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Abstract
This study aims to understand the consumers’ purchase behav-
ior of personal care products in India. The study will identify the 
various factors which impact the final purchase decision of the 
consumers. A qualitative study was undertaken by conducting 
semi-structured in-depth interviews. After data analysis, various 
themes enabled the authors to understand the purchase jour-
ney of who purchases these products. The study ascertained 
that the recommendations made by friends and family mem-
bers play a critical role in selecting a personal care product. This 
product line’s critical touch points are the retail stores organized 
and unorganized, salons, and other outlets. Customers often 
consume online information about these products to familiarize 
themselves with the product features and design before buying 
it from the local convenience store. The study provides insights 
to marketers about the consumers’ thoughts while purchasing 
such products. This information can be used while planning the 
marketing and sales promotion of the product. The study’s find-
ings provide a framework of the consumer purchase journey 
and a behavior model that brands can better understand their 
customers. This study ascertains the consumers’ journey in se-
lecting a personal care product, through the consumers’ lenses. 
The study will enable marketers to arrive at new product ideas 
that can cater to the target segment.
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1. Introduction
The Indian personal care industry will touch 20 

billion dollars by 2025. With the growing importance 
of grooming among men and women alike, the de-
mand for shampoo, conditioners, and moisturizers, 
cosmetic and grooming products is increasing. The 
Indian personal care industry comprises hair, skin, 
oral, and body care products. The factors attributed 
to the growth of the Indian personal care industry are 
the presence of a younger population compared to the 
rest of the countries, easier information accessibility 
online, and the advent of e-commerce. 

The demand for skin and hair care products is 
steadily increasing in India’s rural and urban markets. 
It was found that the expenditure on these products 
in rural areas of India is three times as much in the 
urban areas, which opens up opportunities for brands 
to grow in the hinterlands. Further, it was found that 
customers usually opt for products, which have a 
problem-solving feature attached to them. Thus, re-
tail stores and chemists in urban and rural areas are 
stocking more problem-solving and styling products. 
Consumers in these areas continue to look for prod-
ucts providing nutritional benefits [1].

To stay relevant in these changing times, consum-
ers must undertake an in-depth study of the consumer 
purchase journey and triggers. It is imperative for the 
development of new product ideas that can cater to 
the target segments. With the advent of the internet, 
researchers have been focusing more on understand-
ing and harnessing their target segments’ responses to 
create new product ideas.

New trends often emerge with the changing times, 
and consumers change their purchase decisions ac-
cordingly. Consumers around the world are increas-
ingly concerned about the quality and origins of in-
gredients used in their products. The availability of 
information about the raw materials source and at-
tributes has made the shoppers picky and take more 
informed decisions. The new trend among consumers 
is looking for natural ingredients in the products they 
use on their skin or hair, which translates to an inher-
ent belief that natural products symbolize ancient In-
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dian wisdom. Natural, Ayurveda products are coming 
back into style. Consumers want products with the 
least chemicals involved and which would not harm 
their sensitive skin or hair in any way. Consumers are 
also becoming increasingly sensitive to the environ-
ment. They are wary of any harm caused to the en-
vironment in the production or consumption of any 
product that they purchase. They are now seeking 
solutions from brands that are both safe for them as 
well as the environment. They want products that are 
devoid of harmful chemicals and their side-effects [2].

The major cosmetics companies have been success-
ful in understanding the changing consumer trends 
and modifying their strategies accordingly. They have 
sustained growth through constant market study and 
brand revitalization. Companies like L’Oreal, Garni-
er, Hindustan Unilever Limited, Avon, Henkel, and 
others have established a strong presence in various 
categories like skincare, hair care, and fragrances. Fur-
ther, the volume of their sales has allowed them to 
forge closer relationships with trade partners to stand 
out and appeal to the end consumers in retail stores 
or premium outlets. However, these companies also 
face challenges in the future. Several competitors like 
L’Oreal. Proctor and Gamble, Unilever, Avon, Henkel, 
and often local players in the mass market segment 
compete in several categories with little shelf space 
differences [7].

Understanding consumers’ worldviews while mak-
ing a personal care product purchase decision can build 
an effective advertisement and promotion strategy to 
target customers and capture the market. Product inno-
vation is often a key in such a business strategy. Along 
the line of innovation, cosmetics companies continu-
ally compete on improving product performance. This 
enhancement can be in the form of promotions or en-
hanced service. Services embedded in consumer goods 
may also lead to gaining a competitive advantage. To 
identify such parameters, a detailed study of the con-
sumer purchase journeys and factors that influence and 
drive them to make a purchase is necessary [3].

A personal care product company can differentiate 
itself and its products from those of the competitors 
by studying the target segment in terms of their cus-
tomers’ behavior to create added value for its custom-
ers. Identifying trends allows personal care companies 
to develop value added services and protect it from 
imitation. Understanding the consumer journey and 
consumers’ purchase behavior can help companies 

streamlining their brand message. The value-added 
benefits accrued from them through research may 
create customer delight and provide consumers with 
a benefit that they might later demand from all man-
ufacturers [4].

2. Literature Review
Previous studies have looked at the consumer 

mindset metrics in the product trial and adoption 
process and studies aimed at analyzing consumer be-
havior. Peters and Venkatesan (1973) identified that 
a consumer’s characteristics and external factors play 
a role in the product adoption process. The authors 
identified three major variables: individual behavior-
al characteristics- like consumer self-perception and 
perceived risk; demographic variables like age and 
education and finally, environment/external variables 
like type of industry. Consumer characteristics, thus, 
become an important factor in their purchase deci-
sions and adoption process [5].

Product characteristics and marketing elements 
like coupons, advertising, unique selling propositions 
are an integral part of product acceptance. Product 
attributes are descriptive features that characterize a 
product. These product attributes are described and 
categorized in numerous intrinsic and extrinsic ways. 
Intrinsic attributes are information about the prod-
uct characteristics. Extrinsic attributes are details in-
directly related to the product. Thus, prior literature 
suggests that the product features and attributes im-
pact consumers before considering the same purchase.

Consumers tend to look at brand names while pur-
chasing products. Their loyalty towards a particular 
brand identity and ideology also plays a role in their 
purchase decision for a personal care product. Brand 
name and expected value also play a role in the consum-
er decision process. A positive customer experience will 
generate favorable emotional responses and motivate the 
customer to purchase again. The brand name and expe-
rience associated with a brand’s identity are factors that 
impact a consumer’s purchase decision [6].

Srinivasan et al. (2010) came up with a frame-
work to trace the consumers’ path to purchase, which 
showed how consumers go through a series of stag-
es before making a purchase decision, starting with 
awareness and knowledge about the product/brand 
to considering and evaluating the brand and finally 
getting convinced and purchasing the brand. There 
is also an exit stage that allows the consumer to exit 
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the purchase journey at any point in time. The Mar-
keting Science Institute (2014, 2016) identified cus-
tomer experience as a major research challenge due to 
customer behavior’s complex nature across multiple 
touch points. Understanding the customer journey 
and identifying the customer interactions at each stage 
helps in creating positive customer experiences.

Consumers have a specific pattern in which they 
behave at various online and offline touch points in 
their purchase journey. It was found that these two 
channels are interlinked and interdependent. Various 
studies have investigated the importance of company 
interactions, both offline and online, on consumer 
purchase behavior. There are firm-initiated channels 
of promotions like direct marketing and advertising 
and consumer-initiated channels of promotion like 
search and referrals at every purchase stage. Con-
sumers interact with both offline and online channels 
when they search for and purchase a brand [8].

Gender is a significant determinant in consumer 
decision-making behavior. Males and Females have 
a different way of liking and purchasing behavior re-
garding personal care products. The difference results 
from varied wants, needs, expectations, and lifestyles. 
These differences vary across cultures and over time. 
It depends upon the social roles and responsibilities of 
each gender and expectations from society. Consum-
ers purchase personal care products to maintain their 
appearances. Consumers use products in order to be 
able to alter their images and to satisfy their beauty 
needs. Image and self-consciousness are major drivers 
of their purchase decisions.

Our study aims to provide insights to brand man-
agers of personal care companies for targeting their 
consumers and utilizing effective touch points to 
build loyalty and customer satisfaction. We examine 
the marketing activities at each stage of the purchase 
process and investigate reasons for the consumer’s exit 
from a purchase journey for a personal care product. 
Further, we show the impact of offline and online 
touch points and provide an analysis of the same for 
practical application [10].

3. Research Methodology 

3.1. Design 
The study data was collected by conducting 

semi-structured in-depth interviews with consum-
ers who purchase personal care products regularly. 

The researchers modified the questions during the 
interview to maintain the flow and gain more infor-
mation if required for a particular topic. The initial 
phase of the research involved a literature review in 
understanding the existing theory on the factors that 
impact consumer purchase decisions. A qualitative 
approach was followed to enhance understanding of 
the complex consumer behavior and purchase journey 
and arrive at suitable marketing strategies. In-depth 
interviews were conducted to understand consumer 
behavior and key offline and online touch points for a 
personal care product [11].

3.2. Data collection
The interviews were conducted with 20 respon-

dents, working professionals with more than two years 
of work experience and who regularly purchase per-
sonal care products from the market. During the ini-
tial interaction with the respondent, if he/she did not 
sound knowledgeable about the various personal care 
products available in the market, the interview was 
discontinued. They belonged to the metropolitan city 
in the state of Maharashtra in India. An equal number 
of respondents were chosen from both genders to ex-
amine the differences in their purchase behavior. Most 
of the interviews were conducted in English. The ones 
conducted in the vernacular language English were 
later translated into English by both authors. The En-
glish version of the transcript from both the investi-
gators was compared to ascertain any discrepancy in 
understanding. The relevant changes were incorpo-
rated, and accordingly, the coding for the transcripts 
in English was performed. The interviews were re-
corded with the prior permission of the respondents. 
Again, both the investigators coded the transcripts 
and arrived at the themes separately. The themes were 
compared and finalized after discussion. Concerning 
each theme, the respondent’s quotes were picked up 
verbatim to retain the meaning and essence of what 
the respondent had communicated [12].

Respondents from different socio-economic classi-
fications were chosen in order to ensure proper repre-
sentation. As defined by the Market Research Society of 
India, the socio-economic classification considers two 
factors to classify Indian households. These two factors 
revolve around the education of the family’s main earn-
er and the number of consumer durables that the fam-
ily owns. Research companies use this system to target 
households most relevant to a particular category [13].
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While interviewing respondents, an equal repre-
sentation of both genders from different age groups 
belonging to different socio-economic groups was en-
sured, which was done to arrive at a variety of views 
and ensure a comprehensive analysis of customer be-
haviors and factors that impacted their purchase deci-
sions. Table 1 provides the demographic details of the 
respondents who were interviewed for the study.
Table 1
Demographic details of the customers interviewed

Area in India Gender Age Social Economic 
Classifi ca  on

Mumbai– Urban Female 38 Sec A
Female 33 Sec B
Male 35 Sec B
Male 34 Sec A
Male 32 Sec A

Pune- Urban Female 28 Sec A
Female 40 Sec A
Female 36 Sec B
Male 32 Sec A
Male 36 Sec B

Nashik- Semi-
Urban and Rural

Female 35 Sec B
Female 26 Sec B
Male 29 Sec B
Male 34 Sec C
Male 31 Sec C

Aurangabad- 
Semi-Urban 

Female 35 Sec C
Female 34 Sec C
Female 32 Sec B
Male 28 Sec B
Male 32 Sec C

4. Findings and Discussions
The data from the qualitative interviews were ana-

lyzed and coded to identify broad themes. Data with 
similar connotations were put in a single theme, and 
the process was repeated. The process was carried out 
to identify new themes and concepts until no new cat-
egory emerged. 

The interviews aimed at understanding the pur-
chase pattern and the consumer behavior across dif-
ferent economic groups. An understanding of their 
offline and online influencer touch points was under-
stood and explored. The quotes below were picked 
from the in-depth interviews, which were further clas-

sified in certain buckets as shown in selective coding 
as given in Table 2.

Table 2 helps us derive the touch points and the 
factors that impact consumers’ behavior while pur-
chasing personal care products. Certain traits differ-
entiate customers from each other. A marketplace has 
a mix of customers from different backgrounds and of 
different likes and dislikes. They consume and dissem-
inate content differently across varied platforms, of-
fline or online. Understanding a customer’s purchase 
journey from awareness to purchase of a particular 
brand helps companies devise strategies for their mar-
keting activities. Purchase journeys define the stages 
that a customer follows while displaying intent to pur-
chase a product in a particular category. It provides an 
in-depth analysis of the customer touch points and in-
sights into how companies can leverage the same for a 
better customer experience [14].

The respondents were interviewed and asked spe-
cific questions on how they decided to purchase a par-
ticular personal care product. Based on the responses, 
the themes were ascertained, which enabled the for-
mulation of a process flow of the consumers’ purchase 
journey as given in Figure 1.

The above model defines the stages and helps 
us structure the customer activities across different 
touchpoints. These touchpoints will help market-
ers understand the activities and consumer behavior 
while purchasing personal care products.

People’s needs and wants act as triggers for custom-
ers to enter into the product’s purchase cycle. For a 
personal care product, a customer is mainly triggered 
by an emotional need. This need may be to look better, 
image consciousness or the needs may even be a re-
sult of societal standards. The major queries that cus-
tomers usually have during this stage of the journey 
are related to the new market trends regarding skin 
or hair care, for example. The customers also look for 
new brands or products that are being launched and 
additional benefits being offered by them [15].

When it comes to forming an initial consideration 
set, the customer has a certain preconceived notion 
about brands or products which may satisfy his/her 
need or want. The consumer may have come across 
them in retail stores, in parlors or salons, cosmetic 
shops, chemist shops, skin/hair specialists. Brand ac-
tivations at stylist shops and skin/hair specialists can 
prove effective as consumers have placed significant 
trust in them [16].
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Table 2
Open, Axial, and Selective Codes

Open Code Axial Code Selective Code
I use products by ‘Himalaya’ as they are natural and safe to use Consumers adopt brands that 

have a ‘trust’ factor associated 
with them, i.e., natural or safe 
in use

Brand name and positioning
I like Dove because it is soft on your skin and safe.
I observe new brands in TV advertisements.
I trust brands like L’Oreal because since it is such a big name, 
the company must be performing regular product testing to 
ensure it is safe to use
I read the ingredients before purchasing any product. I would 
like to purchase ammonia-free and paraben-free shampoos. 

Consumers take notice of the 
chemicals present and the 
product ingredients.

Product Attributes

I prefer organic products nowadays. I use products by Biotique 
and Himalaya. 
I incur a major part of my hair/skincare expense in a salon or 
a parlor

Consumers trust the technical 
details mentioned by a stylist

Offline touchpoint- Stylists or 
skin/hair specialists

I believe what my hairstylist recommends
Most of the time, I do not even ask which shampoo or hair 
color my stylist is applying. 
I started using ‘Himalaya’ products after my doctor told me it 
is safe to use
The retailer in the cosmetic shop where I usually purchase 
from recommends certain products, and I sometimes buy 
them.

Retailer product push impacts 
the consumer purchase 
decision

Offline touchpoint - Retail 
shops

I look at videos to understand how to apply the product. I 
follow many channels on YouTube. I get an idea of what things 
to look for while purchasing a product.

Consumers influenced by 
product reviews and online 
recommendations

Online Touchpoints - social 
media like YouTube, Facebook, 
Instagram

I follow certain influencers and read their blogs
I have downloaded certain apps that give skin/hair care tips 
and a paid program to lose weight.
When people write their reviews on Flipkart or Amazon, you 
understand how the product has fared for other users.
I seek recommendations from my friends after noticing 
improvement in their features.

Consumers seek 
recommendations from 
friends after having observed 
a change in their appearance.

Offline touch point- Friends 
and Family - Word of Mouth 
promotion

I will not apply for a skincare product if I get it for free. I 
cannot risk an allergic reaction to my skin.

Consumers vary in free 
samples.

Marketing mix elements - 
samples, giveaways, and the 
role of brand nameI might try a sample if the brand is known to me. I will not try 

any random brand.
I am drawn by the fragrance and visual look of the product. 
I have noticed the green color in an aloe-vera cream

Consumers impacted by 
product fragrance and visual 
appeal

Attribution of visual effect and 
scent of a product to product 
characteristics

I want to look good in front of my colleagues, seniors, and 
juniors at work. If I am well-dressed, it sends out a good 
impression to others 

Relationship between 
appearance and self-
confidence

Consumer perception and 
self-consciousness (a pain 
point for marketers to target)

I would buy a make-up item if available at a discount even if I 
do not need that currently.
I like to try out new products, but they should be from a 
reputed brand.

Consumers may opt for 
impulse purchases depending 
on the brand and the offers 
available.

Consumer behavior 
characteristic

 I know what I want in life.
I buy any skincare product after researching its ingredients and 
do not just follow the retailer ’s recommendations.

Customers prefer reading 
about the ingredients and 
product composition before 
purchase.

I have a few brands which I have become comfortable with. I 
will stick to that.

Consumers may prefer not to 
keep changing their brand when 
it comes to their skin and hair.

I want to have the best products available.
I do not want to compromise with my skin or my hair look.

Consumers not willing to 
compromise on the quality of 
the product
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“I look at videos to understand how to apply the 
product. I follow many channels on YouTube. I get 
an idea of what things to look for while purchasing a 
product.”

The need to get technical details about skin/hair 
care has a major impact on them. Consumers also 
highly value the opinion of the retailers in cosmetic 
shops. When it comes to online avenues, the customer 
also has a lot of information available with them due 
to various online posts, blogs, product trial videos, 
user-generated content in reviews and recommenda-
tions. They usually surf Google and YouTube for seek-
ing information on relevant products [17].

Online customer activities measured by paid or 
owned media can act as brand performance signals 

and make the manager act instantly to improve dis-
crepancies. The Zero Moment of Truth comes when 
the customer actively evaluates the product features 
and benefits from their consideration sets. The likes 
and dislikes customers usually post for brand-related 
videos on social media platforms are expressions of 
sentiments, either positive or negative. These senti-
ments represent their feelings towards the brand and 
their willingness to purchase it. When the customer 
searches for a product online, the paid search clicks 
are used to measure their willingness to learn about 
the product and analyze their claim [18].

The first moment of truth wherein he/she final-
ly narrows down on selected brands. At this stage, 
brands would do well to highlight their price bene-

2. Initial Consideration Set

Consumers carry preconceived ideas 
about various brands. They search for 

brands in-store or online.

3. Zero Moment of Truth

Prospective customers search specifically 
for product details, various brand and their 

performance, trends in the market.

4. First Moment of Truth

After considering various brands, a shortlist 
of brands and products is decided. The details 

are reviewed offline (retail stores, 
parlors/salons, specialists) and online (blog 

posts, product trial videos)

5. Second Moment of Truth

The customer finally zeroes in on a particular 
product and displays purchase intent. The 
retailer also plays a significant role in the 
final purchase (excited or impartial to the

sale)

6. Ultimate Moment of Truth

The customer un boxes/unpacks the product 
and applies it. He/she shares positive or 

negative feedback with others.

1. Trigger

Emotional journey triggered by need 
wants. It may be influenced by brand 
messages, recommendations by friends, 
word of mouth promotions. 

Loyalty 
Loop

Figure 1: Model showcasing the stages in the customer purchase journey
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fits, value for money propositions. The customers surf 
through online application videos to differentiate be-
tween brands and finalize products most suitable to 
them and their skin/hair type.

The second moment of truth finally arises when 
they display purchase intent towards a particular prod-
uct and study their availability to purchase the same. 
After having applied the product, the customer will 
share his feedback with others. Suppose the customer 
has faced a negative experience while using the prod-
uct. In that case, he/she will make sure to communicate 
the same to as many acquaintances as possible [19].

The ultimate moment of truth, i.e., the brand sale 
is used to measure the actual change in behavior that 
the brand could bring about in the consumer via its 
messaging and marketing activities.

4.1. Consumer behavior and its impact 
on purchase decisions

Consumer perceptions and self-beliefs impact the 
consumer journey. Every consumer perceives the brand 
messages differently. The behavior, when studied, can 
give insights to marketing agencies and research com-
panies. The two major factors that were found to bring 
about a change in the customer’s purchase pattern were 
their willingness to try new products and experiment 
with their looks and purchase [20].

Customers who were impulsive in their purchase 
emphasized personal health in the items that they pur-
chase. Price and deriving value for their money play an 
important role even in their impulse purchases. They 
seek competitively priced products while searching 
for a product to satisfy their needs. They usually make 
small impulsive purchases in order to treat themselves 
or their friends and family members.

“If I find a product with new ingredients at a rea-
sonable price, I will give it a try.”

Companies looking to establish a market for new 
products or private label companies can target these 
types of customers. They are influenced by loyalty re-
ward programs, discount offers, in-store promotions. 
The most likely channel to target them would be of-
fline, either via retail stores or via skincare stores, sa-
lons, parlors, or skin/hair specialists. A way to target 
these types of impulsive customers is by comparing 
the price of various products and their variants, com-
municating the same to the customers [21].

The customers who were in the habit of making a 
planned purchase of their skin and hair care products 

were highly brand loyal when it came to their choice 
of products. They were willing to pay more and dis-
play brand loyalty even if there are cheaper competitor 
products available. However, if the price gap became a 
bit too large for their liking, they were willing to shift 
to competitor brands. 

“I buy any skincare product after researching about 
its ingredients and do not just follow the recommen-
dations of the retailer”[22]

Companies need to focus their quality benefits and 
communications on discounts or offers for their loy-
al customers. If companies target these customers in 
their research stage, it has a chance of making max-
imum impact. Understanding these customers’ pre-
vious purchases and suggesting offers based on these 
can help them make loyal to a brand, which will pro-
vide them with a seamless online to offline experience. 
Digital try-on facilities have also been introduced for 
the customers to interact and engage with the brand. 

“When people write their reviews on Flipkart or 
Amazon, you get an idea of how the product has fared 
for other users.”

Consumers preferred researching information 
about various products, brands online and even pur-
chasing them on online platforms. They are influ-
enced by social media posts- be it posts by brands, 
companies, or user-generated content. Brands can 
target these customers by investing in relevant con-
tent and campaigns online, which invites customers to 
participate. These customers also consume content on 
mobile platforms – e-commerce mobile applications 
or applications for beauty and self-care content. De-
marcated discount offers on branded products can be 
a way to attract new customers [23].

Some customers were found to stick to one prod-
uct after having established ease of use with the same. 
Brands might find it difficult to influence these types of 
customers as they do not wish to try new products or 
make impulse purchases. These consumers usually pri-
oritize saving money and getting a higher value for mon-
ey spent on non-essential items like personal care [24].

“I have a few brands which I have become comfort-
able with. I will stick to that.”

Marketers should focus on providing a convenient 
shopping experience for them. Educating retailers 
about the product to pass on the information to the 
customers can be beneficial. Companies can also out-
line the value derived by the customer, discount offers, 
and savings on their brand’s purchase to attract this 
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segment of customers. Customers purchasing online 
prefer diligent customer support, quality goods de-
livery, frequent offers, and discounts. Customers pur-
chasing offline preferred a good ambiance in the store, 
qualified salespersons, and various products that 
translated to repeat purchase [25].

Advertisements related to skin/hair care are most-
ly centered on women. The female respondents in the 
study identified the need to have a long-lasting and 
evergreen youthful look. They want products that will 
not have any harmful impacts on their skin or hair in 
the long term.

There have been a few products catering to men’s 
care products. The male respondents mainly cited 
the need to feel confident in front of their colleagues, 
which dominated their choice for a particular product. 
They identified the need to always look presentable in 
front of their clients, which motivated them to take 
care of their looks.

Modern trade channels like Shoppers Stop and 
Lifestyle cater to clients willing to pay a higher price 
for their cosmetic and beauty care needs. Stores like 
Big Bazaar, D-Mart cater to the customers’ needs with 
a fixed budget to spend. Various online websites have 
come up in the skin and hair care space. Nykaa, Myn-
tra, Purple cater to the cosmetic segment [26].

It is important to establish regular engagement pro-
grams with the end consumers and the retail, skin/hair 
specialists, stylists. Customers should be made aware 
of new discounts, loyalty coupons, details on regular 
product testing conducted to assure them of the prod-
uct’s quality. Customer support should be provided. 
They should be educated about the best ways to use 
the product, the advantages that can be accrued. Sim-
ilarly, companies should also focus on educating and 
maintaining relations with the retailers to equip them 
to push the brand in front of the customers [27].

Suppose a new product is being introduced into 
the market. In that case, sampling activities at retail 
counters in malls or cosmetic shops may attract new 
clients. Salespeople of such new brands should be ed-
ucated and technically certified as they are the ones in 
direct touch with the customers and those capable of 
making maximum impact [28].

5. Conclusion
The primary motive behind purchasing a personal 

care product is to encourage a change in appearance. 
The motive and intent to purchase differs on the con-

sumer behavior and the ability to purchase. The need 
to study their behavior and influences becomes im-
portant in such a scenario. The study also identifies 
the marketing tactics to target consumers and the of-
fers most attractive to them based on in-depth inter-
views. Both external and internal stimuli were identi-
fied, which impacted consumer behavior.

There are offline and online influencer touch 
points that impact the final purchase decision of the 
consumer. The study maps the major concerns cus-
tomers generally have at each stage of the consumer 
journey and the information they can provide. Con-
sumers look for products that are known for their 
quality and seek suggestions from their friends, salon 
stylists, and influencer blogs to make a decision. In 
the initial stages, customers look for various trends in 
the particular segment. They read up on trending and 
reputable brands. After familiarizing themselves with 
the different brands, they look at specific product fea-
tures and the pricing details. Customers favor natural 
products, and known brands like Himalaya are already 
trying to leverage the same. They seek traces of the 
ingredients in the product in the form of packaging, 
product design, and fragrance to validate the presence 
of the ingredients. The change in appearances after ap-
plying the product is also a major trigger for them to 
consider the purchase of that brand. Brands show the 
before-after imagery on using their products in order 
to drive the usefulness of their products. Companies 
looking to establish a presence for new products must 
target consumers who purchase impulse by position-
ing their product as a value for money. Online reviews, 
user-generated content are important sources of influ-
ence. A seamless journey from online to offline should 
be created for consumers to encourage a brand switch. 
Brands must make their presence felt in the customer’s 
research stage by providing relevant product ingredi-
ent information. A brand positioned as fulfilling a spe-
cific need can help carve a unique market space. 

The study suggests that marketers have to estab-
lish a regular engagement program to attain the top of 
mind recall. Regular brand activations with retailers, 
stylists would also help in reaching the end consum-
ers. Both the parties should be kept informed about 
new offers, product features, and ingredients. 

This study’s main contribution is the construction 
of the buying behavior and the purchase journey us-
ing deductive logic. This study uses a grounded theory 
approach that has led to building up a model to un-
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derstand customer purchase journeys and behaviors. 
This research has thus forayed into applying alternate 
research methodologies to establish a model for the 
same. The study further contributes to the model by 
defining marketing tactics that would be most suitable 
to cater to different consumer behavior characteristics.
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