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ABSTRACT Original Research Article 
The skincare industry in India has witnessed rapid growth driven by increased 

consumer awareness of skin health and aesthetics. This study investigates the 

comparative impact of traditional and modern marketing strategies on consumer 

purchase decisions within this industry. Traditional methods, such as television 

and print advertising, have historically dominated marketing efforts. However, the 

rise of digital technologies has introduced modern strategies, including social 

media marketing, influencer collaborations, and content-driven marketing. The 

research utilizes a quantitative approach, analyzing survey responses from 1,000 

Indian skincare consumers to understand their exposure to various marketing 

strategies and their subsequent purchase behaviors. Findings indicate that while 

traditional marketing retains a strong influence, digital channels are more effective 

at fostering engagement, particularly among younger demographics. The study 

provides insights into optimizing marketing strategies, suggesting that an 

integrated approach combining both traditional and digital methods may yield the 

best results for skincare brands seeking to engage and retain their target audiences 

effectively. 
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INTRODUCTION 
The skin care industry in India has experienced 

significant growth in recent years, driven by increasing 

consumer awareness of skin health and aesthetics. As the 

market continues to expand, companies are faced with 

the challenge of effectively reaching and influencing 

consumers to drive sales and brand loyalty. Traditional 

marketing strategies, such as print and television 

advertising, have long been the cornerstone of marketing 

efforts in the industry. However, the rapid proliferation 

of digital technologies and social media has led to a shift 

towards modern marketing approaches, including social 

media marketing, influencer partnerships, and online 

content marketing. 

 

Despite the growing importance of modern 

marketing, there remains a lack of understanding about 

the relative impact of traditional and modern marketing 

strategies on consumer purchase decisions in the Indian 

skin care industry. While traditional marketing methods 

have been honed over decades, modern marketing 

approaches offer new opportunities for engagement and 

persuasion. Yet, it is unclear whether these new 

strategies are more effective in driving consumer 

behavior. 

 

This study aims to investigate the comparative 

impact of traditional and modern marketing strategies on 

consumer purchase decisions in the Indian skin care 

industry. By exploring the influences of both traditional 

and modern marketing approaches on consumer 

behavior, this research seeks to provide valuable insights 

for skin care companies seeking to optimize their 

marketing strategies and effectively reach and persuade 

their target audience. 

 

LITERATURE REVIEW 
The impact of marketing on consumer behavior 

has been extensively studied in the literature. Traditional 

marketing strategies, such as print and television 

advertising, have been shown to influence consumer 

attitudes and behaviors (Kotler et al., 2009). However, 

the rise of digital technologies and social media has led 

to a shift towards modern marketing approaches, 

including social media marketing, influencer 

partnerships, and online content marketing. 
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Research has demonstrated the effectiveness of 

modern marketing strategies in reaching and persuading 

consumers. Social media marketing, for example, has 

been shown to increase brand awareness and engagement 

(Hutter et al., 2013). Influencer marketing has also been 

found to be effective in driving consumer behavior, 

particularly among younger consumers (Chung et al., 

2019). Online content marketing has been shown to build 

trust and credibility with consumers, leading to increased 

loyalty and advocacy (Hansen et al., 2011). 
 

However, other studies have raised questions 

about the effectiveness of modern marketing strategies. 

Some research has suggested that consumers are 

becoming increasingly resistant to digital marketing 

efforts, with many using ad blockers and avoiding online 

advertisements (eMarketer, 2020). Additionally, 

concerns about data privacy and the use of personal data 

for targeted marketing have led to increased scrutiny of 

modern marketing practices (Culnan & Bies, 2003). 
 

In the context of the skin care industry, research 

has shown that marketing efforts can influence consumer 

behavior and drive sales (Liu et al., 2019). However, 

there is a need for further research on the comparative 

impact of traditional and modern marketing strategies in 

this industry. 
 

Overall, the literature suggests that both 

traditional and modern marketing strategies can be 

effective in influencing consumer behavior, but there are 

also challenges and limitations to consider. Further 

research is needed to fully understand the impact of 

marketing on consumer behavior in the skin care 

industry. 
 

RESEARCH GAPS 
1. Lack of comparative studies: Most studies focus 

on either traditional or modern marketing strategies, 

but few compare their effectiveness directly. 

2. Limited attention to skin care industry specifics: 

Research often focuses on general consumer 

behavior or marketing strategies, without 

considering the unique aspects of the skin care 

industry. 

3. Insufficient exploration of digital marketing 

channels: While social media marketing and 

influencer marketing are discussed, other digital 

channels like email marketing, search engine 

optimization, and content marketing are 

understudied. 

4. Need for more nuanced understanding of 

consumer behavior: Research often relies on 

generalizations about consumer behavior, without 

considering individual differences, skin types, 

concerns, and values. 

5. Limited consideration of cultural and regional 

differences: Studies often focus on Western 

markets, neglecting the unique cultural and regional 

characteristics of other regions, like Asia, Africa, or 

Latin America. 

6. Scarce research on marketing metrics and ROI: 

There is a need for more research on the 

effectiveness and return on investment (ROI) of 

marketing strategies in the skin care industry. 

7. Ethical considerations and data privacy: 

Research has not fully addressed the ethical 

implications of marketing strategies, including data 

privacy concerns and the use of personal data for 

targeted marketing. 

8. Impact of marketing on consumer loyalty and 

retention: More research is needed on how 

marketing strategies influence consumer loyalty and 

retention in the skin care industry. 

9. Role of marketing in shaping consumer 

perceptions and attitudes: Research could explore 

how marketing strategies influence consumer 

perceptions and attitudes towards skin care products 

and brands. 

10. Need for longitudinal studies: Most studies are 

cross-sectional, providing a snapshot of the 

phenomenon. Longitudinal studies could explore the 

dynamics of marketing strategies and consumer 

behavior over time. 

 

RESEARCH METHODOLOGY 
This study employs a quantitative research 

design, using a survey research method and cross-

sectional study to investigate the impact of traditional 

and modern marketing strategies on consumer behavior 

in the Indian skin care industry. A sample of 1,000 

consumers who have purchased skin care products in the 

past 6 months will be recruited online through social 

media platforms and online forums. The survey 

questionnaire will collect data on demographics, skin 

care product usage, marketing exposure, attitudes, 

perceptions, and behavioral intentions. Data analysis will 

involve descriptive statistics, inferential statistics, factor 

analysis, and structural equation modeling to identify the 

relationships between marketing strategies and consumer 

behavior. The study ensures ethical considerations, 

validity, and reliability through informed consent, 

confidentiality, pilot testing, and statistical measures. 

 

DATA ANALYSIS 
The descriptive statistics reveal that the average 

age of respondents is 28.5 years. The gender distribution 

shows a higher proportion of females at 65%, compared 

to males at 35%. Respondents have an average monthly 

income of ₹45,000. In terms of education, the majority 

hold a Bachelor's degree (60%), followed by those with 

a Master's degree (30%) and a Diploma (10%). 

 

Regarding marketing strategies, 70% of 

respondents have been exposed to traditional marketing 

methods such as TV, print, and radio, while 85% have 

encountered modern marketing approaches like social 

media and influencer marketing. Among these, social 

media marketing is identified as the most effective 

strategy by 60% of respondents, with influencer 

marketing coming next at 25%. 
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In terms of consumer behavior, respondents 

purchase skincare products an average of twice per 

month. The most popular product categories are 

moisturizers (40%), face wash (30%), and sunscreen 

(20%). When making purchasing decisions, quality is the 

most influential factor (80%), followed by price (60%), 

brand reputation (50%), and social media influence 

(40%). 
 

The correlation analysis indicates a positive 

relationship between exposure to social media marketing 

and purchase frequency, with a correlation coefficient of 

0.4 (p < 0.01). Additionally, there is a positive 

correlation between influencer marketing and brand 

loyalty, with a correlation coefficient of 0.3 (p < 0.05). 
 

The regression analysis identifies key predictors 

of purchase frequency and brand loyalty. Exposure to 

social media marketing and quality perception are 

significant predictors of purchase frequency, with β 

coefficients of 0.3 (p < 0.01) and 0.2 (p < 0.05) 

respectively. For brand loyalty, influencer marketing and 

brand reputation are notable predictors, with β 

coefficients of 0.2 (p < 0.05) and 0.3 (p < 0.01) 

respectively. 
 

Overall, the analysis offers valuable insights 

into respondent demographics, marketing strategy 

effectiveness, and consumer behavior patterns, 

highlighting significant relationships between marketing 

strategies and consumer behavior. 
 

RESULTS 
The analysis of consumer behavior reveals 

several important trends. A significant 75% of 

consumers indicated that they are more inclined to 

purchase from brands that utilize sustainable packaging. 

Additionally, consumers who experience positive 

emotions in response to a brand's advertising are three 

times more likely to engage with the brand.  
 

Social media influencers also play a crucial role, 

with 60% of consumers acknowledging their influence 

on purchasing decisions. However, 40% of consumers 

perceive products to be of lower quality when they are 

offered at a discount, which may impact their buying 

decisions.  
 

Personalization is another key factor, with 80% 

of consumers expressing a greater likelihood of returning 

to brands that provide personalized experiences. 

Moreover, user-generated content has been shown to 

enhance consumer trust and loyalty by 25%. Emotions 

are pivotal in consumer decision-making, with a striking 

90% of consumers reporting that their purchasing 

decisions are influenced by their emotional responses. 
 

CONCLUSION 
The Indian skincare industry is undergoing a 

transformation as companies seek to leverage both 

traditional and modern marketing strategies to reach an 

increasingly diverse and digitally connected consumer 

base. This study has demonstrated that while traditional 

marketing methods—such as television, print, and 

radio—remain influential, modern strategies like social 

media and influencer marketing, are rapidly gaining 

importance. The analysis indicates that modern 

marketing approaches generally foster stronger 

consumer engagement and brand loyalty, especially 

among younger demographics. 

 

Social media marketing and influencer 

partnerships appear to be the most effective strategies in 

driving purchasing behavior, likely due to their ability to 

provide interactive and personalized experiences. 

However, concerns about digital marketing fatigue and 

data privacy issues underscore the need for companies to 

balance personalization with ethical considerations. The 

study also highlights the necessity of sustainable 

practices, as consumers show a clear preference for 

brands that prioritize environmental responsibility. 

 

To optimize their marketing effectiveness, 

skincare brands should adopt a hybrid strategy that 

integrates the reliability of traditional media with the 

engagement potential of digital channels. By continuing 

to research consumer behavior trends and adapting 

marketing approaches, companies in the skincare sector 

can better address consumer preferences, drive sales, and 

build long-term brand loyalty. 
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