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Abstract: 

Shampoos play a wide ro le in cosmet ic products. Twenty years back, some of the cosmetic items like shampoos were considered 

as luxuries. But now, they have become as essential commodities to the consumers.  Everybody wants to maintain a fair and 

beautiful hair, so that they are using shampoos which help to maintain a fair and healthy hair. Consumers want to use the shampoos 

for various purposes, that hair washing, hair conditioning, hair bleaching and hair soft etc. The consumers have a preference to 

select the brands of shampoos. In this study an analysis has made to know the consumer preference of different brands of 

shampoos at Cumbum town. 
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Introduction 

 Once upon a time, the people were using herbal 

powders to wash their hair. After invention, and introduction 

of shampoo, it reached only the high level people. Because, at 

the beginning stage of introduction of shampoo, it was highly 

expensive product. But at the end of 20
th

 century Mr.Chinni 

krishnan – Owner of Velvette Shampoo was introduced the  

packet shampoo for the first time in India. After the 

introduction of packet shampoo, it reached all classes of 

people. Day by day the shampoo users were increasing. 

Finally it became as an essential commodities to the 

consumer. 

 

IMPORTANCE OF THE S TUDY 

 Is consumer the king in the market? Yes, they have 

the deciding authority. So that all firms are watching the 

consumer deeply for this purpose, consumer’s research takes a 

vital part.All firms spend a considerable amount for 

undertaking consumer research. In most of the organization 

there is a separate department for marketing research. In the 

light of this kind of consumer survey gets a special 

importance. 

 Marketer must study their target customers ’ wants 

preferences and shopping and buying behaviors. Such states 

will shopping and buying behaviour such states will provides 

clues for developing new products. Product features prices, 

channels and other marketing mix elements. This project will 

explain the buying preferences dynamics of customers.  

 

SCOPE OF THE STUDY 

This research study has a wider scope. It covers various 

aspects. 

They are as follows: 

 It helps to identify the preference of consumers in the 

selection of shampoo. 

 It shows us which leading brand of shampoo is . 

 It shows that the various reasons for selection of a 

particular shampoo. 

 It analysis that how can a firm improve the sales volume 

of shampoo. 

 

STATEMENT OF THE PROBLEM 

 The problem of the study is consumer preference and 

behaviour towards selecting and using the shampoo. For this 

purpose, consumer preferential statuses are analysed. This 

study analysed that, on what basis the consumers prefer their 

brand and which motivates them to buy such a particular 

brand and what is the main purpose and reason to buy the 

particular b rands. 

 

OBJECTIVES OF THE S TUDY 

 The following are the important objectives of the 

study. 

 To identify the shampoo brand preference of the 

consumer in Cumbum town. 

 To know satisfactory and dissatisfactory aspects of 

consumers towards shampoo. 

 To analyse the factors influencing the purchasing 

decision. 

 To ascertain brand loyalty of consumers. 

 To know about the purpose of using shampoo. 

 

METHODOLOGY 

This is a sample survey in the field of marketing. An 

attempt has been made to collect some opinions from 

consumers in respect of buying and usage of shampoo. 

Cumbum was selected for this study. A pilot study 

was undertaken among a few consumers as well as some shop 

keepers in order to know the scope and possibilit ies for this 

type of survey. On the basis of experiences and interactions 

which and shopkeepers during the pilot study and pre-testing. 

Some important aspects of the present study were determined.  

 

DATA 

 Primary data were co llected from selected group of 

consumers through a well defined interview schedule. The 

interview schedule was given a final shape as per the proper 

pre-testing. Secondary data were also collected from some 

books and journals and they played a very litt le ro le in this 

survey. 
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SAMPLING 

 As the consumers of shampoo are in each and every 

house, it is not possible to include the entire population of this 

town. The town was divided into four sections such as east, 

west, north and south. From each areas of this town the 

samples were chosen by personal judgment sampling 

technique. The respondents were contacted in person, and the 

interview schedules were distributed. For the sake of 

convenience, the interview schedules were translated in Tamil.  

 

SAMPLE S IZE 

 50 samples were selected from a large universe of 

this town. 

 

ANALYS IS OF DATA 

 The data were classified and presented in various 

tables and diagrams were d rawn properly. Simple ar ithmetic 

mean was calculated in suitable p laces. 

 

CONS UMER BEHAVIOUR 

 Consumer is the king and it is the consumer who 

determines what a business is. Therefore, a sound market ing 

programme should start with a careful analysis of the habits, 

attitudes and needs of consumers. In this section, some of the 

concepts relating to the subjects of enquiry and consumer 

behaviour are defined. 

 

MARKET 

 Market is a place where buyers and sellers meet. 

Products or services are offered for sale and transfers of 

ownership occur. 

 

PRODUCT 

 Alderson defines, “A product is a bundle of utilities 

consisting of various features and accompanying services”. 

 

BRAND 

 A brand is a name, term, sign, symbol or design or a 

consumption of them which is indented to identify the goods 

or services of one seller or a group of sellers and to 

differentiate them from those of competitions. 

 

CONS UMERS  

 Consumers are people in families and often kinds of 

households who buy use products and services in order to 

satisfy their personal needs and wants. 

 

CONS UMER MARKET 

 It consists of all the individual and  household who 

buy or acquire goods and services for personal computation. 

 

NEED FOR UNDERS TANDING CONS UMER 

BEHAVIOUR 

 Need and importance of understanding consumer 

behaviour are as follows: 

 A knowledge of consumer behaviour would render 

immense help for planning and implementing 

market ing strategies. 

 Secondly, the proof of establishing consumer 

orientation in the market ing concepts of the firm 

depends on how   marketing mix adopted satisfies the 

consumers. 

 Thirdly, by gaining a better understanding of the 

factors that affect buyer behaviour, marketers are in a 

better position to predict how consumers will respond 

to marketing strategies. 

 Finally, consumer is the principle a prior of business. 

The efficiency with which a free market system of 

enterprise operates, in the last analysis, depends upon 

the extent of consumer understanding possessed by 

the business community. 

 

FACTORS INFLUENCING CONS UMER BEHAVIOUR  

 The factors which in fluence the behaviour of 

consumers are listed below: 

 Individual factors 

 Social factors 

 Cultural factors 

 Psychological factors 

 

INDIVIDUAL FACTORS 

 The buyer’s decisions are influenced by personal 

characteristic, such as the buyers life style, occupation, 

economic situation and s tatus.  

 

(I) OCCUPATION 

 A person’s occupation affects the goods and services 

bought. Marketing aspects try to identify the occupational 

groups that have an average interest in their products and 

services. 

 

(II) ECONOMIC S ITUATION 

 The person’s economic situation will greatly affect 

product choice, marketing of income sensitive goods closely 

watch trends in personal income, savings and interest rates, if 

economic indicators point to a recession, marketers can take 

steps to redesign, reposition and reprise their products. 

 

(III) LIFE S TYLE 

 People coming from the same sub- culture social and 

even occupation, may have quite different life styles. Life 

style is a person’s pattern of living as expressed in his or her 

activity, interest and opinion. It profiles a person’s whole 

pattern of acting and interacting in the world.  

 

SOCIAL FACTOR 

 A consumer’s behaviour is also influenced by social 

factors such as group, family and social roles and status. They 

are briefly explained bellow: 

 

(I) GROUP 

 A person’s behaviour is influenced by many small 

groups. Groups which have a direct influence and to which a 

person belong are called membership groups. The groups can 

influence the behaviour of consumers. 

 

(II) FAMILY 

 Family members can strongly influence buyer 

behaviour. The buyers or consumers parents make up family  

of orientation. The family is the most important consumer 

organization in society. 

 

(III) ROLE AND STATUS  

 A person belongs to many groups and family club 

organization. The buyer’s position in each group can be 

defined in terms of both role and status. A role carrier a status 

reflecting general esteem g iven to it by society. 

 

CULTURAL FACTORS  

 Cult ivation factors, even the broadest and deepest 

influence on consumer behaviour. The cultural factors are 

culture: sub culture and social class. 
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(I) S UB CULTURE 

 Each one contain smaller- sub culture or group of 

people with shared value system based on common life 

experiences and situations. Nationality groups, relig ions 

groups, social groups and geographical areas are distinct, sub 

culture with characteristic life style. Many of this sub culture 

make up important market segment and marketers after design 

products and market ing programme tailored to the needs of the 

segments. 

 

(II) SOCIAL CLASS 

 Social classes are relatively permanent and ordered 

divisions and in a social class whose members share similar 

values, interest and behaviour, it is not determined by a single 

factors such as income is measured as a combination of 

occupation, income, education and often variables. 

 

PSYCHOLOGICAL FACTORS  

 A consumer’s behavior is influenced by some 

psychological factors, such as motivation, perception, learning 

and attitudes. 

 

(I) MOTIVATION  

 A person has many needs at any given time. Some 

needs are biological arising from states attention such as 

hunger, thirst or discomfort. Other needs are psychological 

arising from the need recognition esteem of belonging. A need 

becomes a motive, when it is aroused to a sufficient level of 

intensity. A motive is a need that is sufficiently pressing to 

direct the person to seek satisfaction. 

 

(II) LEARNING 

 Learn ing describes changes in an individual 

behaviour arising from experience. Learn ing occurs through 

the interplay of drives. Stimulate response and reinforcement. 

The practical significance of learning theory is that they can 

build demand for a p roduct.  

 

(III) PERCEPTION 

 A perception is the meaning we give on the basis of 

our past experience. To perceive is to see, to hear, to touch, to 

taste and to sense something or event or relation and to 

organize, interpret and find meaning in the experience.  

 

(IV) BELIEFS  AND ATTITUTES  

 A belief is a descriptive through that a person has 

about something. An attitude described a person’s relatively 

consistent evaluations, feelings and tendencies towards an 

object or idea. 

 

BUYING MOTIVE 

 Motives refer to thought, urge, strong feelings, 

emotion, drive etc. they make a buyer to react in the form of a 

decision. Motivation explains the behaviour of a buyer. 

Motives induce a consumer to purchase a particular product. 

 The motives may be generally controlled by 

economic, social, psychological, influence etc. people 

purchase products urged by mental and economic forces, 

which create a desire: and this desire is satisfied by the articles 

displayed for sale. Motive is an inner urge that prompts one to 

action: it is not a mere desire. The stimulated desire is called a 

motive. 

 Knowledge of the buying motives of consumers is 

essential for a marketer. The changes in buying behaviour 

greatly depend upon their income, social status and 

psychological, etc.  

 The consumer and the customer are different terms. 

Customer is not always the consumer and the consumer is not 

always the customer. Customers may or may not purchase 

products for their own use, where as consumers get the 

products for their own consumption. Here we are concerned 

with consumer behaviour and the consumer is the important 

factors. So, the marketer must know about the buying motives 

of consumers. 

 

BUYING DECIS ION PROCESS  

 The process consists of: 

 Recognition of an unsatisfied need 

 Identificat ion of alternatives  

 Evaluation of alternatives  

 Purchase decisions 

 Post purchase behaviour  

 

RECOGNITION OF AN UNSATIS FIED NEED  

 When a person has an unsatisfied need, the buying 

process begins to satisfy the needs. Generally the unsatisfied 

needs lead to tension. The nature of the wants indicates the 

speed with which a person moves to fulfill the unsatisfied 

wants which is of high pressing need. 

 

IDENTIFICATION OF ALTERNATIVES  

 Different alternatives are available in the market. The 

consumer must know the brand of the product, which gives 

maximum satisfaction. And the person has to search out for 

relevant informat ion of the product- brand, location, etc. there 

are many sources- friends, salesman, advertising display, 

newspaper, etc. 

 

EVALUATION OF ALTERNATIVES  

 This is a critical stage, especially with regard to the 

costly items. Consumers have different views on different 

alternatives. The attributes- taste, colour, price for durability, 

etc. have different preferences . All the details of the attributes 

are provided by the marketers. On the basis of attribute 

preference the consumer reduce the number of alternatives.  

 

PURCHAS E DECIS IONS 

 By considering the likes and dislikes of alternatives, 

one is about to take a decision as to buy or not to buy. One 

will consider with reference to product, type, price, quality, 

etc. a seller can facilit ies such consumers to understand the 

product through advertisements. 

 

POST PURCHAS E BEHAVIOUR  

 Feedback information is important as for as a seller is 

concerned. A brand preference naturally repeats sales to a 

marketer. A satisfied buyer is a silent advertisement. A 

satisfying experience of a buyer tends to strengthen the brand 

preference. 

 

PROBLEM OF BUYING 

 The consumer has many problems in buying process. 

The main buying problems are as follows: 

 

(I) WHAT TO BUY?   

 It is different to determine the quality, size, type and 

style of goods, which will be liked by the consumers. It is very 

different to take a decision regarding these factors. It is not 

possible to buy goods to satisfy consumer’s wants, without 

finding the targets of consumers. So a decision must be taken 

in a proper way. Make a list of the things that have to be 

bought considering what are preferred by consumers. 
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(II) WHEN TO BUY? 

 The time to purchase the goods must be decided. The 

time factor plays a vital role in this problem. Buying in correct 

time will g ive good profit. Correct purchasing will lead to 

correct supply to consumers. 

 

(III) WHERE AND HOW TO BUY?  

 The source from where purchase could be made is 

another problem. The availability of necessary products must 

be searched. There may be different places where the required 

products are available. The arises the selection problem from 

where we have to buy, we must select the place, where we can 

get good quality with min imum cost. 

 

(IV) HOW MUCH TO BUY? 

 The quality of goods needed must be known. Proper 

qualities of goods must be purchased for regular supply. As 

much maintenance of balanced inventory method be adopted 

to supply goods regularly to the consumers. 

 

 PROFILE OF THE COMPA NIES 

CAVINKARE PVT.LTD 

Success is a journey not a destination. CavinKare 

began with a young mind choosing the road less taken. In 

1983 with a single product, CavinKare started out as a small  

partnership firm. The Company that began its journey as Chik 

India Ltd was renamed as CavinKare Pvt. Ltd (CKPL) in  

1998. With innovative Entrepreneur C.K. Ranganathan at the 

helm, CavinKare emerged into a successful business 

enterprise.  

Smart marketing and clear product positioning not 

only ensured CavinKare 's growth but also helped the company 

broaden its product portfolio extensively. The company now 

markets ten major brands. Over the years, Cav inKare has 

achieved a competit ive edge with sound understanding of 

mass marketing dynamics. The company offers quality 

Personal care (hair care, skin care, home care) and Food 

products borne out of a keen understanding of consumer needs 

and keeping up company's the values of innovation and 

customer satisfaction.  

Today, CavinKare, having established a firm 

foothold in the national market, is increasing its popularity in  

the international arena. A dedicated Research & Development 

centre, equipped with latest equipment and technologies, 

constantly supports the various divisions in their endeavour. 

The Company, which primarily relied on contract 

manufacturing for many years has now set up its own world 

class plant at Haridwar to cater to the demand of both 

domestic and international market.  

 

CavinKare Group has crossed a turnover of 7000 

million INR in 2008-2009. The Company has employee 

strength of 1880, an all India network of 912 Stockists 

catering to about 25 lakh outlets nationally. CavinKare's astute 

professionalism, innovative products and consistent quality are 

results of its significant corporate practice.  

 Cavinkare is producing the various verities of 

shampoos in different brand names. They are as chik, karth ika 

and Meera, chik shampoo is the very first product of 

Cavinkare private ltd. They after if introduce karth ika 

shampoo and Meera shampoo with the additional features. 

Karthika shampoo is one of the leading Herbal shampoos in 

India. 

 The main features of Cavinkare’s product especially  

the products is the cheapest price. So  the Cavinkare attracts 

the all types of consumers and it has been standing in the 

market as a successful company.  

 

HINDUS TAN UNILEVER LIMITED 

Hindustan Unilever Limited (HUL) is India's largest 

Fast Moving Consumer Goods Company, touching the lives of 

two out of three Indians with over 20 distinct categories in 

Home & Personal Care Products and Foods & Beverages. The 

company’s Turnover is Rs. 20, 239 crores (for the 15 month 

period – January 1, 2008 to March 31, 2009) 

HUL is a subsidiary of Unilever, one of the world’s 

leading suppliers of fast moving consumer goods with strong 

local roots in more than 100 countries across the globe with 

annual sales of €40.5 billion in 2008.  

Hindustan Unilever was recently rated among the top 

four companies globally in the list of “Global Top Companies 

for Leaders” by a study sponsored by Hewitt Associates, in 

partnership with Fortune magazine and the RBL Group. The 

company was ranked number one in the Asia-Pacific region 

and in India. 

The mission that inspires HUL's more than 15,000 

employees, including over 1,400 managers, is to “add vitality 

to life". The company meets everyday needs for nutrition, 

hygiene, and personal care, with brands that help people feel 

good, look good and get more out of life. It is a mission HUL 

shares with its parent company, Unilever, which holds about 

52 % of the equity. 

 

HERITAGE 

HUL’s heritage dates back to 1888, when the first 

Unilever product, Sunlight, was introduced in India. Local 

manufacturing began in the 1930s with the establishment of 

subsidiary companies. They merged in 1956 to form 

Hindustan Lever Limited (The company was renamed 

Hindustan Unilever Limited on June 25, 2007).  

HUL’s brands -- like Lifebuoy, Lux, Surf Excel, Rin, 

Wheel, Fair & Lovely, Sunsilk, Clinic, Close-up, Pepsodent, 

Lakme, Brooke Bond, Kissan, Knorr, Annapurna, Kwality-

Walls - are household names across the country and span 

many categories - soaps, detergents, personal products, tea, 

coffee, branded staples, ice cream and culinary products. They 

are manufactured in over 35 factories, several of them in  

backward areas of the country. The operations involve over 

2,000 suppliers and associates.HUL's distribution network 

covers 6.3 million retail outlets including direct reach to over 

1 million. 

 Thus, Hindustan Unilever limited has running as a 

successful company in India and Foreign countries. 

 

PROCTER GAMPLE HOME PRODUCT LIMITED  

 Procter Gample Home Product Limited is one of the 

leading and largest home product company in India. This 

company is producing more lead ing brands of products. The 

Procter Gample company is preferring to produce the home 

products. 

Thousands of employees are working in the Procter 

Gample company. The best marketing strategy and 

distribution channels are the secret of the success of this 

company. 

The Procter Gample company plays a wide ro le in the 

production of shampoo. It is producing two leading shampoos.  

 

They are as,  

(i) Head & Shoulders, 

(ii) Pantene 
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Head & Shoulders is an anti dandruff shampoo. Its pattern is 

generally regarded as a reversal pattern and it is most often 

seen in uptrends. It is also most reliable when found in an 

uptrend as well. 

 Another brand, Pantene is also one of the most 

leading shampoo brand in the market. The main purpose of 

this shampoo's function is hair fall control and hair 

conditioning. 

 Thus, the two important leading shampoo brands are 

producing by the Procter Gample Home Products Limited.  

 

DATA ANALYS IS AND INTERPRETATION 

 The primary data for data were used to analysis  and 

interpretation. The answers of questions from interv iew 

schedule were taken for data analysis and data interpretation. 

The information and opinion of consumers were described 

simply with the help of the tables and charts. 

  

TABLE- 1  

AGE LEVEL OF THE RESPONDENTS  

Age group No of res pondents Percentage(% ) 

15- 20 10 20 

21- 30 23 46 

31-  40 9 18 

41- 50 5 10 

Above 50 3 6 

Total 50 100 

SOURCE: Primary data 

 From the above table, it was observed that out of 50 

respondents, 10 respondents fall in the age group of 15 – 20, 

23 respondents fall in the age group of 21- 30,9  respondents 

fall in the age group of 31- 40, 5 respondents fall in the age 

group of 41- 50 and just 3 respondents fall in the age group of 

above 50. 

 

CHART - 1  
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TABLE- 2  

GENDER WIS E CLASSIFICATION OF THE RESPONDENTS  

SEX LEVEL NO OF RESPONDENTS  PERCENTAGE (% ) 

MALE 33 66 

FEMALE 17 34 

TOTAL 50 100 

SOURCE: Primary data. 

 

 From the above table, it was observed that out 

of 50 respondents, 33 respondents are male and 17 

respondents re female.  Thus, it is clear from the 

above table that a majority of the respondents, 66% are 

male and only 34% are female respondents. 
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CHART - 2  
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TABLE- 3  

 MARITAL STATUS IF THE RESPONDENTS  

MARITAL STATUS  NO OF RESPONDENTS  PERCENTAGE (% ) 

MARRIED 27 54 

UNMARRIED 23 46 

TOTAL 50 100 

SOURCE: Primary data 

 From the above table, 27 respondents are the married persons and 23 respondents are the unmarried persons. Thus, it is 

clear from the table that majority respondents, 54% are married and only 46% are the unmarried. 

CHART - 3  
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 TABLE- 4  

LEVEL OF EDUCATION OF THE RESPONDENTS  

QUALIFICATION NO OF RESPONDENTS  PERCENTAGE (% ) 

Illiterate 4 8 

SSLC and Bellow 20 40 

H.S.C 14 28 

Degree 7 14 

Dip loma 5 10 

TOTAL 50 100 

SOURCE: Primary data 
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 From the above table, it was observed that out of 50 

respondents, 4 respondents are illiterate, 20 respondents have 

studied SSLC and bellow, 14 respondents have studied HSC, 

7 respondents have studied at Degree level and just 5 

respondents have studied Diploma courses. Thus, it is clear 

from the above table that a majority of the respondents 40% 

are have the educational qualificat ion at SSLC and bellow 

SSLC level. 

 

CHART - 4  
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TABLE- 5  

CATEGORY OF OCCUPATION/ PROFESS ION OF THE RES PONDENTS  

OCCUPATION NO OF RESPONDENTS  PERCENTAGE (% ) 

Agriculture 3 6 

Hand loom 3 6 

Businessmen 7 14 

Employees 16 32 

Students 13 26 

House wife  8 16 

TOTAL 50 100 

SOURCE: Primary data 

  

From the above table, it was observed that, out of 50n 

respondents, 3 respondents are agricu lturists, another 3 

respondents are weavers, 7 respondents are businessmen, 16 

respondents are employees, 13 respondents are students and 

the 8 respondents are house wife. Thus, it is clear from the 

above table that, a majority of the respondents, 32% are the 

employees. 

CHART - 5  
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TABLE- 6  

SIZE OF FAMILY OF THE RESPONDENTS  

MEMBERS IN FAMILY NO OF RESPONDENTS  PERCENTAGE (% ) 

1 -3 9 18 

4 – 6 24 48 

Above 6 17 34 

TOTAL 50 100 

SOURCE: Primary data 

 From the above table, it is clear that the 18 % of the 

respondents are having a family of 1 –  3 members, 48 percent 

of the respondents are having a family of 4 – 6 members and 

34 percent of the respondents are having a family of above 6 

members. Thus, it is clear from the above table that a 

majority of the respondents 48% are having 4 – 6 members in  

their family. 

CHART - 6  
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TABLE- 7  

BUYING DECIS ION OF THE RESPONDENTS  

MODE OF PURCHASING NO OF RESPONDENTS  PERCENTAGE (% ) 

Family members 7 14 

Friends 18 36 

Advertisement 23 46 

Doctor advice 2 4 

TOTAL 50 100 

SOURCE: Primary data 

 From the above table, it is clear that family is one of 

the main authority to make buying decision in 14 percent of 

the cases, 36% respondents are purchasing shampoo on the 

advice of their friends, a majority of 46 percent of 

respondents are purchasing shampoo as a result of 

advertisement and just 4% of the respondents are guided by 

doctors.  Thus, it is clear that a majority of the respondents 

46% are guided by advertisements. 

CHART - 7  
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TABLE- 8  

BUYING VENUE OF THE RESPONDENTS  

PLACE NO OF RESPONDENTS  PERCENTAGE (% ) 

Local petty shop 36 72 

General stores 11 22 

Super market 3 6 

TOTAL 50 100 

 Source: primary data 

 From the above table, it was observed that out of 50 

respondents, 36 respondents are purchasing the shampoo 

from local petty shop, 11 respondents are purchasing the 

shampoo from general stores and about 3 respondents are 

purchasing shampoo from the super market.  Thus, it is clear 

that the majority of the respondents 72% are purchasing 

shampoo from the local petty shop. 

CHART - 8  
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TABLE- 9  

TIME INTERVAL OF BUYING BY THE RESPONDENTS  

TIME INTERVAL NO OF RESPONDENTS  PERCENTAGE (% ) 

Daily  9 18 

Bi- weekly  23 46 

Weekly 16 32 

Monthly 2 4 

Total 50 100 

SOURCE: Primary data 

 From the above table, it was observed that out of 50 

respondents, about 18% respondents are buying shampoo 

daily, about 46 percent respondents are buying shampoo Bi- 

weekly, about 32 percent respondents are buying shampoo 

once in a week, and about just 4% respondents are buying 

shampoo once in a month. Thus, it is clear from the above 

table that a majority of the respondents 46% are buying 

shampoo on Bi-week. 
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TABLE- 10 

US ING SHAIS HEDS OR BOTTLE BY THE RESPONDENTS  

PARTICULARS NO OF RESPONDENTS  PERCENTAGE (% ) 

Shaished 39 78 

Bottle  11 22 

TOTAL 50 100 

SOURCE: Primary data 

 From the above table, it was observed that out of 50 

respondents, an analysis the number of shaished and number 

of bottle purchased per month by the consumer, the research 

has found that 78 percent of the respondents are using 

shaished and just 22 percent of the respondents are using 

bottle shampoo.  Thus, it is clear from the above table that 

more than 78 percentage of respondents shows more 

preference towards shaished rather than bottle. 
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TABLE- 11 

AMOUNT SPEND BY THE RES PONDENTS (PER MONTH) 

AMOUNT SPENDING (Rs) NO OF RESPONDENTS  PERCENTAGE (% ) 

5 – 10 8 16 

11 – 25 7 14 

25 – 40 21 42 

41 – 50   8 16 

Above 50 6 12 

TOTAL 50 100 

SOURCE: Primary data 

 From the above table, it was observed that, out of 50 

respondents, concerning amount spend for shampoo per 

month. It was found that 8 respondents spent Rs. 5 – 10 per 

month, 7 respondents spend Rs. 11 -25, 21 respondents spend 

Rs. 25 – 40 and another 8 respondents spend Rs. 41 – 50 and 

just 6 respondents spend more than Rs. 50. Thus, it is clear 

from the above table that majority of respondents 42 percents 

spent the amount of Rs. 26-40 per month. 
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TABLE- 12 

OPINION FOR PRODUCT BUYING BY THE RESPONDENTS  

OPINION NO OF RESPONDENTS  PERCENTAGE (% ) 

Cheep 11 22 

Reasonable 33 66 

High  6 12 

TOTAL 50 100 

SOURCE: Primary data 

 From the above table, it is observed that out of 50 

respondents, about 22 percent respondents expressed that the 

opinion for product cost is cheep, majority of 66 percent 

respondents expressed opinion for the product cost is 

reasonable and just 12 percent respondents expressed that the 

opinion for the product cost is high.Thus, it is clear from the 

above table that a majority of the respondents 66 percentages 

expressed that the opinion for product cost is reasonable. 
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TABLE- 13 

IMPACT OF GENDER ON S ELECTING THE COLOUR OF THE S HAMPOO BY THE RESPONDENTS  

Gender 
Colour o f the shampoo 

Blue Green  Yellow White Black Orange 

Male 13 2 4 10 3 1 

Female 4 5 1 3 3 1 

TOTAL 17 7 5 13 6 2 

SOURCE: Primary data 

 From the above table, it was observed that, 13 male 

respondents and 4 female respondents are willing to purchase 

blue colour shampoo, 2 male and 5 female respondents are 

willing to purchase green colour shampoo, 4 male and 1 

female respondents are willing to purchase yellow colour 

shampoo, 10 male and 3 female respondents want to 

purchase white colour shampoo, 3 male and 3 female 

respondents want to buy the black colour shampoo and one 

male and one female respondents are willing to purchase the 

orange colour shampoo. Thus, it is clear that the majority of 

the respondents are wiling to purchase blue colour shampoo. 
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TABLE- 14 

MONTHLY INCOME 

MONTHLY INCOME NO OF RESPONDENTS  PERCENTAGE (% ) 

Bellow 2000 5 10 

2000-5000 22 44 

5000-8000 14 28 

Above 8000 9 18 

TOTAL 50 100 

SOURCE: Primary data 

 From the above table, it is clear that 10% of 

respondents belong to income bello w Rs. 2000, 44% of 

respondents for belong to income Rs. 2000 to 5000, 28% of 

respondents for belong to income Rs.5000- 8000 and 18% of 

respondents for belong to income Rs.8000 above. Thus, it is 

clear that a majority of respondents 44% belong to income 

Rs.2000 to 5000. 
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TABLE- 15 

BRAND LOYALTY 

No. of years NO OF RESPONDENTS  PERCENTAGE (% ) 

Bellow 2  21 42 

2-3 13 26 

3-5 4 8 

Above 5 12 24 

TOTAL 50 100 

Source: Primary data  

 From the above table, it is clear that of the 21 respondents are loyal to their brand for bellow 2 years, about 13 respondents 

are loyal to their brand for 2-3 years, 4 respondents are loyal to their brand for 3-5 years and 12 respondents are loyal to their brand 

for above five years. Thus, the above table concludes that the majority of the respondents 42% are loyal to brand for bellow 2 years. 
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TABLE- 16 

REASON FOR PREFERRING THE PARTICULAR BRAND OF S HAMPOO 

REASON NO OF RESPONDENTS  PERCENTAGE (% ) 

Cost 13 26 

Quality 25 50 

Availability  10 20 

Size 2 4 

TOTAL 50 100 

SOURCE: Primary data 

 From the above table, it was observed that out of 50 

respondents, 13 respondents preferring one particular 

shampoo for the reason of its cost, 25 respondents preferring 

one particular shampoo for the reason of its quality, 10 

respondents preferring one particular shampoo for the reason 

of its availability and just 2 respondents preferring one 

particular shampoo for the reason of its size. Thus, it is clear 

that a majority of the respondents 50% are preferring the 

particular shampoo for the reason its quality. 
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TABLE-17  

PURPOS E OF US ING THE S HAMPOO 

PURPOS E OF US ING NO OF RESPONDENTS  PERCENTAGE (% ) 

Perfume 5 10 

Hair soft 7 14 

Bleaching 3 6 

Hair conditioning  33 66 

Hair washing 2 4 

TOTAL 50 100 

SOURCE: Primary data 

 From the above table it was observed that out of 50 

respondents, 5 respondents are using shampoo for perfume, 7 

respondents are using shampoo for the purpose of hair soft, 3 

respondents are using shampoo for hair bleaching, 33 

respondents are using the shampoo for controlling and just 2 

respondents are using the shampoo for the purpose of hair 

washing. Thus, it is clear that, majority of respondents 66 

percent are using the shampoo for the purpose of hair 

conditioning. 
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TABLE- 18 

BUYING PREFERENCE OFDIFFERENT BRANDS OF S HAMPOO BY THE RESPONDENTS  

BRAND NAME NO OF RESPONDENTS  PERCENTAGE (% ) 

Chik 6 12 

Sun silk 4 8 

Clin ic plus 11 22 

Clin ic all clear 9 18 

Head and shoulder 17 34 

Pantene 1 2 

Others 2 4 

TOTAL 50 100 

SOURCE: Primary data 
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 From the above table, it was observed that, out of 50 

respondents, 6 respondents want to buy the chick shampoo, 4 

respondents prefer to sun silk, 9 respondents are preferring to 

clin ic all clear, 11 respondents want to buy clinic plus, 17 

respondents are preferring to select head and shoulders, one 

respondents prefers to buy Pantene and just 2 respondents are 

choosing and using other shampoo brands. Thus, it is clear 

that the majority of percent of respondents are preferring to 

buy the Head and shoulders. 
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TABLE- 19 

KNOWLEDGE OF THE NEW PRODUCT AMONG THE RESPONDENTS  

 PARTICULARS  NO OF RESPONDENTS  PERCENTAGE (% ) 

Through family members  8 16 

Friends 17 34 

Advertisement 25 50 

Window display - - 

TOTAL 50 100 

SOURCE: Primary data 

 From the above table, it is clear that out of 50 

respondents, 8 respondents have the knowledge of new 

product though family members, 17 respondents are having 

the knowledge of new product of shampoo through their 

friends, 25 respondents are having the knowledge about the 

new shampoo by advertisement and there is no respondents 

know the information of new product of shampoo through 

window display.  Thus, it is clear from the above table that 

majority, of the 25 respondents 50% are knowing the 

informat ion about the new shampoo product through 

advertisement. 
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TES TING OF HYPOTHES IS BETWEEN GENDER AND US ING PURPOS E OF S HAMPOO 

NULL HYPOTHES IS 

There is no significance d ifferent in between male and female in using purpose of shampoo. 

TABLE- 20 

SEX PERFUME 
HAIR 

SOFT 

BLEACHI

NG 

HAIR 

CONDITIONING 

HAIR 

WAS HING 
TOTAL 

MALE 4 5 2 21 1 33 

FEMALE 1 2 1 12 1 17 

TOTAL 5 7 3 33 2 50 
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CHI- SQUARE TES T 

O E (O – E) (O – E)
2  

(O – E)
2  

/E 

4 3.3 0.7 0.49 0.448 

1 1.7 -0.7 0.49 0.288 

5 4.62 0.38 0.144 0.031 

2 2.38 -0.38 0.144 0.060 

2 1.98 0.02 0.0004 0.00020 

1 1.02 -0.02 0.0004 0.00039 

21 21.78 -0.78 0.608 0.0279 

12 11.22 0.78 0.608 0.054 

1 1.32 -0.32 0.102 0.0077 

1 0.68 0.32 0.102 0.15 

   TOTAL 0.767 

 The calculated value of   = 0.767 

 

DEGREES OF FREEDOM 

= (c-1) (r-1) 

= (5-1) (2-1) 

= 4 x 1 

= 4 

Degrees of freedom for 4 at a level of 5% significance is 

9.488 

 Table value = 9.488 

 

COMPARIS ION 

Calculated value of X
2 

< table value of X
2 

   0.767 < 9.488 

The calculated value of X
2
 is less than the table value of X

2
. 

So, the null hypothesis (H0) is accepted. 

 

INHERENCE 

There is no significance d ifferent in between male and female 

in using purpose of shampoo. 

 

SUMMARY OF FINDINGS, S UGGES TIONS AND 

CONCLUS ION 

FINDINGS  

 Following is the main finding of the study. 

 Majority of the respondents (46%) fall in the age 

group of 21-30. 

 Majority of the respondents are male (66%).  

 Majority of the respondents (54%) are married.  

  Majority of the respondents (32%) are employees. 

  Majority of the respondents (48%) are family  

comes between 4 to 6 members in their family. 

 Majority of the respondents (46%) are taking buying 

decision through advertisement. 

 Majority of the respondents (72%) are purchasing 

the shampoo from petty shop. 

 Majority of the respondents (46%) are taking time 

interval to Bi- weekly. 

 Majority of the respondents are using shampoo in 

packet (78%). 

 Majority of the respondents (42%) are spending Rs. 

25 to 40 for shampoo per month. 

 Majority of the respondents have the opinion about 

price of shampoo is reasonable (66%).  

 Majority of the respondents (34%) are preferring 

blue colour shampoo. 

 Majority of the respondents (44%) have the monthly 

income of Rs. 2000- 5000. 

 Majority of the respondents (42%) are spending Rs. 

25- 40 for shampoo per month. 

 Majority of the respondents (42%) are using the 

shampoo bellow 2 years. 

 Majority of (34%) respondents are preferring head 

and shoulder. 

 

FINDING FROM THE TES TING OF HYPOTHES IS  

 There is no significant difference between male and 

female in using purpose of shampoo. 

 

SUGGES TIONS  

The following are the suggestions. 

 The producer may increase the advertisement to 

motivate the consumer. 

 The producer may produce the shampoo with some 

additional features such as attractive colours and 

packages. 

 The producers have to maintain the quality of 

shampoo. 

 The producer should undertake market survey 

periodically in order to understand the market 

conditions. 

 The producer may preference to produce the 

shampoos in packets. 

 Reduction of price may also helps to increase the 

volume of sales. 

 



 

CONCLUS ION 

 “Shampoo is a Luxury product” once, there it may 

be true. But now days, it is an essential goods to the 

consumer. So, the demand of shampoo is very high. On the 

other hand, competition is also high. The existing companies 

introduce new variet ies of shampoo and at the same time new 

companies enter into the market. The consumers have some 

clear perception regarding the price and quality. So firms try 

to attract the consumer in many ways. The packet shampoos 

attract the consumer very much. In future, firms may  

introduce the shampoo with more attractive features in order 

to satisfy the consumers. If the consumer satisfaction is 

possible, the firm will win definitely. 
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