FACTORS AFFECTING ON COSMETIC BRAND CHOICE:
A STUDY OF NEPALESE FEMALE TEENAGERS

By:
Manisha Tiwari
T.U. Regd. No. 7-2-546-72-2009
2" Year Exam Symbol No.: 2630011

Janamaitri Multiple Campus

A Thesis Submitted to:
Office of the Dean, Faculty of Management

Tribhuvan University

In Partial Fulfilment of the Requirement for the Degree of
Master of Business Studies (MBS)

Kathmandu, Nepal
August, 2018



RECOMMENDATION
This is to certify that the thesis
Submitted by:

MANISHA TIWARI

Entitled:
FACTORS AFFECTING ON COSMETIC BRAND CHOICE:
A STUDY OF NEPALESE FEMALE TEENAGERS

has been prepared as approved by this Department in the prescribed format of

the Faculty of Management. This thesis is forwarded for examination.

Vimal Gurung Meera Pradhan Bholanath Ojha
(Thesis Supervisor) (Head of Research Department) (Campus Chief)



DECLARATION

I, hereby, declare that work done in this thesis entitled “Factors Affecting
Cosmetic Brand Choice: A Study of Nepalese Female Teenagers”
submitted in partial fulfillment of the “MBS degree of the faculty of
management, Tribhuvan University” is my own original work carried out the
supervision of “Janamaitri Multiple Campus” and has not been submitted
anywhere for the award of any other degree or commercial purpose. In keeping
with the ethical practice in reporting scientific information, due
acknowledgements have been made wherever the findings of others have been

cited.

Manisha Tiwari
T.U. Reg no.7-2-240-220-2006



VIVA-VOCE SHEET
We have conducted the viva —voce of the thesis presented

By:
MANISHA TIWARI

Entitled:
FACTORS AFFECTING ON COSMETIC BRAND CHOICE:
A STUDY OF NEPALESE FEMALE TEENAGERS

And found the thesis to be the original work of the student and written
according to the prescribed format. We recommend the thesis to be

accepted as partial fulfillment of the requirement for the degree of

Master of Business Studies (MBS)

Viva-VVoce Committee

Head, Research Department ...

Member (Thesis Supervisor)

Member (External Expert)



ACKNOWLWDGMENTS

As the partial fulfillment of the requirements of Master’s of Business Studies
(M.B.S.), a thesis entitled “Factors Affecting Cosmetic Brand Choice: A
Study of Nepalese Female Teenagers” has been prepared. During the course,
I worked with sincerity, honesty and diligently, as far as possible. But beside
my continual efforts, | also got unforgettable support from different people and
parties. | am extremely grateful and overwhelmed by their support while

completing my work.

First of all, 1 would like to express my sincere gratitude to my thesis supervisor
Vimal Gurung who has guided me and provided suggestions to complete this
research. He has been very supportive throughout the research without his
suggestions and support this research would not have been completed. | am
also grateful to the Janamaitri Multiple Campus team for their continuous
support in my research. | would like to extend my sincere thanks to my
colleagues at Janamaitri Multiple Campus who have supported me in my

research.

| also extend my thanks to Santosh Pokharel & Saara Parajuli, for their
assistance in preparing research questionnaire and helping me throughout my
research work. |1 would like to thank all the respondents who showed their
participation to fill up my questionnaire and helped me by providing the
feedback on the questionnaire. Lastly, | would like to give special thanks to my
parents, who were there as my back support throughout my academic period.
My gratitude also goes towards the entire Janamaitri Multiple Campus family

for their support.

Manisha Tiwari

Janamaitri Multiple Campus



TABLES OF CONTENTS

Page No.
Recommendation i
Viva-Voce Sheet i
Declaration ii
Acknowledgment \Y
Tables of Contents v
List of Tables viii
List of Figures IX
Abbreviation X
CHAPTER: ONE INTRODUCTION
1.1 Introduction 1
1.2 Statement of the Problems 4
1.3 Objectives of the Study 6
1.4 Limitations of the Study 6
CHAPTER: TWO REVIEW OF LITERATURE
2.1 Brand 8
2.1.1 Characteristics of Successful Brand 10
2.2 Brand Equity 11
2.2.1 Brand Loyalty 13
2.2.2 Brand Awareness 14
2.2.3 Perceived Quality 14
2.2.4 Brand Associations 15
2.3 Branding 16
2.4 Brand Management 18
2.5 Consumer Buying Behavior 19
2.6 Customer Satisfaction 21
2.7 Defining Teenagers 22

2.8 How do Teenagers Perceive Brand 22



2.9 Cosmetics Market in Nepal
2.10 Female and Cosmetics
2.11 Brand Choice
2.12 Factors Affecting Brand Choice
2.12.1 Quality of Product
2.12.2 Price
2.12.3 Location
2.12.4 Advertisement
2.12.5 Group Influence
2.12.6 Brand Credibility
2.12.7 Brand Awareness
2.12.8 Celebrity Endorsement
2.13 Theoretical Framework
2.13.1 Dependent Variable
2.13.2 Independent Variable
2.13.2.1 Social Factors
2.13.2.2 Psychological Factors
2.13.2.3 Marketing Mix

CHAPTER: THREE RESEARCH METHODOLOGY
3.1 Introduction
3.2 Data Collection Procedure
3.3Population and Sampling Method
3.4 Sources of Data
3.4.1 Primary Data
3.4.2 Secondary Data
3.4 Data Collection Instrument
3.5 Reliability and Validity
3.6 Statistical Analysis Plan

24
25
26
27
29
30
31
31
32
33
34
34
35
36
36
37
37
37

39
39
40
40
40
41
41
42
42



CHAPTER: FOUR DATA PRESENTATION AND INTERPRETATION

4.1 Introduction 44
4.2 Respondents Demogra 44
4.2.1 Academic Qualification of the Respondents 45
4.2.2 Occupation of Respondents 45
4.2.3 Average Family Monthly Income of Respondents 46
4.2.4 Frequency of Buying Cosmetic Products 47
4.2.5 Average Monthly Expenditure on Cosmetic Products 48
4.2.6 Cosmetic Buyer of the Respondents 49
4.2.7 Reason for using Cosmetic Products 50
4.2.8 Types of Cosmetic Products used 51
4.2.9 Evaluation of Different Cosmetic Brand before Purchasing 52
4.3 Descriptive Analysis 53
4.3.1 Cosmetic Brand Choice 54
4.3.2 Social Factors 55
4.3.3 Psychological Factors 57
4.3.4 Marketing Mix Factors 58
4.4 Hypothesis Testing 60
4.3.1 Social Factors and Cosmetic Brand Choice 60

4.3.2 Psychological Factors and Cosmetic Brand Choice Brand Choice 61
4.3.3 Marketing Mix Factors and Cosmetic Brand Choice 61
4.4 Discussion 62

CHAPTER: FIVE SUMMARY, CONCLUSION AND RECOMMENDATIONS

5.1 Summary 65
5.2 Conclusion 68
5.3 Recommendations 70
Bibliography

Appendix



Tables No. Title

4.1
4.2
4.3

4.4

4.5

4.6

4.7

4.8

4.9

4.10
411
4.12
4.13
4.14

4.15
4.16

5.1
5.2

LIST OF TABLES

Distribution of Respondents Based in Academic Qualification
Distribution of Respondents based on Occupation

Distribution of Respondents Based on Average Family Monthly
Income

Distribution of Respondents Based on Frequency of Buying
Cosmetic Products

Distribution of Respondents based on Average Monthly
Expenditure on Cosmetic Products
Distribution of Respondents based on Cosmetic Buyer

of the Respondents

Distribution of Respondents based on Reason for using Cosmetic
Products

Distribution of Respondents based on Types of Cosmetic
Products used

Distribution of Respondents Based on Frequency of Evaluation of
Cosmetic Brands

Descriptive Statistics of Cosmetic Brand Choice

Descriptive Statistics of Social Factors

Descriptive Statistics of Psychological Factors

Descriptive Statistics of Marketing Mix Factors

Correlation between Social Factors and Cosmetic Brand Choice

Correlation between Psychological Factors and Cosmetic
Correlation between Marketing Mix Factors and Cosmetic Brand

Choice
Descriptive Analysis of Study Variables
Summary of Hypotheses Testing

Page No.

45
45

46

47

48

49

50

51

52
54
56
57
59
60
61

61
66
67



Figures No. Title Page No.
4.1  Academic Qualifications of Respondents 45
4.2 Occupations of Respondents 46
4.3  Average Family Monthly Incomes of Respondents 47
4.4 Frequency of Buying Cosmetic Products 48
4.5  Average Monthly Expenditure on Cosmetic Products 49
4.6  Cosmetic Buyers of the Respondents 50
4.7  Reasons for using Cosmetic Products 51
4.8  Types of Cosmetic Products used 52
4.9  Evaluation of Different Cosmetic Brands before Purchasing 53
4.10 Respondents level of Agreement towards Cosmetic Brand Choice 54
4.11 Respondents Level of Agreement towards Social Factors 56
4.12 Respondent’s Level of Agreement on Psychological Factors 57
4.13 Respondent’s level of Agreement towards Making Mix Factors 59

LIST OF FIGURES



ABBREVIATIONS

e.g. For example

Max Maximum Value

Min Minimum Value

S.N. Serial Number

SPSS Statistical Package Social Sciences Software
Std. deviation Standard Deviation

T.U Tribhuvan University



	RECOMMENDATION
	Submitted by:
	VIVA-VOCE SHEET

