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ABSTRACT

Bezwiy ard skin care has been an interesting and emerging mierest of alll the bumam
beimes since stone age. Even though wemen are mestly associated with this comoep?
men are incressingly adopsing to the irends in keauty and skin care needs. This trend
has created a rapid growth in skin care industry.

Examine the study en determinant factors and purchese imtention of skin care producis
off Kandly district skim care industry is the mzin objective of this study. A varkty of
litezaure iin the particular fields was gathered in erdes to identify specific elements of
influence factors of purchase intemtion of skin care produwct.

The majority of the arlicles were gathered usimg well-smstured questionnaire. The
samele comprised of 200 male znd female skin care wsers wio lives in Kandy districh.
The data znalysis carried out using SPSS 19.0 vihere & fecior analysis wes Tnitially
canied out to measurs Relizbillity and Validity of the study. Next examine dspree of
their associstion with the purchase intentizn by conducting regression zmalysis and
how verious influense factors affect someone’s purchase infembion of siim care

praduocts.

Aocerding to the enalysis personal vasiable bas the major imfluence om skin care
purchase intention and past experience, pereeived behawioral ozniral and subjeciive
rorms have a positive imfluznce on skinare purchase intzrtion.

Firallly the study corcludes that there is no any vary by gmllng 1o the influence faciors
of slkim care purchase interion., with reference to Kandy distriet skin cars indestry.
e

-

1
F.



LIST OF CONTENTS

Page
[No
Acknowiedgment I
Abstrart i1
List of Contents 11
Lzst iof Tables: X
List of Figures. X1
CHAPTER 01 INTRODUCTION ‘nt-m
1.1Backgrzund of the Study I
1.1.1 Global Skin Care Markes 3
1.1.2 Skin Care Madket in Sri Lanka 3
1.2 Problem Beckground 5
1.2.1 Are cosmetics a gender relzied prodoct ; 5
122Women's Vs. Men's Skim Care Markes ! = 5
123Skin Care Products and Gender Relation _‘ e ) 5
1.3 Research Question Y }’ | 7
1.4 Research Objective ‘ ) e
1 Sigaficanof the Stacy ‘ sl T
1.6 Scepe of the Stady ' : 9
1.7 Duiline of the Snidy | . 10




CHAFTER @2 LITERATURE REVIEW
2 limtrodustion
22 Cosmetic
23 Skn Care Praduncts
2.4 Diffferences Between Cesmetics and! Skin Care
2.5 Defimitions of Viariables
25.1 Personall Variables
252 Subjective Norms
2.5 3 Perceived Behavicral Comtrol
.54 Past Experience with the Product
255 Purchasz [nfention
2 5.6. Demographic Factors

‘ﬂ.ﬁ&mm}'

11-24

11

13

13

14

Y4

1

& & & 8§



3.3.1.3 Phyvsical Aftreciiveness
332 Subjesiive Noms
3.3.2.1 Oipimuon of others
33272 Reltion [nflorres
3.3.2.3 Encoursgement
3.3.3 Perceived Behavizral Comtrol
¥2.3.1 Possibaliy
5332 Ease off use
5333 Purchasime Powes
3.3 4 Past Experience
%3.4.1 Loyalty
3.4 Definition of Dependen: varizble
3.4.1. Purchase Intention
341 18elE [mbzmest
3412 Willingness
3.4.13 Indiividiuall Effiort
3.4.1.4 Post Purchase:
3.4.1.5 Material Used
2.5 Formuikation of Hypaethesis
335.1 Parsoral Fectors (Hypothesis 6Ly

3.5.2 Subrjective Womms (Hypothesis 012)

4

30

K |

31

31

3

Kl

32

34

34

34



3.53 Perceived Behavieral Control (Hypothesis 03)
3.5.4 Past Experience with the product (Hypathesis 04)
3.6 Operationzlization
3.7 Summary

CHAPTER ¢4 RESEARCH METHODOLO

3.1 Tntnodhecticn
42 Research Desigm
43 Purpose of the Study
4.4 Extent of Researches Interference
4.5 Study Setring
4.6 Unit off Amalysis
4.7 Method of Dta Collecrion
47.1 Primary Dasa Collection  —
4.8 Sample Design
481 Popalation
483 Sempling Technique
484 Sample Size
49 Deta presentztion and date znaliysis
491 Mesthod of Data presentation 4

4932 Mesthod of data analysis andl evaluation

& &8 8 & 8 £ 8 & & ¥ & 4

e



4.10 Surmrmery
CHAPTER 05 DATA PRESENTATION AND ANALYSIS
3.1 Imtroduction
52. Analysis of Validity and Reliahility
32.] Validaty
522 Test of Relizbility
5.3 Analyzing the Sampling Profile
53.1 Filtering Quession
5322 Gender Compositien
5.3.3 Ap= Compaosition
5.3.4 Averape Montinly Income of the Respondants
5.3.5 Edneationa] Lewel

3.3.6 Marital Statos

5.3.7 Averaze Monthly [Empmdﬁumem Skim Care Prodocts-

3.3.8 Buyer of the Skin Czre Products -
5.3.9 Place of Purchass
5.3.10 Usageof Skin Cars Prodncts
5.4 Factors for Using Skin Care Products -
3.5 Difference lbetween Genders and purchass imfention
3.5 Aralysis of Varizbles through Resression

74.1 Personall Factiors

4

49

wll}

51

]



5.6.2 Subjective Norms

5.6.% Perceived Behavioral Comtral

)
64
5 6.4 Past Experierce with the Product 6%
6%

5.7 Multsple Regression Model

CHAFTER 86 DISCUSSION 7076
6.1 Introdaction 70
62, Discussion on Consumption Data and Personal Information ‘ﬁ:
6.3. Discussion on the facters for Usimg Skin Care Products: il

ﬁ4mmmmmmmsmmm el

W

73

74

= 75

lie Regression Aralysis " 7
¢7 CONCLUSIONS AND RECOMMENDATIONS + _ 78-84

“ 'y
e 7%
- . #

s 7R

. v - -

Oibjeciive One D

i -
Ojective Two S g1



7:4 Implication
7.5 Researsh Limitations and Further Research Aress
- 76 Summary
Appendix - |- The Questionnaires used for the stady
¢ - IE- The Outpat of the Analyses

i

@ 8 % £ B8 B



