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TALCUM POWDER: PROBLEMS AND
SATISFACTION OF CONSUMERS

D. Muthamizh Vendan Murugavel*

ABSTRACT

Indian cosmetics and toiletries market is valued at $950 million. The
key growth drivers for the cosmetics and toiletries market in India are
rapid urbanization, increase in disposable incomes, and changes in
people’s tastes. The cosmetics market can be segregated into talcum
powder, colour cosmetics (lip, eye, face, and nail care products),
deodorants, and perfumes, The cosmetics market has been growing at
the rate of 15-20% for the last few years. The sector has witnessed
growth mainly from medium and low priced category that accounts for
90% of the cosmetic market. Talcum powders are the largest selling
single item among cosmetics, since their application either directly to
the body or even as a powder base provides a finishing touch to any
make-up process. Talcum powders are intended for use on the body.
The modern woman and man believe in concealing undue gloss or
shine on the face and body. Talcurn powder serves precisely this purpose.
The success of this product is mainly concerned with the satisfaction of
consumers, but, now-a-days they are facing numerous problems while
using if.
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Introduction

Consumers play a very important role in the economy. They are the largest
economic group in any country. All our present day activities are because
of consumer only. Consumers are the pillars of the economy. They are free
to buy goods of the kind they like and the producer have to ascertain the
tastes and preferences of this group and produce only those goods which
will help them fo satisfy their needs and desires. But in the modern marketing
system, consumer sovereignty is a myth on account of variety of problems
in the process of production and distribution. While using any product the
consumers are encountering numerous problems which in turn may affect
their level of satisfaction.

Talcum powder is one of the popular cosmetics used by the consumer.
Cosmetics are those articles which are intended to be rubbed, poured,
sprinkled or sprayed or otherwise applied to the human body or any part
thereof for beautifying or altering the appearance. Cosmetics may clean
‘the skin or change its colour but they do not prevent or cure any dermal
condition. It has been traditionally used for its fragrance and feeling of
freshness. Talcum powders are the largest selling single item among
cosmetics, since their application either directly to the body or even as a
powder base provides a finishing touch to any make-up process. Talcum
powders are intended for use on the body. Both men and women have
been using cosmetics for thousands of years. These products help in
beautifying, promoting, attractiveness of men and women.

Talcum Powder Market in India

Talcum powder market is a growing segment of the personal care products
industry. Thinking small can have big advantage, especially when market
forces and technology are the ground rules for industrial competition. In this
industry, there is a high entry barrier due to the strong brand presence of
the existing players. Companies are channelising greater part of their
resources towards promotion of new products,

Talcum powder is one of the most popular cosmetic products in India. Its
market is valued at Rs.3.5 billions and is growing at the rate of 12% per
annum. lts penetration level is 45.4% and 25.2% in urban and rural areas
respectively. Ponds dominate talcum powder market with a market share of -
70% followed by Johnson & Johnson with a market share of 15%.
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Gone are the days when cosmetics were viewed as expensive and self-
indulgent items, Greater accesses to television, increased advertisement
and greater product choice and availability have resulted in growing demand
for cosmetic products in India. However, the penetration level of cosmetics
and toiletries product is still very low in India. The per capita expenditure
on cosmetic products in India is approximately $ 0.68 cents compared to
$ 36.65 in other Asian countries. The penetration level of international
cosmetics brand in India is also low. International brands account for only
20% of the cosmetics market. This low level of market penetration can be
perceived as an opportunity for major player in FMCG sector.

Literature Review

Dr. K. Chidabaram and Dr. S. Ganesan conducted a study on, “Brand
preference of Talcum powder”. They suggested that manufacturers are
taking only a little effort to solve the problems of consumers and simply the
manufacturers have been interested to increase the sales.

Bhawna Garg conducted a study on “Rural Marketing — study of Consumer
Behaviour with reference to Hair oils”. He suggested that Television
advertising had a deep impact on the minds of consumers from the village.

~ Vidyadhar Reddy Ailen conducted study on “Advertising effectiveness of
Toilet soaps” in the cities of Hyderabad and Secunderabad. He suggested
that the frequency rate of advertisements should be increased in order to
attract more consumers towards exposure of those advertisements.

A.V. Ramana and P, Viswanath conducted a study on “Consumer Behaviour
and Awareness with special reference to Edible oil users”. They found that
head of the family and advice of family members are the most influencing
factors in choosing a brand. However, doctors’ advice has also become
one of the influencing factors followed by the advice of neighbours and
relatives.

Obijectives of the Study
1. To analyse the problems faced by consumers of talcum powders.

2. To ascertain the level of satisfaction of consumers about their brand,
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Methodology and Sample Design

The study is purely based upon primary data. The primary data were
collected through personal interview with the help of a structured interview
schedule. The present study is related to consumers of most familiar Talcum
powder products such as Ponds, Cinthol, Spinz, Gokul Sandal, and
Mysore Sandal. To study the problems and satisfaction level of consumers
of talcum powder, 100 sample respondents were selected in the Avinashi
town by adopting convenience sampling method. The sample consists of
people such as businessmen, professionals, employees, homemakers and
students.

Statistical Tools Used

The primary data collected from 100 sample respondents are analysed
with the help of statistical tools such as Weighted Ranking analysis, Likert
scaling technique and Chi-square test.

Weighted Ranking Analysis

As per this method, weighted score (fx) is calculated by multiplying the
assigned score value(X) and number of respondents (f) is totalled and the
rank is assigned on the basis of the total score. The factor scoring the
highest value is considered as the most important factor. Rank is assigned
on the basis of descending order to the total score.

Problems Faced by the Consumers of Talcum
Powders

Due to skin consciousness among the people many talcum powder with
different brands have entered into the market from time to time. It has been
reported that the manufacturers are resetting too many malpractices in
different ways such as selling low quality product, low weight, adulteration,
charging high prices by creating artificial scarcity and also with misleading
advertisements. The talcum powder consumers are mainly facing the
problems such as low quality, higher price, health problems, non-availability,
chemical mixing, poor packing, & low quantity etc. while using a particular

brand.
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Table 1 : Problems Faced by the Consumers of Talcum Powders

Problems Total score | Mean score Rank
Not an Affordable Cost 430 43.0 I
Non-Availability of Preferable Size 356 35.6 \%
Misleading Advertisements 366 36.6 v
Adulteration & Malpractices 352 35.2 vl
Choice of Brands 415 41.5 Il
Poor & Less Attractive Package 342 34.2 Vii
Chemical Mixing & Skin Allergy 450 45,0 |
Irregular Supply 332 33.2 Vil

Source: Primary data

Satisfaction Level of Talcum Powder Consumers

To measure the satisfaction level, factors such as quantity, price, quality,
fragrance, advertisements, availability of different size packs, regular supply,
freshness & beauty maintenance, brand image and package were
considered. A Five point Likert's scale was used.

Table 2 : Classification of Sample Respondents according to their
Level of Satisfaction

Satisfaction Level No. of Respondents Percentage
High 76 76
Low 24 24
Total 100 100

Source: Primary data

Table 2 reveals the over-all satisfaction of the sample respondents and it
is found that majority of the talcum powder using consumers are having
high level of satisfaction.
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Table 3 : Relationship between the Socio-Economic Factors

and Level of Satisfaction

Socio-economic Degrees of |Chi-square|Chi-square| S/NS
factors freedom | Calculated Table
' value value

Age 3 1.1167 7.815 NS
Gender 1 0.1268 3.841 NS
Education 4 10.7537 9.488 S
Occupation 4 0.7024 9.488 NS
Marital Status 1 6.0618 3.841 S
Nature of the family [ 0.0366 13.841 NS
Donmicile status 0.3672 5.991 NS
Monthly Family Income 02679 | 5991 NS

Source: Primary Data. S-Significant; NS- Not Significant; Level of Significance-0.05;

Table 3 reveals that the socio-economic factors of education and marital
status are significantly associated with the satisfaction level of talcum powder
consumers. At the same time, the socio-economic factors such as age,
gender, occupation, nature of the family, domicile status and monthly
family income are not significantly associated with the satisfaction level of

talcum powder consumers,

Recommendations

1. Inthis study, it was found that the chemical mixing has been ranked as an
important problem of consumers. Hence, it is suggested that the
manufacturers of talcum powder may take necessary steps to reduce the
chemical mixing content which would help to avoid some skin problems

such as skin allergy, pimples etc., occurred to customers.

2. In this study, it was found that there is significant relationship between
the socio-economic factor of education and the satisfaction level. Hence,
itis suggested that the manufacturers of various brands of talcum powders
may take necessary steps to cater the different needs of consumers having

different educahonal qualifications.
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In this study, it was also found that there is a significant relationship between
the socio-economic factor of marital status and the satisfaction level.
Hence, it is suggested to the manufacturers that they may prepare talcum
powders which have the features of satisfying the expectations of both
married and unmarried. ‘

Conclusion

4

Talcum powder products market is an ever growing one as it becomes a
necessary part of human life now-a-days. In this study the problems faced
by the consumers of talcum powder and their satisfaction level were studied.
On the basis of the findings, some recommendations were made. If those
recommendations are carefully considered by the manufacturers of Ponds,
Cinthol, Spinz, Gokul Sandal and Mysore Sandal, hopefully they would get
remarkable results. '
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