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ABSTRACT 

With the growing size of cosmetics usage among male 

target audience, there is opportunity to grab the 

position in the male targeted market. Therefore, this 

research is about finding the influence personal, socio 

– cultural, and marketing on men’s attitude of cosmetic 

consumption. The research is being done on 100 

students and alumnus of private university in Jakarta 

by using quantitative descriptive approach. The data 

was collected through the e-survey that spread 

onlinely. With the multiple regression analysis about 

male’s attitude of cosmetic consumption, the result 

shows there are three of eight sub-variables that gives 

the significant impact partially: Physical 

Attractiveness, State of Health, and Lifestyle. But, 

simultaneously all sub – variables give the significant 

impact. 

 

Keywords: Cosmetics, Lifestyles, Motivation 

(Psychology), Consumer behaviour, Shopping 
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1. INTRODUCTION 

A research has found that gender has no more 

different about using, males are consuming an 

increasing number of products that traditionally 

reserved for female consumption (Dodson, 2006). One 

only has to look to the growth in male – specific 

dietary, slimming, exercise and other such products 

and services to see evidence that this retail are is no 

longer exclusively the domain of women. Some of 

studies have found that growth in the male grooming 

market has been attributed to an increased societal 

focus on appearance (Sturrock and Pinch, 1998); a 

rising printed amount of men’s style magazines 

(Byrnes, 2006); an increase male grooming product 

availability (Thompson, 2006; Alexander, 2006) and 

the global health and well – being trend of looking 

after oneself (Thompson and Hirschman, 1995). 

 Despite the fact that the cosmetic industry is 

traditionally associated with women; there is an 

increasing demand for cosmetics by men. The male 

niche cosmetic market is growing at a fast pace and 

gradually representing an important opportunity for all 

manufacturers in the industry. A survey that had been 

hosted by L’Oreal; a key player in the cosmetic 

business; in 1990, only four per cent of men claim to 

regularly use a facial care product, compared to 21 per 

cent in 2001. In 2015 this percentage is expected to 

increase to 50 per cent. Sales are predicted to grow by 

18 per cent globally between 2006 and 2011, when the 

market is expected to be worth $25 billion. 

Furthermore, another exploration estimated that the US 

and European men’s cosmetic markets will grow from 

$31.5 billion in 2003 to $37.6 billion in 2008 

(Datamonitor, 2005). Miller (1987), gave a conclusion 

in his research that shopping is often described as a 

frivolous, feminine activity. Already, at the end of the 
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nineteenth century, Emile Zola described the frenzy 

women displayed when the great Parisian department 

stores appeared in Au Bonheur des Dames. Vigarello 

came up with history of French Revolution in his 

study, the bourgeoisie, which had become dominant in 

French society, separated the genders strictly: women 

represented beauty and domesticity whereas men 

represented work and the need to achieve social 

success (Vigarello, 2004). In the same way, the retail 

industry attempts to sustain women’s desire to 

consume. Otnes and Tuncay (2012) emphasize, 

masculine identitiy is still a limited area for consumer 

research. They concluded academic research has not 

managed to avoid associating women with 

consumption.  

 Coley and Burgess (2003) gave conclusion in 

their research, that men aged between 18-34, shop 

considerably more than older men in retail channels 

and that those aged 16-24 are more openly shopping 

for health and beauty aids than in the past years. Lida 

(2004) and Clarkson (2005) told us the emergence of 

aesthetically conscious young men is considered a 

phenomenal change in the society to the extent that 

nowadays we talk about “feminization of masculinity” 

and “metrosexual” generation. Previous researches, 

have found about  influencing male’s attitude toward 

cosmetic’s consumption and purchase intention factors 

(Souiden & Diagne, 2009, McNeill and Douglas, 

2011). However, none of the research about the factors 

is applicable in Indonesia. We are also looking the 

segmentation or categorization of male grooming 

psychographic in Indonesia, especially in the range 18-

34 years old. The millennial consumers are different 

than the previous generation, that’s why they become 

an attractive phenomena recently. Howe & Strauss 

(2000) were telling us that the millenial consumers 

(born between 1982-2002) are well off, qualified and 

more ethically diverse. 

 The lack of studies in this domain has 

triggered our interest to shed the light on this particular 

market segment by identifying male cosmetic user 

motivation and attitude towards cosmetic consumption 

factors (Personal Variables, Socio – Cultural 

Variables, and Marketing Variables). 

 The paper is divided into five sections. The 

first section deals with the literature on male 

consumption behavior, particularly in regard to 

cosmetic products. The discussion in this section leads 

to the formulation of the research hypotheses. The 

second section is empirically based and intends to 

analyze the results and test our research hypotheses. 

The third section highlights the study’s theoretical and 

managerial implications. Finally, conclusion and 

research limits are presented 

2. LITERATURE REVIEW 

Previous researches gave us interesting facts 

about men in cosmetic, which are; Men now use 

cosmetics (Kimmel and Tissier – Desbordes, 2000; 

Dano, Roux and Nyeck, 2003; McNeill and Douglas, 

2011), fashion, male lingerie (Rinallo, 2007: 

Ourahmoune, 2009; Ostberg, 2010; Ourahmoune, 

2012) and sophisticated decorative items (Otnes and 

McGrath, 2001). Patterson and Elliot (2002) has 

advanced the idea, the evolution of masculinity in the 

market reflects a form of gender equality embodied by 

“the inversion of the male gaze” in advertising or the 

representation of the male body as object just as it is 

widely the case as far as the female body is concerned. 

The authors consider that this demonstrates the 

transformation of man as produces into man as 

consumer and the fact that there is now a range of 

masculine identities (Schroder and Zwick, 2004; Holt 

and Thompson, 2004) or a masculine “polyculture” 

(e.g. plural culture) (Ourahmoune and Nyeck, 2008). 

Research into consumer behavior has begun to analyze 

the strategies men use to interpret these new 

representations in the market and in advertising in 

particular (Elliot, 2005; Rinallo, 2007) 

Research on gender differences has been quite 

extensive in the context of consumption-related 

behavior. However, changes have occurred in the 

cosmetic market to the extent that men have become 

key consumers for several cosmetic companies. 

Souiden and Daigne (2009) have attempted to regroup 

three variables influence male’s attitude toward 

cosmetics consumption (Figure 1). The first category 

can be referred to as personal variables. These concern 

men’s self-image, ageing effects, state of health, and 

physical attractiveness. The second category of 

variables can be referred to as sociocultural variables. 

These concern societal beliefs and consumers’ 

lifestyle. Finally, the third category of variables can be 

referred to as marketing variables and are represented 

by factors such as advertising and purchase situation 
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Figure 1 Major Variables Affecting Men’s 

Consumption Cosmetic Products 

 

Those varibles, conclude that there are 

similarity and differences between nations in terms of 

attitude toward men’s cosmetics consumption in 

Canada and French (Souiden and Daigne, 2009). In 

terms of similarity between the two groups of 

consumers, advertising and attractiveness were found 

to have a significant and positive effect on the male 

attitude toward the purchase of cosmetic products for 

different nation. 

The differences self image, ageing and lifestyle in 

impacting the male’s attitude toward cosmetics 

consumption in Canada, while in French besides 

attractiveness, purchasing situation have strong 

influence for male cosmetics consumption. McNeil and 

Douglas (2011) had found that while the participants 

note the increasing importance of appearance 

contributing to personal and professional success, 

several grooming products are considered as feminine 

products which can hinder the growth of the usage of 

grooming products among male. The notion of 

masculinity still hold many traditional masculine 

attributes, which using grooming products create a 

feminine notion. 

According to the explanation in some theories and 

result of preceding research above, this study is having 

eight hypothesis, those are: 

 

H1: There is a positive relationship between the self – 

image concerns of men and their consumption of 

cosmetic products. In other words, the more the man is 

willing to boost his self – image, the more positive is 

his attitude towards the consumption of cosmetics. 

 

H2: Aging has a positive impact on men’s 

consumption of cosmetic products. Stated differently, 

male’s consumption of cosmetics is highly motivated 

by their desire to maintain a youthful appearance. 

 

H3:  Physical attractiveness has a positive impact on 

men’s consumption of cosmetic products. Thus, the 

more they attribute high importance to their physical 

attractiveness, the more they are interested in 

consuming cosmetics. 

 

H4:  Men’s health concerns have a positive 

relationship with their consumption of cosmetic 

products. In other words, men use cosmetics to prevent 

or cure certain health problems. 

 

H5: Men’s purchase of cosmetics is strongly 

influenced by their societal beliefs about men’s 

grooming products. In other words, societies which 

believe that cosmetics are exclusive for women tend to 

affect negatively men’s consumption of cosmetics. 

 

H6: Men’s consumption of cosmetics is strongly 

influenced by their lifestyles. 

 

H7: Men’s cosmetic advertisements have a positive 

effect on men’s consumption of  grooming products. 

 

H8: The purchase situation has a significant impact on 

men’s purchase of cosmetics. 

 

3. RESEARCH DESIGN AND 

METHODOLOGY 

 The methods used for collecting data required 

in this study are: questionnaires distributed through 

google docs by convenience sampling, quota sampling, 

Binus Students. A questionnaire is a technique of 

collecting data through forms containing questions put 

forward in writing to a person or group of people to 

obtain answers or responses and information required 

by the researcher. Data were collected in 2018 via 

google survey. The majority of respondent were 

student (72.9%), professional worker (19.2%), 

entreprenuer (5.1%), and the rest are government staff, 

singer, photographer and professional. The respondent 

majority live in Jabodetabek area 88.3 % and the rest 

outside Jabodetabek area (11.7%). 

 

 

Personal Variables: 

Self Image 

Aging Effect 

Physical Attractiveness 

State of Health 

Socio 

Cultural 

Variables: 

Beliefs 

Lifestyle 

Marketing 

Variables: 

Advertising 

Purchase 

Situation 

 

Men’s 

Attitude 

Towards 

The 
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Attitude (AT) 

AT1 When I shop cosmetics I tend to decide 

what I want to buy while I am looking 

around in a store 

AT2 Sometimes, I buy cosmetics in order to 

make my self feel better 

AT3 I make a list when I go to shopping 

cosmetics and buy only what is on the list 

AT4 When I'm shopping for cosmetics, I am 

likely to buy new brands just for the fun of 

it 

AT5 In general, I am confident that I make good 

choices when I  buy cosmetics 

AT6 I'm confident that I buy good cosmetics for 

the money I pay 

AT7 I take great care in choosing the cosmetics I 

use 

AT8 I usually only shop cosmetics in specialty 

stores 

Self Image (SI) 

SI1 I will pick the product that is suitable with 

the image that I want to have when I go out 

SI2 I will buy the product whose smell is closed 

to the image I recreate in my head 

SI3 I will pick the product with stronger 

impression for going out 

SI4 Involvement with cosmetics products are 

part of my self image 

SI5 Involvement with cosmetics products 

portray an image of me to others 

SI6 I use exclusive cosmetics products at formal 

occasion like people who are similar to me 

Aging Effect (AE) 

AE1 I use anti wrinkle creams around my eyes 

and forehead  because I do not want to look 

old  

AE2 I use grooming products because they are 

allegedly anti-wrinkle creams 

AE3 Using anti wrinkles product to look good 

when you are at 40 is cheaper than having a 

face lift. 

Physical Attractiveness (PS) 

PA1 I am more physically conscious than 

average man 

PA2 Other people think I am physically 

attractive 

PA3 I take long time to prepare myself before 

going out 

PA4 I am conscious about how cosmetics work 

on me 

PA5 The way i look is extremely important to 

me 

PA6 I am very concerned about my appearance 

PA7 People notice how attractive i am 

PA8 My looks are very appealing to others 

PA9 I used to put aftershave on because women 

did seem to like it 

State of Health (SH) 

SH1 When I am not well, I notice my skin is 

worse than usual 

SH2 I use moisturiser to soften my face before I 

go out in the day to day routine life 

SH3 Keeping my self clean will help me sporty 

SH4 I reflect about my health a lot 

SH5 I'm very self-consncious about my self 

SH6 I'm generaly attentive to my inner feelings 

about my feelings 

SH7 I'm constantly examining my health 

SH8 I'm alert to changes in my health 

SH9 I'm usually aware of my health 

SH10 I'm aware of the state of my health as i go 

through the day 

SH11 I notice how i feel physically as i go 

through the day 

SH12 I'm very involved with my health 

Culture/Beliefs (CB) 

CB1 I belief men are still macho when they buy 

grooming products 

CB2 Indonesia culture influence the way I buy 

grooming products 

CB3 Because I would like to get a girlfriend, it is 

important to maintain the youthfull 

appearance. 

CB4 Maintaining that youthful appearance is 

very important 

Lifestyle (LS) 

LS1 My family, friends and neighbors often ask 

my advice about cosmetics 

LS2 I sometimes influence the types and the 

brands of cosmeticts that my friends and my 

family buy 

LS3 My friends come to me more often than i go 

to them for information about cosmetics 

LS4 In general i talk a lot about cosmetics with 

my friends, family and neighbors 

LS5 If I am feeling down, going buying a nice 

moisturiser will make me feel better 

LS6 I suppose buying grooming products is a 

spoiling your sefl 

LS7 I actually get quite excited about running 

out of something because I look forward to 

buying it again 
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Advertising (AD) 

AD1 I am usually aware of trends in men's 

grooming products 

AD2 I read magazine that have style pages 

AD3 I buy grooming products from direct mail 

AD4 I buy grooming products from catalogs 

AD5 I intend to respond to a direct response 

advertisement of a grooming products 

AD6 I prefer watching TV and show 

AD7 The ad of grooming products are very 

appealing to me 

AD8 The ad of grooming products makes me feel 

good 

AD9 The ad of grooming products is a wonderful 

ad 

Purchase Situation (PS) 

PS1 I prefer high quality customer service 

PS2 I prefer friendly layout of store 

PS3 I prefer store with pleasant ambience 

PS4 I prefer being served by sales personnel 

with good product knowledge 

Table 1 Measuring Item For Typology of Male 

Cosmetic User 

 The research method used in this research is 

descriptive quantitative research method that is by 

finding information about the existing symptoms, 

clearly defined objectives to be achieved, plan how to 

approach, collect data as material to create reports. The 

design of this research begins with the problem that is 

quantitative and limit the existing problems in the 

formulation of the problem. The formulation of the 

problem is expressed in the sentence of the question, 

then the researcher uses the theory to answer. The 

descriptive analysis is an analysis based on the answers 

of the respondents which are then grouped into the 

appropriate tables, then as the final step of the analysis 

is to interpret the data table (Malhotra, 2014). For the 

data analysis, the survey results were processed by 

using SPSS 23.0. Before carrying out any statistical 

tests, certain computations were made and the data 

were prepared for the rest of the analysis. For each 

variable, we examined the f – test for the simultaneous 

impact and t – test for the partial effect. Items that 

were identified as non-relevant were excluded. 

 Cluster analysis was used to divide subjects 

into homogeneous clusters (segments) ; within each 

cluster, members have similar shopping orientation 

characteristics. The algorithm employed was an 

agglomerative hierarchical clustering technique 

suggested by Ward (1963). In this technique, clusters 

are formed by grouping cases into bigger and bigger 

clusters until all cases are members of a single cluster 

(Norusis, 1985). By using Ward’s method, the 

algorithm uses Euclidean distance measures to cluster 

respondents into groups. After the clusters were 

identified, multivariate analysis was computed for an 

overall difference among clusters, and univariate 

analyses were used to determine differences between 

possible pairs. 

4. RESULTS AND DISCUSSIONS 

5.  Table 2 ANOVA Table 

 a. Dependent Variable: AT 

b. Predictors: (Constant), PS, AD, SH, CB, SI, AE, 

PA, LS 

According to the table 2 above, the significant score is 

0,000 less than 0,05. It means, we are informed that 

from the F – test all of X variables (Physical 

Attractiveness, Advertising, State of Health, 

Culture/Beliefs, Self Image, Aging Effect, and 

Lifestyle) impacts simultaneously on Y variable which 

is Attitude. This result gives us an explanation that 

men are having their own reason for being an adult 

groomed man, such as they are aware about grooming 

products 

Table 3 Coefficient Table 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 
t Sig. 

B 
Std. 

Error 
Beta 

Constant 2.100 .362  
5.8

00 
.000 

SI .075 .072 .083 
1.0

39 
.300 

AE -.070 .052 -.101 

-

1.3

37 

.183 

PA .437 .098 .391 
4.4

57 
.000 

SH .176 .080 .153 
2.2

10 
.028 

CB -.001 .071 -.001 
-

.01
.992 

Model 

Sum of 

Squares df 

Mean 

Square F Sig. 

Regressio

n 
23.449 8 2.931 

8.4

21 
.000b 

Residual 71.356 205 .348     

Total 94.806 213       
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1 

LS -.181 .073 -.253 

-

2.4

76 

.014 

AD -.063 .082 -.076 

-

.76

6 

.444 

PS .059 .062 .065 
.95

8 
.339 

 

a. Dependent Variable: AT 

5. CONCLUSION  

Table 3 above tells us about the impact of variables x 

on variable y or the result of t – test. The results are 

described below : 

 

1. The significant result of self – image is 0,30 more 

than 0,05. Which means, partially self – image do not 

impact significantly on attitude towards men’s 

consumption of cosmetics. 

 

2. The significant result of aging effect is 0,183 more 

than 0,05. Which means, partially aging effect do not 

impact significantly on attitude towards men’s 

consumption of cosmetics. 

 

3. The significant result of physical attractiveness is 

0,000 less than 0,05. Which means, partially physical 

attractiveness impacts significantly on attitude towards 

men’s consumption of cosmetics. 

4. The significant result of state of health is 0,028 less 

than 0,05. Which means, partially state of health 

impacts significantly on attitude towards men’s 

consumption of cosmetics. 

5. The significant result of culture/beliefs is 0,992 

more than 0,05. Which means, partially culture/beliefs 

do not impact significantly on attitude towards men’s 

consumption of cosmetics. 

 

6. The significant result of lifestyle is 0,014 less than 

0,05. Which means, partially lifestyle impacts 

significantly on attitude towards men’s consumption of 

cosmetics. 

 

7. The significant result of advertising is 0,444 more 

than 0,05. Which means, partially advertising do not 

impact significantly on attitude towards men’s 

consumption of cosmetics. 

 

8. The significant result of purchase situation is 0,339 

more than 0,05. Which means, partially purchase 

situation do not impact significantly on attitude 

towards men’s consumption of cosmetics. 

 

9. Therefore only 3 out of 8 independent variables give 

the impact partially and significantly on attitude 

towards men’s consumption of cosmetics. Those are 

physical attractiveness, state of health, and lifestyle. 
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