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Abstract 
The present study is an effort in the area of anti –aging 
products available in the market with the study of 
marketing mix. All the 4 p’s of marketing mix i.e. Product, 
Price, Place, Promotion are analyzed by collecting primary 
data directly from the consumers itself. First of all, it 
examines the respondent’s awareness level about the anti-
aging products as well as various sources of awareness. 
Second, those who have subscribed what are the reason 
behind it. Thirdly, find out the product and brand 
preference of the respondent; and last but not least most 
preferred promotional tool by the respondent. The main 
objective of this study deals with the effectiveness of 
various marketing mix as well as improve the coordination 
between the various marketing mix. 
Keywords: Awareness, Usage, Sources of 
information, Brand preference, preferred 
promotional tool. 

Introduction 

The Indian cosmetic Industry has witnessed rapid 
growth in the last couple of years, growing at a 
CAGR of around 7.5% between 2006 and 2008. With 
improving purchasing power and increasing fashion 
consciousness, the industry is expected to maintain 
the growth momentum (with marginal slowdown due 
to economic slowdown) during our forecast period 
(2009-2012). Both electronic as well as print media 
are playing an important role in spreading awareness 
about cosmetic products and developing fashion 
consciousness among the Indian consumers. 

We believe the sector is poised for sustained 
growth considering the following growth 
drivers: 

�  The favorable demographics, higher 
incomes, low penetration and growing per 
capita consumption. India’s per capita 
consumption remains the lowest in the world 
across categories (refer annexure for 
details). 

� Strong rural growth backed by higher 
agricultural incomes and increase in the 
value of land which is leading to more 
money in the hands of farmers. The recent 
revival in monsoon augurs well for the 
sector as it would help keep rural growth 
intact. 

�  Increase in pricing power as most 
companies have passed on the cost push 
inflation to consumers via a judicious blend 
of price hikes, package size reduction and 
change in product mix. 

� Proliferation of modern trade which 
currently accounts for 5% of sales but is 
growing at around 25-30%  

� Increased innovations and forays in new fast 
growing categories by most players. FMCG 
companies create value through product 
differentiation, package innovation, 
differential pricing and by highlighting the 
functional aspects of products 

Significance of the Study 

An innovative and complex new product may need to 
be sold directly to customers by highly skilled and 
motivated salespeople who are supported by 
extensive published materials that communicate the 
benefits of the product.  The product's price is likely 
to be high to support the relatively high price of 1-on-
1 personal selling.  
Conversely, well-known commodity products may be 
sold through volume oriented mass merchants at 
razor thin margins (i.e. low prices) with no 
promotional support other than occasional "deals" to 
motivate the merchants or customers to accelerate 
purchases .In both of the above instances, the 
marketing mixes are appropriately integrated since 
the individual components harmoniously support the 
others. Consider, though, the likely outcome if the 
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innovative and complex product were marketed at an 
aggressive (i.e. low) price.  While intuition might 
suggest that more of the product would sell at a low 
price, the reality is that the low price would provide 
little margin (the difference between a product's 
selling price and its cost), so there would not be 
adequate money available to fund the sale force or 
the necessary promotional materials.  So, the product 
might never even leave the starting gate. 
Similarly, if the commodity product were extensively 
advertised (an unneeded element of support given the 
defined nature of the product), prices would probably 
need to be increased to fund the advertising.  The 
higher prices would likely be non-competitive (again, 
given the commodity nature of the product), so sales 
would probably decline. 

Study of marketing mix will going to help the 
company to answer following questions: 

� Pricing your product  
 Sounds like a straightforward process but 
the reality is that it is a very complex 
process. At what stage in the life cycle is the 
product? Product life cycle stages will 
influence price. Are you the high cost, high 
value provider? Or the low cost, high 
volume provider? Does your product have 
unique attributes that cannot be easily 
duplicated? Does your product have a 
competitive advantage not easily overcome? 
Are you trying to buy your way into the 
market? Be very careful with this 'buy-in' 
strategy --it is often very challenging to 
move a low price up. Is this product a loss 
leader for your sales of another, more 
profitable product? Typically it is a good 
idea to plot your price attributes on a grid - 
you can visually see where you are on a grid 
and better assess if that is the right place to 
be. Typically it is a good idea to plot your 
price attributes on a grid - you can visually 
see where you are on a grid and better assess 
if that is the right place to be. 
 

� Promotion 
It includes a number of marketing 
communications tactics. Should you build a 
direct mail program (is your product 
conducive to a printed description; do you 
have a good targeted mail list)? Can you 
market your product online? Are traditional 
advertising methods (print, radio, television) 

the most appropriate? What kind of budget 
do you have? Does your product have a 
strong enough brand? If not focus on 
building a stronger identity and brand. How 
can public relations efforts help you promote 
your product? Can you successfully 
participate in trade shows and industry 
events to sell your product? How will you 
craft your sales story: from sales letters to 
sales pitches? Have you build measurements 
into each of your promotional vehicles? Do 
you truly understand your market and your 
audience? Recognize that you will need to 
use more than one of these tactics to launch 
a successful marketing campaign. 
 

� Place is how your product moves to 
market.  
What distribution channel will you use? Will 
it be a business-to-business channel or a 
business-to-consumer channel? Will you sell 
using your own sales staff, or will you 
outsource sales and use distributors or sales 
agents? Can you sell your product online or 
must it be offline and in-person? Is your 
market geography wide or narrow? What are 
the implications of the answers to these 
questions on your marketing mix? With the 
help of this study, a company can easily 
analyze its weakness and strength and so 
that weakness can be overcome and turn it 
into strength and also to make the strength 
more strengthen. It also helps to ascertain 
the existing competitors and new entrants 
also in the same field so that strategies can 
be molded accordingly, that may prove more 
effective in the future 

Marketing mix 

The 4 Ps constitute an integrated marketing mix, a 
complementary set of decisions, actions, and 
initiatives that potentially enhance the positive 
impact of the individual Ps when properly designed 
and orchestrated. 

Elements of Marketing Mix: 

Elements Of The Marketing Mix Are Often Referred 
To As 'The Four Ps': 
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Product: - A Tangible Object Or An Intangible 
Service That Is Mass Produced Or Manufactured On 
A Large Scale With A Specific Volume Of Units. 
Intangible Products Are Service Based Like The 
Tourism Industry & The Hotel Industry Or Codes-
Based Products Like Cell Phone Load And Credits. 
Typical Examples Of A Mass Produced Tangible 
Object Are The Motor Car And The Disposable 
Razor. A Less Obvious But Ubiquitous Mass 
Produced Service Is A Computer Operating System. 

Price: The Price Is The Amount A Customer Pays 
For The Product. It Is Determined By A Number Of 
Factors Including Market Share, Competition, 
Material Costs, Product Identity And The Customer's 
Pe– Received Value Of The Product. The Business 
May Increase Or Decrease The Price Of Product If 
Other Stores Have The Same Product. 

Place: – Place Represents The Location Where A 
Product Can Be Purchased. It Is Often Referred To 
As The Distribution Channel. It Can Include Any 
Physical Store As Well As Virtual Stores On The 
Internet. 

Promotion: - It Represents All Of The 
Communications That A Marketer May Use In The 
Marketplace. Promotion Has Four Distinct Elements: 
Advertising, Public Relations, Word Of Mouth And 
Point Of Sale. A Certain Amount Of Crossover 
Occurs When Promotion Uses The Four Principal 
Elements Together, Which Is Common In Film 
Promotion. Advertising Covers Any Communication 
That Is Paid For, From Cinema Commercials, Radio 
And Internet Adverts Through Print Media And 
Billboards. Public Relations Are Where The 
Communication Is Not Directly Paid For And 
Includes Press Releases, Sponsorship Deals, 
Exhibitions, Conferences, Seminars Or Trade Fairs 
And Events. Word Of Mouth Is Any Apparently 
Informal Communication About The Product By 
Ordinary Individuals, Satisfied Customers Or People 
Specifically Engaged To Create Word Of Mouth 
Momentum. Sales Staff Often Plays An Important 
Role In Word Of Mouth And Public Relations. 

 

Review of Literature 

Anti-Aging Products to 2009 - Market Research, 
Market Share, Market Size, Sales, Demand 

Forecast, Market Leaders, Company Profiles, 
Industry Trends 

Published: 06/2005US demand for anti-aging 
products will rise 8.7 percent annually through 2009. 
Memory improvement, vision care and prostate care 
products will lead gains. Chemicals expected to 
benefit include memory-enhancing neurological and 
ophthalmic agents, botulinum toxin for wrinkle 
reduction, and herbal extracts such as lutein, 
lycopene and black cohosh.This study analyzes the 
$20 billion US anti-aging product industry. It 
presents historical demand data for 1994, 1999 and 
2004 and forecasts to 2009 and 2014 by product (e.g., 
bone and joint care, sexual dysfunction/impotence, 
menopause, prostate care, vision care, memory 
improvement, aging skin care, hair loss); and by 
chemical (e.g., active ingredients, vitamins and 
antioxidants, chondroitin, hormones, herbal extracts, 
glucosamine, minerals, proteins, botulinum toxin). 

The study also considers market environment trends 
and indicators, evaluates company market share and 
profiles 38 leading competitors including Pfizer, 
Merck & Company, Wyeth, BASF, and Eli Lilly. 

Vladimir Badmaev, Ph.D., M.D., vice president of 
medical and scientific affairs, Sabinsa Corp., agreed 
with the assessment, noting Ponce de Leon’s dream 
of a “fountain of youth” continues to attract interest. 
“The pursuit of youth has become a global 
preoccupation with consumers, especially from the 
Baby Boomer population,” he said. “A growing 
appearance-consciousness is fueling the global anti-
aging market. People of all professions and walks of 
life are under pressure to look good and to live 
healthier lifestyles.”Popular culture has always 
extolled the beauty of youth; unfortunately, in 
today’s society, the other half of the equation—the 
wisdom of age—seems outdated. Instead, consumers 
are aiming to look like the airbrushed, 40-something 
celebs on high-def and in the pages of the tabloids. At 
the same time, they’ve bought into the eco-friendly 
movement, seeking more natural solutions to 
problems facing the environment at large, and their 
own problems in the vanity mirror. 

“The driving force behind the growth of the anti-
aging cosmeceutical market is society’s infatuation 
with staying young,” said Suhail Ishaq, vice 
president, BioCell Technology. “Baby Boomers are 
looking for safer alternatives than the common 
solution such as surgeries and pharmaceutical drugs. 
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People are also more educated, informed and 
understand the importance of natural alternatives.” 

World Anti-Aging Products Market  

Global industry analysis Inc. 

Publication date 2009: This report analyzes the 
worldwide markets for Anti-Aging Products in 
Millions of US$. The specific product segments 
analyzed are Anti-Aging Products for Health 
Maintenance (Pharmaceuticals for Age-Related 
Health Conditions, & Supplements for Age-Related 
Health Conditions), and Anti-Aging Products for 
Appearance Enhancement (Skin Care, Hair Care, & 
Others). The report provides separate comprehensive 
analytics for the US, Canada, Japan, Europe, Asia-
Pacific, Middle East/Africa & Latin America. Annual 
forecasts are provided for each region for the period 
of 2006 through 2015. A ten-year historic analysis is 
also provided for these markets with annual market 
analytics. The report profiles 799 companies 
including many key and niche players worldwide 
such as Allergan Inc, Alberto Culver Company, Avon 
Products Inc., Beiersdorf, Bio Pharma US Corp, 
Bayer Schering Pharma AG, Chanel SA, Christian 
Dior, Clarins, Elizabeth Arden Inc., Ella Bache, Estee 
Lauder Inc., Clinique Laboratories, LLC., F. 
Hoffmann-La Roche Ltd, GlaxoSmithKline Plc, 
General Nutrition Centers Inc, Henkel KGaA, Jan 
Marini Skin Research Inc., Johnson & Johnson, 
Janssen Pharmaceutical Products LP, Neutrogena 
Corporation, L’Oréal SA, Merck & Company 
Incorporated, NeoStrata Company Inc, Novartis 
International AG, Orlane SA, Procter & Gamble, 
Pfizer Incorporated, Revlon Inc., Robanda 
International, Shiseido Co. Ltd, SkinMedica Inc., 
Unilever PLC, Valeant Pharmaceuticals 
International, Woodridge Labs Inc., Wyeth, and 
Zosano Pharma ™, Inc. Market data and analytics are 
derived from primary and secondary research.  

 

Research Methodology 

Research methodology defines as a highly 
intellectual human activity used in the investigation 
of nature and matter and deals specifically with the 

manner in which data is collected, analyzed and 
interpreted.  

Research Perspective 

This study is based on the Exploratory 
Research. 

Exploratory Research or Formulative Research 

'The objective of exploratory research is to gather 

preliminary information that will help define 

problems and suggest hypotheses  

AREA: Due to some constraints we are 

currently treating only the population of 

Delhi as the universe of our study. We are 

choosing Delhi as our universe of the study 

because it as a metropolitan city of India in 

which mostly all kind of consumers with 

different income groups are living. 

Moreover Delhi is located near to our local 

place so it is easily approachable.  

SAMPLE METHOD AND SAMPLE SIZE: 

In the current study we are using the non-

probability method of sampling. 

Convenience sample method is used to 

identify the sample population. This method 

is preferred over others because this 

provides inexpensive approximation of the 

truth and is also time saving. 

Sample size – 300 

Initially about 300 respondents are 

approached but most of them are unaware 

about the research topic or the research 

product. Hence these respondents are not of 

our interest. Finally the responses of the 
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consumers who are currently using the anti-

aging products or are going to use such 

products are collected and considered for 

further analysis. Approximately 120 

responses are analyzed to get the market 

scenario. 

METHOD OF DATA COLLECTION: Keeping in 

view the nature of this study, questionnaire method 

was found to be most effective. The questionnaire is 

structured i.e. it is presented having from question in 

sequence, and non-disguised i.e. objective of the 

study is clear to the respondents. 

The questionnaire is made filled by the consumers at 

various places near cosmetics markets. Some 

responses are also collected by mailing the 

questionnaire to the different consumers. 

Analysis and Interpretation 

Q 1. Are you aware about anti-aging products? 

Product Awareness of the Consumers with Different Income Group 

Income Group Awareness Frequency No. of Respondents Percentage (%) 

Up to 1.5 lacks 15 30 50 

1.5-3 lacks 24 30 80 

3-5 lacks 30 30 100 

Above 5 lacks 30 30 100 

Table 4.1 

 

Q 2. Are you using anti-aging products? 

Product Usage Frequency by Consumers of Different Income Groups 

Income Group Usage Frequency No. of Respondents Percentage (%) 

Up to 1.5 lacks 5 30 16.67 

1.5-3 lacks 16 30 53.33 

3-5 lacks 26 30 86.67 

Above 5 lacks 28 30 93.33 

Table 4.2 
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Fig. 4.1 

Interpretation:  

The Fig. 4.1 shows that some consumers are not really using anti-aging products though they are aware of them. The 
fig also shows that the high income group consumer contribute to the highest market share i.e. 93.33% while the low 
income group only contributes 16.67%. 

 

Q: 3 What is the reason behind for using such products? 

Reasons behind Using anti-aging products by Different Consumers 

Particulars Frequency Percentage (%) 

As normal Cosmetic 25 33.33 

Status symbol 14 18.67 

On Professional’s Advice 27 36 

On Family & Friends Advice 9 12 

Table 4.3 
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Fig. 4.2 

 

Interpretation:  

Fig. 4.2 shows that about 36% of the consumers are using the anti-aging products on Professional’s advice followed 

by 33.33% who are using as normal cosmetics. Only 18.67% & 12% of consumers are using such products as status 

symbol and on family & friends advice respectively. 

Q4. Do you prefer anti-aging products over cosmetic surgery? 

Consumer’s Preference of anti-aging Products over Cosmetics Surgery 

Particulars Frequency Percentage (%) 

YES 51 68 

NO 24 32 

Table 4.4 
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Fig. 4.3 

Interpretation: 

Fig. 4.3 shows that about 68% of the consumers prefer anti-aging products over cosmetic surgery. The reason may 

be that the anti-aging products are economic and easy to use. They also have less risk of side effects. 

 

 

Q5. From where do you get the information about anti-aging products? 

Sources of Information & Consumer Preferences 

Particulars Frequency Percentage (%) 

Advertisement 29 38.67 

Sales Personnel 15 20.00 

Events & Functions 6 8.00 

Friends, Family or 

Professional 

25 
33.33 

Table 4.5 
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Fig. 4.4 

Interpretation:  

The above graph shows that the most suitable means of increasing awareness is advertisement followed by word of 

mouth because about 38.67% and 33.33% of the consumers getting information about such products from 

advertisement and friend, family or professionals respectively. Events and functions are prove to less effective 

because only 8% of consumers get the information from them. How many brands of anti-aging products are known 

to you? 

 

 

Q6. How many brands of anti-aging products are known to you? 

 

Frequency of Number of Brands Known by the Consumers 

No. of Brands Frequency Percentage (%) 

One 7 9.33 

Two 24 32.00 

Three 26 34.67 

More than Three 18 24.00 

Table 4.7 
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Fig. 4.6 

Interpretation:  

The above Fig. 4.6 shows that about 24.00% of the consumers know more than 3 brands on the other hand 34.67%, 

32% of the consumers know 3 and two brands of the anti-aging products. Only 9.33% of the consumers know only 1 

brand of these products. Hence most of the customers know two or three brands of these brands. 

 

Q:7 What brand of these products you are currently using? 

                                      Brand Preference of Different Consumers 

Brands Frequency Percentage (%) 

HUL’s Ponds Age Miracle 36 48.00 

P&G Olay Total Effects 22 29.33 

L’Oreal 12 16.00 

Herbal Formulations 5 6.67 

Table 4.9 
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Fig. 4.8 

Interpretation: 

Fig. 4.8 shows that 48.00% of the consumer prefer HUL’s Ponds age miracle while only 6.67% of the consumers 

prefer herbal formulations as anti-aging products. P&G Olay Total Effects and L’Oreal are preferred by 29.33% and 

16.00% of the consumers. 

 

Q: 8 According to you, what is the effective promotion tool to introduce anti-aging 

products? 

Consumer’s Most Preferred Promotional Tool 

Particulars Frequency Percentage (%) 

Advertisement 27 36.00 

Sales Personnel 18 24.00 

Free Samples 21 28.00 

Events & Shows 9 12.00 

Table 4.24 
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Fig. 4.23 

Interpretation: 

The Fig. 4.23 shows that advertisement as the best 

promotional tool is preferred by about 36.00% of the 

consumers, sales personnel is preferred by 24.00% of 

the consumers, distribution of free samples is 

preferred by about 28.00% of the consumers and only 

12.00% of the consumers prefer events & shows as a 

better promotional tool for the companies to increase 

the market share. 

Conclusion 

The research shows that the advertisement is the best 
promotional tool to aware the consumers about the 
products and motivates them to buy and use the 
products. Word of mouth is also play a very 
important role in the selection of the anti-aging 
products. Though most of the consumers belong to 
higher income group but still they are highly price 
sensitive. A small increase in the price of the product 
may lead to brand shift. Packaging of the products 
serves as the best Point of Purchase (POP) for the 
anti-aging products. Currently only few brands are in 
the competition and most of the consumers are aware 
only two or three brands of the anti-aging creams so 

in my opinion it is very easy for the companies to 
convert their customers to life long customers just by 
satisfying their needs in a better way. The research 
also shows that the consumers are more careful with 
their skin, they don’t just follow what the company is 
saying they require some sort of proof or confidence 
in the advisors. Mostly skin professionals play a very 
important role in joining the customers with the 
company.Finally only a few population of India is 
currently using the anti-aging products so industry 
has a great scope of growth to join more and more 
customers with them. 
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