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Abstract

Every one wants to be beautiful. The global world stereotypes beauty in the form of fashion models. Models that are over represented exist us: in magazines, television, fashion shows, commercials, and even at work or at school. It is a fact, everybody wants to look like the models in the found in the magazines’: a perfect skin and a perfect body for a perfect life. Recently, men are becoming increasingly careful about their grooming and external appearance, they are more comfortable buying products and services to improve or enhance their personal appearance.
This study investigates men’s motivation and behavior in purchasing cosmetic in the global cosmetic markets. The motivation of customers should exist along with psychological factors, social influences, and the purchase situation. This paper will discuss the underlying theoretical perspectives that support this proposition and illustrate the various components which influence consumer behavior in this particular marketplace. The analysis and investigation is based on the cosmetic market in terms of men’s motivation and their purchase patterns.
In this study, two basic types of research were conducted – primary research and secondary research. The advantage of primary research is that the collected data is unique, so it gives all its important information to the survey. A survey will be constructed and conducted as a primary research tool to gather information from the male consumers or potential male consumer of cosmetic.
The results indicate that there are in fact notable differences in purchase behavior. The implications of these findings are important in two primary ways. Firstly, the findings provide support for the theoretical underpinnings. Secondly, the findings have important managerial implications in terms of developing appropriate product development, distribution and marketing strategies for global men’s cosmetic market.

Chapter 1   Introduction
1.1 Background of Study

Cosmetics are substances used to enhance the beauty of the human body. It implies psychologically that you are compensating for something you do not have. Cosmetics include products such as shampoos and soaps as well as make-up, hair cares and perfumes.

The women market is running since a large number of years whereas the business of selling cosmetic for men is booming since a couple of year. The male body, before eclipsed by its female counterpart, is more and more shown off in the media, advertisement or the cinema. Nowadays, men are more conscious of their body and the needs to conform to the injunctions of youthfulness, healthiness, and thinness which make them go from “sanitarians to body aesthetics”. The development of fashion magazines for men reinforces this new concern of the men for their appearance. The explosion of the male press in general goes hand in hand with the one of consumption of beauty products for men. Thus, the men conform more and more to certain patterns of beauty and are more sensitive to the cosmetics, like products enable them to improve their appearance, to put it in scene, to dramatize it (Lindguis. & Sirgy, 2005).
In contemporary societies, cultural practices, food preferences, clothing, cosmetics, beauty products, and makeup constitute essential tools of social distinction. Beyond their initial and official purpose, they contribute to reaffirming social structures and individual hierarchies. With more and more men working in services and having occupations where personal appearance has become a key factor of success, a well-maintained skin, clean hands or a nice haircut can make a difference when attending a recruitment interview or signing a business contract. 
There is a clear and rapid evolution in male personal care and grooming habits. This evolution is driven by new social needs and a gradual shift from traditional machismo to more varied models. However, the market's growth has been largely anticipated and most men remain far away from the epitome of metrosexuals' unrestrained buying of the products that will make them beautiful, sexy, trendy and modern. With regular launches in all retail channels, the challenge for cosmetics manufacturers is certainly to better understand men's new needs, to propose attractive solutions and to be able to create distinctive products responding to a wider variety of lifestyles.
A research and markets report has emerged highlighting the growing trend for male grooming, detailing the particular increase in particular niche products. The use of the products has risen from a value of $26.3 bn in 2005 to $29.7 in 2005, revealing the increasing importance that male grooming products currently have in the cosmetics industry (Prance, 2006).
Many market-leading companies have targeted the growing male consumer market early on, with L’Oréal launching its comprehensive men's skin care and personal care range, Men's Experts, on the global market towards the end of 2004. Likewise increasingly sophisticated products that have traditionally catered to female vanities are being marketed to men with manufacturers like Biersdorf and Shiseido launching products such as anti-wrinkle creams, bronzing products and toning gels. This shows that companies are no longer opting to manufacture the stereotypical male grooming product, such as shaving foam, and razors. Now they increase niche products (Prance, 2006).
Research and Markets suggests that, contrary to the metrosexual stereotype, it is actually older men that are most important for the growth of male grooming products. Figures show that the senior consumer group has accounted for the fastest spending growth in the US and European markets. It saw a 3.9 per cent annual growth in personal care consumption over the 2000 to 2005 period, to reach a total of $9.8 bn (Prance, 2006).
In 2004, men’s cosmetics market was estimated at 10 billion €. It increased by 43% from 1997 to 2002 (in France global turnover of men’s cosmetics increased by 140% from 1998 to 2003 and reached 42.16 million € in 2003). Datamonitor forecasts that the US and European men’s cosmetics markets will grow from 20.3 billion euros in 2003 to 24 billion euros in 2008 (Prance, 2006).
Male grooming products have great potential thanks to the strong social and cultural trends pushing the cosmetics market in general. Male personal care and grooming habits are evolving rapidly: in 1990 only 4% of men claim to regularly use a facial care product, against 21% in 2001. In 2015 it should be 1 out of 2 men, according to L’Oréal survey. Now a man admits clearly to be using them but it was not the case just a few years ago. Not only it isn’t “taboo” to buy men’s products but it is now part of the general consuming habits (Critchell, 2002).
1.2 Purpose of Study
During the recent past the author has have experienced numerous instances when a friend entered the bathroom to come out holding a cream left on the sink, asking why use it, how to apply it and what it supposedly does to the skin. The first time this happened, the author began laughing and thinking that the male friend had some feminine characteristics that wished to show by asking all these questions. When the exact same incident was repeated by others, it was realized that men are curious about how the women's cosmetic industry has evolved to a multi-billion dollar one and how exactly all these cosmetics assist women's skin stay young and fresh looking.

Over the last few years, men's magazines have slowly introduced pages that in women's magazines have existed for decades, presenting skin cosmetics and offering advice to men and how to take care of their skin. Beauty editors unveil simple approaches to male grooming and men have come to understand the importance of taking care not only of their wardrobe, but also of their skin. "Dress for success" is not anymore just a term that corresponds to the outfit a man will select to feel comfortable in and win his case, but it has evolved to a generic term that describes the state of the contemporary male mind and beauty tactics used to look sharp and handsome.

In order to maintain their edge, guys of all ages are interested in taking care of themselves and indulging in image enhancing products, gadgets and treatments. But since they are still men, they are impatient and less likely to grasp the concept of maintenance procedures. In fact they prefer to get it over with in one shot.

Beauty salons and massage clinics have reintroduced skin treatment techniques, especially designed to cover the male needs and men are not anymore bothered with the too many skin care products a woman usually carries in a trip. They have themselves started by doing the basics, cleansing, protection, moisturizing, post shaving and a weekly anti-clog treatment, while TV series and advertisements have discovered a virgin target audience that wishes to be fed with information and learn from the previously annoying women experts.

The motivation and behaviour of the men purchasing cosmetics are not easy to understand and are actually the core of this work. The focus will be on the relationship that men have with self-appearance and cosmetics or beauty care product. Some said that men were not ready to use cosmetic products whereas others considered the mentalities ready to face a boom in this market. Is it relevant to talk about one mentality? Or is it rather better to define different targets with different needs and wants?

To answer those questions, this study will focus on the customer behaviour and more precisely, on developing the self-concept theories: self-esteem and self-image. Self concept is the totality of the individual thoughts and feelings having reference to himself6. The self esteem is part of self-concept: It is in connexion with the need for an individual to be recognized by himself and by the others. It is an element about the ability for a person to assert himself, to look at him, to assume his mistakes and his regrets, to love himself and thus to be self-confident. And finally, the self-image is the mental picture someone has about himself, based on experiences or on the internalization of others’ judgments.

After having defined those theories, the next part will wonder about the mechanisms that link the customer and the self-esteem. As a matter of fact, the self esteem is directly influenced by the use of cosmetics: the purpose will be to identify in which extent influence the men behaviour as following:

1. Why men begin to use cosmetics?

2. Which group of men choice the cosmetics?

3. How about the age, social class income level and motivation for those groups of men?

4. Which kind of cosmetics men want to buy?

5. How about the change of men’s demand towards the cosmetic for men?

6. Whether the men keep on using the cosmetics from the beginning or only use cosmetics at the period of time?

7.  After using cosmetics, whether the men get the result they wanted?

1.3 Methodology
There are two main categories of research methods. Secondary research uses research that has already been done by someone else. Original research that a firm does for itself is known as primary research. There is no one perfect primary research method. Surveys are useful for getting a great deal of specific information. Surveys come in several different forms such as mail surveys, phone-surveys and mall intercepts. In this study, Mall intercepts is a convenient way to reach consumers, but respondents may be reluctant to discuss anything sensitive face-to-face with an interviewer (Zikmund, 2003).
To recommend alternative actions in the area of interests properly, there are deductive and inductive approaches, qualitative and quantitative approaches as research methods to collect information.  The copy of questionnaire for this survey is attached on Appendix 1. Here is the table showing the category of information and the specific information asked in the questionnaire.
	Information category
	Questions

	General information
	Age

	
	Nationality

	
	Profession

	Consumptions habits
	Use or not cosmetics

	
	Kind of products

	
	Products typical for Men

	
	How long the use

	
	The brands

	
	The place to buy cosmetics

	
	The budget for months purchasing

	
	The purchasing advisor

	
	The decision making through the products characteristics

	Consumer behavior
	The reason for using or not cosmetics

	
	Guiltiness by buying cosmetics

	
	Self-confidence and self-image

	
	Men or women area in cosmetic industry


Figure 1Category of Information

Secondary data provides a good starting point as it is low cost and is readily available. Information were gathered from several sources—books, magazines, public website of several luxury goods manufacturers. Reading was also done on periodicals, publications and news releases (Zikmund, 2003).
In Secondary research will be by searching for information from:

· Books: text books such as human resource and organizational behavior (motivation and reinforcement) and other references will be obtained.
· Newspapers and magazines: From the past issue regarding people opinion about compensation and their benefits from the work.
· Journals: Some financial and management journals about Banks.
· Annual reports: Both Bank of China and other foreign banks.
· Prior research conducted in the related area.
1.4 Presentation
This report is divided into six chapters to present which are briefly described below:

· Chapter 1

This chapter covers the contest of the study, objective of the study, a general discussion of the methodology as well as the structure of report. 

· Chapter 2

This chapter examines relevant areas of literature. It includes concept of consumer behavior and major factor in consumer behavior, concept of human motivation and 3 major theories in motivation, and the social factors’ influence on men etc. 

· Chapter 3

The market of men’s cosmetic is relatively a new market, it was considered as a niche market. So in this chapter introduces the overview of men’s cosmetic market, and analyse the changes and trend in this market. 

· Chapter 4

This chapter discusses the research methodology used for this study. It involves research design, sample selection, questionnaire design that specifies the method for collecting information. 

· Chapter 5 

This chapter presents the results gathered from the research and analysis with diagrams as well as interpretation of information obtained from the research.

· Chapter 6

This finial chapter provides conclusion of the motivation and consumer behavior in man’s cosmetic market and points out several recommendations in men’s cosmetic market for this study.
Chapter 2 Literature Review
2.1 Introduction of Customer Behavior
It has been defined by Graham, (2003) that the study of consumers helps firms and organizations improve their marketing strategies in cosmetic market by understanding issues such as how

· The psychology of how consumers think, feel, reason, and select between different alternatives (e.g., brands, products); 

· The psychology of how the consumer is influenced by his or her environment (e.g., culture, social class, family, signs, media); 

· The behavior of consumers while shopping or making other marketing decisions; 

· Limitations in consumer knowledge or information processing abilities influence decisions and marketing outcome;  

· How consumer motivation and decision strategies differ between products that differ in their level of importance or interest that they entail for the consumer; and 

· How marketers can adapt and improve their marketing campaigns and marketing strategies to more effectively reach the consumer. 

Understanding these issues helps marketers adapt their marketing strategies by taking the consumer into consideration (Adler, 2002). For example, by understanding that a number of different messages compete for our potential customers’ attention, marketers can learn that to be effective, advertisements must usually be repeated extensively (Engel, 2006). Marketers also learn that consumers will sometimes be persuaded more by logical arguments, but at other times will be persuaded more by emotional or symbolic appeals (Ammi, 2007). By understanding the consumer, they will be able to make a more informed decision as to which strategy to employ (Engel, Blackwell, 2006).
2.1.1 The Definition of Customer Behaviour

Assael, (2003) defining the consumer behaviour as “The study of individuals, groups, or organizations and the processes they use to select, secure, use, and dispose of products, services, experiences, or ideas to satisfy needs and the impacts that these processes have on the consumer and society ” (Philip, 2003) is relevant for the understanding of the research. It brings up some useful points:
· Behavior occurs either for the individual, or in the context of a group (e.g., friends influence what kinds of clothes a person wears) or an organization (people on the job make decisions as to which products the firm should use). 

· Consumer behavior involves the use and disposal of products as well as the study of how they are purchased. Product use is often of great interest to the marketer, because this may influence how a product is best positioned or how we can encourage increased consumption (Blythe, 2000). 

· Consumer behavior involves services and ideas as well as tangible products.

· The impact of consumer behavior on society is also of relevance (Blythe, 2000).
2.1.2 The Shape of Customer Behavior



Figure 2 The Shape of Customer Behaviour,
Source from Mowen, J. C. (2004)
The aim of this scheme is to show how complex the understanding of the customer behaviour. In fact, this is not a one way mechanism; it is much more complicated than that. This is not the core of the research, so it is important to explain some of those factors (Mowen, 2004).
· The individual differences

- Consumer resources: each person brings three resources into every decision making situation: time, money and information reception. There is always one question in the customer mind: “is the value, the benefit offered by the product is higher than the money and time sacrifice the purchase of this product or service will involve?”

- Motivation and involvement: those two words would deserve a whole dissertation. Let’s just say that needs and motivation affect all phases of the decision process ( Ball, 2002).
- Knowledge is the information stored in memory (Chaeles, 2001). In this case, information about the product, the brand, the distribution channels, the competition… The knowledge access is nowadays easier than before thanks notably to the Internet. It means the firms cannot lie to the customer and honesty is a often an added value.

- Attitudes: the behaviour is strongly influenced by the attitudes toward a brand or a product (Burns, 1998). An attitude can be either positive or negative and plays a role on future choices.

- Personality, values and lifestyles: individuals differ in many ways. Each of us has his own values, beliefs, preferred behaviours.

· The Environmental factors

- Culture: it refers to the values, ideas, artefacts and other meaningful symbols that help people to communicate, interpret and evaluate a member of society.

- Social class: they are division within society composed by individuals sharing the same similar values, interest and behaviours. They share therefore similar way of consumption.

- Personal influence: our behaviour is affected by those we closely associate. A large number of people conform with the norms and expectations provided by others.

- Situation: according to the circumstances and situations, our consumption is different; for instance, we do not buy the same things if we are in holidays and if

we just got dismissed

- Family: this is often the first consumption decision making unit; conflicts and

cooperation occur which make of the family a very influential factor.

Other theories:

- Many sociologists tried to analyse and explain the consumer behaviour through different theories: Maslow and his hierarchy of needs and the self concept theories which will be developed later.

2.2 The Environment Factors of Consumer Behavior

A consumer’s buying behavior is influenced by cultural, social, personal, and psychological factors. 
2.2.1 Cultural factors
Culture, subculture, and social class are particularly important in buying behavior (Brown, 2002). Culture is the fundamental determinant of a person’s wants and behavior. Each culture consists of smaller subcultures that provide more specific identification and socialization for their members (Kotler, 2003). Subcultures include nationalities, religions, racial groups, and geographic regions. Social classes relatively homogeneous and enduring divisions in a society, which are hierarchically ordered and whose members share similar values, interests, and behavior ( Arjun, 2006).
Social classes reflect not only income, but other indicators such as occupation, educations, and area of residence. Social classes differ in dress, speech patterns, recreational preferences, and many other characteristics. Social classes have several characteristics. First, those within each class tend to behave more like than persons from two different social classes. Second, persons are perceived as occupying inferior or superior positions according to social class. Third, social class is indicated by a cluster of variables, for example, occupation, income, wealth, education, and value orientation, rather than by any single variable. Fourth, individuals can move up or down the social-class ladder during their lifetimes (Kotler, 2003).
Social classes show distinct product and brand preferences in many areas, including clothing, home furnishings, leisure activities, and automobiles. Social classes differ in media preferences, with upper-class consumers preferring magazines and books and low-class consumers preferring television (Kotler, 2003).
2.2.2 Social Factors

In addition to culture factors, a consumer’s behavior is influenced by such social factors as reference groups, family, and social roles and statuses.

· Reference groups

According to Christopher, (2006), A person’s reference groups consist of all the groups that have a direct (face-to-face) or indirect influence on the person’s attitudes or behavior. Groups having a direct influence on a person are called membership groups. Some membership groups are primary groups, such as family, friends, neighbors, and co-workers, with whom the person interacts fairly continuously and informally. People also belong to secondary groups, such as religious, professional, and trade-union groups, which tend to be more formal and require less continuous interaction (Doole, 2001).
People are significantly influenced by their reference groups in at least three ways. Reference groups expose in individual to new behaviors and lifestyles, and influence attitudes and self-concept (Cooper, 1998). They create pressures for conformity that may affect actual product and brand choices. People are also influenced by groups to which they do not belong.
· Family

The family is the most important consumer-buying organization in society, and family members constitute the most influential primary reference group (Graham, 2003). The family has been researched extensively. We can distinguish between two families in the buyer’s life. The family of orientation consists of parents and siblings. From parents a person acquires an orientation toward religion, politics, and economics and a sense of personal ambition, self-worth, and love (Fletcher, 2002). Even if the buyer no longer interacts very much with his or her parents, their influence on the buyer’s behavior can be significant. In countries where parents live with grown children, their influence can be substantial. A more direct influence on everyday buy behavior is the family of procreation-namely, one’s spouse and children (Graham, 2003).
· Roles and Statuses

A person participates in many groups - family, clubs, and organizations. The person’s position in each group can be defined in terms of role and status (Churchill, 1996). A role consists of the activities a person is expected to perform. Each role carries a status. People choose products that communicate their role and status in society (Graham, 2003).
2.2.3 Personal Factors

A buyer’s decisions are also influenced by personal characteristics. These include the buyer’s age and stage in the life cycle, occupation, economic circumstances, lifestyle, and personality and self-concept (Arjun, 2006).
· Age and stage in the life cycle

People buy different goods and services over a lifetime (Grogan, 2003). They eat baby food in the early years, most foods in the growing and mature year, and special diets in the later years. Taste in clothes, furniture, and recreation is also age related (Arjun, 2006).
· Occupation and economic circumstances

Occupation also influences consumption patterns. Product choice is greatly affected by economic circumstances: spendable income, savings and assets, debts, borrowing power, and attitudes toward spending and saving (Arjun, 2006).
· Lifestyle

People from the same subculture, social class, and occupation may lead quite 
different lifestyles (Grunert, 1999). A lifestyle is a person’s pattern of living in the world as 
expressed in activities, interests, and opinions. Lifestyle portrays the ‘whole person’ interacting with his or her environment (Arjun, 2006).
· Personality

Each person has personality characteristics that influence his or her buying behavior (Hague, 1996). Personality is often described in terms of such traits as self-environmental stimuli. Personality is often described in terms of such traits as self-confidence, dominance, autonomy, deference, sociability, defensiveness, and adaptability (Kates, 1997). Personality can be a useful variable in analyzing consumer brand choices (Arjun, 2006).
2.2.4 Psychological Factors
A person’s buying choices are influenced by four major psychological factors: motivation, perception, learning, and beliefs and attitudes. (Haugtvedt, Herr, Kardes, 2007)
· Motivation

A person has many needs at any given time. Some needs are biogenic; they arise from physiological states of tension such as hunger, thirst, or discomfort. Other needs are psychogenic; they arise from psychological states of tension such as the need for recognition, esteem, or belonging (Kotler, 2007). They need becomes a motive when it is aroused to a sufficient level of intensity. a motive is a need that is sufficiently pressing to drive the person to act  (Haugtvedt, Herr, Kardes, 2007).
· Perception

A motivated person is ready to act (Lindguist, 2005).How the motivated person actually acts is influenced by his or her perception of the situation. Perception is the process by which an individual selects, organizes, and interprets information inputs to create a meaningful picture of the world (Hawkins, 2003). Perception depends not only on the physical stimuli, but also on the stimuli’s relation to the surrounding field and on conditions within the individual. The key point is that perceptions can vary widely among individuals exposed to the same reality. People can emerge with different perceptions of the same object because of three perceptual processes: selective attention, selective distortion, and selective retention (Haugtvedt, Herr, Kardes, 2007).
· Learning

Learning involves changes in the individual’s behavior arising from experience (Fletcher, 2002). Most human behavior is learned. Learning theorists believe that learning is produced through the interplay of drives, stimuli, cues, responses, and reinforcement (Haugtvedt, Herr, Kardes, 2007).
· Benefits and attitudes

Though doing and learning, people acquire beliefs and attitudes. These in turn influence buying behavior. A belief is a descriptive thought that a person holds about something (Grunert, 1999). People’s beliefs about a product or brand influence their buying decisions. An attitude is a person’s enduring favorable or unfavorable evaluations, emotional feelings, and action tendencies toward some object or idea (Haugtvedt, 2007). People have attitudes toward almost everything; religion, politics, clothes, music, food. Attitudes put them into a frame of mind of liking or disliking an object, moving toward or away from it. (Haugtvedt, Herr, Kardes, 2007)
2.3 The Other Theories of Customer Behavior
Psychologists have developed theories of human motivation, and three of the best known - those of Sigmund Freud, Abraham Maslow, and Frederick Herzberg – carry quite different implications for consumer analysis and marketing strategy.

2.3.1 Freud’s Theory

Sigmund Freud, (2005) assumed that the psychological forces shaping people’s behavior are largely unconscious, and that a person cannot fully understand his or her own motivations. When a person examines specific brands, he or she will react not only to their stated capabilities, but also to other, less conscious cues, shape, size, weight, material, color, and brand name can all trigger certain associations and emotions (Graham, 2003).
2.3.2 Maslow’s Theory

Human needs are arranged in a hierarchy, from the most pressing to the least pressing (Hawkins, 2003).In order to importance, they are physiological needs, safety needs, social needs, esteem needs, and self-actualization needs, safety needs, social needs, esteem needs, and self-actualization needs. People will try to satisfy their most important needs first. Maslow’s theory helps marketers understand how various products fit into the plans, goals, and live of consumers. Please see the figure 2.3.2, this diagram shows Maslow's hierarchy of needs, represented as a pyramid with the more primitive needs at the bottom.
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Source from: http://en.wikipedia.org/wiki/Maslow's_hierarchy_of_needs
Figure 3 Maslow's hierarchy of needs
Maslow's hierarchy of needs is often depicted as a pyramid consisting of five levels: the four lower levels are grouped together as deficiency needs associated with physiological needs, while the top level is termed growth needs associated with psychological needs. Deficiency needs must be met first. Once these are met seeking to satisfy growth needs drives personal growth. The higher needs in this hierarchy only come into focus once all the lower needs in the pyramid are satisfied. Once an individual has moved past a level, those needs will no longer be prioritized. However, if a lower set of needs is no longer being met, the individual will temporarily re-prioritize those needs - dropping down to that level until the lower needs are reasonably satisfied again. Innate growth forces constantly create upward movement (Kotler, 2003).
2.3.3 Herzberg’s Theory

Frederick Herzberg, (2002) developed a two-factor theory that distinguishes dissatisfiers (factors that cause dissatisfaction) and satisfiers (factors that cause satisfaction). The absence of dissatisfiers is not enough; satisfiers must be actively present to motivate a purchase. Herzberg’s theory has two implications. First, sellers should do their best to avoid dissatisfiers. Second, the manufacturer should identify the major satisfiers or motivators of purchase in the market and then supply them (Kotler, 2003).
2.3.4 The Self – Concept

The self concept can be defined as the totality of the individual thoughts and feelings having reference to him as an object69 (Kotler, 2007). The self concept include physical, psychological and social attribute which can be influenced by the individual's attitudes, habits, beliefs and ideas (Engel, 2006). Because people have a need to behave consistently with their self concept, this perception of themselves forms part of the bases for the personality. Such self-consistent behaviour helps a person to maintain her or his self esteem. (Perner, L. , 2003)
Clear and famous definition of the self-concept is given by Purkey in “An Overview of Self- Concept Theory for Counsellors (Purkey, 1988), Self-concept is the thinking aspect of self and generally refers to "the totality of a complex, organized, and dynamic system of learned beliefs, attitudes and opinions that each person holds to be true about his or her personal existence" 
· The self concept is learned, organized and dynamic

- The self concept is learned: we are not born with a self-concept, it is not instinctive. It mean that it is shape and reshape through the life experiences; experiences with ourselves and with other people. A common sentence when talking about this idea is to say that self-concept is a “social product” (Perner, 2003).
- The self concept is organized: “self-concept has a generally stable quality that is characterized by orderliness and harmony”. According to this idea, if a person changes his self-concept easily all the time, it can lead to an inconsistent and dependable personality (Perner, 2003).
- The self concept is dynamic: we already said that the self-concept enables a person to views her or himself, the others, the world but it also helps a person to direct her or his actions and being consistent in life. The fact it is dynamic also involves that it is a continuous active system which is permanently shapes through the experiences (Perner, 2003).
· Different types of self concepts
- Actual self: how a person actually perceives himself or herself

- Ideal self: how a person would like to perceives himself or herself

- Social self: how a person thinks others perceives him or her

- Ideal social self: how a person would like other to perceives him or her

- Expected self: an image of self somewhere between the actual and ideal selves

- Situational self: a person self concept that includes the impact of personal possession on self image

- Possible selves: what a person would like to become, could become or is afraid of becoming

· Self concept and body image

Recent studies have demonstrated that people's self-concept and body image are influenced by social interaction through two processes: “reflected appraisal” and social comparison (Doole, 2001).
- Reflected appraisal (Feedback from others)

This process refers to a theory which goes back to the turn of the century. It is the process in which we see ourselves as others see us, or as we think they do, using a sort of psychological “radar” to find out perceived reactions. “Perceived” and not “suggested” because, according to some research, if a person reads of others’ opinion, she will be conditioned by self evaluation. And it may be not necessarily exact (Perner, 2003).
People compare themselves to determine how attractive they are (Kates, 1997). In social comparison, people evaluate themselves in relation to others, with points awarded for similarities and points forfeited for differences. This judgment is based on standards set by the popular culture. In many societies, physical attractiveness is defined to a significant extent by the shape and size of the body (Perner, 2003).
2.3.5 The Self - Esteem

The term “self-esteem” is one of the first concepts in psychology. It appeared in 1890, studied by an American psychologist and philosopher William James. Many psychologists have studied self-esteem. Wells and Marwell (1976) for example attempted to organize definitions of self-esteem on the basis of 2 psychological processes: evaluation (which emphasizes the role of cognition) and affect (which prioritizes the role of feelings) as they pertain to self-esteem. “Self-evaluation generally involves more mechanistic, causal descriptions, while self-affection tends to elicit more “humanistic” conceptualizations of behaviour.”

Still following this point of view, the result is a typology of definitions which consists of four ways of defining self-esteem. Firstly, the self-esteem can be simply characterize by a certain attitude, because this one, when held toward a given object, can involve positive or negative cognitive, emotional, and behavioural reactions (Perner, 2003).A second definition focuses on the idea of discrepancy, especially the one between the self that one wishes to be (the “ideal one”), and the self that one currently sees oneself as being (the “real” or “perceived” self). That means that the closer these two precepts are, the higher the individual’s self-esteem suffers. A third way to define self-esteem is based on the psychological responses a person holds toward himself or herself, rather than attitudes alone. These responses are usually described as feeling-based or affective in nature, such as positive versus negative or accepting versus rejecting. The final definition is to say that self-esteem is understood as a function or component of personality. Here, self-esteem is seen as a part of self-system (Marieke, 2004).
There are four type of self-esteem: (1) Worthiness-based self-esteem; (2) Low self-esteem; (3) High self-esteem; and (4) Competence-based self-esteem (Zikmund, 2003).
There are different self-esteem types. The top level is called global or general self-esteem. Three other levels can be noticed: The first one is social esteem, which is developed by the relationship with parents, peers and intimates others. Then, the second one is the physical self-esteem, what means that the self-esteem degree is based on physical ability and physical appearance. Finally, the last one is the academic self-esteem, in connection with reading, math and others intellectual abilities (Perner, 2003).
2.3.6 The Self - Image

The self image is the mental picture someone has about himself ( Mowen, 2004). This image, quite resistant to changes, is based on experiences or on the internalization of others’ judgments. The self image include thus the own vision of a person weight, intelligence, masculinity, femininity, attractiveness, etc. Those items include the answers to such questions as: Am I skinny? Am I attractive? Am I a good person? Am I strong? Am I masculine? Am I likable? etc (Shavelson, R. Hubner, J. & and Stanton, G., 1986).
Self-image can be simply defined by the answer to this question: What do you believe people think about? In social and cognitive psychologies, the technical term for self-image is self-schema. A schema is a mental structure that represents some aspect of the world. Self-schemas provide information and influence the manner of how we think and remember. For instance, research demonstrates that information which refers to the self is preferentially encoded and recalled in memory tests. This phenomenon is known as "Self-Referential Encoding" (Rogers et al. 1977). For an individual, the formation of a healthy self-image can be challenging above all when family, peers, community, or general society issues very negative evaluations of a person that happen to be inexact. The effects of that on a person can be hard: he or she may learn self-hatred (the fact to dislike you).
It is important to notice that certain information about an individual is not directly available to others, and that information can be very appropriate to the formation of an accurate and well functioning self-image (Solomon, 2006). For instance, only the person may know if some of his or her acts were malicious or good. Only individuals know whether in their internal experience they are male or female or, perhaps, something else.

Each of us has a "self-image," a perception of how we believe we look to others. People who are happy with their self-image are more likely to be self-confident, effective in work and social situations, and comfortable in their relationships (Reynolds, 2001). Those who are dissatisfied tend to be self-conscious, inhibited, and less effective in activities. Cosmetics encourage and promote a strong, positive self-image. Even a small change on the outside can create an extraordinary change on the inside, allowing an individual’s self confidence to flourish (Shavelson, Hubner, J. & and Stanton,1986).
2.4 The Evolutions of Male Behaviour
The evolutions of the ways of life influenced the male behaviours (Proctor, 2002).The tendencies that the men had to cross though the time will help to understand why men use nowadays cosmetic products (Windham, 2000).
2.4.1 Main Tendencies

Since the end of the sixties appears the will of the Western society to integrate the modern society. A quality of life is then wished by a majority of people who are looking to new goods which simplify the life. With the court of the following decades, this movement becomes extensive: “refusal of the authority, social justice, and major revision of the relations between the sexes, sexual freedom and secularization of the company” are the many events which marked the spirits of the time (Jagger, 2004).
These elements had an impact on the consumer society, amongst other things on the consumption of the men and the women. Virility is well anchored in mentalities; the man knows his place within the society. The statute of the women starts to become extensive. The feminist movement of the years 1970 challenged the role of the woman within the modern society, and it also enable the male to think about its identity and virility (Jagger, 2004).
The years 1980 are characterized by a return to more individualistic concerns. Narcissism, power and excess are at the base of consumption. The man feels strong and wants to enjoy all the pleasures of the life; beauty, power and force are some characteristic of the man values at this time (Solomon, 2006). The consumer of the years 1990 doubts; the confidence gains during the former years collapses. It begins what can be called an identity crisis. Homosexuality, androgyny, metrosexuality, paternity, the man doubts of his virility, and affirms his female side more easily. Since the events of the eleventh of September 2001, the consumer turned to other priorities; it seeks for safety and for simple values like the house, the family, the friends and the traditions (Stehli, & Czerwinsky, 2004).
After the shock the society has stood, the consumer arrives finally to a harmony period. Its desires are directed: health, ecology, ethics, quality of life, economy (Reynolds, 2001). He seeks for harmony; harmony with his body and his social background.

2.4.2. Man Behaviour towards Aestheticism

The man arrives timidly in the world of the cosmetics, a world that put their virility in danger (Zikmund, 2003). He is not yet in the mores to use beauty products. This is why an obsession surrounds the man who fears that its entourage does learn that he use creams. Among the men who affirm using beauty products, still one on two do not dare to cross the course of the purchase and are thus using their partners’ creams.

The interest the men have for cosmetics comes from an awakening of the utility to take care of their body and image. The beauty care is above all a symbolic universe system, transmitting values like: form, health, beauty, youth and social status. The competition in the professional world and the performance in the love conquest encourage an improvement of the appearance to express its personality through its body (Stehli, & Czerwinsky, 2004).
The concepts of pleasure and wellbeing are two major elements that are important in this new market. The relation of the man to the aesthetic care can also be seen as a simple relation to his appearance. It wants to feel good about him, to be in harmony and to reach a mental and physical equilibrium. He wants to be proud of his body; this is why he uses products to embellish himself (Stehli, & Czerwinsky, 2004).
These new principles brought to deform the relation with the body which becomes a kind of draft that should be corrected. The representation of the required image of the man does not stop evolving, men passed through the strong and virile man, in the years 1980 (Wagner, 2002). Nowadays, the image of the “fop”, who takes care of him, follows the fashion, and remains a man in spite of his female and sensitive side, takes the top. Besides, it will be seen later that this new trend is no longer valuable (Stehli, & Czerwinsky, 2004).
The contemporary man admits the importance to keep an attractive body. His relation to beauty is, as said before, always evolving. He wants to get rid of his superfluous kilos, to stop the fall of his hair, and to reduce his wrinkles. This is a daily fight to be and stay attractive. Seduction is an essential weapon as much in the emotional life as in the relations with others: friends, collaborators or employers. It is certain that the seduction passes by various physical competences, as the charm, elegance or appearance (Mowen, 2004). It also includes personal competences, like humour or the scholarship. But the first element perceived by others is the clay, which implies a need to take care of oneself to improve the image seen by the others (Mcdonald, 2004). 
2.4.3 The Social Factors’ Influence on Men

The analysis of the consumer behaviour goes with the total analysis of its environment and its variables. Indeed, the man cannot be studied without talking about the social factors influencing him. Before talking about the personal variables it is necessary to analyze the environmental and socio-demographic factors (Ball, 2002).
· The environmental factors
- The Culture

The function of the culture is primarily to make it possible the individual to feel integrated, protected, to develop a membership feeling with a group thanks to its comprehension of the moral, mental universe and symbolic system in which he lives (Browns, 2002). The culture governs in companies with standards and values transmitted by the formers generations, but those are in perpetual evolutions. These changes of inter generational values made it possible for the man living in large cities to have less complexes toward their relation with the body (Kates, 1997).
- The Social Class

Within any culture social classes appear whose values represent the specificity of each one (Charles, 2001). The social classes are generally delimited by the economic level, the professional environment and the degree of schooling. This division of the population in different social classes implies various life styles. The social status is mainly differentiated by the consumption (goods for the house, food but also clothes and fashion in general) (Windham, 2000). Indeed, to stay competitive, the men must take care of their appearance, because to keep a good statute, it is necessary to be attractive (Kates, ,1997).
- The Group and Family

It should not be forgotten that the man is permanently surrounded by the group or the family. A human being cannot be regarded as one person (Zikmund, 2003). He is in relation to others. In other words, the influence of the group (and especially the reference group) and the family is important in the day to day behaviour. A man will buy cosmetics more easily if his entourage gives value to them and perceive those products as interesting nevertheless, if the group does not accept them, the use of cosmetic product can become a threat to the group belonging (Kates, 1997).
· The socio-demographic factors

- The Age

The age remains an important factor in the way of consumption, especially in the beauty market. The younger generation is more open to cosmetics than the former one. This target (18-35 years) constitutes an interesting market for the cosmetics companies, especially when you know that 42% of the 15-30 years want to be attractive (Haugtvedt, 2007).
Seniors represent a market that needs to be sensitized, because they have an important purchasing power and for the majority they seek a better quality of physical and mental life (Marieke, 2004). As can be seen on the following graph, the young generation is more sensitive and less ashamed than the seniors. Young adults like new experiences and are more open minded toward the cosmetic industry (Haugtvedt, 2007).
The demographic trends have an impact on the consumer: the population tends to get older but she does not want to loose the illusion of her youth. People want to take care of their skin and to make it more attractive. After the women, the men become conscious of keeping fit their “health capital”. Besides the ageing of the population in developed countries, people work harder and longer and are more easily exposed to unemployment, situation changes, stress, vexations. Whether it is in private life or in professional life, people have to be ready to bounce back and to respond (Aaker, 1995). In such social configuration, it is important to take care of ourselves and to be able to make a break in order to saddle with his self (Haugtvedt, 2007).
- The Economical Factors

The economic factor is also importance. Certain correlations exist between the employment, the income, the professional statute, the skill and the spare time. These interactions can give some explanations about the way of consumption. Indeed, the beauty products are a pleasure purchase, it is an illogical purchase which leads to the self realization and the self actualization that Maslow describes in his Hierarchy of Needs. The consumer should have enough time and a sufficient income to purchase and use those products (Lindguist, 2005).
- The Location

The influence of the location is here at the rural and urban level. The location changes the consumer buying behaviour and habits (Burns, 1998). Someone living in a big city does not have the same needs as someone living in a farm. Besides, the new trends appear most of the time in big cities and spread all around after. Lots of new phenomenon appears in the cities among which the metrosexual (Lindguist, 2005).
Chapter 3   Overview of Men’s Cosmetic Market
The market of men’s cosmetic is relatively a new market. So, it is interesting to study the beginning, when this market was considered as a niche market, until the rapid development nowadays. It seems to be also interesting to try to forecast in a mid-term the evolution of this market and understand why the growth will probably continue these following years (Assael, 2003).
3.1 History
3.1.1 Origin of the Appearance of This New Market

· Niche Market

The definition of a niche market is that the product interests just a few people (Blythe, 2000). The target is represented by a limited segment and, in order for the market to be profitable, only one or two companies can be positioned on this specialized segment.

In the market of hygiene and beauty for men, and especially in the cosmetics, the offer has been ignored by the cosmetics brand for a long time. In fact, until the end of the 1990s, beauty products for men were almost non-existent on the market. They did not have a special space the stores and the men strictly used products in a utilitarian aspect. This market has interested just a few brands because it was considered as a niche (Haugtvedut, 2007). Only the group L’Oréal had the courage to launch itself in this segment in 1985 with Biotherm Homme. This brand is considered like a pioneer in the men’s’ cosmetics. In fact, Biotherm was almost alone for more than 15 years, and it is the first one which dares to proclaim that men also need to take care of themselves, to clean their skin, combining the pleasure and the wellness by using creams, lotions, even anti-wrinkle creams (Dikes,& Gallon, 2001).
In the 90s, Nickel, an exclusive brand for men, launched an offensive by creating masculine beauty institutes. Then, in 1996, it launched its own line for men only. In fact, thanks to the succeed of its institutes, the brand noticed an real capacity and opportunity in this market. This new brand bound to men only knew how to enter in this market, thanks to its concept composed by different offers: one on the products, and the other one on the performance of services (Dikes & Gallon, 2001).
3.1.2. Changes in the Men Cosmetics’ Market

· Blossoming of cosmetics for men

As it was said before, the market of cosmetics, at the beginning, interested just a few brands and also, few men. Initially, this world is attributed to women only. In fact, cosmetology is synonymous of seduction, beauty, healthiness, or pleasure (Grunert, 1999). Those words represent what the women are looking for when it comes to cosmetics. But, finally, the market of men cosmetics takes off after years of waiting thanks to different changes: mentalities of the new masculine generation, appearance of “metrosexual”, social liberalization of homosexual, and the fact that men want to stay young. The relationship between men and cosmetic products has changed and nowadays, they admit the fact that they also look for pleasure and wellness by using cosmetics ( Mowen, 2007).
Bit by bit, firms pass over some barriers that men did not think they could transcend: make the men taking care of their skin, then, make them epilating and after, everything follows and continues to change. Make-up, Spa centres, beauty institutes, anti-wrinkles cream, hair cares, etc.
“Their interest for their appearance expresses in their point: thus, they are 64,6% to take care of their skin, 73,8% to attach importance to their hair, and 31,8% like trying novelties. In addition, 38,7% states they devote time to take care of themselves. Those figures are clearly higher for the men under than25 years old and decrease gradually with the age” ( Mowen,, 2007).
· Opportunities of the Market

The advantages of this market are real since it is accessible and opened on the growth (Hawkins, 2003).In fact, forecasts are optimistic but the results are above the foretold success. For instance, Clarins Men reached 170% of its objectives in 2002 18 by the fact that the average number of products bought by the men is higher that the women’s one. According to Christian Courtin from Clarins, men buy “well beyond their forecast, Men buy on average 4 products, against only two for women (Grunert, 1999). Another example is Biotherm Homme, the pioneer: its line counts 45 products. Between 1997 and 2002, this brand knew a growth of more than 250% ( Mowen, 2007).
It is true that the purchase from the men reaches unhoped-for proportions, but a demand without attracting cannot be a balanced market. This is why many brands of hygiene-beauty specialized in the female market launch a reserved range for the men in order to benefit from a market less encumbered, of a stronger growth, evolution of mentalities and to create a place in this market before being lagging behind. Indeed, some firms benefit from advantages before even catapulting themselves in the masculine care, because while being already present for the women, they enjoy a good reputation, therefore of a true credibility, an image of specialist and financial means the consequent ones.

· Forecasting

The market is booming and it will not cease evolving during these next years (Hall, 2002).The specialists predict each one their figure, but they agree on one point: this market is not only a fad, but well a new market with a strong potential which will be reinforced these next years.

In a medium-term, i.e. in five years, the specialists suppose that the male market for the care will account for 15% of the market for the women21. With regard to the longer-term forecasts, L’Oréal France considers that in fifty years, the number of male user of beauty cream will amount to 50% (one in every two men), whereas nowadays, it is just 21% and in 1994, it was just 4% of men who stated they used regularly face care products. A survey of Datamonitor, made in 2006, forecasts a world growth rate of 2,3% per year between 2005 and 2010 ( Kotler, 2007).
These rises will be due to several and various causes. First of all, the demand will grow thanks to the behaviour of new generations, which ones are more and more feminized and makes the taboos fall down. Moreover, the male is a particularly faithful target, therefore once convinced by the use, there will remain customer. With regard to the offer, the firms bring out new lines incessantly. The men will have only the power to choose. In some years will have a more important and more various offer.

3.2 The Market in Facts
3.2.1 The Global Men’s Cosmetics Market

The market of men cosmetic is absolutely not the rival of the women market because it represents only the fortieth of the feminine cosmetology (Doole, 2001). But, in spite of its modest size, this market is bound to a continuous and fast growth, which is a sizeable advantage.

3.2.2. The China Market of Men’s Cosmetics

Men’s cosmetics market is growing in China with market growth rate forecasted to surged to around 6% or much higher by 2008 (Churchill, 2007). To get a share of this newly emerging market, many cosmetic enterprises have been introducing men’s product lines, such as JC of Aupres, Glf of Shanghai Jahwa, Nivea men, Biore Men, etc. Presently, men’s cosmetic products are far more diversified and are no longer limited to shaving tools. Other products including cleansing products, moisturizers, essences, hair treatment products and fragrance etc. are now available (Shuguan, 2005).
However, compared with the market for women, men’s market is relatively small and the growth rate is much slower (Thomas, 1996). Currently, men’s cosmetics are only popular among the more affluent and fashion-conscious young men in big cities, while most of the men on the Mainland are still reluctant and do not feel the need to use cosmetics. More time and product education are needed for the perception to change and for the market to grow (Shuguan, 2005).
Chapter 4   Research Methodology

4.1 Introduction
This chapter outlines the framework and content of this research topic and the choice of research tools being used to gather information. It is the task of researchers to generate information on their implications to the final analysis of data. The research methodology used in this study is aimed at obtaining certain information and statistics from different sources to assist in understanding the motivation and customer behavior in men’s purchasing cosmetics. In fulfilling the objectives of this research, both primary and secondary data were gathered and generated by using deductive and inductive approaches, qualitative and quantitative approaches.
4.2 Method
4.2.1 Deductive and Inductive Approaches

A research can be deductive or inductive (Worthington, 2003).The inductive inquiry means that theories are developed from specific observations. A deductive inquiry is a model in which theories are developed on the basis of general principles (Angers, 1992).
As general principles were used to develop the first part of the study and for the theory, the adopted approach was a deductive one. Nevertheless, specific observations were also used thanks to the questionnaire: as a consequence, both of the approaches have been adopted (Angers, 1992).
4.2.2 Qualitative and Quantitative Approaches

A quantitative research is a method based on statistic data’s gathering via questionnaires or surveys, in order to know the general public tendency (Marieke, 2004). A qualitative research is the second research method, which evaluates information about opinions and values, at the contrary of statistic data (Burns & Bush, 1998).
To answer to the problem, the choice was to collect information about the global market in a first part, concerning the market’s history and its facts and its actors, and about the marketing mix (Blythe, 2000). The second part is about the consumer behaviour and then the theory is developed. To check the theory, a questionnaire has been made, to see what the global tendencies are.

As these statistic data have been used, the approach was quantitative. It was relevant to use a concrete survey to illustrate and to compare with the theory (Charles, 2001). Also, it is interesting to have proper and unique results, rather than use only already done surveys.

4.3 Type of Research

Exploratory research allows determining the best research design, data collection method and selection of subjects (
Haught, 1996). It is often in connection with secondary data collection or qualitative approaches. The results of exploratory research are not usually useful for decision-making by themselves, but they can provide significant insight into a given situation. Descriptive research describes data and characteristics about the population or phenomenon being studied. It is used for frequencies, averages and other statistical calculations (Kotler, 2007). The adopted approach for this survey is a descriptive one, because it is concerning the phenomenon of the men’s cosmetics consumption. Data and characteristics have been used, from secondary and primary data collection method. The aim of this study is to describe and analyse them in order to better understand this phenomenon (Burns & Bush, 1998).
4.4 Population and Sampling
Obviously, as the survey is about understanding the relationship between men and the

cosmetics world, the choice of focusing the questionnaires on men, and more especially on young ones was relevant.

At the beginning of the research, it has been decided to targets on chose for these male generally students or some one who under office working environment. However, as the research was going on, it has been discovered that this market is developing since more and more men’s cosmetics brand appear in the market, and some cosmetics brand just for women before also provide cosmetics for men now. And when we go to shopping mall, we can see lots men buy the product at the cosmetics counter. So I collected data from the two shopping malls in Singapore: Takashimaya and Vivo city. 

To sample is to use a subset of the population in order to represent the whole population. Probability sampling or random sampling is a technique in which the probability of getting any particular sample may be calculated. But, for the work, it has been decided to choose a non profitability sampling. Performing non profitability sampling is considerably less expensive than doing probability sampling, and the result have a limited value. The generalizations obtained from a non probability sample must be filtered through one’s knowledge of the topic being studied. The convenience sampling is one of non probability sampling, and is the one that was chosen for the survey. The members of the population are chosen based on their relative ease of access. Here, the sample size was set at 218 in order to obtain a good representative sample of male consumers of cosmetics. Respondents who answered that they have purchased, have some knowledge about, or are going to buy any cosmetics were evaluated as qualified samples. In the shopping mall, there were roughly 300-400 people approached and 110 of them agreed to participate in this survey.
4.5 Instrument/Technique to Collect Data

4.5.1 Secondary Data Collection

This concerns all data that have already been found by someone else, for a different purpose from you. Secondary data were used in the first and second part, concerning the global market of men’s cosmetics, and also when developing the theory about self-concept. To collect the secondary data, many sources were used. Firstly, some books of marketing and psychology were taken at the library in order to talk about self-concept theory, self-esteem and about the consumer behaviour in General.

Also, many really interesting articles from the Internet were found, about for instance the men’s cosmetics market in facts and figures, the offer and the supply, the link between cosmetics and self-concept (Grunert, 1999).
Finally, the university database has been used to find some information about social

construction of masculinity

4.5.2 Primary Data Collection

These concerns collect data by self using methods as questionnaires or interviews. The advantage is that the collected data is unique, so it gives all its importance to the work. Primary data is used in the third part. The technique chosen is a survey realized with the help of questionnaires (instrument). The purpose of the survey is to check if the theory is conforming to the research’s results (reality) (Zikmund, 2003).
· The Questionnaires
First of all, it should be precised that the questionnaire could have been more relevant if focus only on the “new men’s cosmetic product” rather than including the basics one (Brown, 2002). Indeed, we included products such as shaving foam, shower gel, deodorant that should not have been included for a consistent concern. Moreover, when talking about shower gel or deodorant, we are obviously convinced that most of men use it, but we were more thinking about products specificity made for men.

A questionnaire about a score (twenty) questions was built. It is a funnel-shaped questionnaire that is to say that it begins from the more general information such as the age and the nationality and then, asks questions about the consumptions habits of the respondents such as what kind of products they bought, the brand that they like, the budget, the place where they bought them, and finally, it finishes by questions about consumer behaviour: Why do they use or not cosmetic? Do they feel more self-confident or guilty by buying and using cosmetics?

At the beginning, the questionnaires had much more questions like: What cosmetics means for you? Or, questions about the purchase frequency, but was chosen to put them away because it seemed that it was necessary to ask direct questions, easy to answer. And moreover, the important purpose was to link it with the theory which is much more about the consumer behaviour and the self-esteem.

Another problem happened when building the questionnaire concerned the people who would use cosmetics and the one who would not. In fact, they had to be separated, but at the same time, some questions were relevant for both. And after some discussions, it was finally found how to organize the questionnaire for both targets.

The types of questions used were for the most “closed” questions but with a multiple choice which enable to guide the respondents to answers relevant for the link with the theory. All of the information found in the secondary data enables to build the question and the possible answers. Just a few opened questions were used for the age, the nationality and the budget.

· The Administration of the Questionnaires
Before everything, it was important to pre-test the questionnaire with ten or so persons in order to see if the analysis was relevant or not, and in this case, if it will be important to modify some questions. The pre-test was relevant. Often, people were surprised by the absent of perfumes in the answers. But, it was a thinking choice because perfumes for men, even if they are cosmetics, exist since a long time. And the survey is more about cosmetics such as skin cares, etc. that appear few years ago.

The questionnaires were administrated by two methods:

Besides going to shopping mall - Takashimaya and Vivo city to collect data, I also go to the different friends (male)’ houses and ask directly to fill out the questionnaires. And also by going to the university to attend some courses, questionnaires were given to the classmates. That is why the first question was about the age, in order to see directly if the respondent belongs or not to the sample. And if not, they were nicely thanked and putted out from the survey.
Mail survey is the most convenient and fastest way of survey questionnaire’s distributions and data collection, it is also the cheapest mean of gathering information and may give respondent privacy to answer the question honestly. This is important to ensure accuracy of the data collection (Kotler, et al., 1999). However, there is limitation to this method of research. Respondents may not be able to answer questionnaire via email due to different software versions and there may be risk of questionnaire distortion by respondents. Distorted data cannot be analysed. Some respondent may also left out questions that are ambiguous and time consuming to answer.

Using e-mail was very helpful. The questionnaires have been sent to friends in China and also to some classmates (male) from different countries. With all of these means, more than one hundred in total questionnaires were easily collected.

Chapter 5 Data Analysis & Findings

5.1 Introduction
This chapter aims to analyze the data collected from the survey and summarize findings. Despite the limitation of a small sample size, the responses give an interesting glimpse of the global men consumers’ customer behavior, motivation, attitude and opinions of cosmetic product and accompanying global cosmetic marketing.

5.2 Data Collection

The data information was collected through the questionnaire survey, phone or email survey, and face-to-face interviews were conducted with 218 male consumers from different countries. 
5.3 Data Analysis

The survey aims to check the theories about the customer behavior and more precisely others human motivation and self-concepts theories. The questionnaires leads to the following statement: the self image and the self esteem are of course improved by using cosmetics and those concepts are in fact the heart of the matter when try to analyse the customer behavour in this market. So this survey covered the aspects of respondents’ profiles, consumption habits and customer behavior on purchasing men’s cosmetic product. The finding and analysis are presented both in percentage form and figures.

5.3.1 Part I General Information

· Respondents’ Age Group
The majority of the respondents were between the ages of 18-25 years (47%). The second largest age group is between 26-30 years (32%), 12% of respondents were 31-40 years and the rest age group are less than 18 years (4%) and more than 40 years (5%). (see figure 4)
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                          Figure 4 Age Group

· Respondents’ Nationalities
Most of the respondents are Chinese (78%), some of them from China are well-represented (41%), some people from Singapore (26%), and some from Malaysia (14%) Then, there are people from Austria, USA, UK, Japan and Korea and other Europe countries such as UK, Italy, France, etc. (see figure 5) The research is mainly concerning Asia but it seemed to be interesting to have answers from non-Asia people in order to find a global tendency.
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Figure 5 Nationality
· Respondents’ Professions
By asking about the profession, although the majority of respondents are students (36%), the sectors of professional, manager, executive, and self-employed were also strongly represented with 22%, 13%, 14% respectively. Figure 6 describes the detailed distribution of professions.
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Figure 6 Professions
5.3.2 Part II Consumption Habits

· The Use of Men’s Cosmetic
By cosmetics, it means all hygiene, health and beauty products, from shower gel and shaving foam to mask and make-up. In this point view, 92% of the respondents are using cosmetics, whereas 8% do not. (See figure 7)
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Figure 7 The use of men’s Cosmetic
· Monthly Expense in Cosmetic

Most of the polled spend in average between $100 and $150 (31%), the following are $151-$200 (24%), $50-$100 (22%), there are 13% of the respondents monthly spend in cosmetic below $50, and the rest of 10% respondent spend more than 200. Among of the respondents, mostly is by student, as a consequence price is important for them but only because they do not want to spend too much in cosmetics. Nevertheless, some of them spend very important budget, it is another market segment: men who like to take care of themselves not only for medical reasons but also for beauty reasons. (See figure 8)
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Figure 8 Monthly Expense in Cosmetic
· Kind of Products Used
Concerning the products men use, the survey indicates the most popular are firstly the shower gel (78%), Purifying and cleansing product (42%), Hair care (36%), moisturizer cream (24%), then the shaving foam (23%) and the deodorant (23%). Products less used by men are make-up and anti dark circles and bags cream. (See figure 9) Remarks: there is not only one product they used, so sum it up the percentage will not equal to 1.
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Figure 9 Kind of Products used
· More Typical Product for Men

About typical products for men, most of people have answered shaving foam (41%), the deodorant (32%), and purifying and cleansing product (27%). This means that in their minds, men do not consider products such as make-up or mask as a product they can use without problem. These products are rather feminine ones for them. Also, it can be saying that after shave and shaving foam are obviously the most masculine because women can not use it, concerning the beard. (see figure 10)
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Figure 10 More typical product for men
· Time of Use

When be asked about the time of using cosmetic product, 28% of the respondents are using cosmetics since 5 years, 24% since 4 years, 27% of the respondents since 3 years, and 9% since 2 years, only 4% of the respondent just start to use cosmetic, there are 8% of the respondent using the cosmetic since more than 5 years. Here, the figure 11 is the illustration of the time of their using cosmetic.
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Figure 11 The time of use
· Most Popular Brands
The most popular brand is Cathby for Men with 34%, followed by L’Oréal with 21%. In third position, other brands, such as Adidas or national brands are found. Then, comes Biotherm with 13%, with Hugo 11%, and the last ones are Clarins and Shisheido. It is important to notice that some of the respondents are students; that is why the luxury and expensive brands are not very popular. They prefer buying simple but efficient products. (See Figure 12)
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Figure 12 Most Popular Brands
· Purchasing Location

About distribution, 82% of men buy their cosmetics in the shopping mall, some of them (54%) in superstores and the rest (28%) in perfumeries and drugstores. This is the same logic as the brands: products in superstores are cheaper and perfumeries are more seen as a feminine place. Concerning people who have answered “other places”, it can be said that they have other ways of getting products, as for example gifts. A new distribution channel is slowly developing: the Internet (18%). The figure 13 illustrated the purchasing location.
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Figure 13 Purchasing Location
· Purchasing Advisor

29% of the respondents’ purchasing advisor is advertisements, 24% of them said they dun have any purchasing advisor except themselves, 18% come from their male friends and 13% of them listen to their female friends (here it is not only considered the partner), 8% to their parents, and 3% to their doctor. The rest of 5% come from others but never specify it. As a consequence, the fact that most of men do not need advice from another person can be pointed out: here is the expression of the advertisements’ power, with the masculine press, TV spots, sponsoring and so on. Nevertheless, the friends’ advices are still important. (See Figure 14)
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Figure 14 Purchasing Advisor
· Most Important Characteristics for the Product

The first characteristic important for the respondents is the price (32%). Secondly, what is important in the purchasing behaviour is the brand (25%) and then the packaging (14%) and the features (21%). The less important characteristic is the product’s name (8%). About the brand, men are rather sensitive to the brand’s reputation and loyal. Once they are quite sure of the quality and efficiency of a brand, they do not change very often. Surprisingly, the packaging is only on the third rank, at the same place than the name. And finally, the product’s features are the characteristics which are the less important in the product’s choice. The figure 15 is the illustration the important characteristic for a cosmetic product.
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Figure 15 Important Characteristics for the product
5.3.3 Part III Motivation and Customer Behavior

· Reasons to Use Cosmetics
36% of the respondents use cosmetics in order to take care of their skin. 23% want to improve the image the others have of them, 3% use it for themselves, 13% to be more attractive, 23% to feel better, and finally 5% for medical reasons. What can be said is that men use cosmetics firstly for hygiene and health reasons. Still, they feel concerned by the image they give to others and they are aware of the cosmetics’ power to improve their physical appearance. In this case, the relationship to others is the most important; the physical appearance allows to be placed toward a group norm.

For those who have answered “for you”, this means that it is the relationship to the self which is the most important. Beauty is personal and what is important is the harmony body/spirit. Using cosmetics to feel better is about the physical condition.(See Figure 16)
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Figure 16 Reasons to use cosmetics
· Guiltiness to use Cosmetics
Almost 74% of the respondents do not feel at all embarrass to use cosmetics. About 21% feel a little embarrass, only 5% feel much, and no-one feel very much embarrass. Here it can be seen again the evolution of mentalities and of the market because there are not more many taboos about using cosmetics. Nowadays it is normal for a man to take care of him and to use adapted products. (See Figure 17)
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Figure 17 Guiltiness to use cosmetics
· Self Confident after Using Cosmetics
Almost a third of the respondents (30%) felt more self-confident thanks to the cosmetics, and 12% of the respondents felt more self-confident depends on the circumstances. To see that 32% of the respondents have answered “not at all” is quite surprising because, according to the researches, it has been seen that by improving the self-image through cosmetics, an individual can develop better his/her self-confidence. Thus, the conclusion is that maybe people respond without taking care or not sincerely, maybe because they are ashamed to admit that superficial things like cosmetics can help them to feel better in their body. Nevertheless, if the answers “rather yes” and “yes” are brought together, one third of the respondents agree with the statement that by using cosmetics they feel more self-confident and it confirm the theory. (See Figure 18)
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Figure 18 Self–confidence
· The Role of Cosmetics
This question aimed to determine rather if people use cosmetic for them or for the others. Basically, it can be said that 32% of the respondents felt neither improved self-image nor the image that other have of me, 23% of the respondents use cosmetic both to improve their self-image and to improve the image seen by the others, 28 of the respondents felt that improved my self-image by using men cosmetics and the rest of 17% respondents felt improved the image that other have of me by using the products. This statement can be easily linked to the theory since this question directly joins it: the use of cosmetics deals with the self esteem – since improving his self image improve the self-esteem in a short term – and the self image – depending on the others point of view. Therefore, the following question can be raised: “why are they using them?” It appears that those people seem to be using those products only for their well-being because they do not care about their image or what people think about them. They are completely out of the public sphere and they think about them first. (See Figure 19)
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Figure 19 The Role of cosmetic
· Cosmetic Industry
A large majority of the respondent (72%) thinks that the cosmetic industry is still more a women than a men area. It is interesting here to underline one thing: women were the pioneer in this market, it is logical that they are first assimilated to the word cosmetic. So far, it can be saying that the word cosmetic belongs to the women lexical field; it is not a masculine one. 24% of the respondents disagree with it, and 4% of them remain neutral. (See Figure 20)
[image: image18.emf]0%

50%

100%

 Do you think the cosmetic industry is more a women than a

men area?

Series1

72% 24% 4%

Yes No Not sure


Figure 20 Cosmetic industry
· Connection Between Virility and Cosmetics

This question can be linked with question twenty about homosexuality because it was relevant to determine here rather or not men were afraid of using cosmetics. It can be said here that the majority of the people disagree this statement but it is also quite visible that virility is call into question by the use of cosmetics. In fact, more than half of the people disagree that virility is affected by use of cosmetic products, 25%, 18% and 7% of the respondents are “rather agree”, “agree” or “totally agree” that show that the mentalities concerning the virility issue of the market are still present. (See Figure 21)
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Figure 21 Connection between virility and cosmetics
· Importance of Take Care of Self

According to more than 73% of the respondents, it is either rather or very important to take care of them. That can be easily understood since it was said before that the gap between masculinity and femininity is going down. Thus, men are no longer ashamed to say that they do take care of their skin and appearance. It is also interesting to underline that although 11% of the respondent do not use cosmetics, they do considered that it is important to take care of them; indeed, only 2% of the polled said that it was not important at all. (See Figure 22)
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Figure 22 The importance of taking care of self

· Reasons for Not Using Cosmetics
The last three questions are reserved for people who are not using cosmetics. It was important to know first the reasons why they were not using cosmetics. It can be said the main reason is because they estimate they do not need them (57% of the respondent), the second one is because they think the cosmetic products are too expensive and useless (24%). Follows by 16% of them is because they already used other products, but they didn’t further explain what is actually they used, the rest of 3% respondents is because they afraid of other’s reaction. (See Figure 23)
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Figure 23 Reasons for not using cosmetic
· Possibility to Change Mind
It cannot be said much about this question since more than half the respondent provide an optional answer for this question, there is 67% of the respondent gives ‘Perhaps’ to change mind, can change their mind have 18% of them and the rest of 15% of them say they could not change their mind. To sum up, the market is still submit to certain brakes and some customer will apparently never buy cosmetics. (See Figure 24)
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Figure 24 Possibility to change mind
· Reasons to Change Mind

Among the people who can change their mind, the main factor are for 32% of them felt that the price could make them change their mind, follows by 26% of the respondent chose environment changes, they said those factors of environment change may come from the culture, the social class and some personality factors, etc. there is 18% of the respondent chose age increases, the following are 13% of them chose advertising and the rest of 11% chose the packaging as a factor to effect them change their mind. Therefore, it could be said that a change in the advertising and packaging campaign can bring new customer on the market. Nevertheless, concerning the price, the problem is a bit more complicated since the range is already wide and contains all kind of prices. (See Figure 25)
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Figure 25 Reasons to change mind
5.4 Survey Finding and Implications

A survey is a systematic way of gathering information from a large number of people. 

All surveys and some experiments is simply a set of questions for the purpose of eliciting information. It can measure the following such as: (1) self-reported behaviour, past, present or intended; (2) demographic characteristics age, gender, income, education and occupation; (3) level of knowledge; (4) attitudes and opinions, etc.
The survey examined the opinion of the respondents on motivation and customer behavior of purchasing men’s cosmetic. This part aim to sum up the main ideas revealed by the questionnaires analysis and to better understand the customer behavior.

Above all, the sample is composed by male mainly aged 18 to 40. In this booming market, it as been observed that more than 90% of the target use cosmetics. The nationality of the mainly respondent is from China, Singapore and Malaysia. For the respondents’ professions, the majority is students, that is also as a consequence price is important for them but only because they do not want to spend too much in cosmetics, Most of the spend in average between $100 and $150. 

The survey indicates the most popular are firstly the shower gel, purifying, cleansing product, Hair care, moisturizer cream, then the shaving foam and the deodorant. Products less used by men are make-up and anti dark circles and bags cream because they are more belong to the female world. The majority of the respondents regard shaving foam is most typical product for men. For the time of they using cosmetic product, the longest is more than 5 years and only a few respondents just start to use it, and mostly of the respondents buy their cosmetics in the shopping mall.

Men cosmetics are seen as health and hygiene products and not as beauty tools. Indeed, most of the beauty product such as scrubs, mask, make up and so on are under used as compared to shaving foam for instance. The emergence of the men’s cosmetics is a fact but it should be precise that the kind of product they use -for a great majority – is still product with a strong men image.

Another very important aspect of the consumption is that the connection between the price and the quality is crucial. Indeed, it has been demonstrated that the most important factors for men are the price, the brand and the product features. Thus, it helps marketer to understand the reasons why the most popular distribution channel is the super stores where famous brand – synonym of quality in the people’s mind – are represented with accessible prices. The expensive brands such as Biotherm or Clarins are underrepresented in the sample since they do not respond to a price orientation and they are sold in perfumery.

Men are also paying more attention to their appearance and are becoming frequent purchasers of cosmetics, and toiletry products like shaving lotions, bath preparations, hair treatments, hair colors, and skincare products. In the survey indicated moisturizing cream and deodorants still make up the largest segment of the male cosmetic market, but their share has decreased as other segments — notably skincare and hair care — have become more important. 
The skin care products, Japanese, French and Swiss products are most popular.  Among the U.S. retail brands enjoy a strong market position. Many Asia consumers continue to turn to skin care products usually found only in professional beauty salons or products that dermatologists prescribe for treatment of age and sunspots.  They belief that these products are more effective than retail products and are willing to pay a premium as long as they are able to receive the desired results. The U.S. has a strong market position in this skin-care product segment.  For Hair products, hair coloring is common and widely accepted.  The influx of younger and male consumers of hair colorants fuels the growth of hair products in Singapore.  Hair salons use Goldwell, L’oreal, Wella, and Schwartzkop.  Japanese brands dominate the supply.  Procter & Gamble’s Vidal Sassoon, Pantene, Rejoice, Head & Shoulders, and Clairol are the market leaders in the retail hair products sector.  Johnson & Johnson, Neutrogena, Revlon, Freeman, and Wella are the other popular brands.   In the professional hair products sector, American brands are also the market leaders, with brands like Paul Mitchell, Sebastian, Tigi, Matrix, Nioxin, and Redken.  Wella, Schwartzkop, and L’oreal are the other major suppliers of professional hair-care products. For bath preparations and soaps products, many male consumers have shifted away from traditional products such as bar soaps and bath salts to liquid soaps and bath additives. And for Perfumes and fragrances products, the brand is the most important factor affecting Asia consumer purchasing decisions for perfumes.  Brands associated with clothing designers such as Calvin Klein, Kenzo, Issey Miyake, Marc Jacob, Donna Karan, and Giorgio Armani, tend to sell better than mass-market fragrance products.  There is also a preference for lighter and floral fragrances and perfumes.  There is very little demand for body sprays.  Many Chinese males prefer to use deodorants to perfumes.

This research demonstrates that a high proportion of men are very involved in the process of choosing their own cosmetic products. More than half say that they are responsible for both choosing and purchasing these items. Almost a further quarter say that, although they usually leave the actual purchasing to someone else in their household, they usually give instructions as to which brands, and which particular products, they would like. Fewer than one in five leave the whole process of choosing and purchasing the cosmetic they use to someone else in their family.

The emergence of this full market gave men a real autonomy when they buy cosmetics. It has been indicated in the survey before that advertisement and some other media channel had a great influence on the way men purchased cosmetics. This tendency is certainly true nowadays but they are more independent that they used to be. Their principal purchasing advisor is themselves. Thus, it can be advanced that thanks to advertisement, men are more aware of what is happening on the market, the role of women decrease slowly: advertising can now play a full role in the purchasing process. Apart from hygiene reasons, men are mostly using cosmetics “for them” and to “improve the image people see of them”. As the survey indicated, Mostly respondents believed using cosmetics is in order to take care of their skin, and some of them want to improve the image the others have of them, some of them want to be more attractive, and some for to feel better. Their self confidence is also improved: that lead to the idea that the individualism is a core concept when talking about cosmetics. “Improving my self image and the image I show” means being focus on the self. This statement sum up the 2 main streams of the theory: improving the self image (his own self image is dependant on the image a person sees and the image he gives) and therefore the self esteem through cosmetics.
5.5 Method of Verification
Face to face interview allowed me to explain to the respondents the objective of the survey questionnaire and to clarify any doubts they might have during the interview. 

List below are some of the encounters shared by respondents:

A student from university shared with me that some sensitivity to men's ideas about makeup. Unlike women, most men don't want to talk about makeup, don't want to go out in public to shop for makeup and don't know how to use makeup. 
Men like products -- especially ones they might consider vanity products -- that look, smell and feel masculine, says a sales manager from fashion industry strongly agrees modern packaging also is very important.
An engineer from electronics manufacturing company felt that more men who are concerned about their appearance for personal and professional reasons will be adopting a similar morning ritual. Some companies are betting on that, too.
Men are more "rational" in their shopping habits than women, says by a director of marketing in cosmetic product. "They want no-fuss, convenient products. They have greater loyalty to things they like. They have a rational attitude, they want good quality and won't pay for fluff."

An IT professional officer said his girlfriend bought him eye gel and moisturizer. At 32, he wants to keep wrinkles from forming and has tried facial moisturizers. Still, he isn't ready to start using concealer or makeup.
A designer from fashion industry says more and more men using cosmetic not only a mark of self-respect but also a mark of attention to relatives, partner or family, friends and colleagues too.
Majority of the respondents believe physical attractiveness was important for power and success on the job, they felt that improving one thing about their face would help their career and they agreed that if they had a more youthful appearance it would positively impact their job success. A sale representative from insurance industry agreed with the statement, “I use my personal appearance to my advantage in getting things accomplished on their job”, and he says: “I at least spend 30 minutes in the bathroom in the morning and 45 minutes before going out at night”.
Chapter 6   Conclusion 

6.1 Conclusion
The purpose of this research was to understand the consumer behaviour in the men’s cosmetics market and to explain in why it has such evolution. The work was focused on the demand that is to say the customer and not the offer (products and companies). This research tried to identify the relationship existing between those men and the cosmetic’s world.

Firstly, with a market analysis, the evolution and the boom of this market since 2001 was described. The different actors that had influence on it and several points of the marketing mix were presented. The facts and figures found in this area demonstrate that this market is not just a fashion phenomenon.

In a second part, the research was focused on the consumer’s behaviour. What is pointing out is the fact that there is today an important evolution in mentalities, and by the same way, that social standards are moving. Men and women, especially in developed countries, do not have the same place in society than before. Many taboos which were considered as brakes are no longer relevant and even if they do not disappear, they do not seem to affect the buying behaviour of men. Purchases of cosmetic products no longer call into question their virility, associating them to a female, effeminate or homosexual universe. Nowadays, men are more conscious of their body and the need to conform to the injunctions of youthfulness, healthiness, and thinness.

Then, the consumer behaviour was explained and analyzed through: (1) The definition and shape; (2) The four environment factor including cultural, social, personal, and psychological factors. A consumer’s buying behavior is influenced by cultural, social, personal, and psychological factors;  (3) Some other theories of customer behaviour such as Sigmund Freud’s theory, Abraham Maslow’s theory, and Frederick Herzberg’theory, these theories helped us to better understanding of human motivation and carried quite different implications for consumer analysis, (4) and Self-concept theories with self-esteem and self-image. Each of us has a "self-image," a perception of how we believe we look to others. People who are happy with their self-image are more likely to be self-confident, effective in work and social situations, and comfortable in their relationships. Those who are dissatisfied tend to be self-conscious, inhibited, and less effective in activities.

Cosmetics encourage and promote a strong, positive self-image. Even a small change on the outside can create an extraordinary change on the inside, and enable an individual’s self confidence to flourish. As looking better physically, self-image is improved. The fact is that by improving our self-image, we improve our self-esteem. Indeed, most of advertisings are selling the idea to attract women, to increase sex appeal and sexual success, thanks to a beautiful skin, a nice smell or a tanned face. All those concepts are important to develop a high self-esteem. Steps by steps, men became aware of the fact that, by improving their self image through cosmetics products, they can help themselves to develop their self-esteem and in this way, it will be easier for them to get a better social integration

A number of lifestyle trends — including a growing willingness by men to spend both time and money on their appearance and increased activity within the men's magazine market — have favoured the men's cosmetics market. At the same time, however, demographic trends have worked against it, with a decrease in the number of younger men, particularly within the key 25 to 35 age group, in the survey also indicated this age group in cosmetics market.

Despite population change, the market has continued to show good year-on-year growth, which can be attributed to strong new product development (NPD) and to the fact that companies have improved their understanding of how to market cosmetics products to men. Much attention has been paid to the retail environment for men's toiletries and fragrances; high-street and multiple retailers have put effort into trying to find the right way of presenting the products so that men are comfortable purchasing them.
At last, in a third part, the work was focused on empirical data: To what extent the theory that was found were relevant with the reality? For that, it was chosen to administrate 200 questionnaires to men in Singapore, but came from different countries. In matter of fact, the answers are in accordance with the research and the mentalities are ready to welcome the Men’s cosmetics.

A motivation and customer behaviour study on the purchase of cosmetics for men, the potential outcome of this research is for the cosmetics market, the one want marketing to men. Men are a true market niche. They are becoming more interested in skin and body care, yet there still is a lot of room for building awareness. They are interested but not necessarily embracing it yet. When the marketer read this research, I hope them to find out: which social class men pay attention at cosmetics, and what is their want from cosmetics. From this research, the cosmetic marketer can know more about the metrosexual group, and customer’s motivation and behaviour. 
Since men are not as sophisticated as woman in the area of personal care, educating them through the media, cosmetics marketer can make a strategy video fro their potential customer, play at publish, then will help men become more aware of their options and be more comfortable with making change in their mind to purchase men’s cosmetics.

 6.2  Limitations of Study

This study has its own limitations. Besides investigating the respondent themselves’ factors, other factors influencing success may need to be examined. To look at success in a more meaningful way, other factors such as individual, environmental and other external factors need to be investigated. To provide a realistic basis for assessing the research findings, four main limitations in this study are highlighted and explained. 

·  Human Subject

Many of ethical principles (for example, laws to protect the confidentiality of data and the privacy of the individual as physical and mental discomfort) do impose limitations on this kind of studies.

Physical and mental discomfort of subjects may affect the completeness of the survey, the length of testing periods, and the research questions investigated. In this study, nearly 120 male consumers refuse to participate in this study and 17 questionnaires were not adequately completed. 

· Complexity of Research Problems

The respondents involved are complex human beings and they actively select he elements to which they choose to respond to. Further more, different individuals process ideas differently.

· Lack of Previous Study
So far, there are no publications in the forms of a market research done in this sector. Information search was tedious, as it was not easy to locate or find the much needed information. 

· Small Sample Size

Some constraints, such as time and distance, presented some difficulties to the research process of this study. The sampling scope of the research was only confined to a few cities in China. There will inevitably be limitations imposed on realistic responses. However, this study may provide a basis for future research in related subjects of interest. 

· The New Subject

The men’s cosmetics market is still too young to find some deep surveys on it. As a consequence, it has been difficult to find some theories viable only for men; a connection with surveys already done about women’s cosmetics was necessary.
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APPENDIX

Appendix I
Survey About A Motivation and Customer Behavior on the 

Purchase of cosmetics for Men
Dear respondent, 
I am currently doing an academic research study on men’s cosmetics market in Singapore while pursuing the master degree of in Business Administration (Marketing) by Newcastle Business School. The purpose of this survey is to find out and better understanding of a motivation and customer behavior in men’s purchasing cosmetics. All responses are strictly confidential. Your responses and suggestions would guide me in some key analysis.

I am grateful and appreciate for your help if you could kindly assist in my research by completing this survey. A good response rate on this questionnaire is important, as I need to discover the underlying motives. Please be assured that all information collected from this survey are use for sole academic purposes and will be kept in strict confidence.

Thank you for your invaluable time and assistance in participating in this survey.

Yours Sincerely, 

Chi Di

Appendix II
Questionnaire

Part I   General Information

1. Which age group do you belong to?
· Between 15 to 19 years old

· Between 20 to 24 years old
· Between 25 to 29 years old
· Above 30 years old
2. What is your nationality?

· Chinese

· Singapore

· Malaysia

· Australia

· America

· Japan

3. What is your profession?
· Student
· Executive Professional
· Manager

· Executive

· Others, please specify ___________

Part II   Consumption Habits
4. Do you use any cosmetics?

· Yes

· No

(If “no”, go directly to question 20)

5. How much do you spend in average each month?

· Below $50

· $50-$100

· $101-$150

· $151-$200

· $200 Above

6. What kind of products do you buy?

· Moisturizing cream

· Shower gel

· Shaving foam

· Deodorant

· Purifying and cleansing product

· Hair care

· Tanning cream

· Anti wrinkles cream

· Scrub

· Anti dark circles and bags cream

· Mask

· Make-up

· Cover stick

· Others, please specify: ____________

7. Which are for you more typical for men?

· Moisturizing cream

· Shower gel

· Shaving foam

· Deodorant

· Purifying and cleansing product

· Hair care

· Tanning cream

· Anti wrinkles cream

· Scrub

· Anti dark circles and bags cream

· Mask

· Make-up

· Cover stick

· Others, please specify: ____________

8. Since how long do you use them?

· 1 year

· 2 years

· 3 years

· 4 years

· 5 years

· Since more than 5 years 

9. Which brand do you like best?

· L'Oréal
· Hugo

· Boss

· Clarins

· Shisheido

· Cathby

· Biotherm
· Others, please specify: __________

10. Where do you buy them?

· Super store

· Perfumery and drugstore

· Internet

· Others, please specify: __________

11. Who is your purchasing advisor?

· Female friends

· Male friends

· Yourself

· Doctor

· Parents

· Advertisement

· Others, please specify: _________

12. What do you look first when you buy a cosmetic product?

· The price

· The packaging

· The brand

· The features

· Others, please specify: ___________

Part III  Motivation and Customer Behavior

13. Why do you use cosmetics?

· To take care of your skin

· To feel better

· For medical reasons

· To be more attractive

· For the image people see of me

· Others, please specify: ___________

14. Does it make you feel shy or guilty to buy and use cosmetics?

· Not at all

· A little

· Much

· Very much

15. Do you feel more self confident after the use of cosmetic?

· Not at all

· Rather Yes

· It depends of the circumstances

· Yes

16. By using men cosmetics, do you think:

· I improve my self-image

· I improve the image that other have of me

· Neither one nor the other

· Both

17. Do you think the cosmetic industry is more a women than a men area?

· Yes

· No

· Not sure

18. “Virility is affected by use of cosmetic products”, do you agree?

· Disagree

· Rather agree

· Agree

· Totally agree

19. Is it important for you to take care of yourself?

· Not at all

· Rather important

· It depends on the circumstances

· Very important

The following three questions are only for the people who are not using cosmetics.

20. What are the reasons why you are not using?

· I do not need them

· I am using other products

· They are expensive and useless

· Afraid of the other people’s reactions

· Others, please specify: _____________

21. Could you change you mind in the future?

· Yes

· No

· Perhaps

22. If yes, what could make you change your mind?

· The price

· The packaging

· Advertising

· Age increases

· Environment changes

Appendix III
Figures

Figure 1  An example of Hoyu hair dyeing advertising
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Figure 2  An example of Lancôme’s advertising
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Figure 3  An example of Biotherm Homme Advertising
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Figure 4  An example of Nivea for Men Extra Moisturizer Advertising
[image: image27.jpg]e

~ SENSITIVE SKIN? | ™=




Figure 5  An example of L’Oreal Men Expert Fat Fight Advertising
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Others Theories:


Freud’s theory


Maslow’s theory


Herzberg’s theory


Self Concept theories








Individual Differences:


Consumer Resources


Motivation and Involvement


Knowledge


Attitude


Personality, Value and Belief








Environment Factors:


Cultural factor


Social factor


Personal factor


Psychological factors








Customer Behavior
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