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Abstract
The county of origin research has studied the influence of a prod-
uct’s origination on a buyer’s impression. According to the liter-
ature, the country-of-origin effect would lead Indian consumers 
to choose domestic cosmetics and skincare goods over import-
ed cosmetics and skincare products. Age and gender are taken 
into account to see how they affect the COO and other factors 
in the research. The study’s goal was to get 266 active surveys. 
SPSS 21.0 was used to analyze the data. To assess consideration, 
factor analysis was carried out using a t-test and a one-way 
ANOVA. The findings revealed a flimsy beneficial influence on 
Indian individuals’ views and thinking of foreign products. The 
study’s conceptual and pragmatic inference is proven by mak-
ing suggestions for additional investigation. Cosmetics are be-
coming increasingly important for women and men worldwide 
as the need for beauty and personal care grows in modern 
life. This study provided an overview of the influence of extrin-
sic signals linked to cosmetic goods such as brand, price, and 
country-of-origin (COO) on female customers and the cosmetic 
business in Vietnam, based on papers with relevant theories and 
literature. The information might be used to develop a model or 
framework for future consumer behaviour research.
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Introduction 
Cosmetic products usage in India is not a new con-

cept. Instead, it dates back to the Indus Valley Civili-
sation. Both men and women have been observed to 
indulge in cosmetics as it gives them happiness and en-
hances their personalities. This industry has matured 
from home-grown trends to the modern usage of Cos-
metics and skincare products by various brands in our 
day-to-day lives through e-commerce. According to 
the observations, the cosmetics industry has a signifi-
cant rise every year. One of the reasons for this growth 
is due to foreign/international brands’ presence in the 
Indian market and its impact on the consumer’s choic-
es and preferences. Cosmetics and skincare purchases 
have been considered retail therapy for consumers as 
it gives them confidence and boosts their self-esteem. 

Competition among local and international brands 
is rising continuously as the companies want to in-
crease their market presence. A company’s growth 
depends upon various factors, namely brand name, 
perception about a particular country. Among all the 
other factors, the COO plays an integral part in the 
competitive market. It has been observed that the 
country of origin plays a noteworthy aspect in con-
sumer purchase intention [1]. 

Consumers consider both intrinsic and extrinsic 
factors while making a purchase decision. Therefore, 
outside factors such as country of origin cannot be ig-
nored. Country of Origin, an acronym of COO, can 
be defined as a country that manufactures, outlines, 
or constructs a product associated with a brand. It is 
through the COO that a consumer makes assump-
tions regarding a product and its attributes.

For a consumer choosing a product is a complex 
process as there are innumerable substitutes available 
in the cosmetics and skincare industry. Due to the 
online presence of cosmetics and skincare products 
has become more convenient for consumers to com-
pare products based on their price, COO, reviews, etc. 
When there is sufficient information available about 
a product, the buying decision for the consumer be-
comes easier. The final decision of a consumer is after 
going through the data. This research aims at studying 
the effect of COO on cosmetics and skincare products 
in India. This study aims to find out the thinking of an 
Indian individual towards foreign cosmetics and skin-
care products through this study.
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LITERATURE REVIEW

Constructive Consideration
A common and recurring notion in many studies 

is that customers create “option sets” in each given 
buying scenario [1]. Consumers have been known to 
confine themselves to a small group of items termed 
a “consideration set” [2] that they desperately consid-
er purchasing. The Funnel Metaphor, developed by 
McKinsey Institute in 2009, is credited with this no-
tion. According to Howard (1977:306), the contempla-
tion set is a subset of items that a buyer is contemplat-
ing buying from a more extensive set of products in a 
specific product category [3]. 

The consumer decision-making model [4] com-
prises the consumer’s preferences for items that con-
tain five aspects. These five characteristics are said to 
be individualized to each individual since each indi-
vidual’s experiences influence them [5]. Among the 
other five elements, consumer attitude is regarded 
to be of considerable interest. When it comes to psy-
chological variables, consumer attitudes are the most 
susceptible to change. As a result, the majority of mar-
keting efforts are focused on changing customer views 
[6]. According to many definitions of attitudes, it may 
be argued that a consumer’s attitude determines how 
they evaluate a product. A variety of criteria, including 
the strength of the items’ qualities, would drive such 
estimation [7]. 

Product features can be classed as either “intrinsic” 
or “extrinsic,” meaning they have both physical and 
non-physical characteristics [8]. If a product has ex-
cellent features and a positive brand image, it is more 
likely to be chosen. To determine a product’s strength, 
we can evaluate a variety of different factors/product 
characteristics. As a result, consumers’ attitudes to-
ward product qualities, which are often dependent on 

product attributes, influence product selection in their 
decision-making process. As a result, understanding 
these factors may be the key to determining which 
items should be considered for selection. Figure 1 rep-
resents the Traditional Tunnel.

Background of Country of Origin
In the present day generation, which is highly com-

petitive, international marketing is expanding gradu-
ally, and the country of origin is a critical framework 
and has been studied thoroughly. Another important 
note to be made from the study is that the consumers 
are concerned regarding the product’s whereabouts, 
i.e., where it was manufactured and which country 
it belongs to. These components are considered for 
judging the quality of products [9]. 

COO’s impact on customer buying intention has ex-
isted to be a talking point for many decades. This prob-
lem has ramifications for various factors, one of which is 
the nation of origin, which plays a critical role in compet-
itive marketplaces and consumer behaviour. The coun-
try’s political culture, government, and economy can 
serve as a basis for responding to individuals [10]. 

Schooler (1965) discovered the country-of-origin 
(COO) phenomena in an experimental consumer be-
haviour study. The research found data indicating that 
the location of product manufacture influenced cus-
tomer product evaluations [11]. The term “country of 
origin” refers to the location with which a firm is asso-
ciated; most commonly, it is a home nation [12] , such 
as Maybelline for New York and L’Oréal for France. It 
is concerned with customers’ perceptions of the rela-
tive quality of goods and services produced in various 
nations [13]. Consumers in developed countries wide-
ly believe that developed-country items are of higher 
quality than products from less developed ones. This 
offers producers in more developed industrialized 

FIGURE 1.The Traditional Funnel.
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nations an advantage since they may direct premium 
prices [14]. 

Consumer Attitudes
By moving away from the company’s relationship 

with its nation of origin and focusing on customers’ 
views regarding COO, it can be shown that they have 
either a good or negative attitude toward the product, 
depending on their actual or imagined picture of it. As 
a result, a firm should transfer its product or service 
to existing attitudes rather than creating new ones be-
cause current attitudes are more likely to be ingrained 
in customers’ minds.

The country of origin effect may be classified into 
two categories based on how a customer perceives a 
country’s overall image: good (halo effect) or nega-
tive (negative impact) (horns effect). This will harm 
the product and brand [15]. Niss (1996) acknowledg-
es that the COO is not a hidden assessment criteri-
on for consumers. The country-of-origin impact is 
significant if customers are unaware of a product’s or 
manufacturer’s location. However, views might shift 
depending on whether one’s image is improving or 
deteriorating. Consumer sentiments regarding the 
nation of origin, demonstrating the importance of 
heritage, vary by product category. Do higher-quality 
cosmetics and skin care goods, such as those originat-
ing in other countries, mean more to consumers than 
those deriving in the United States?

Purchase Intention
In today’s era, the international trade market is 

very aggressive, and various recommendations are 
available in the market to lure customers. In such a 
scenario, customers find multiple substitutes for buy-
ing products. However, various factors have a conse-
quence on product success in a market and customer 
purchase intention.

A conclusion has been made that intention and at-
titude are not the same. While attitude is defined as 
the estimation of products, the choice is the person’s 
stimulation in their discretion to perform behaviour. 
Another way to describe purchase intention is when 
a customer seeks to buy a brand based on their per-
ception. 

Demographic variables impact the importance of 
customer attitudes about foreign items in determining 
consumers’ decision to buy convenience products. Ac-
cording to the findings, foreign items in still a positive 

attitude in customers’ minds and therefore are includ-
ed in their consideration set.

COO and Consumer Perception
Customers utilize the COO effect to judge the price 

and quality of a product; thus, the halo effect’s object 
summary impact may be considered while making a 
purchasing choice. In terms of COO, the halo effect 
occurs when consumers are unfamiliar with the coun-
try’s goods and form trust based on the country’s im-
age. When customers know a nation and its goods, 
they build an impression of the country based on pre-
vious encounters with product traits and attributes. 
Numerous studies have shown that COO is the most 
critical factor in customers’ perceptions of a product’s 
final quality and usability.

The notion of brand genesis is another topic to in-
vestigate (BO). BO is the location of a brand that its 
target customers know in plain terms. Due to a lack of 
appropriate knowledge about a brand, the awareness 
of COO and BO differs. Though it is presented as a 
brand’s genesis, it is also included in brand personality. 
Brand personality develops once a customer interacts 
with a brand. As a result, it is described as a consum-
er’s intellect-based view, which builds a mental picture 
of the brand based on their knowledge, experiences, 
misunderstanding, and integrity. Marketers should 
develop a humanized and sophisticated effect to make 
brands more appealing to customers. Detecting the 
COO may have both a good and negative impact on 
consumers’ perception of a product’s worth.

Consumer Purchasing Decisions
Purchasing behaviour may be seen in a variety of 

ways. One model, which consists of five phases, can 
decide whether or not a person will buy a product. 
The first step is to identify the problem or the need 
for restructuring. In the cosmetics and skincare sec-
tor, this might be a customer who needs the most 
up-to-date product as soon as possible. The next step 
is to do an information search. With the advance-
ment of technology, consumers can now explore the 
internet as the information is abundantly available 
at their fingertips. Consumers can browse the web-
sites and apps on mobile phones to look for a prod-
uct they desire to buy. The third step is looking for 
alternatives. In cosmetics and skincare, the products 
are similar and readily available quickly over differ-
ent platforms. So, the consumer can conduct an as-
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sessment based on the price, quality, quantity, and 
other attributes, in-store availability, shipping cost if 
shopping online, and delivery time. Showing a prod-
uct and seller evaluation can assist the consumer in 
making the best selection. The purchasing decision 
is the fourth stage. The next step is to make a de-
cision based on the results of the evaluation. Now 
the customer may decide whether or not they want 
the goods. The post-purchase behaviour is the final 
stage in this paradigm. This could be buyer regret if 
the product did not fulfil their expectations or buyer 
happiness if it met their expectations perfectly.

Consumer Ethnocentrism (CE)
Consumer ethnocentrism can be interpreted as the 

thought process of how a consumer observes things 
in a higher-level approach and all others back it. A 
consumer’s opinion of a domestic product is more fa-
vourable than that of a foreign product because it leads 
to benefits for the country, such as job creation and 
economic sustainability. They are more likely to aban-
don standards and symbols incompatible with their 
culture, politics, and economics. According to a study, 
the following characteristics can influence product na-
tionality perception:
• The representation of home vs. international prod-

ucts;
• COO is recognized as the primary product by most 

products.
• The image of manufacturing firms as national or 

worldwide; 
• The idea is communicated to consumers through 

the brand name or logo.
Customers in developing countries react differ-

ently to products than those in developed countries. 
If there are a few well-known hybrid companies con-
nected to the home nation, it can reduce the risk of 
ethnocentrism. Research reveals that patriotism and 
ethnocentrism are vital components in the aggressive 
global market despite the global market’s growing ho-
mogeneity.

According to one study, if a domestic product is 
unavailable, buyers with a high level of nationalism 
and ethnocentrism prefer to buy international items 
from nations with comparable cultures to their own 
rather than from countries with cultures with which 
they are unfamiliar. Another viewpoint is that custom-
ers’ patriotism might manifest in an adverse reaction 
to foreign advertising and products.

COO and Brand Perception
COO impacts all respondents’ views and attitudes 

regarding the country’s and company’s brands. In a 
few situations, the influence was also determined by 
where the branded items were made, the category of 
the branded products, whether the brand was region-
al or worldwide, and if local manufacturing was fa-
voured. However, a brand’s COE varied depending on 
the situation and especially on the consumer. Accord-
ing to customers, price and quality standards are two 
significant elements that might alter the COO’s effect.

One research in South Korea pointed out that the 
consumers have a positive image of the country. Coo 
and brand image have constructive and remarkable 
impacts on purchasing Etude House cosmetics partly 
and concurrently. Put, if a brand’s and a country’s ap-
pearance in customers’ minds is favourable, they will 
buy more of that brand’s items. Furthermore, people 
purchased this brand because it promotes self-motiva-
tion rather than because of the goods.

Conclusion
After further investigation, it was discovered that 

COO information trumps other product indications. 
Even though the formulation of the consideration set 
is unknown, it is assumed that COO knowledge al-
ters brand considerations. According to a COO study, 
companies from developed nations are more likely to 
gain favourable attention from customers. At the same 
time, other items are disapproved because of the dis-
tinction between consideration and estimate. Accord-
ing to research, items belonging to different categories 
need different levels of customer participation. The 
following hypothesis was established due to COO in-
formation being analyzed to succeed in other product 
aspects. (also shown in Figure 2):

Purchase 
Intension 

Attitude of 
Indian 

consumers

COO

Age, 
Gender

FIGURE 2. Conceptual framework.
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H1: To see if COO has an impact on Indian cos-
metics and skincare product decisions.

H2: To determine Indian consumers’ opinions re-
garding international cosmetics and skincare goods.

H3: To determine whether there are variations 
in views toward foreign items based on age and 
gender.

A hypothesis is defined as a theory that describes a 
specific collection of events that govern the research. 
Hypotheses were developed to identify connections 
between categories and to disclose a sample of the data 
gathered.

RESEARCH METHODOLOGY
To gather information and explore the link be-

tween the COO and its influence on the Cosmetics 
and Skincare sector in India and the effect of other 
demographic factors on such a relationship, the inter-
pretation took the form of descriptive and exploratory 
research survey. The goal of the empirical study was 
to see how the COO effect affects consumer attitudes 
toward Cosmetics and Skincare products and how it 
is influenced by moderating factors such as consumer 
ethnocentrism, brand attitude, foreign product knowl-
edge, face-saving, perceived product quality, product 
attitude, and purchase intention in the Cosmetics and 
Skincare industry.

Sampling
Approximately 300 people participated in this 

study, representing a variety of occupations and age 
groups. The size of the sample gathered determines 
the reliability of the study data. A quota sampling 
benchmark was used, which consisted of the demo-
graphic characteristics of age, gender, occupation, 
and city of residence. Respondents were chosen who 
showed traits and curiosity towards the Cosmetics and 
Skincare industry. A final useable sample for the study 
consisted of 266 completed questionnaires. Table 1 
shows the summary of case processing.

TABLE 1
Case Processing Summary.

N %

Cases
Valid 266 100.0

Excluded 0 .0
Total 266 100.0

a. List wise deletion based on all variables in the procedure.

Data Collection
To collect data, a self-completion questionnaire was 

used. The questionnaire was divided into two sections: 
the first had demographic questions, and the second 
contained product consideration questions. The ques-
tions were developed specifically to focus on this re-
search. Questions were graded on a Likert scale, with 
responses ranging from 1 to 5, with 1 indicating strong 
disagreement and 5 indicating strong agreement. Data 
was gathered from various areas of India. The quan-
titative research approach - an online questionnaire 
survey – was chosen as an excellent way to collect data. 
The research instrument — a questionnaire – had 27 
items, with demographic questions excluded.

Data Analysis
The method utilized was exploratory factor analy-

sis, which was used to discover the critical variables of 
research or specified data set using factor analysis. The 
primary data for factor analysis is the variable matrix. 
There are no pre-determined dependent variables in 
factor analysis. The primary goal of the explorative anal-
ysis is to summarise a data set and conduct a principal 
component analysis. The total variance identified was 
examined in this study. The main diagonal represents 
the measured variables in the correlation matrix, but 
in factor analysis, the primary diagonal represents the 
correlation matrix’s amount of interaction. Explorative 
approaches will correlate to the primary components if 
the degree of intersection is close to one.

In contrast to factor analysis, principal components are 
calculated to reflect the variance of the discovered vari-
ables in the most diminutive dimensions. The data matrix 
in factor analysis should contain important information. 
The Barlett chi-square test is used to determine the rele-
vance of the data. The critical restriction for this study is 
the relevance or importance of Bartlett’s trial and the chi-
square statistic. Only in the null hypothesis is it assumed 
that the variables are correlated among themselves in Bart-
lett’s test. “If the null hypothesis is rejected, it indicates that 
the correlation matrix contains substantial information 
and that factor analysis is possible.” The sphericity test is 
what it’s called. The Statistical Package for Social Sciences 
(SPSS) version 21.0 was used to analyze the data.

Results 
After analyzing the data, it was observed that 6 fac-

tors were obtained, which was a combination of differ-
ent variables taken in the study.
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Reliability
The reliability and validity of the research will in-

fluence the study’s success. The degree to which an 
instrument calculates what it wishes to measure is de-
scribed as validity. The degree to which the findings 
of an examination and method can be replicated is 
known as reliability. The Cronbach’s Alpha is used to 
assess the reliability and validity of the analysis.

The separation between measuring devices, pri-
marily a questionnaire, or ambiguity of the quali-
ties being assessed can lead to a lack of dependabili-
ty, which will inevitably influence the validity of the 
questionnaire. The survey received a score of 0.845. A 
score of 0.7 or above is regarded as acceptable and in-
dicates that the questionnaire is trustworthy. The sta-
tistics of dependability are shown in Table 2.

TABLE 2
Reliability Statistics.

Cronbach’s Alpha N Number of Items
.845 27

Normality
In this research, Skewness has been observed, and 

the range lies between -1.96 to +1.96. Therefore, the 
data follows Normal Distribution.

Discussions
According to demographic data, 69.9% of the 266 

respondents were female, and 30.1% were male. The 
research included participants of both genders, al-
though female responses outnumbered male respon-
dents. With 42.1 percent, 18-23 years has the highest 
frequency, followed by 24-29 years with 39.5 percent. 
Table 3 shows the gender. Table 4 shows the age, and 
Table 5 shows the descriptive statistics.

TABLE 3
Gender.

 N Percent

Valid
Female 186 69.9
Male 80 30.1
Total 266 100

TABLE 4
Age.

 N Percent

Valid

18-23 112 42.1
24-29 105 39.5
30-36 36 13.5
37-42 9 3.4
43-50 4 1.5
Total 266 100

TABLE 5
Descriptive Statistics.

Sr. No. Mean Std. Deviation Analysis N
1

Country of Origin

Consider COO 2.838 1.2560 266
2 COO Quality 3.312 1.1212 266
3 COO Expensive Product 3.297 1.2371 266
4 COO Little Experience 3.274 1.2021 266
5

Ethnocentrism

Un Indian 2.387 1.2334 266
6 Purchase Indian Manufactured 3.192 1.2608 266
7 Cause Unemployment 3.090 1.2066 266
8 Buy Indian Products 2.816 1.2529 266
9

Brand Attitude
good quality 3.519 1.1132 266

10 Prestigious Product 3.323 1.0923 266
11

Foreign Product Knowledge
Have Knowledge 2.932 1.1987 266

12 No Assistance Required 3.000 1.2317 266
13

Face Saving
Decision Influenced 2.534 1.3063 266

14 social status 2.286 1.2260 266
15

Perceived Product Quality

value for money 3.199 1.0928 266
16 Looks_GoodOnMe 3.248 1.0948 266
17 Positive Impact Environment 2.827 1.1559 266
18 Reasonable 2.643 1.1801 266
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As discussed, after collecting the data, it is a requi-
site to implement exploratory factor analysis to with-
draw and recognize the components. Therefore, the 27 
variables taken were analyzed to determine the effect 
of COO on the Cosmetics and Skincare industry in In-
dia and identify its influential factors. The factor anal-
ysis was used to narrow down the research variables 
to get fewer factors and calculate the effect of those 
factors. The calculated results show that the data has 
good internal cohesiveness and that the sample size 
is sufficient to articulate the correlation between the 
study variables (KMO=0.842), as it is more than 0.7. 
This indicates that the questionnaire is reliable. The 
significance is likewise less than 0.05, indicating that 
the matrix is not an identity matrix, indicating that 
the variables are not connected. Six variables with 
Eigenvalues more significant than one were extorted 
according to Kaiser’s criterion. Table 6 shows show the 
test taken under KMO and Bartlett.

TABLE 6
KMO and Bartlett’s Test.
Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .842

Bartlett’s Test of Sphericity
Approx. Chi-Square 2571.505
df 351
Sig. .000

Table 7 shows the Eigen values, percentage of vari-
ance, and cumulative; Table 8 indicates the Rotated 
Component Matrix.

TABLE 7
The Extracted Factors, together with their Eigen Values, Per-
centage of Variance, and Cumulative.

Factor No. Eigen Value
Variance 

Percentage of 
Eigen Values

Cumulative 
Variance 

Percentage
1 6.555 24.279 24.279
2 2.808 10.400 34.680
3 2.227 8.249 42.929
4 1.602 5.934 48.862
5 1.447 5.361 54.223
6 1.149 4.257 58.480

Sr. No. Mean Std. Deviation Analysis N
19

Product Attitude

Good Product Impression 3.395 1.1152 266
20 Worth My Money 3.248 1.1778 266
21 Wise Idea 3.169 1.0268 266
22 Pleasurable 3.274 1.0728 266
23

Purchase Intention

Purchase More Compared To Friends 2.711 1.2778 266
24 Buy Product This Year 2.959 1.2537 266
25 Feel_ Happy Buying 3.342 1.1258 266
26 Excited 3.177 1.1763 266
27 Sold Remote Places Surprised 3.515 1.0928 266

TABLE 8
Rotated Component Matrix.

 
Component

1 2 3 4 5 6
Reasonable .774      
Social Status .621      
Purchase More_ Compared To Friends .593      
Wise_ Idea .558      
Decision_ Influenced .533      
Sold_ Remote Places_ Surprised  .751     
Excited  .749     
Feel_ Happy Buying  .713     
Buy product _ This Year.  .685     
Consider_ COO   .829    
COO_ Quality   .782    
COO_ Expensive Product   .747    
COO_ Little Experience   .721    
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Component 1
According to the Rotated Component Matrix, this 

factor is the most important as it forms consumers’ buy-
ing behaviour towards foreign Cosmetics and Skincare 
products in India. This factor accounts for 24.279% of 
the variance. Out of twenty-seven variables, five variables 
load on this factor, including attributes like Reasonable 
product, Social Status, purchasing more products com-
pared to their friends, a Wise idea to invest in foreign 
Skincare and Cosmetics products, and the last is that 
others influence their decision to buy foreign products. 
As it can be observed, the price of imported cosmetics 
or skincare products plays a critical purpose in the buy-
ing decision of a consumer, and every consumer prefers 
to buy an economical product. 19.5% of respondents 
(52 respondents) strongly disagreed (1 rating) that the 
price of Imported Cosmetics and Skincare products is 
reasonable, and 28.6% of respondents (76 respondents) 
disagreed (2 ratings). Only 6.4% of respondents (17 re-
spondents) strongly agreed (5 ratings) that the imported 
Cosmetics and Skincare products are reasonable. The 
mean of responses of this variable was 2.643.

Consumers consider imported products to en-
hance their social status in society, which is the second 
variable under this factor. Maximum respondents said 
they do not buy imported Cosmetics and Skincare 
products to improve their social quality, i.e., 35% of 
respondents (93 respondents) strongly disagreed. In 
contrast, only 4.9% (13 respondents) strongly agreed 
with this statement. The mean of responses of this 
variable was 2.286.

The third variable under this component is that 
the consumers purchase more imported cosmet-
ics and skincare products than their friends. Only 
11.3% of respondents (30 respondents) strongly 
agreed (5 ratings) to this statement. This shows 
that even today, consumers do not prefer to buy 
imported cosmetics and skincare products; the rea-
son could be because they are unfamiliar, do not 
trust foreign brands, consider imported products/
brands as expensive, etc. Many imported brands are 
still not present in the Indian market officially. This 
might be why consumers don’t purchase imported 
products as they have to pay heavy import duty or 
taxes to get them delivered. The mean of responses 
is 2.711.

Buying imported cosmetics and skincare products 
is wise and the fourth variable under the first compo-
nent. The mean of responses is 3.169, which is a neu-
tral response. The last variable is the decision of the 
consumer to buy imported Cosmetics and Skincare 
products that other people would influence. Makeup 
has become the most talked-about topic over social 
media, where beauty bloggers/influencers give their 
recommendations to purchase a particular product. 
Therefore, influencers will continue to be in demand 
for brands considering promoting their products. Sur-
prisingly, only 9.4% of respondents (25 respondents) 
strongly agree (5 ratings) that others influence their 
buying decision, and 16.9% of respondents (45 re-
spondents) agree (4 ratings). The mean of responses 
is 2.534.

 
Component

1 2 3 4 5 6
Cause_ Unemployment    .770   
Buy_ Indian Products.    .768   
Purchase_ Indian Manufactured    .755   
Un Indian    .616   
Good product_ Impression     .738  
Good Quality     .703  
Prestigious Product     .680  
Worth My Money     .505  
Positive impact_ Environment      .711
Looks_ Good On Me      .663
Value For Money      .611
Extraction Method: Principal Component Analysis. 
Rotation Method: Varimax with Kaiser Normalization.

a. Rotation converged in 7 iterations.
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Component 2
The rotated component matrix shows that the re-

spondents acknowledge this factor as most import-
ant, with a variance of 10.40%. The second factor is 
a combination of four variables. The first variable is 
that consumers feel surprised to see imported cos-
metics and skincare products sold in remote plac-
es. 18.8% of respondents (50 respondents) strongly 
agree (5 ratings) that they are astounded to see im-
ported products sold in secluded areas. 36.1% of re-
spondents (96 respondents) agree (4 ratings) to this 
statement. The mean of responses is 3.515. There-
fore, more than half of the respondents agree with 
this statement. Other variables include excitement, 
feeling happy while buying imported products, and 
purchasing imported cosmetics and skincare prod-
ucts this year. The mean of responses is 3.177, 3.342, 
and 2.959, respectively. The almost neutral response 
is received for these variables. All these variables 
indicate a consumer’s purchase intention, which, 
in turn, measures consumer behavior. More signif-
icant the connection between consumers and these 
variables more is the inclination towards buying the 
products.

Component 3
The rotated component matrix shows that the re-

spondents acknowledge this factor as most important, 
with a variance of 8.249%. This factor consists of vari-
ables that the consumers consider COO information 
before buying an imported cosmetics and skincare 
products. 9.4% respondents (25 respondents) strongly 
agree (5 rating) and 25.6% respondents (68 respon-
dents) agree (4 rating). The answer average is 2.838. 
As a result, there are still buyers who do not consider 
learning about the COO of a product before purchas-
ing it. This factor is also a combination of other vari-
ables, such as checking the COO to determine product 
quality, considering COO information when purchas-
ing an expensive product, and searching COO infor-
mation when making a purchase decision for import-
ed cosmetics and skin care products you have little 
experience. The mean of responses is 3.312, 3.297, and 
3.274, respectively. It has been observed that when it 
comes to detecting the quality of a product, buying an 
expensive product, or when does not have knowledge 
about imported products, respondents do consider in-
vestigating COO information as the response received 
is more than neutral. 

Component 4
The rotated component matrix shows that the re-

spondents acknowledge this factor as crucial, with a 
variance of 5.934%. Out of twenty-seven variables con-
sidered in this study, four variables are included in this 
factor. Buying imported skincare and cosmetics items 
harms Indian businesses and creates unemployment; 
buying solely Indian cosmetics and skincare products, 
rather than allowing other nations to profit from us; 
and purchasing foreign cosmetics and skincare prod-
ucts is deemed un-Indian. The mean of responses 
is 3.090, 2.816, 3.192, and 2.389. These variables are 
termed ethnocentrism which refers to the inclination 
of respondents towards products of their own culture, 
i.e., made in their own country.

Component 5
The rotated component matrix shows that the re-

spondents acknowledge this factor as crucial, with a 
variance of 5.361%. Four out of twenty-seven variables 
seem to load on significantly to this factor. Variable 
is that the general impression of imported Cosmetics 
and Skincare products is that they represent a good 
quality product, prestigious product, and are worth the 
money. The mean of responses is 3.395, 3.519, 3.323, 
and 3.248, respectively. This shows the perception of 
Indian respondents towards the imported cosmetics 
and skincare products, and it is more than neutral.

Component 6
The rotated component matrix shows that the re-

spondents acknowledge this factor as crucial with 
a variance of 4.257%. This factor comprises three 
variables out of twenty-seven. Variables are that the 
imported Cosmetics and Skincare products positive-
ly impact the environment, look good on them, and 
have value for money. The mean of responses is 2.827, 
3.248, and 3.199. 

Consequently, the findings suggest that these six 
characteristics identified in the data analysis may com-
pletely predict 58.48 percent of the changes, which is a 
significant estimate.

T-Test
The t-test was used to see a significant difference 

between male and female attitudes toward certain 
statements/variables.

Country of origin was checked, which included 
four statements. 
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H1 (Alternative Hypothesis): There is no discern-
ible difference in male and female attitudes about their 
country of origin. The null hypothesis was accepted, 
as there was no real difference in male and female atti-
tudes about COO while purchasing imported cosmet-
ics and skin care goods in India. Because the sign was 
more significant than 0.05, all four assertions accepted 
the null hypothesis. Table 9 indicates the sample test 
taken independently.

A t-test was applied to check for Perceived Product 
Quality and significance with gender. Similarly, null 
hypothesis and alternate hypothesis were taken.

H1 (Alternative Hypothesis): There is no discern-
ible difference between male and female attitudes re-
garding Perceived Product Quality.

The analysis revealed a significant difference in 
male and female attitudes toward perceived product 

quality while purchasing imported cosmetics and 
skincare items in India for three variables, with sig-
nificantly less than 0.05. Those three statements which 
rejected the null hypothesis are:
• Imported Cosmetics and Skincare products look 

good on me.
• Imported Cosmetics and Skincare products have a 

positive impact on the environment.
• The price of Imported Cosmetics and Skincare 

products is reasonable.
• One variable/statement accepted the null hypoth-

esis, which is: 
• Though much more expensive, imported Cosmet-

ics and Skincare products have better value for 
money.

• Table 10 shows the sample test taken indepen-
dently.

TABLE 9
Independent Samples Test.

 t-test for Equality of Means

Sig. (2-tailed) Mean Differ-
ence

Std. Error 
Difference

Consider COO Assumption of equal variances .826 -.0370 .1682

The assumption of equal variances is not made. .833 -.0370 .1747

COO_ quality Assumption of equal variances .718 .0543 .1501

The assumption of equal variances is not made. .722 .0543 .1521

COO_ Expensive Product Assumption of equal variances .246 -.1923 .1653

The assumption of equal variances is not made. .278 -.1923 .1767

COO_ Little Experience Assumption of equal variances .821 .0366 .1610

The assumption of equal variances is not made. .823 .0366 .1627

TABLE 10
Independent Samples Test.

 t-test for Equality of Means 

Sig. (2-tailed) Mean Differ-
ence

Std. Error 
Difference

Value For Money Assumption of equal variances .268 .1620 .1460

The assumption of equal variances is not made. .271 .1620 .1465

Looks_ Good On Me Assumption of equal variances .014 .3602 .1450

The assumption of equal variances is not made. .013 .3602 .1437

Positive impact_ Environment Assumption of equal variances .001 .4976 .1518

The assumption of equal variances is not made. .002 .4976 .1567

Reasonable Assumption of equal variances .004 .4571 .1556

The assumption of equal variances is not made. .005 .4571 .1604
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ANOVA
One-way ANOVA was used to see if there was a 

significant age difference based on country of origin. It 
was decided to test the null and alternative hypotheses.

H1 (Alternative Hypothesis): There is a consider-
able age disparity across countries of origin.

After analysis, the alternative hypothesis was re-
jected, i.e., there is no significant difference in respon-
dents’ ages based on their country of origin because 
the threshold of significance was more than 0.05. Ta-
ble 11 shows the ANOVA Table data’s

Conclusions 
According to the findings, the place of origin is not 

the first factor customers consider when purchasing 
imported cosmetics and skin care goods in India. Still, 
they think if they want to know about the product’s 
quality or buy an expensive item. When a customer is 
unfamiliar with foreign cosmetics and skincare prod-
ucts, COO information is also considered. To gather 
information and explore the link between the COO 
and its influence on the Cosmetics and Skincare sec-
tor in India and the effect of other demographic fac-
tors on such a relationship, the interpretation took the 
form of descriptive and exploratory research survey. A 
T-test and a one-way ANOVA were used to evaluate 
the significance level and establish if gender and age 
have a significant difference towards various variables. 
A T-test was used for gender with two populations, 

whereas, forage with more than two populations, a 
one-way ANOVA was used. The findings indicat-
ed that Indian consumers had a relatively reasonable 
opinion toward international cosmetics and skincare 
items, implying that foreign products will be included 
in a consumer’s consideration set.

MANAGERIAL IMPLICATIONS 
Companies may more effectively communicate 

their products and services by interpreting the influ-
ence of a product’s country of origin. In categories like 
cosmetics and skincare, where product differentiation 
can be difficult, foreign marketing businesses may 
choose to emphasize the place of origin of their goods 
to differentiate them from their competitors. COOs 
play an essential role since having a favorable image 
allows companies to highlight a product’s place of ori-
gin because it is given some thought.

FUTURE SCOPE
Future research may consider examining two or 

more foreign brands and the attitude of consumers 
towards them. Focussing on one type of brand may 
perhaps reveal the brand characteristics and value of 
that particular brand. Also, the sample size should be 
increased, and the researcher can focus on a specif-
ic occupation of the respondents. Researchers should 
consider exploring the attitudes of Indian consumers 
towards products from a particular country. 

TABLE 11
ANOVA.

Sum of 
Squares

df Mean Square F Sig.

Consider COO Between Groups 1.438 4 .360 .225 .924

Within Groups 416.611 261 1.596

Total 418.049 265

COO Quality Between Groups 4.682 4 1.171 .930 .447

Within Groups 328.419 261 1.258

Total 333.102 265

COO Expensive Product Between Groups 7.117 4 1.779 1.166 .326

Within Groups 398.420 261 1.527

Total 405.538 265

COO Little Experience Between Groups 3.340 4 .835 .574 .682

Within Groups 379.626 261 1.455

Total 382.966 265
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LIMITATIONS
There were limitations to this study. Firstly, the 

sample size was small, limiting the ability to concep-
tualize what is discovered in this study to the general 
Cosmetics and Skincare industry. So, future research 
should consider taking a large sample size. In addi-
tion, there might be users who have not used foreign 
skincare or cosmetics products; this impacts the study. 
Thus, using authentic users for future research is pref-
erable. In this research, there was no focus on brands, 
i.e., no specific brand was taken into consideration, 
and in general, the cosmetics and skincare industry in 
India was studied.
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