
 

Anusandhanvallari 

Vol 2026, No.1 

November 2026 

 ISSN 2229-3388 

 

Available online at https://psvmkendra.com                                   4031 

Market Reception and Consumer Perceptions of Organic Cosmetics with 

Strategic Business Implications in Madurai District 

 

Ramya.U1, Dr. K. Chandrasekaran2 

¹Research Scholar, Department of Management Studies, Madurai Kamaraj University, Madurai 

²Assistant Professor, Department of Management Studies, Madurai Kamaraj University, Madurai 

Abstract: The transition from synthetic personal care products to organic and natural alternatives represents one 

of the most prominent shifts in modern consumer goods markets. This study investigates the market reception, 

consumer perceptions, and strategic commercial viability of organic cosmetic products in Madurai District, 

Tamil Nadu. Adopting an empirical descriptive research design, primary data were collected from a structured 

sample of N = 100 organic cosmetic consumers across urban and semi-urban localities of Madurai via purposive 

and convenience sampling techniques. Statistical tools deployed include Percentage Analysis for socio-

economic profiling, Henry Garrett’s Ranking Technique to evaluate consumer purchasing motives, and Chi-

Square Tests of Independence to evaluate associations between demographic variables and product adoption 

behaviors. The findings reveal that skin health, absence of harmful chemicals, and eco-friendliness serve as the 

primary drivers of purchase, while prohibitive pricing, skepticism over authentic labeling (green washing), and 

limited shelf availability in local retail channels constitute critical deterrents. The Chi-Square analysis 

demonstrates statistically significant associations between monthly income and willingness to pay a green 

premium as well as between educational qualification and label scrutiny. From a managerial perspective, the 

paper outlines actionable marketing strategies, including competitive pricing through localized supply chains, 

third-party organic certification transparency, omnichannel retailing, and targeted digital engagement to convert 

peripheral brand awareness into sustained market share in Tier-II consumer hubs. 
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1. Introduction 

The global cosmetics and personal care industry has witnessed a paradigm shift over the past decade, driven by 

rising health consciousness, environmental literacy, and a profound skepticism toward synthetic chemical 

additives such as parabens, phthalates, sulfates, and synthetic fragrances. In developing economies like India, 

the organic and natural personal care sector is experiencing rapid acceleration, moving beyond metropolitan 

hubs into Tier-II and Tier-III cities. Madurai District, historically recognized as a cultural and commercial center 

in Southern Tamil Nadu, represents an evolving consumer landscape characterized by rising disposable 

household incomes, growing digital literacy, expanding retail infrastructure, and an escalating inclination toward 

wellness and holistic personal care. While traditional Indian beauty regimens have historically incorporated 

botanical and Ayurvedic herbs, modern consumers are increasingly seeking branded, commercially formulated 

organic cosmetics that integrate traditional botanical wisdom with scientific dermatology. However, the 

commercialization of organic personal care products in regional and Tier-II markets encounters distinct 

operational challenges. Unlike mature metropolitan markets where niche luxury organic brands thrive, regional 

markets like Madurai exhibit a heightened price sensitivity, varied retail access, and differing levels of consumer 

skepticism regarding green claims. Consequently, understanding the specific mechanisms governing consumer 

awareness, purchase drivers, brand trust, and willingness to pay premium prices is critical for personal care 

manufacturers, brand managers, and retail strategists. This paper examines the empirical realities of consumer 



 

Anusandhanvallari 

Vol 2026, No.1 

November 2026 

 ISSN 2229-3388 

 

Available online at https://psvmkendra.com                                   4032 

reception toward organic cosmetics in Madurai District and provides business frameworks for strategic brand 

expansion. 

2. Statement of the Problem 

Despite exponential market growth projections for green beauty in India, manufacturers and retailers face 

substantial friction in sustaining market penetration in non-metropolitan districts. While consumers display a 

favorable attitude toward natural formulations, there remains an observable "green attitude-behavior gap" 

wherein favorable perceptions do not systematically translate into continuous retail sales. In Madurai District, 

consumer choices are heavily shaped by traditional alternatives, domestic budget constraints, brand familiarity, 

and limited physical retail exposure to certified organic brands. Furthermore, the proliferation of ambiguous 

marketing terminology—such as "natural," "herbal," "pure," and "ayurvedic"—has cultivated consumer 

confusion and skepticism regarding authentic organic certification versus greenwashing. There is a lack of 

localized empirical research evaluating how demographic attributes influence purchase behaviors and what 

specific barriers prevent deeper market reception in this geographic micro-market. This research addresses these 

questions by empirically analyzing consumer reception and formulating actionable business strategies for 

cosmetic enterprises. 

3. Scope of the Study 

Geographically confined to the Madurai District of Tamil Nadu—specifically encompassing prominent 

residential and commercial hubs such as Anna Nagar, KK Nagar, Simmakkal, Goripalayam, and Thirunagar—

this study investigates the dynamics of consumer behavior regarding organic skincare, haircare, and personal 

grooming products. Its thematic focus evaluates consumer awareness, purchasing motives, usage frequencies, 

expenditure patterns, satisfaction levels, and key deterrents among male and female consumers aged 18 and 

above who actively purchase or use organic cosmetics. Strategically, the investigation translates these empirical 

findings into actionable managerial insights tailored for commercial enterprises, brand strategists, and retailers 

aiming to effectively navigate or expand into Tier-II regional consumer markets. 

4. Review of Literature  

Kapoor, Balaji, and Celuch (2019) investigated consumer motivations behind purchasing green personal care 

products in emerging markets. Their empirical findings confirmed that health consciousness and personal 

wellness were stronger predictors of green cosmetic purchases than generalized environmental concerns. They 

underscored that consumers demand tangible personal benefits before committing to green premiums. 

Amberg and Fogarassy (2019) analyzed green consumer behavior in the cosmetics sector, highlighting that 

while consumers exhibit high eco-awareness, purchase intention is heavily mitigated by transparency in 

ingredient sourcing and genuine organic certification. They noted that unverified eco-labels trigger skepticism, 

reducing consumer brand loyalty. 

Ghazali, Soon, Mutum, and Nguyen (2020) examined the influence of attitude, perceived value, and health 

consciousness on organic cosmetic repurchase intentions using Structural Equation Modeling. Their study 

revealed that perceived product safety and hedonic values play a pivotal mediating role in sustaining long-term 

consumer retention. 

Bhardwaj, Garg, and Ram (2020) evaluated the impact of green marketing strategies on consumer purchasing 

decisions within the Indian cosmetic sector. They identified that consumer willingness to pay higher prices was 

positively correlated with educational attainment and exposure to digital social media advocacy, though shelf 

availability in semi-urban areas remained a bottleneck. 
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Kumar, Prakash, and Kumar (2021) evaluated the attitude-behavior gap among Indian consumers regarding 

sustainable personal care items. Their results highlighted that price sensitivity, short product shelf lives, and 

inconsistent retail distribution channels accounted for the failure of positive green perceptions translating into 

repeated buying behavior. 

Sivathanu and Pillai (2022) studied consumer digital adoption and e-commerce penetration for natural personal 

care brands across Tier-II Indian cities. They concluded that direct-to-consumer (D2C) channels and influencer 

marketing substantially bridged the geographic availability gap, accelerating adoption among younger 

demographics. 

Sharma and Trivedi (2023) analyzed greenwashing perceptions and consumer cynicism in the Indian personal 

care industry. Their empirical evidence demonstrated that misleading green marketing claims severely impair 

consumer trust, leading to brand abandonment. They suggested that brands must prioritize clear, third-party 

verified organic labeling (such as ECOCERT or USDA Organic) to ensure long-term viability in regional 

markets. 

5. Research Gap 

While substantial literature addresses green purchasing behavior in major metropolitan cities (such as Delhi 

NCR, Mumbai, Bengaluru, and Chennai) or treats India as a single monolithic market, there is a deficit of 

empirical research focused specifically on Tier-II urban-rural interface hubs like Madurai. Consumer 

psychology, purchasing power, exposure to retail chains, and cultural reliance on domestic traditional remedies 

differ noticeably between Tier-I metropolises and Tier-II cultural centers. Furthermore, existing regional studies 

rarely combine both ranking techniques for consumer motives and formal statistical tests of independence for 

managerial decision-making. This paper addresses this gap by integrating socio-economic profiling, Garrett 

ranking, and Chi-square testing within Madurai District to construct actionable business recommendations. 

6. Objectives of the Study 

1. To assess the socio-economic and demographic characteristics of organic cosmetic consumers in Madurai 

District. 

2. To identify and rank the primary motivational factors driving consumer preference for organic cosmetics 

using Henry Garrett’s Ranking Technique. 

3. To test the statistical significance of association between demographic factors and consumer behavioral 

variables using the Chi-Square test. 

4. To analyze the core retail and marketing challenges facing organic cosmetic brands in Madurai District. 

5. To offer strategic business implications and managerial frameworks for cosmetic manufacturers and 

retailers seeking sustainable market penetration. 

7. Hypotheses of the Study 

𝐻01: There is no significant association between the monthly income of respondents and their willingness to pay 

a price premium for organic cosmetic products. 

𝐻𝑎1: There is a significant association between the monthly income of respondents and their willingness to pay a 

price premium for organic cosmetic products. 

𝐻02: There is no significant association between the educational qualification of respondents and their frequency 

of scrutinizing ingredient certification labels. 
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𝐻𝑎2: There is a significant association between the educational qualification of respondents and their frequency 

of scrutinizing ingredient certification labels. 

8. Research Methodology 

This study adopts an empirical, descriptive, and analytical research design conducted across the Madurai 

District of Tamil Nadu, India, focusing on individual consumers who actively purchase or use organic cosmetics 

as the primary sampling unit. Utilizing a non-probability convenience and purposive sampling method, data was 

elicited from a sample size of 100 respondents through a pre-tested structured questionnaire administered via 

both offline and digital platforms. The primary data variables under investigation encompass demographic 

profiles, buying frequencies, monthly expenditures, purchasing motives, and perceived deterrents, supplemented 

by secondary data extracted from peer-reviewed journals, trade publications, Statista reports, and official census 

records. The collected data was systematically evaluated using statistical and analytical tools, including 

Percentage Analysis, the Henry Garrett Ranking technique, and the Chi-Square (𝜒2) Test of Independence. 

9. Data Analysis and Interpretation 

9.1 Socio-Economic Profile of Respondents  

Table 1 outlines the demographic structure of the 100 surveyed consumers in Madurai District. 

Table 1: Socio-Economic Profile of the Sample 

Demographic Factor Classification Frequency Percentage 

Gender Female 68 68% 

 Male 32 32% 

Age Category 18–25 years 38 38% 

 26–35 years 34 34% 

 36–45 years 18 18% 

 Above 45 years 10 10% 

Educational Status Higher Secondary / Diploma 14 14% 

 Undergraduate (UG) 46 46% 

 Postgraduate / Professional 40 40% 

Occupational Status Student 24 24% 

 Private Sector Employee 38 38% 

 Government Employee 12 12% 

 Self-Employed / Business 14 14% 

 Homemaker 12 12% 

Monthly Family Income Below ₹25,000 20 20% 

 ₹25,001–₹50,000 42 42% 

 ₹50,001–₹75,000 24 24% 

 Above ₹75,000 14 14% 

Total  100 100% 

 

Source: Primary Data 

The table indicates that the majority of respondents are female (68%), aged 18–25 years (38%), and 

undergraduates (46%). Private-sector employees constitute the largest occupational group (38%), while 42% 

belong to the monthly family income category of ₹25,001–₹50,000. Overall, the respondents are predominantly 

young, educated, and middle-income consumers. 
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9.2 Consumer Purchase Motivations: Henry Garrett’s Ranking Technique 

To identify the factors influencing consumers to purchase organic cosmetics over chemical alternatives, 

respondents were requested to rank six key attributes from 1 (Most Preferred) to 6 (Least Preferred). 

Table 2: Garrett Ranking Tabulation for Purchase Factors 

Purchase Factors Total Score Mean Score Garrett Rank 

No Chemical Side Effects  6,370 63.70 I 

Long-Term Health Benefits 5,798 57.98 II 

Environmental Protection & Sustainability 5,096 50.96 III 

Product Efficacy and Freshness 4,534 45.34 IV 

Cruelty-Free  3,743 37.43 V 

Prestige  3,099 30.99 VI 

 

Source: Primary Data 

"No Chemical Side Effects " achieved the highest mean score (63.70, Rank I), followed closely by "Long-Term 

Health Benefits" (57.98, Rank II). This highlights that personal, immediate health concerns dominate consumer 

motivations in Madurai. While altruistic attributes like "Environmental Protection" (Rank III) and "Cruelty-Free 

Status" (Rank V) are recognized, they are secondary to personal dermal safety. "Prestige " placed lowest (Rank 

VI), proving that consumers in this market view organic cosmetics primarily as functional wellness remedies 

rather than status-driven luxury acquisitions. 

9.3 Chi-Square Test of Association between Demographic Factors and Consumer Purchasing Behaviour 

Table 3: Summary of Hypothesis Testing 

Statistical Parameter H01 H02 

Relationship Income vs. Willingness to Pay Education vs. Label Scrutiny 

Degrees of Freedom 6 4 

Significance Level 0.05 0.05 

Critical Value 12.592 9.488 

Calculated Chi-Square 21.897 17.207 

p-value 0.0013 0.0018 

Decision Rejected Rejected 

Result Significant Significant 

 

Source: Primary Data 
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The Chi-Square results reveal significant associations between monthly family income and willingness to pay a 

premium for organic cosmetics, as well as between educational qualification and ingredient-label scrutiny. 

Hence, both null hypotheses are rejected at the 5% significance level. 

10. Major Findings 

The findings reveal that consumers in Madurai prioritise personal health and safety over broader environmental 

and animal welfare concerns, as reflected in the Garrett Ranking, where avoiding the side effects of synthetic 

chemicals received the highest score (63.70). Household income significantly influences consumers' willingness 

to pay premium prices for organic cosmetics, with those earning below ₹50,000 demonstrating greater price 

sensitivity, as confirmed by the Chi-square analysis. Furthermore, educated consumers show a stronger tendency 

to examine product ingredients, indicating that misleading or superficial green marketing claims are less likely 

to influence their purchasing decisions. The study also identifies several barriers to market penetration, 

including the limited availability of organic personal care brands in local supermarkets, shorter shelf lives 

resulting from natural preservation methods, and confusion between conventional herbal or Ayurvedic products 

and officially certified organic cosmetics. 

11. Recommendations of the Study 

Based on the empirical findings, the study recommends that cosmetic manufacturers and marketers adopt 

consumer-oriented strategies to improve the acceptance of organic personal care products in Madurai District. 

Manufacturers should introduce smaller packaging options, such as 30 ml and 50 g packs, trial kits, and 

affordable product variants to encourage purchases among middle-income consumers who are sensitive to 

premium pricing. Product labels should clearly display recognised organic certifications, such as ECOCERT, 

COSMOS, and India Organic, along with transparent ingredient information to build consumer confidence. 

Marketing communication should be simplified, with particular emphasis on Tamil-language promotional 

materials explaining product ingredients, safety, and benefits. Furthermore, companies should strengthen their 

distribution networks through an omnichannel approach by combining e-commerce platforms with physical 

retail outlets, promotional kiosks, and specialised counters in shopping centres, pharmacies, and supermarkets. 

Trained beauty consultants should be appointed to educate customers and address concerns regarding product 

authenticity and effectiveness. Finally, promotional strategies should emphasise personal health, skin safety, 

product quality, and proven benefits rather than focusing exclusively on environmental protection. These 

measures would help overcome price sensitivity, information gaps, and distribution barriers while encouraging 

wider adoption of organic personal care products in the study area. 

12. Limitations of the Study 

The study has certain limitations that should be considered while interpreting its findings. First, the sample is 

limited to 100 respondents from Madurai District, which restricts the generalisability of the results to other 

regions of Tamil Nadu and Southern India. Second, the use of convenience and purposive sampling may have 

resulted in sampling bias, particularly by giving greater representation to urban, educated, and digitally 

connected consumers. Finally, the reliance on self-reported responses may have introduced social desirability 

bias, as respondents might overstate their preferences and willingness to purchase environmentally friendly 

organic products. 

13. Conclusion 

The organic cosmetics market in Madurai District is transitioning from an elitist, peripheral niche into an 

aspirational consumer norm driven by health consciousness and concern over potentially harmful chemical 

ingredients. However, commercial expansion is constrained by price premiums, retail distribution bottlenecks, 

and widespread consumer skepticism stemming from unchecked green washing. As demonstrated by the 
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empirical findings, sustained market reception requires more than passive environmental positioning; it demands 

proactive brand transparency, verified ingredient certifications, accessible pricing architectures, and an active 

retail presence. Brands that align their business models with these regional market realities can transition 

occasional buyers into loyal advocates, capturing market share in this growing Tier-II consumer market. 
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