in this case. A quasi-
experimental study was conducted based on the research method. The relevance of the
experimental study in this research was that it allowed the researcher to introduce the male

grooming zone and compare pre and post experiences of the male shoppers. The study



employed a quantitative research method and data was collected by means of a questionnaire.

Data was analysed using Statistical Package for Social Sciences version 26.0.

1.7

Research questions

The study has the following specific research questions:

171

1.7.2

1.7.3

1.74

1.7.5

1.8

Which personal care product segments are purchased by male shoppers prior to and
post the installation of the male grooming zone.

What is the level of self-image, self-esteem, societal beliefs and celebrity association
among the male shoppers towards personal care products prior to and post the

installation of the male grooming zone?

How do social, cultural and economic factors influence male shoppers towards the
purchase of personal care products prior to and post the installation of the male

grooming zone?

What is the level of emotional value, epistemic value and social value prior to and post
the installation of the male grooming zone?

How do you feel about shopping for personal care in the retail store environment?

Research objectives

The following the main research objectives guide the entire investigation:

18.1

1.8.2

1.8.3

1.8.4.
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To determine the repertoire of personal care products purchased by male shoppers prior
to and post the installation of the male grooming zone.

To investigate the level of self-image, self-esteem, societal beliefs and celebrity
association among the male shoppers towards personal care products prior to and post
the installation of the male grooming zone.

To ascertain the social, cultural and economic factors that influence male shoppers
towards the purchase of personal care products prior to and post the installation of the

male grooming zone.

To determine the level of emotional value, epistemic value and social value prior to and

post the installation of the male grooming zone.

To determine the outlook of male shoppers towards shopping for personal care post the

installation of the male grooming zone.



1.9

Contribution of the study

The key findings which emanate from the study will add to the existing literature on male

grooming but moreover close research gaps identified in the literature; and will serve as a

reference point for the cosmetic industry, not simply in South Africa, but globally. The

development of a new conceptual model that may help to improve male shoppers’ behaviour

towards the purchase of personal care products is unique to this study. Another contribution of

the study is to determine how personal factors of male shoppers influence their purchasing

behaviour. Additionally, the study is unique given the fact that it will identify the effectiveness

of a male grooming solution on the purchasing behaviour of men towards the consumption of

personal care products.

1.10

Operational definition of key terms
This section of the chapter provides an explanation of key terms used in the study.

Personal care product: This is defined as those consumer products that are used
“purposely for beauty, personal grooming up, look and style, and personal hygiene”
(Choudhury & Mukherjee, 2014).

Male personal care products: These are those “products that are used by men
purposely for beauty, personal grooming up, look and style, and personal hygiene”
(Choudhury & Mukherjee, 2014).

Gender: In marketing, the term “gender” has a long history and it is considered to be
an important segmentation variable (Kuruvilla, Joshi & Shah, 2009). Although gender
and sex are frequently used interchangeably in marketing research, they represent
different constructs. Wolin and Korgaonkar (2005), Palan (2001) and Putrevu (2001)
defined gender as a traditional construct that relates to societal roles, whereas sex is
considered as a natural condition which denotes to biological elements such as
chromosomes and hormones. However, recent studies often use the term gender given
the fact that it is extensively used in marketing research and due to its wider
classification, that takes account of the sociological process determined by biological
sex. In this study, gender has been conceptualised as either of the two sexes (male or
female).

Consumer: The term consumer has been defined as an individual who uses a product
or service and is customarily called an end user since the individual is the last stop of
interaction with the product or service. The individual does not usually shift or sell the
item to a different person. However, it has been argued that the consumer is not

necessarily the purchaser of a product or service. For instance, if cereal is purchased by
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a mother for herself and her family, each family member is a consumer of the product.
Similarly, if a mother purchases a family shampoo, each member of the family can use
the shampoo, unless she purchases a beauty shampoo that specifically caters for her
needs. Anyone who buys a product/service may not necessarily be a user or consumer
(Hasan, 2010).

Consumer behaviour: Different definitions of the theory of consumer behaviour exist.
Chen, Lai, Goh and Daud (2013) refer to consumer behaviour as the study of what to
purchase, how to purchase, where to purchase and why the purchase is being made.
Consumer behaviour has further been defined by Chen et al. (2013) as acts undertaken
by the individual who is directly involved in the process of obtaining and utilising a
good, experience or service. Consumer behaviour is made up of decision-making
processes, which leads to the act of purchase (Chen et al, 2013). According to Calder,
Isaac and Malthouse (2016), consumer behaviour is the study of persons, groups of
persons, or firms; as well as all the undertakings related to the buying, utilisation and
ultimate disposal of a good or service. This includes the emotional, mental and
behavioural responses of the consumer that precede or follow these activities.
Consumer shopping behaviour: Ramprabha (2018) claims that a consumer’s
behaviour may differ subject to the place at which they are shopping and their level of
involvement with the act of shopping. According to Orji, Sabo, Abubakar and Usman
(2018), consumer shopping behaviour involves the study of wants, needs, drives, and
thought processes of individuals which are used in choosing a product over an
alternative and the patterns of buying dissimilar goods and services. Similarly, Nagpal
(2014) maintains that consumer buying behaviour is the study of in what way
individuals purchase, what they purchase, when they purchase and why they purchase.
Furthermore, consumer buying behaviour endeavours to clarify the consumer or
shopper decision-making process, both independently and in groups. The study of the
characteristics of individual consumers such as demographics, psychographics, and
behavioural variables is also included in the attempt to understand the needs and wants
of the individual (Nagpal, 2014). Khaniwale (2015) defined consumer shopping
behaviour as the study of individuals and the methods that these individuals apply to
choose, utilise, and consume a product or service to meet their wants. The effects that
these methods have on the individual and the society also form part of the study of
consumer shopping behaviour. Khaniwale (2015) adds that consumer behaviour

consists of the thought, emotional state and actions that an individual has or takes in
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advance or while purchasing any good, service or idea. Consumer buying behaviour is
a broad notion which answers questions such as “what, why, how, when, and where”
the consumer actually purchases. Leading researchers such as Noel (2018) and Al-
Salamin and Al-Hassan (2016) have advocated that it is important for organisations as
well as marketers to know the influences that impact purchasing processes and buying
decisions of consumers, as well as understand their shopping behaviour so that they can
adequately serve them and secure a sale.

Male Grooming Zone: The male grooming zone referred to in this study is a
merchandise solution that was developed for the personal care categories that are
shopped by male shoppers. These categories were brought together in one section of
the retail store and merchandised using the fixtures developed for the solution (Refer
Appendix C). These categories were not grouped together previously, and male
shoppers had to walk different areas of the store environment to locate the product that
they required. The male grooming zone provides a section in which male shoppers can

interact with the repertoire of male personal care categories.

1.11  Organisation of the study
This dissertation consists of seven chapters that are sequentially arranged from the

introductory chapter. The following is an overview of each of the chapters.

1.11.1 Chapter One: Introduction
The chapter presents the background to the study. It proceeds further with the problem

statement, followed by the aims of the research, its motivation, key research questions, research

objectives, the contribution of the study and a definition of terms.

1.11.2 Chapter Two: Theoretical Framework
This chapter of the study will review theoretical frameworks which relate to personal care or

grooming products. The aim of reviewing existing theoretical frameworks is for the researcher
to develop a conceptual model to enable producers and distributors of men beauty care products
to satisfy the taste and preference of the male shoppers, as well as to attract return on
investment.

1.11.3 Chapter Three: Concept of Shopping

This chapter of the study will review empirical literature on the concept of shopping. The
chapter will present a comparative analysis of the shopping behaviours of both male and female
shoppers. The chapter will further analysis the perception of male and female shoppers towards

beauty care or grooming products.

10



1.11.4 Chapter Four: Literature Review
This chapter first reviews literature on the personal care categories that male consumers often

purchase. In addition, it reviews the literature on the personal, social, cultural, economic and
psychological factors that influence the attitude of men towards the purchase of personal care
products. This follows a discussion on the benefits that men derive from the consumption of

personal care products.

1.11.5 Chapter Five: Research methodology
This chapter presents the research design and methodology which directs the study. The chapter

also justifies the research approaches that were used to investigate the research phenomenon.
It further provides the reasoning behind the research philosophy employed and the paradigm
to be adopted. The chapter proceeds to describe the target population, sampling, data collection
instrument, pre-testing of the research instrument, data quality control and data analysis.

1.11.6 Chapter Six:
Chapter Six will present, analyse and discuss the results prior to and post the installation of the

male zone. A comparative analysis of the results from both studies will be provided. The data
was analysed using SPSS, version 26.0. The interpretation of the results will be done by
employing both descriptive and inferential statistics. Empirical evidence to support the findings
will also be provided.

1.11.7 Chapter Seven: Conclusions and Recommendations

This chapter provides conclusions and recommendations that emerge from the study. The
chapter further provides the directions for further research.

1.12 Conclusion

The chapter gave an overview of the research. The chapter further outlined the aims and
motivation for the study. It proceeded to highlight the contribution of the study and the
summary of the various chapters. The next chapter provides a discussion on theoretical

frameworks relating to the study.
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21 Introduction

This chapter reviews theoretical frameworks that support shopping behaviour. The study draws
on the existing theories presented by numerous researchers and makes reference to studies in

which these theories have been deployed. The chapter furthermore identifies the theory most

suitable for this study.

CHAPTER TWO

THEORETICAL FRAMEWORK

2.2  Theoretical Frameworks Supporting Buying Behaviour

Several theories support the buying behaviour of both males and females including the theory
of reasoned action, social influencer theory, theory of planned behaviour, attitude-toward-

object (Fishbein) model and attitude-toward-behaviour model. One of the aims of this study is

to review all these theories and develop a new one relating to the study.

2.2.1 Theory of Reasoned Action (TRA)

Fishbein and Ajzen developed the theory of reasoned action (TRA) in 1980 and 1985 to

provide the understanding of consumer behaviour and attitude towards the consumption of

products. This theory has been applied in many studies across various countries including
Thailand, China, and Malaysia. The TRA model is depicted in Figure 2.1.

Figure 2.1 Theory of Reasoned Action
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make methodical use of the information accessible to them. The TRA has its origin in attitude
theory and the social cognitive tradition, which focuses on individuals’ views with respect to
the upcoming performance of a specified behaviour. The central construct of the theory is
intention. Intention is further regarded as a motivational construct which is perceived to be the
greatest proximal determinant of behaviour. The theorists, Ajzen & Fishbein (1975), believe
that intention carves the degree to which a person is likely planning to do something and invests
their effort in pursuing what they were planning to do hence formulating a given behaviour.
The founders (Ajzen & Fishbein, 1988) conceptualised intention as a function of two belief-
based concepts, namely: attitudes and subjective norms. Attitudes are considered as positive or
negative assessments of acting out the behaviour in future, whereas subjective norms reflect
the beliefs that significant others would want them to carry out the behaviour (Ajzen &
Fishbein, 1988).

TRA is based on the premise that consumers often deliberate the consequences of their actions
before they decide to purchase or consume a particular product. These assumptions led to the
application of TRA in many behavioural studies to predict and understand the behaviour and
attitude of consumers. According to Sukato and Elsey (2009), the TRA presents the
relationships or the links among opinions and beliefs, namely: normative structures, outlooks
toward behaviour, subjective norms, behavioural intentions, and genuine behaviour. The TRA
explains that behavioural intention carves the path for a specific behaviour and that such
intention is determined by the consumers’ attitude towards their own conduct, using subjective

norms as a filter.

Behaviour is deemed to be almost equal to behavioural intention, which can be resultant from
a combination of elements. The key element is the consumer’s attitude toward purchasing the
product. The subjective norms also form part of these elements. Through the concept of
subjective norm, the theory distinguishes the power of other individuals in swaying behaviour
(Hogg, Askegaard, Bamossy & Solomon, 2006). Fundamentally, it accounts for the opinions
of others toward certain behaviour and is moderated by the degree to which the consumer is

driven to comply with these views.

Sukato (2014) contends that the attitudes of male consumers towards behaviour concerns either
being in favour of or against a specific conduct. A subjective norm on the other hand refers to
secondary people or groups of people who would support or condemn the respondents
performing a specific behaviour. The TRA claims that attitude which relate to behaviour is the
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function of a cognitive structure that is a belief-evaluation complex, whereby behavioural

intention is the belief that a certain conduct will result in a specific result.

Anute, Deshmukh and Khandagale (2015) contend that the TRA is formulated on the theory
that a person’s behaviour is forecasted by his or her attitude towards that type of conduct and
how that person thinks other people would observe them if he or she demonstrates that
behaviour. Anute et al. (2015) argue that a person’s attitude, combined with subjective norms,
develops his or her behavioural intention. Anute et al. (2015) further suggests that the TRA is
an important theory that predicts consumer behaviour and provides an explanation for a

particular type of conduct.

Hu and Jasper (2016), in their study, confirm that the TRA is the most appropriate, unique and
universally acceptable theory that predicts consumer behaviour through attitude constructs. Hu
and Jasper (2016) claim that to explain the purchase of male personal care products better
within a Thai perspective, an additional construct, known as self-image, must be added to the
TRA. According to Hu and Jasper (2016), self-image was incorporated into the TRA to
improve the probability of male consumer behaviour towards purchasing skin care products in
Thailand. This aspect is substantial, because men often purchase grooming or personal care
products for the development, improvement, and maintenance of their self-image in order to
depict the image of a well-groomed working person. Hu and Jasper (2016) maintain that the
TRA is one of the most leading attitudinal models that can be applied mostly in numerous
investigations to test consumer attitudes and behaviours when purchasing and consuming

specific products.

Thota, Hermosillo, Keyhani and Walker (2014) determined that the TRA presents a superior
approach towards the study of behaviours and attitudes concerning the consumption and use of
personal care products. It is applicable to this study in the sense that it predicts and explains
motivational aspects that affect the behaviour of consumers when they are deciding whether to
use personal care products or not. The TRA is useful to this study in two ways — it assists in
identifying how and where to target strategies to change consumer behaviour and attitude
concerning the consumption of personal care products, and explains male consumer conduct

and why men use grooming or personal care products.

Similarly, Ridwan, Maulina and Chan (2018) employed the TRA in their study to explain
factors impacting the buying and consumption of skin care products by males in South Korea

and Indonesia. Ridwan et al. (2018) ascertained that the TRA helps both male and female
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consumers to develop a positive attitude towards organisational products. The TRA effectively
predicts the variability in people’s behaviour across many contexts, populations, and

behaviour.

The fact that the TRA has been influential in predicting people’s behaviour across many
contexts does not automatically mean that it is a good theory to be applied in all studies that
relate to consumer behaviour. The TRA was subject to extensive scrutiny by many authors
including Ogden (2003), Greve (2001), Smedslund (2000), Liska (1984) and Miniard and
Cohen (1981). Critiques (Ogden, 2003; Greve, 2001; Smedslund, 2000) suggest that a theory
should be falsifiable to be a worthy theory. Therefore, if the TRA is not falsifiable, then it is
not a worthy theory irrespective of how many researchers have confidence in it to be useful.
Critiques have also questioned the validity of the TRA based on between attitudes and
subjective norms (Miniard & Cohen, 1981; Trafimow, 1998). The rudimentary problem was
the conceptualisation of the term attitudes and subjective norms. The critiques argue that to
appreciate the conceptual problem, attitudes are supposedly determined by beliefs about
consequences. On the other hand, subjective norms are determined by normative beliefs. A
high association of attitude toward behaviour and subjective norms to behavioural intentions
was discovered in empirical tests and uses of the TRA. However, the identified aforementioned
high relationship between behavioural intention and actual behaviour is one-dimensional
because of circumstantial limitations (Sheppard, Hartwick & Warshaw, 1988). It is maintained,
for an array of reasons that behaviour is not always within the comprehensive control of the
individual. Due to this, an added variable intermediating between intentions and behaviour is
necessary (Warshaw 1980). This added variable was provided by Ajzen in 1985 when he
published the Theory of Planned Behaviour (TPB) (Ajzen, 1985).

2.2.2 Theory of Planned Behaviour
The theory of planned behaviour is an extension of the TRA and is one of the most widespread

and influential theories designed to foresee and describe human behaviour. The TRA and TPB
models are based on the principle that people make rational, reasoned decisions to employ
particular behaviours by firstly, assessing the information at their disposal (Fishbein & Ajzen,
1985). The TPB is based on the theory that the performance of a behaviour is determined by a
person’s intention to participate in it; as well as the perception that the behaviour is within the

control of the person. The TPB is depicted in Figure 2.2.
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Figure 2.2  Theory of planned behaviour
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According to Ajzen (1991), the TPB is based on constructs such as attitudes, social support,
self-efficacy and intention which forecast, envisage and explain an individual’s behaviour. The
TPB is further appropriate when the profitability of success and tangible control over the
performance of a behaviour are suboptimal (Ajzen, 1991). In addition to the attitudes and
subjective norms, which form the groundwork of the TRA, the TPB’s key contribution is the
notion of supposed and perceived behaviour control, an individual perception of the ease or
difficulty of carrying out the particular behaviour (Ajzen, 1991). The theorists assume that how
resilient the attempt the person makes to engage in the behaviour and how of much control that
person has over the behaviour (behavioural control) are significant elements in whether that
person actually engages in the behaviour (Fishbein & Ajzen, 1985).

According to the TPB, the attitude of a person towards the behaviour, the subjective norms and
perceived behavioural control are separate variables independent of each other that predict the
behavioural intention of an individual (Ajzen, 2002). Conner and Armitage (1998) explain the
TPB as a premeditated processing model, as it advocates that consumers make their
behavioural decisions after cautiously and pragmatically considering all available information
to them. Chan and Bishop (2013) suggest that the willingness of a person to perform a certain
behaviour, specifically behavioural intention, is a forerunner of behaviour. Powell and Ham

(2008) affirm that the behaviour and behavioural intentions of shoppers and consumers depend
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on three major variables. This includes the attitude towards the behaviour, the understanding
or beliefs regarding the results of the behaviour; and the social norms or pressures that the
shoppers and consumers are subject to. The TPB has widely been used to obtain an
understanding of the several factors influencing the behavioural decision-making of consumers
(Al-nawayseh, Alnabhan, Al-Debei & Balachandran, 2013).

The main and foremost focus of the TPB is the intention to perform a certain behaviour by the
individual (Al-nawayseh et al., 2013). Behavioural intention of a consumer discloses the factors
that motivates and influences a consumer to execute a specific behaviour. These factors are
motivational in nature and they determine the extent of a consumer’s enthusiasm to exhibit a
specific behaviour (Ajzen, 1991). The stronger the consumer’s motivation (behavioural
intention), the more probable the consumer will perform the behaviour. Behavioural intentions
are defined as the expected outcomes that pave the way for the planned behaviour (Al-
nawayseh et al., 2013). They are shaped by an individual’s attitude, subjective norms and
perceived behavioural control (Kim, Kim & Goh, 2011). According to Tarkiainen and
Sundgvist (2005), a consumer engaging in a specific behaviour is a combined function of the
consumer’s behavioural intentions and perceived behavioural control. It is intrinsically
apparent that perceived behavioural control and behaviour are correlated. Armitage and Conner
(1999) suggest that this link advocates that individuals are more inclined to perform behaviours
that they have control over than those behaviours over which they have no control. The
perceived behavioural acts as a control device that includes the views of control over carrying
out the behaviour. The perceived behavioural control measure was included to predict the
behaviour over which consumers have partial or incomplete control (Armitage & Conner,
2001; Olivov4, 2011). This measure extends the applicability of the theory with the prophecy
of the effortlessly performed, volitional behaviours of individuals, as well as the compound

behaviours of individuals (Conner and Armitage, 2001).

The inclusion of the aforementioned perceived behavioural control element added significantly
to the model, mainly concerning the prophecy of intention and actual behaviour for situations
in which there are restrictions on action. However, when a consumer’s volitional control is
high, it becomes unnecessary to quantify perceptions of control, and the TPB becomes
undistinguishable to the TRA (Ackermann & Palmer, 2014). Behaviours that are under
volitional control or that are relatively straightforward can be effectually foreseen by the TRA.
A consumer’s intention to purchase a product is volitional, and therefore very little constrains
exist. (Armitage & Conner, 2001).
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Variables such as behavioural beliefs, subjective norms and perceived as represented in the
model in Figure 2.1 can be used to for the purpose of the study as these variables impact on the
intention to perform the behaviour which influences the purchase intention of the consumer. A
behavioural belief is the subjective probability that the behaviour will produce a given outcome
or experience Chan and Bishop (2013). In relation to the study, if the consumption of personal
care products by males will enhance their appearance, and increase their self-esteem, self-
image and confidence, then the resultant behaviour will be the purchase of the respective male
grooming products. Demographic variables and personality traits will also be taken into

account.

2.2.3 The Social Influencer Theory
The social influencer theory was developed by Kelman (1958). The essential theme of the

theory is that the attitudes, beliefs, and subsequent actions or behaviours of a person are
influenced by referent others. This influence occurs through three processes which includes
compliance, identification, and internalisation. Kelman (1958) maintains that social influence
brings about changes and fluctuations in attitude and actions, and that changes may take place
at diverse levels. The variance in the level of changes can be ascribed by the differences in the
processes through which individuals concede to be influenced. Kelman (1958) described three
primary processes of influence which include compliance, identification and internalization.
Compliance occurs when influence is accepted by the individual and the induced behaviour is
adopted to gain rewards (or, approval) and avoid penalties (or, disapproval). Identification
occurs when the induced behaviour is adopted by the individual to establish or sustain a desired
and beneficial association to another individual or group of individuals. Internalisation occurs
when individuals consent to the influence after perceiving that the content of the induced
behaviour will be rewarding to them. The content indicates the beliefs and activities of others.
Therefore, individuals will adopt the induced behaviour upon realising that it is harmonious
with their value system. Each of these processes can be symbolised by a function of three
factors of influence. These include the comparative importance of the expected effect, the
comparative power of the influencing agent, and the prepotency of the convinced response
(Kelman 1958). Hence social influence is significant in shaping an individual’s attitudes,

beliefs and actions,

Bandura (1984) maintains that on the basis of informative feedback, consumers develop

thoughts or hypotheses about the types of behaviour most likely to succeed. These set of
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propositions further serve as guides for upcoming actions. Figure 2.3 illustrates the social

influencer theory.

Figure 2.3 Social influencer theory
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According to Bandura (1984), behaviours of individuals are learned either consciously or

unconsciously through example. Influencers lead by example, and recommend, encourage or
reinforce products that they like through advertorials. It is argued that people observing these
examples may more probably embrace and adopt those behaviours exhibited by the influencer
(Bandura, 1984). This strategy is widely adopted by brand marketing experts in the hope that
the influencers will have a host of followers and trial those specific products. Many
organisations adopt brand ambassadors as well as celebrities to consume and market their

products and services.

Word-of-mouth has proven to be more effective than communication and messages from brand
marketers because consumers believe that word-of-mouth is more reliable (Lee & Yuon, 2009).
This can also be viewed through the lens of attribution theory. The theory is based on how a
person attributes an observation to the external circumstance or the person’s internal
disposition (Fiske, & Taylor, 1991). The more the consumer attributes the communicator’s
review about a product to that product’s actual performance, the more the consumers will
perceive that the communicator is credible, the consumer will have more confidence in the
accuracy of the review, the stronger the consumer’s belief that the product has the attributes

mentioned in the review (Lee & Yuon, 2009). Influencers play a leading role in shaping other
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consumers’ opinions on products and services. It is, therefore, important for brand marketers

to keep conversations online positive to persuade other consumers to try their products.

Just like TRA and TPB models, the social influencer theory is also relevant to this current
study. Variables such as social influence, peer pressure group, and types of power are key to
this study. The variables will have an impact on the type of male grooming product or brand
purchased as the emotional, social and epistemic values derived from the consumption of the
product which will affect the final purchase decision. If the consumption of a specific male
grooming product is supported by peers, provides power and self-confidence to the individual,
it will be consumed. Brand ambassadors as well as celebrity endorsements are also key to the
study as it is assumed that a sense of pride will be felt by the consumer if the association of

product usage with the consumer and celebrity is made.

2.2.4 Attitude-toward-object (Fishbein) model

The most established and dominant version of the multi-attribute model is the Fishbein model
which is also known as the attitude-toward-object model. This model states that the number of
attributes considered by the consumer signifies the set of salient beliefs used to formulate
attitude (Du Plessis & Rousseau, 2008). The illustration below represents the attitude-towards-

object (Fishbein) model.

Figure 2.4  Attitude-towards-object (Fishbein) model
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The Attitude-towards-object model was developed on the notion that an attitude is determined
by the evaluative response to a salient property as well as the strength of belief linking the
salient property to the attitude (Athola, 1985). Therefore, this model suggests that when
consumers identify a product or brand to have a sufficient number of favourable attributes, they
will generally have a positive attitude towards that specific product or brand, and vice versa
(Schiffman & Kanuk, 2014). The model makes use of three components, namely the salient
beliefs that a consumer has about an attitude object, object-attribute connections that function
as an indication of the likely significance of an attitude object attribute, and the assessment of
each of the significant attributes (Hult, Pride & Ferrell, 2014). Salient beliefs consist of
awareness regarding the attitude object, generally collected from cognitive processing (Du
Plessis & Rousseau, 2008). The Fishbein model distinguishes three basic variables which
includes customer attitude towards particular object, beliefs that this object has
certain attributes (benefits, values, features), which can be a result of prior knowledge and
advertising and the subjective evaluation of this attributes and positive outcomes which relates

to benefits from acquiring this object.

Many researchers maintain it is possible to predict behaviour of consumers if certain
elements are incorporated into specific studies. These elements include the study of attitudes
and the effect of the behavioural intention. Where it is found that there is a considerable
overlapping between the attitudes and the behavioural intention of the customer and if the
attitudes of the customer towards an element is known — it is then possible to predict the
subsequent behaviour of the customer Alsamydai and Khasawneh (2013). This theoretical
basis of attitudes was employed in several studies, namely Ajzen (1985, 1991, 2001, 2002,
2006); Fishbein (1968); Rosenberg (1956) and Osgood and Tannenbaum (1955) to predict

the behaviour of consumers.

According to Jaccard (2012), many researchers primarily focus on studying the attitudes of
shoppers and consumers towards numerous elements such as products, services and ideas. On
the other hand, many researchers have adapted the Fishbein model in executing the various
functions of marketing. Alsamydai and Khasawneh (2013) and Ghose and Chandra (2019 used
the Fishbein model to study attitudes and they were successful in using and applying this model

in many cases that related to products or services or ideas.

After a careful examination of attitude-towards-object (Fishbein) model, the elements that are

relevant for this study include subjective norms and attitude towards behaviour. These variables
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influence intention and behaviour. It is evident from this model that the attitude of the customer
leads to specific behavioural intentions and behaviour and this can be applied towards the
purchase of male grooming products. The behavioural intentions generally result in a particular
action, and it is therefore important for manufacturers of male grooming products to acquire
information about the attitude of male shoppers and consumers towards products that they
produce. If their attitude is favourable, then the behaviour of actually making a purchase is
probable. On the other hand, if their attitude is unfavorable, then the marketing team within the
organisation will need to revise product offerings in this regard, as well as focus efforts on

creating a favourable association with the brand and its product offerings.

2.2.5 Attitude-toward-behaviour model
In comparison to the attitude-toward-object model, the attitude-toward-behaviour model is a

measurement of a consumer’s attitude concerning behaving or acting regarding a specific
attitude object, rather than calculating the attitude toward the object itself (Schiffman & Kanuk,

2014). Figure 2.5 represents the attitude-towards-behaviour model.

Figure 2.5 Attitude-towards-behaviour model

Ascriptinn of Responsihility

Personal Maorms \__\\\
I.'--.-—- -
! T
e

Athitnde
Lem i T pe

Eetavioueal

chiice and

oulms

Afective Evaluation

&
A Perceived ™ /
betavioural Subfective Morms
[FEE G
Dhmographics

Source: Schiffman and Kanuk (2014)

The attitude-toward-behaviour model is a model that suggests that a consumer's attitude
towards a particular behaviour is a function of how strongly the consumer believes that the
action will lead to a particular outcome which could be either favourable or unfavourable. The
attitude of a consumer concerning a specific behaviour is determined by a set of behavioural
beliefs linking the specific behaviour to several attributes. This increases the model’s capability
to predict the behaviour of a consumer (Svensson and Sjoberg, 2012). Furthermore, Olivova
(2011:24) emphasises that “a positive attitude towards an object will not necessarily result in a

purchase, as the consumer might have a negative attitude towards purchasing the object”.
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Therefore, this model has a unique appeal, as it relates more diligently to the actual behaviour

of a consumer than the attitude-toward-object and outcomes.”

Constructs such as personal norms, subjective norms and demographics will be extracted from
the attitude-toward-behaviour model as these constructs have appeared to be major factors

impacting on purchase intention and behaviour of consumers.

2.5.6 Tri-component attitude model
The advocates of the tri-component attitude model assume that attitude is a combination of

motivational, emotional, perceptual and cognitive processes and that the model includes three
elements. These elements are cognitive, affective and behavioural components (Hawkins &
Motherbaugh, 2013). Schiffman and Kanuk (2014) advocate that these three components form
the foundation of the tri-component attitude model. Figure 2.6 illustrates the tri-component

attitude model.

Figure 2.6  Tri-component attitude model
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The tri-component attitude model is based on attitude and its components. According to
Schiffman and Kanuk (2010), the model is built on the notion that attitudes are composed of
three components. These components include a knowledge (cognitive), a feeling and emotional

(affect) and an action (conative) component. The cognitive component of the model
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encompasses constructs such as the mindfulness, beliefs, knowledge, and awareness of the
shopper or consumer regarding an object. This component takes perceived risk and perceived
value as variables. The affective component represents the feelings and emotional response
towards an object or activity. Trust and satisfaction are variables within this component. The
affective component is evaluative in nature, and ultimately determines a person’s overall
evaluation of the attitude object in terms of some kind of favourableness rating. The
behavioural component of the model encompasses the consumer’s propensity to react a certain
way towards an object or activity which is the tendency to exhibit a specific behaviour. The
remaining component of the model, the behavioural component is also known as conative
component, which establishes a consumer’s intention to purchase. This component takes
repurchase intention as a variable and takes consumer's purchase experience as a moderator
variable (Schiffman and Kanuk, 2018). Blythe (2013) maintains that in marketing and with
regard to consumer behaviour, the conative component is regularly treated as an expression of
the consumer’s intention to make a purchase. According to Petty (2018), with regards to the
establishment of attitude, the three components of the model play an important role. However,
their relative significance may differ according to the consumer’s degree of motivation which

is dependent on the attitude object.

This model is relevant to the study as it is based on the aforementioned empirical evidence.
The components of the model have proven to be key variables which influence the purchase

intention and behaviour of the consumer.

2.4.7 Hierarchy of effects
Attitude researchers have developed the hierarchy of effects in an effort to help clarify the

effect of the three components of the tri-component attitude model, namely: cognitive, affective
and behavioural components on the attitude of a consumer (Solomon & Rabolt, 2009). The
hierarchy of effects consists of three hierarchies, which include the standard learning hierarchy,
the low-involvement hierarchy, and the experiential hierarchy. The hierarchy of effects is

depicted in Figure 2.7.
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Figure 2.7  Hierarchy of effects
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Solomon and Rabolt (2009) explain that the first stage of the model is the standard learning
hierarchy. This involves the processes involved in which the consumer develops beliefs about
a specific item or product by means of gathering information regarding the product and its
attributes. Thereafter, the consumer proceeds to assess the beliefs and develops a feeling or
mindset regarding the product. Based on the aforementioned developed feeling, the consumer
will then employ an appropriate behaviour like purchase the item or product. The standard
learning hierarchy explains that after the consumer engages in a particular behavior, the
consumer then forms an attitude towards the product (Solomon & Rabolt, 2009). Rath, Bay,
Petrizzi and Gill (2008) argue that shoppers or consumers make use of a problem-solving
approach with regards to making a purchase decision. Solomon and Rabolt (2009) maintain
that when attitude is shaped by means of the low-involvement hierarchy of effects, the decision
to make the specific purchase is based on the consumer’s knowledge about the product or
service opposed to how the consumer actually feels. According to Rath et al. (2008), the
purchase decisions involved in a low-involvement hierarchy is mostly unimportant to the
consumer. In addition, brand preferences are not taken into consideration about the purchase.
Solomon and Rabolt (2009) assert that once the consumer has purchased the product, an
emotion or affect regarding the product or service is developed, and the attitude that is then
formed is grounded on the behavioural learning process. Rath et al. (2008) argue that this kind
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of purchase decision is likely to be out of habit or according to availability of the product or

service.

On the contrary, the experiential hierarchy explains that the discussion to purchase the product
is entirely based on the feelings of the consumer concerning the specific product or service
(Rath et al., 2008). The views and beliefs about the product or service occur after the purchase
and enforce the initial effect. In this perspective, attitude developed is dependent on the hedonic
value of the product consumption. Hedonic value is defined as the value that a customer enjoys
and extracts which is based on the quantum of fun and playfulness experienced (Tasci and Ko,
2016)

Solomon and Rabolt (2009) clarify that a product or service can attract two types of
involvement by the shopper or consumer, which is either a high-involvement or low-
involvement. The type of involvement is dependent on product’s ability to assist in expressing

the consumer’s identity.

The hierarchy of effects models are commonly used by marketing researchers as it is useful in
enlightening why consumers have specific feelings regarding a product or service. These
models offer information to organisations to enable them to modify and alter the attitude of
consumers concerning specific products or services. The attitude of consumers towards a
product or service can also effectively be measured using the models (Erasmus, Boshoff and
Rousseau, 2001). Schiffman and Kanuk (2014) point out that the hierarchy of effects models
were designed to understand and measure the perception of consumers and assessment of

crucial attributes or beliefs about a specific attitude object.

As shown in the hierarchy of effects model, there are three variables which have significant
impact on the purchase intention and behaviour of the consumer, namely: attitude, belief, affect

and behaviour which are also relevant to the study on hand.

2.5  Theoretical Framework Comparative Analyses
Having reviewed all the theories that underpin the study of consumer behaviour, it was found

that TRA is the most appropriate theoretical framework which supports this study based on a
number of reasons. The TRA model was selected because it best describes the behaviour and
attitude of men concerning the consumption of personal care products. The TRA was applied
in a similar study in Thailand by Hu and Jasper (2016) to predict the purchasing behaviour of
men towards grooming products. Research suggests that personal care products are becoming

of great importance to some men, as these products assist in enhancing self-image and creating
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symbolic meaning (Khan, Dongping, Abdullah, Ahmad, Ahmad and Ghazanfar, 2017). The
findings underscore the importance of the TRA. Self-image was incorporated into TRA to
better explain behaviour and outlook of men towards beauty care products in the Thailand
context. The TRA found to be the most appropriate theoretical framework that best predicts
and explains the behaviour of male shoppers. Compared to other models, the TRA model
presents a superior approach towards the study of behaviours and attitudes concerning the
consumption and use of personal care products. It is pertinent to this study in the sense that it
envisages and explains motivational factors that influence the behaviour of consumers when
making decisions about the usage of personal care products. As discussed above, the TRA is
useful to this study in two ways — it assists in identifying how and where to target strategies to
change consumer behaviours and attitudes concerning the consumption of personal care
products, and furthermore explains the conduct of the male consumer and why men use

grooming or personal care products.

Ridwan, et al. (2018) employed the TRA to explain the factors impacting the purchase and
consumption of skin care products by men in South Korea and Indonesia. The study confirmed
that the TRA is an appropriate theoretical model that best explains consumer behaviours and
attitudes and provides a framework to study male consumer attitudes towards the purchase and
use of grooming products. The study concludes that the TRA model helps both male and female
consumers to cultivate a positive attitude towards an organisation’s products. Research shows
that in this contemporary era, men are modifying their self-image through the use of a variety
of products, due to their necessity to adapt to the different roles that they undertake in their
lives (Cheng et al. 2010). A study by McNeill and Douglas (2013) found that most men are
increasingly consuming grooming products that were previously reserved for women because
they want to be attractive like others. These findings underscore the importance of the
subjective norms -- the social pressure experienced by the individual in respect of performing
or not performing a specific behaviour (Ajzen, 1991). The subjective norms further describe
the degree to which individuals are subjective or aware of the views of a salient referent
regarding how they ought to behave (Jin and Kang, 2010).

2.6  Chapter Summary

The chapter reviewed the theoretical models that underpin consumer behaviour and attitude
concerning the consumption of products. Elements from the various models that are relevant
to the study were highlighted. The next chapter provides an extensive discussion on the concept

of shopping.
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CHAPTER THREE
CONCEPT OF SHOPPING

3.1 Introduction
The intent of this chapter is to review relevant literature on the concept of shopping. A

comparative analysis of the shopping behaviour of both male and female shoppers will be done
in this chapter. The chapter will further analyse the dissimilarities in the perceptions of male
and female shoppers towards beauty care or grooming products. In addition, the chapter will

discuss the processes that consumers undertake when making purchasing decisions.

3.2  Difference in Shopping Behaviour of Men and Women
Empirically, gender has been and still is a form of segmentation most frequently applied by

marketers or distributors. In previous studies undertaken by Johnstone and Conroy (2005) and
Otnes and McGrath (2001), it was discovered that gender is a key determinant which influences
the manner people shop. Generally, women are noted for enjoying shopping more than men
and have a higher association with the retail environments as compared to men (Meyers-Levy
& Sternthal, 1991; Polegato & Zaichkowsky, 1994). It has further been argued that that women
report added positive shopping behaviour results than men, including the degree of satisfaction,
recommendation return intents and hedonic shopping (Patterson, 2008). However, in recent
times, research suggests that men are increasingly engaging in shopping activities (Mattingly
& Smith, 2010). According to Brosdahl and Carpenter (2011), considering the rising
significance of male consumers from a shopping perspective, it is important for manufacturers

and retailers to understand the differences between men and women while shopping.

Lipowski & Angowski (2016) suggests that men and women vary in terms of information
processes and decision-making processes. According to Lakshmi, Niharika and Lahari (2018),
a decade worth of scientific research exists that reveals there are apparent variances in how
men and women conduct themselves as shoppers. Men and women reason in a different way
regarding shopping and will approach the deed of shopping differently. These findings are
similar to the findings uncovered by Kraft and Weber (2012), who argued that men and women
need dissimilar products and that they probably have dissimilar ways of liking and gaining
these. This implies that gender has a vital role in consumer behaviour. Chahal (2015) concurs
that the distinctions between men and women about expectation, want, need and lifestyle reflect

to their consumption behaviours.

Haron (2015) asserts that men and women actually do have fundamentally diverse sets of

characteristics. Each of the sexes has a strongly rooted characteristic. Women display more
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compassion, warmth and apprehension as compared to their counterparts (men), but women
have the tendency to change depending on place, context, social and cultural factors. By
contrast, men are more concerned with characteristics such as emotional stability, power, rule
awareness and vigilance. Nevertheless, it has been found that both men and women will
approach problems with comparable goals but dissimilar consideration (Haron, 2015). Women,
from an empirical point of view, are more concerned with how problems are resolved. Women
share and chat about problems. However, for men resolving problems demonstrate their
aptitude and obligation to a relationship.

Siddiqui (2016) argues that men and women have unique characteristics and behaviours
towards shopping. Women prefer detailed advertisements, they resonate well with very fine
differences, they prefer a two-way and colloquial style of dialogue, robust colours and
evocative images and also prefer further feminine features in advertisements. By contrast, men
favour advertisements that often place emphasis on one key object. Less is more for men. They
prefer to be exposed to the big picture as they reason in a macro way. Men are less probable to
process multifaceted metaphors; they prefer and enjoy humour in advertisements and are
typically cruder and more forceful. Men consider a casual style in advertisements irritating and

do not really respond to any colours, and images seem irrelevant.

Kuruvilla, et al. (2009) claim that the shopping process is a mission for men. The process of
undertaking shopping is unliked; however, they enjoy and like having a product or item
purchased for them. Although this difference is subtle, it is an important one. Women prefer
interaction whereas men prefer self-service. Women are inclined to place more emphasis on
people while men would prefer to find what they are looking for without having to deal with a
salesperson. Men prefer to shop in a de-cluttered environment. Women are inclined to make
purchases on instinct and the spur of the moment or because an item is in fashion however men
are inclined to make a purchase based on a product’s use and what value can be extracted from
the product. From a gender perception standpoint, women feel a sense of pride in their
capability to get the finest products at the best, most competitive prices. Marketers need to
understand this insight greatly as they develop promotional campaigns which encapsulate
selective deals which offer a sense of achievement for women and their shopping experience.
Men purchase on instant needs as opposed to waiting for best deals or most competitive prices.
They only buy what they need, and not a pantry-load despite the deal offered (Kuruvilla, et al.
2009).
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Lakshmi, et al. (2018) contend that the main misunderstanding is that men do not like shopping.
Men shop in the areas of the retail outlet containing the product categories they require and
then leave. Men prefer to have the ability to locate the item or product they are going to be
purchasing without much effort. In-store signage resonates well with male shoppers. They
would walk up to the section of the store environment that contains the product that they are
looking for, put it into their basket and proceed to the check-out. This does not mean that men
do not like shopping. Women, on the other hand, enjoy browsing and shopping. They walk the
lengths of the retail store and deliberate much before placing an item their basket. Women often
walk the same aisle more than twice before making a decision to purchase. This differences in

the behaviour of shopping between men and women are depicted in Figure 3.1 below.

Figure 3.1. How Men and Women do shopping
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Source: Adapted from Lakshmi et al. (2018)

3.3 Consumer Purchase Process
According to Suelin (2010), the consumer purchase cycle describes the consumer decision-

making process and the type of resolution that purchasers make when selecting from the range
of products available in the market. Choudhury & Mukherjee (2014) discovered that consumers
and shoppers go through five stages in making informed buying decisions. These stages that

consumers go through in making purchase decisions are demonstrated in Figure 3.2.
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Figure 3.2. Traditional Model of Consumer Purchasing Decision-Making

Stage One - Recognition of problem or need

The recognition of the particular problem or need and here the
buyer has a need to satisfy or a problem that needs solving. and
this is the beginning of the buyer decision process.

L

Stage Two - Search for information
Buyers here begin to look around to find out what's out there in

terms of choice and they start to work out what might be the best
product or service for solving the problem or satisfying any need

|

v

7 Stage Three - Evaluation of available alternatives

The evaluation of the available alternatives whereby the buyer
decides upon a set of criteria by which to assess each altermative

1

Stage Four - Make your choice

We buy or select a product/service/supplier at stage four.
Individuals or teams of buyers make the final choice of what
to buy and from whom to buy it.

!

Stage Five - Post-purchase evaluation

The process continues even when the product or service is
being consumed by the individual or business

Source: Adapted from Choudhury and Mukherjee (2014)

3.3.1 Problem identification
According to Choudhury and Mukherjee (2014), the initial stage of the purchasing process

commences with the need/problem identification. This step of the consumer purchase decision
is connected to the first stage of the model developed by Engel, Blackwell and Kollat (1978)
on the consumer purchase cycle. This begins when a consumer realises that he or she has
unfulfilled needs and wants. It is assumed that the feeling of discontent, which arose from the
difference between the perceived current state and the wanted state, usually leads to the idea of
the need, or recognition of a problem (Choudhury & Mukherjee, 2014). There are both internal
and external factors which influence the need/problem recognition. Choudhury and Mukherjee
(2014) argue that an internal motive within a consumer’s values and norms is reflected in
lifestyle that drives the purchase decision of the consumer towards the product. A lifestyle

reflects the highest degree of choice in a pyramid of decisions. The term “lifestyle” refers to
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the result of personality differences in the manner which a person, over time, internalises
ecological influences, such as monetary and demographic effects, social and cultural norms
and standards, and social class and influences of family members. (Engel et al., 1988). The
theorists suggest that internal factors drive those needs which cannot be met or stratified, while
the latter is not let go of in any way. These can have an impact, as well as change the view of

a current state, inducing feelings of unsatisfied needs (Choudhury & Mukherjee, 2014).

3.3.2 Information search
Once an individual is satisfied with need identification or recognition, he or she then moves to

the next step, which is information search. Khatib (2016) argues that when consumers look for
new alternatives, they can use a number of mediums to attain a list of alternative thoughts and
supporting reasons. The information search can be grouped into areas such as impersonal,
marketer and personal. According to Khatib (2016), impersonal information derives from the
mass media, which disseminates general information. Marketers also include information such
as sales representatives and the point-of-sale contact point. However, friends, family and peers
are grouped under the personal area. Hoyer and Maclnnis (2010) contend that social media is
a medium in which consumers are offered more information exposition since they can acquire
information not only from their ‘friends’ but moreover from brands about products and services
via pages they can ‘like’ or ‘dislike’ on social media platforms such as Facebook. Hoyer and
Maclnnis (2010) state that the consumers who are in the information pursuit stage embark on
a search both internally and externally. With regards to the external search, personal sources
are often consulted by consumers when they seek information. This explains the fact that
consumers question their friends when they seek information about the products and services

through social media platforms.

3.3.3 Evaluation of alternatives
Khatib (2016) recommends that once the consumer has identified the best or most suitable

solution, based on his or her needs after accumulating sufficient information, he or she then
undertakes the evaluation of alternatives. Depending on the motives, consumers set a number
of criteria for evaluating choice alternatives. Khatib (2016) argues that the consumer requires
relevant experience to evaluate the alternatives. Both the direct and indirect experience of
consumers often acts as indicators during the purchasing process. According to Khatib (2016),
direct experience is not preferred since some individuals do not have any experience with
regards to certain products. This may lead to the use of such products in an unskilled manner

and lead to consumers having a negative experience with them. It has been argued that if
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consumers have some negative experiences, they are more likely to cause both financial and
reputational risks to an organisation. Choudhury and Mukherjee (2014) point out that a search
for alternatives begins from the point of gathering important information from the above
categories (impersonal, marketer and personal) or a word-of-mouth recommendation from
prominent persons within the personal group. It has been argued that the search for alternative
information could result from personal experiences and after-purchase evaluations. Choudhury
and Mukherjee (2014) claim that products and services bought and consumed previously,
which fails to meet the expectations of consumers, would be discarded and no longer
considered, and those that met the expectations of the consumers would always be bought.

Such products will be at risk to survive.

3.3.4 Choice/purchase made
The intention to purchase is the most vital stage in the purchase cycle or decision-making

process. Gross (2014) argues that at the evaluation stage, consumers usually develop
preferences from the list of brands that are available in the market. Gross (2014) discovers that
two main factors that influence the purchase intention and purchase decision of consumers
exist. These factors include the attitudes and outlooks of other individuals as well as unexpected
situational factors. “Attitudes of others refer to the extent to which another person’s negative
attitude regarding the preferred alternatives or failure to support the purchase intention holds
weight. This is more likely to result in a readjustment of the consumer’s purchase intention”
(Gross, 2014: 44). Gonzalez-Feliu, Ambrosini and Routhier (2011) claim that attitude is a key
concept that refers to a set of assumptions, beliefs and experiences of the consumer, which
form his/her predisposition to act in a given direction. A study reveals that a good attitude
towards a product displayed by a consumer contributes to the purchase intention that the more
the consumer favours a brand, the more likely it is to impact upon their purchasing power
(Hidayat & Diwasasri, 2013).

Smith and Zook (2011) suggest that consumers are undoubtedly influenced by the opinions of
customers that are published in magazines or online journals. These fall into the realm of

unanticipated situational factors, which emerge unannounced to alter purchase intention.

3.3.5 Post-purchase evaluation
According to Kotler (2015), the job of a marketer does not only terminate when the products

are bought, but they also need to deliver after-sale service to the shopper or consumer. Khatib
(2016) notes that after consumption, customers have an idea about their level of satisfaction

derived from the products and evaluate the choice they made in selecting an alternative.
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According to Khatib (2016), two important outcomes are derived from the post-purchase

evaluation stage, namely satisfaction or dissonance.

A study by Prasad & Jha (2014) reveals that when consumers experience dissonance towards
a purchase, his or her choice for a product is devaluated and he or she begins the process of
searching, attaining information and assessing other options for an upcoming buying decision,
thus generating new behaviour. At this stage, the consumer makes a final decision on whether
to continue buying the item or not. Prasad and Jha (2014) argued that the consumer always has
an option with respect to the product’s priority, regularity of usage and situations of new usage.
Further findings reveal that when consumers are comfortable and happy about a particular
product, they influence their colleagues to also try such products (Choudhury & Mukherjee,
2014). Conversely, if the product does not meet the expectation of the consumers, they

discourage their friends from buying them.

Mahajan (2013) explains that during a post-purchase evaluation, a consumer may expect
certain outcomes when he or she buys or consumes the products. However, the question is how
these consumer expectations will be met, to determine the level of satisfaction among the
consumers. Customer satisfaction is achieved when consumer perception is met or exceeds
expectations. At this stage, fluctuating levels of disturbances may be experienced by the
consumer. This is referred to as “cognitive dissonance”. Nevertheless, in order to minimise this
dissonance, marketers have a huge role to play by reassuring customers that the right decisions

have been made concerning the purchase of the products (Mahajan, 2013).

3.4  Factors Considered by Consumers When Shopping
Consumers take a number of factors into consideration prior to making a purchasing decision.

Lakshmi et al. (2018) explained that consumers considered several factors while buying a
product including but not limited to time factor, economic conditions, long-term deliberation,
impact of the advertisements, experience resulting from post-purchase and previous regrets
related to the purchase. A study undertaken by Mortimer and Clarke (2011) entitled “Australian
supermarket consumers and gender differences relating to their perceived importance levels of
store characteristics” in which 280 male and female shoppers were randomly selected and the
overall results of the study revealed that male shoppers regarded supermarket store features
less important than female shoppers. The findings further revealed that income had no effect
on the degree of associated importance of the shoppers; however, the age, education and

occupation of the respondents influenced perceptions of price, promotions and cleanliness.
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Research done by Guha (2013) entitled “The changing perception and buying behaviour of
women consumers in Urban India” in which the purpose of the study was to ascertain the
varying perception and contrast of buying behaviour of employed and unemployed women in
Urban India. The study revealed that working women are conscious about elements such as

price, quality and brand and are highly influenced by their peers in making shopping decisions.

Auf, Meddour, Saoula and Majid (2018) conducted a study on “consumer buying behaviour:
the roles of price, motivation, perceived culture importance, and religious orientation” in Saudi
Arabia. The overall outcomes of the study specified that there was a direct relationship amongst
elements such as price, inspiration, perceived culture significance and consumer buying
behaviour. In addition, the study found that price and perceived culture importance were
meaningfully connected to religious orientation. On the contrary, it was found that the
mediating role of religious positioning is not supported in the relationship between price,

inspiration, perceived culture importance and consumer buying behaviour (Auf et al., 2018).

Rani (2014) argues that a number of studies have identified the factors that determine the
purchasing decisions of consumers. According to Rani (2014), age is a strong aspect which
influences the buying decisions of the consumer. Rani (2014) further notes that personality is
a significant factor in purchase behaviour. Again, it has been observed that personality varies
considerably at different age groups and it is a vital factor determining the final buying decision
made (Rani, 2014). The study conducted by Rani (2014) also revealed that the level of income
of a household collective with its accumulated wealth regulates the buying behaviour of
members of that household.

Nguyen and Gizaw (2014), carried out a study entitled, “The factors that influence consumer
purchasing decisions of private label food products”. The key purpose of the study was to
explore and examine factors that affect consumer purchasing decisions of private label food
products. The study identified some key factors considered by consumers when making a
purchase decision, namely, brand, brand-related activities, sensitivity, approach, purchase
intention and demographic factors. The results showed that brand and brand related factors are

not important factors that influence purchase intention.

Ali, Saad, Ahmed and EIl-Haj (2015), in their study, investigated the “attitudes and perceptions
of Emirates women towards facial skin care products and herbal cosmetics”, in the United Arab
Emirates. The aims of the study were to discover the similarities and differences in the

behaviour and attitudes of young and middle-aged women when using herbal products and to

35



determine what kind of attitudes Emirates women exuberate towards facial skin care products
which contain natural ingredients. Although aforementioned literature suggests that factors
such as age, education level and financial status have a significant impact on attitudes and
behaviour concerning the use of facial skin care products, the results of this study revealed that

these factors have a minimal significant impact of the attitudes and behaviour of women.

3.5  Perceptions of Male and Female Shoppers Towards Beauty Care Products
Both male and female shoppers have different perceptions on personal or beauty care products.

Ali et al. (2015) contend that beauty, skin care or personal care products are no longer merely
for women. Men are progressively using more skin care or personal care products to look and
feel good. Research shows that beauty and skin care products are nowadays social obsessions
across age, gender and race worldwide (Cheng et al., 2010). Men and women consume personal
or skin care products for a variety of reasons including for their personal hygiene, for improving
their skin condition, to build their self-esteem and to make them look attractive. However,
unlike men, women’s purchasing decisions are influenced by the attributes of the product such
as cost of the product, reputation of the brand, fragrance, colour, ingredients, promotion activity

and advertising, packaging of the product and store location (Ali et al., 2015).

Herter et al. (2014) note that the consumer marketplace is very broad and varied with different
levels of gender awareness that is non-biological including lesbian, gay, bisexual and
transgender. The consumption behaviour of males and females differs because they have
disparate needs, personalities and roles (Herter et al., 2014). Baker (2012) expresses a similar
opinion that, traditionally, males and females approach purchasing decisions from distinct
perspectives. The difference in such decisions occurs because men and women want dissimilar
items that will meet their expectations or provide satisfaction. According to Baker (2012),
females search to satisfy their long-term desires and wants, while males are more short-sighted,
in that they desire to satisfy their immediate or short-term needs and wants. Tuncay, Zayer and
Neier (2011) suggest that women are usually fond of products that will assist in maintaining

their youthfulness and make them look physically attractive.

Walker (2014), however, quotes plastic surgeon Dr Andrew Khooas saying that modern men
are anxious about their appearance and presentation, due to social pressures within their
societies. Therefore, men prefer to use cosmetics in an attempt to enhance their appearance and
image within their society. Jitab (2011) also contends that due to the demands of life, most

men, especially lawyers and doctors, prefer treatments that are quick and show instant results.
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This phenomenon has contributed to a growing demand for the utilization of grooming

products.

Bano and Sharif (2016) determined that, in 1990, there was exponential worldwide growth in
the personal care industry, and this has affected traditional notions of masculinity. They further
argued that the growing use of grooming products was not a new phenomenon. The usage of
grooming products has its origins in the fourth century BC when household products were used
for the preservation of beauty. However, Bano and Sharif (2016) discovered that modern men
were fascinated by their appearances and looks, and desired to invest in them by consuming

products to enhance their appearance.

Sankaranarayanan and Mekoth (2014) argued that modern men prefer to utilise grooming
products in an attempt to satisfy urges with regards to making them look good. They further
suggested that this new development has given rise to a major expansion in the male personal
care segment. In the previous decades, the only male personal and grooming care products
available were shampoo, shaving cream and deodorant, but a wide product range is now
available for men, including moisturisers, anti-ageing creams and even mud masks. In 2008, it
was determined that there were more than 500 products available for men to select, indicating
an increase from the 385 products launched in 2008 (Sankaranarayanan & Mekoth, 2014).

Skin is considered to be the most important factor which determines the purchasing decision
of both male and female shoppers towards beauty or skin care products worldwide. Rahrovan,
Fanian, Mehryan, Humbert and Firooz (2018) advocated that the influence of inherited and
environmental influences on skin characteristics should also be considered. The skin is
regarded as the largest multifunctional organ in the body (Rahrovan et al., 2018). The skin
serves as a defensive physical barrier by absorbing ultraviolet radiation and avoiding
microorganism invasion, as well as penetration of chemicals into the body. Also, the skin
regulates the channel of water and electrolytes and has a key role in the thermoregulation of
the body, over and above to its immunological, sensory, and autonomic purpose. Rahrovan et
al. (2018) used PubMed and Google to distinguish the biophysical and biomechanical
properties of the skin of males and females via the use of keywords such as skin, hydration,
water loss, sebum, circulation, colour, thickness, elasticity, friction, wrinkle and sex. The
results revealed that the skin parameters of hydration, transepidermal water loss, sebum,
microcirculation, pigmentation, and thickness are largely higher in men but skin pH is higher

in women. These factors can be considered as age markers in some cases and are vulnerable to
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change according to environment and lifestyle. Biometrological studies of the skin provide
valuable information in the choice of active principles and other components to develop a
specific formula for cosmetic treatments (Rahrovan et al. 2018). Mizukoshi and Akamatsu
(2013) argue that male skin is substantially different from female skin in properties such as
higher sebum secretion. Luebberding, Krueger and Kerscher (2013) also confirm that there is
a significant difference in the skin’s physiological properties between men and women.
Manufacturers, therefore, need to develop specific products aligned to male and female skin

requirements in order to satisfy specific needs aligned to skin type.

Cheng et al. (2010) have measured skin factors in dissimilar parts of the body in men and
women independently. It is argued that with skin disorders, infectious diseases are found to be
rifer in men but psychological problems, pigmentary conditions, some hair diseases,
autoimmune and allergic diseases are more common in women. The results explained why

most women consume more skin care products as compared to men.

3.6  Male Personal Care Industry Globally
The historical development of the cosmetic industry can be traced back to early civilisation

when cosmetics were developed thousands of years ago. Pather (2018) expresses the view that
in the past, men and women sought various means to enhance their appearance. Historically,
the consumption of cosmetics by men and women has appeared in various cultures, across
different continents. Pather (2018) maintains that in the last two decades, grooming or beauty
care products has experienced a boom. Remler (2010) argues that, traditionally, Egyptian
nobles of society took daily baths, with the application of cosmetic products, to signal their
wealth and enhance their beauty. The tradition has been carried over through the decades with
the evolution of cosmetic products being used by the larger society to enhance their beauty.

According to Remler (2010), cosmetics are consumed by both men and women in this regard.

Kharim (2011) argues that cosmetic products appeared mostly among the elite in various
societies, from the Middle Ages in the Western world and among other cultures, such as in
America and Africa. Kharim (2011) states that the world’s first and largest cosmetic firm, the
Harmless Hair Colouring Company, or L’Oréal, was founded by Eugene Schueller in 1909.
Nickel (2010) states that L’Oréal was the pioneer of male cosmetic products and had introduced
“Biotherm Homme” in 1985, aimed at the male market segment. This product performed
extremely well. Conversely, after years of monopoly by L’Oréal Paris, many firms have
introduced several grooming or personal care products which equally satisfy the needs and
wants of men (Nickel, 2010).
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Studies reveal that the male grooming industry is the most and the fastest growing segment in
the globe, within the personal care and skin-care market (Junaid, Ahmed, Nasreen & Ahmed,
2018; Bano & Sharif, 2016; Ersoy, Yolal & Batmaz, 2015; Koshy & Manohar, 2015).
According to Euromonitor International (2015), in 2014, the global beauty market was valued
at approximately US$465 billion, having increased 5.2% from 2013 to 2014. Lopaciuk and
Loboda (2013) explained that the transactions relating to beauty and personal care products
had witnessed a double digit increase from 1998 to 2010, from US$166.1 billion to US$382.3
billion. The trend has continued globally into the second decade of the 21st century. The male
grooming product market globally is expected to grow by 5.44% during the years 2019-2028
and is expected to increase by $223.886 million by the end of the forecasting period 2019-
2028. It is, therefore, evident that the desire for males to consume personal care products has
been in existence for many decades and that the segment has expanded rapidly across the globe.

The following section provides a discussion about the personal care segment in various

countries, including Australia, China, Hong Kong, India, the US and South Africa.

3.6.1 The male cosmetics market in Australia
According to the US Commercial Service (2015), the demand for cosmetics in Australia stood

at US$2.8 billion in 2015. Australia’s imports alone have satisfied more than 0.5% of beauty
care or grooming products worldwide, while the United States of America holds 30% of the
market share. The US Commercial Service (2015) states that Australia’s population is about
23 million and their competition in terms of import is very high, while its market share has also
shown an increase of more than 15% in the last years. Australia’s cosmetic industry is largely
influenced by desire of both males and females to enhance their personal appearances. The
median age is 38 years in Australia and this has increased by 4.8% over the last two decades.
Due to Australia’s ageing population, many of them are becoming more aware of health
challenges and have recognised the need to consume products that will improve their health
and appearance. Sectors within the grooming segment that are experiencing exponential growth
include colour cosmetics, hair care and beauty care products. An increasing number of
suppliers of cosmetic products are searching for formulations that deliver on establishing and
preserving a youthful appearance. The US Commercial Service study (2015) further reveals
that the growth of the cosmetic industry in Australia is largely due to professionally based
beauty regimes, making it evident that Australian men and women are more interested in trying

new grooming products in a professional salon or spa environment.
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Furthermore, due to the bilateral trade agreement between the US and Australia, the import
duty imposed by the US on cosmetics was reduced on January 1, 2005, from 5% to 0%.
However, cosmetic products which are brought from the US to Australia are often subjected to
taxation. According to US Commercial Service (2015), any shipment of cosmetics from the
US to Australia attract 10% payment of tax. While the US Commercial Service (2015) argues
that the responsibility of paying tax to the Australian government lies either with the suppliers

or manufacturers, it is actually the consumer who pays for the tax imposed by the government.

Arguably, research reveals that Australia has very stringent regulatory requirements pertaining
to cosmetics ingredients and labelling (US Commercial Service, 2015). Primarily, ingredient
safety for the production of cosmetics falls under the domain of the “National Industrial
Chemicals Notification and Assessment Scheme”. Also, in Australia, the Department of Health
and Ageing is responsible for assessing and approving the substances and ingredients used to
produce cosmetic products. Cosmetic and toiletry products that are imported into Australia or
produced locally need to be approved by a special agency called “Therapeutic Goods
Administration” (TGA). A number of legal issues surround the registration process of
cosmetics and toiletries, as the distributors are required by law to prove that their products are
not considered to be harmful or addictive. It also required by law that the release of cosmetics

in Australia must follow relevant provisions pertaining to this in the Therapeutic Goods Act.

Australia’s market has experienced a remarkable shift in the retailing of grooming products
over the past few decades. It has been determined that the sales volumes of traditional retailers
are being eroded by many convenient shops and supermarkets (US Commercial Service, 2015)
for example, about 45% of all cosmetics in Australia are sold at major supermarkets, such as

Coles and Safeway.

3.6.2 The male cosmetics market in China
A study conducted by Euromonitor (2016) reveals that China’s cosmetic industry has been

considered as the fastest growing worldwide, rising from 6.8% in 2014 to 10.9% in 2015.
According to Euromonitor (2016), China’s retail sales for skin care and cosmetic products is
expected to grow by 12.8% annually, starting from the year 2016 and beyond, at a higher
percentage of 6.0%. This growth far exceeds the global average rate and will top 288 billion
RMB (US$44 billion) in 2019. China’s personal care sector has demonstrated strong growth
over the years, particularly in men’s skin care products. Euromonitor (2016) reveals that the
market for men’s skin care products increased by 8.6% in 2015, as more and more male

consumers shifted their attention from other products towards skin care and facial products.
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Smaller cities experience greater growth than other cities in China. However, it was discovered
that China’s greatest market share is still held by its largest cities i.e. Guangzhou, Shanghai

and Chongging. This trend is the same in Pakistan (Euromonitor, 2016).

A study by the US Commercial Service (2015) determined that despite this growth rate, China’s
cosmetic market is underdeveloped when associated with other countries such as the US and
France. Even though China has the largest customer base in terms of cosmetics worldwide,
China’s per capita spending every year on cosmetics is approximately $15. Nevertheless, China
provides more opportunities for investors from other countries, especially those in the areas of
imported high-tech products. China’s cosmetic industry has become highly competitive after
20 years of massive development. However, great opportunities exist for new entrants who can
take advantage of the numerous opportunities, find the appropriate manufacturing firms, use
powerful marketing strategies and make high-quality products available to the consumers at

affordable prices.

Careful examination of the cosmetic industry in China suggests that the sales volume of skin
care products has witnessed exponential growth in recent years. In 2011, the retail sales volume
of skin care products within the mainland market segment in China was about $83 billion,
while make-up products hit over $16 billion. In 2011, this segment experienced exponential
growth of 34%. It was found that the segment has experienced an increase of 14% in the past
years with regards to skin care products (US Commercial Service, 2015). Competition within
the skin care market segment is fierce, particularly in terms of the prices, product quality and
promotional strategies. It has been revealed that the market segment for the middle class in
China is experiencing the most rapid growth. While locally produced products are cheaper and
more affordable compared to imported products, the attraction for a higher quality brand and
associated product remains firm. Further findings reveal that men’s skin care products have

been increasing in China (Euromonitor, 2016).

A study conducted by Khan, et al (2018) revealed that males constituted 51.28% of the
country’s population in 2010. Chinese men are more concerned in current times about both
facial oil control and cleansing products, in order to enhance their appearance. The US
Commercial Service (2015) states that China’s make-up products have great sales potential. In
China, promotional activities greatly influence consumers’ purchasing decisions about the

consumption of personal care products including skin care. According to Khan, et al (2018),
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males consume personal care products to reflect their personal lifestyle. Over the years, male

personal care in China has experienced massive growth, making this segment the largest.

3.6.3 The male cosmetics market in Hong Kong

Like Australia, Hong Kong’s cosmetic market is dominated by imports, due to its small
industrial sector. The US Commercial Service (2015) states that France was the largest supplier
of cosmetics, toiletries and skin care products to Hong Kong, with approximately a US$2
billion market in 2014. Conversely, countries such as the US, China, Japan and South Korea
were also the main suppliers of these products to Hong Kong. 