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ABSTRACT 
 

The purpose of this research is to identify the factors influencing purchase intention of natural 
perfumes and also aims at designing promotional strategies for natural perfumes. This study was 
examined through an online survey administered to the perfume buyers. Multiple regression was 
used to analyze the data. Results show that the demographic variables (education and annual 
family income), scheme characteristics, perceived quality, subjective norms and habit of using 
perfumes significantly influence and had an impact on purchase intention of natural perfumes. The 
purchase intention and its relationship with the buying behavior or purchase decision could be 
examined in the future research. 
 

 
Keywords: Natural perfumes; scheme characteristics; perceived quality; subjective norms; 

promotional strategy; regression; purchase intention. 
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1. INTRODUCTION 
 

Perfume is a blend of odoriferous substances in 
appropriate proportions which makes this a 
fragrant product. The Egyptians were said to be 
the predominant users of natural perfumes. A 
small town in Uttar Pradesh called Kannauj is 
strongly associated with perfumery industry and 
is also known as “the perfume capital of India”. 
Deodorants are the most popular deodorants in 
India, however perfumes are gaining popularity 
[1]. Consumers are always looking for fresh new 
fragrances. So the industry needs to constantly 
respond by creating new ways to stir the 
olfactory nerves. The consumption of local oil-
based perfumes remains limited. Oil-based 
scents, according to traditionalists, function 
better and last longer in hot tropical temperatures 
[1]. There is debate as to whether synthetic 
scents are better or worse than natural aromas, 
but it lies in the personal preference of the 
customer. Although, the rising green movement 
and the shift towards all-things natural has 
created awareness among people. So people are 
not hesitating to spend on natural fragrance 
products [2]. Chemicals used as cosmetics 
additives can have a variety of negative skin 
impacts. As a result, increasing customer 
awareness of potential cosmetic side effects and 
skin issues is a key factor limiting the market’s 
overall growth [3]. Hence, this leads to the 
growth of herbal fragrance products companies 
in India. The Micro, Small and Medium enterprise 
(MSME) data gives the global fragrance and 
flavour industry ($24.1 billion) and India’s share 
($500 million). The major fragrance brands 
operating in the Indian market are Fogg, Nivea, 
Engage, Park Avenue, Axe, Wild Stone and 
Denver. In 2019, Fogg held the largest share 
(~15.8%) of the market, followed by Nivea 
(~11.6%) and Engage (~10.8%). Major natural 
fragrance brands operating in the Indian market 
include Biotique   Perfume, Forest Essentials, 
Kama  Ayurveda.  
 

Purchase intention is a decision-making term, 
which explains the consumers’ reason to buy a 
particular product or brand. [4]. The purchase 
intention predict the buying behavior of a 
consumer [5]. Even though every purchase 
intention does not lead to purchase   decision or 
behavior, the measures of purchase intention 
have a predictive usefulness [6].  
 

1.1 Factors Affecting Purchase Intention 
of Natural Perfumes 

 

Azeema et al, [7] gave the factors that affect the 
consumer behavior of perfumes which includes 

scheme characteristics, perceived quality, 
subjective norms and habit of using perfumes. 
Scheme characteristics can be the depth of the 
promotions offered. The most important 
attributes in scheme characteristics of the 
perfume product are the bottle shape, easy to 
handle, and eye catching when displayed [8,9]. 
Perceived quality is the consumers’ overall 
judgment towards a product's excellence [10]. 
Subjective norms are perceived as friends, 
relatives, and closed ones' influence on a certain 
act [11]. It is one of the main factors which 
influence consumer behavior [12]. Habit can be 
referred to as the minimal usage of the cognitive 
effort when performing a particular behavior on a 
regular basis. It is the best predictor for the future 
behavior of purchase decisions [13].  
 

1.2 Promotional Strategy 
 

The two broad categories of launch decisions are 
strategic and tactical launch decisions which 
influence the success of new product in the 
market [14]. Strategic decisions are taken in the 
early stages of new product development. 
Promotional strategy is the marketing strategy 
that comes under tactical decisions which were 
taken when the physical and conceptual 
development of new product is developed. The 
introductory stage of a product is characterized 
by heavy promotion which creates the primary 
demand. The expenditure is large on promotion 
and advertisement which is common [15]. 
 

The objective of this research is to identify the 
factors which influence purchase intention of 
natural perfumes. This study also suggests the 
promotional strategies for natural perfumes. 
 

1.3 Research Gap  
 

A research gap exists in this field of consumer 
awareness related to natural perfumes. The 
consumer awareness on green, natural, and 
organic products, purchase intention of natural 
perfumes is still not well researched upon. Hence 
this study was undertaken to determine the 
influence of demographic factors, scheme 
characteristics, perceived quality, subjective 
norms and habit of using perfumes on purchase 
intention and to provide promotional strategies in 
order to change purchase intention to buying 
behavior. 
 

2. METHODOLOGY 
 
The study was based on the primary data 
collected in Erode, Tamil Nadu, India through 
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Google forms. The non probability sampling 
namely, purposive sampling was used in this 
study. The data was collected from 120 
respondents who purchase perfumes and are 
considered for the analysis. The multiple 
regression was carried out for this study. This 
analysis was used to identify the factors which 
influence purchase intention. Demographic 
variables, scheme characteristics, perceived 
quality, subjective norms and habit of purchase 
were the factors selected for this study. The data 
collected from this study were processed and 
analyzed using Microsoft Excel and IBM SPSS 
Statistics 26 program to compute the multiple 
regression analyses. 
 

2.1 The Measures 
 
The consumer preference and awareness 
questionnaires were self developed. The factors 
influencing purchase intention questionnaires 
were developed based on the previous research. 
The independent variables are the demographic 
variables, scheme characteristics, perceived 
quality, subjective norms and habit of purchase. 
The demographic variables are respondents’ 
profile in the first section of the questionnaire. 
The scheme characteristics was measured using 
three items on a seven point scale where one of 
it was adapted from Bitta et al, [16] and two from 
Azeema et al, [7]. The perceived quality was 
measured using three items on a seven point 
scale adapted from Grewal, [17]. The subjective 
norm was measured using three items on a 
seven point scale where one of it was adapted 
from Chaudhary and Bisai, [18] and two from 
Liang and Lim [19]. The habit of using perfumes 
was measured using three items on a seven 
point scale adapted from Klockner and Blobaum, 
[20]. The dependent variable purchase intention 
was measured using three items on a five point 
scale. Two of it was adapted from Poddar et al, 
[21] and the other one from Bao et al, [22].  
 

3. RESULTS AND DISCUSSION 
 

3.1 Descriptive Statistics 
 
The descriptive statistics (Table 1) gives the 
demographic characteristics of the respondents. 
Female respondents were the majority (52 
percent) and followed by male (48 percent). This 
shows that females are the maximum buyers. 
Age variable is categorized into generation with 
reference to Pew research (2019). Generation Y 
(57 percent) was found to be the maximum 
followed by of Generation Z (28 percent), 

Generation X (15 percent). Hence, 23-40 years 
of age purchase perfumes more. Unmarried 
respondents were major (76 percent) followed by 
married (24 percent). This depicts that the 
respondents who are single purchase more 
perfumes and they are not influenced by their 
partners. Based on the annual income status 
given by NCAER- CMCR, the sample 
respondents were categorized into four groups 
as Deprived (below Rs. 1.5 lakh), Aspirers (Rs. 
1.5- 3.4 lakh), Middle class (Rs. 3.4- 17 lakh) and 
Rich (above 17 lakh). Majority (74 per cent) of 
the sample respondents are under the middle 
class level. It is followed by 22 per cent of 
respondents are rich class, about 3 per cent are 
aspirers and the least are the deprived 
respondents which is about 1 per cent. The 
middle class and rich groups are the maximum 
two levels. These consumers will be ready to 
spend for purchasing natural perfumes. Normally 
the high income group will be having more health 
consciousness. 
 
The preference towards both natural and 
synthetic perfumes (57 percent) is higher 
followed by preference towards synthetic (23 
percent) and natural (20 percent). 53 percent of 
the respondents purchase perfumes based on 
brand, 30 percent may or may not purchase 
based on brand and 17 percent does not 
purchase perfumes based on brand. Majority of 
the respondents buy perfumes offline (51 
percent), followed by purchase through both 
online and offline (43 percent) and through online 
(6 percent). 59 percent of the respondents are 
sometimes influenced by promotions, 29 percent 
are never influenced and 12 percent are always 
influenced by promotions. Majority of the 
respondents regularly use perfumes (40 percent) 
followed by occasional users (32 percent), used 
often (15 percent) and rare users (13 percent). 
51 percent of the respondents are willing to 
switch brands, 26 percent did not want to switch 
brands and 23 percent wanted to switch brands. 
The maximum mode of awareness among the 
respondents were friends and family (33 percent) 
followed by internet and social media (29 
percent), television (17 percent), magazine and 
newspaper (11 percent) and store awareness (10 
percent). 60 percent of the respondents spend 
less than Rs.1000 for a perfume, 36 percent 
spend Rs.2000 to Rs. Rs.5000 and 4 percent 
spend more than Rs.5000. 10 percent of the 
respondents had faced problems of using 
perfumes due to some reasons like causing 
headache, not long lasting, creates stains, 
overpowering fragrance and allergy.  
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Table 1. Demographics variables of the sample 
 

Characteristics  Frequency Percentage 

Gender Male 57 48 

 Female 63 52 

Age Gen X (41-56 years) 18 15 

 Gen Y (23-40 years) 69 57 

 Gen Z (9-22 years) 33 28 

Marital Status Married 29 24 

 Unmarried 91 76 

Education Higher Secondary 6 5 

 Diploma 3 2 

 UG 67 56 

 PG 43 36 

 PhD 1 1 

Occupation Business 19 17 

 Housewife 8 8 

 Student 46 35 

 Unemployed 10 3 

 Working 37 37 

Annual family Income Deprived  1 1 

 Aspirers 4 3 

 Middle class 89 74 

 Rich 26 22 

 

3.2 Multiple Regression Analysis 
 
Multiple regression analysis was used to test if 
the demographic variables and the factors 
influencing purchase intention of natural 
perfumes significantly predicted the purchase 
intention.  
 
The regression equation is: 
 

Y= a + b (x1, x2, x3, x4…..xn) 
 
where, 
 
Y = Dependent variable (purchase intention) 
b = intercept 
x = independent variable (x1-scheme 
characteristics, x2 - perceived brand quality, x3 - 
subjective norm , x4 - habit of using perfumes) 
 
The results from Table 2 indicated the ten 
predictors gave 75.4% of the variance (R2 
=0.775, F (7,775) = 37.466, p<0.01). The 
purchase intention of natural perfumes were 
significantly influenced by education (β= -0.422, 
p<0.05), annual family income (β= 0.020, 
p<0.05), scheme characteristics (β= 0.129, 
p<0.05), perceived quality (β= 0.165, p<0.01), 
subjective norms (β= 0.156, p<0.01), habit of 

using (β= 0.216, p<0.01). Based on the SPSS 
output, the formulated equation is  
 
Natural Perfume Purchase Intention= 0.488- 
0.422(education) +0.020(annual family income)  
 
+0.129(scheme characteristics) 
+0.165(perceived quality)  
 
+0.156(subjective norms) +0.216 (habit of using 
perfumes) 
 
The values of unstandardized beta coefficients 
show that habit of using perfumes has the 
highest effect on explaining the purchase 
intention. The adjusted R2 value is 0.754 which 
means that the explained variance is 75.4%. It 
means that the model explains explained nearly 
76% of the variance. The factors influencing the 
purchase intention shows significance as it 
positively affects the purchase intention. When 
those factors are increasing, the resulting 
purchase intention also increases. This supports 
Azeema [7] where scheme characteristics and 
perceived quality found to be significant, Han and 
Kim (2010) where the subjective norms are found 
to be significant and Klockner and Blobaum [20] 
where the habit of purchase is found to be 
significant.  
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Table 2. Regression analysis 
 

Independent Variable Dependent Variable Unstandardized 
Coefficient B 

R2 

Constant  
 
 
 
Purchase 
Intention 

0.488  
 
 
 
 
0.775 

Gender -0.226 
Age 0.037 
Education -0.422** 
Marital Status 0.602 
Occupation -0.120 
Annual Family Income 0.020** 
Scheme Characteristics 0.129** 
Perceived Quality 0.165* 
Subjective Norms 0.156* 
Habit of using perfumes 0.216* 

Note: *p<0.01; **p<0.05 

 

4. CONCLUSION 
 
The growth of natural product markets is 
accompanied by rising consumer expectations. 
The study results reveal that there is a positive 
influence of education, annual family income 
level and the factors such as scheme 
characteristics, perceived quality, subjective 
norms and habit of purchase and also the annual 
family income on purchase intention by 77 
percent. Azeema et al, [7] had given that 
consumers expect high quality of any perfume 
but with less price, and also the attractive 
labeling of the perfume products. Majority of the 
Erode consumers consider branded perfumes. In 
order to convert the purchase intention to buying 
behavior, certain promotional strategies are 
suggested with the help of the factors influencing 
purchase intention. Since this a perfume product, 
appearance and fragrance plays a major role in 
purchase intention. Attractive bottling of 
perfumes and providing various fragrance for 
consumers increase the marketability of natural 
perfume products. Offers and discounts can be 
provided in order to create awareness. This 
would initially create trust among the customers 
and in turn leads to word of mouth promotions, 
suggestions by friends and family. The objective 
of the promotional strategy should include the 
advertisements which informs the advantages 
and uses of the product to the customers [23] 
and could be done for more frequent use and 
diverse use of the natural perfumes among the 
current users [24]. The product awareness is 
built among early adopters and dealers in 
product introduction stage [15]. New users can 
be found among the people who are willing to 
switch brands and are conscious about natural 
products [24]. Promotional programs such as 
coupons, sampling and personal selling to reach 

consumers, wholesalers and retailers can be 
conducted. Since the annual family income and 
education are positively significant, promotion 
can be done targeting middle class people with 
income level of Rs. 3.4- 17 lakh, rich category 
with income level of above 17 lakhs and the 
respondents who have completed their 
undergraduate and post graduate. They are the 
ones who have high purchase intention of natural 
perfumes. 
 

5. LIMITATIONS AND FUTURE 
PROSPECTS 

 
The study is limited with the sample size and 
other variables may be identified to know their 
influence on purchase intention. Studies with 
larger sample size could bring out more variables 
which affect purchase intention. Besides, 
purchase intention and its relationship with 
buying behavior or purchase decision could be 
examined using theory of planned behavior 
(TPB) model. 

 
COMPETING INTERESTS 
 
Authors have declared that no competing 
interests exist. 
 

REFERENCES 

 
1. Goyal A. Fragrant opportunities in the air. 

The New Indian Express;2020. Accessed 7 
July, 2020.  
Available:https://www.newindianexpress.co
m/opinions/2020/jul/07/fragrant-
opportunities-in-the-air-2166329.html 

2. Bomgardner MM. How perfumers walk the 
fine line between natural and synthetic. 



 
 
 
 

Sahana et al.; AJAEES, 39(10): 437-443, 2021; Article no.AJAEES.74585 
 

 

 
442 

 

Chemical and Engineering news. 2019;97 
(16). Accessed April 21, 2019.  
Available:https://cen.acs.org/business/cons
umer-products/perfumers-walk-fine-line-
between/97/i16 

3. Chouhan N, Vig H, Deshmukh R. 
Cosmetics Market by Category (Skin and 
Sun Care Products, Hair Care Products, 
Deodorants & Fragrances, and Makeup & 
Color Cosmetics), Gender (Men, Women, 
and Unisex), and Distribution Channel 
(Hypermarkets/Supermarkets, Specialty 
Stores, Pharmacies, Online Sales 
Channels, and Others): Global Opportunity 
Analysis and Industry Forecast, 2021–
2027. Allied market research;2021.  
Available:https://www.alliedmarketresearch
.com/cosmetics-market 

4. Shah SSH, Aziz J, Jaffari AR, Waris S, 
Ejaz W. The Impact of Brands on 
Consumer Purchase Intentions. Asian 
Journal of Business Management. 
2012;4(2):105-110. 

5. Fishbein MA, Ajzen I. Belief, Attitude, 
Intention and Behavior: An Introduction to 
Theory and Research. Addison-Wesley, 
Reading, MA;1975. 

6. Jamieson LF, Bass FM. Adjusting stated 
intention measures to predict trial purchase 
of new products: A comparison of models 
and methods. Journal of Marketing 
Research. 1989;26(8):336-345. 

7. Azeema N, Krishnaswamy J, Kiumarsi S. 
Factors Influencing the Purchase Decision 
of Perfumes with Habit as a Mediating 
Variable: An Empirical Study in Malaysia. 
Indian Journal of Marketing. 2016;46(7):           
7. 

8. Prakash G, Pathak P. Understanding rural 
buying behaviour : A study with special 
reference to FMCG products. Indian 
Journal of Marketing. 2014;44(8):43-55.  

9. Sadeghi T, Tabrizi KG, Noroozi A. The 
effective factors related with feelings, 
brand perception and purchase decision 
under a model. African Journal of Business 
Management. 2011;5(30):12025-12030. 

10. Zeithaml VA. Consumer perceptions of 
price, quality, and value: A means-end 
model and synthesis of evidence. Journal 
of Marketing. 1988;52(2):2-22.  

11. Ajzen I, Fishbein M. Attitude-behavior 
relations: A theoretical analysis and review 
of empirical research. Psychological 
Bulletin. 1977;84(5):888-918. 

 

12. Hsu CL, Lu HP. Why do people play online 
games? An extended TAM with social 
influences and flow experience. 
Information & Management. 2004;41 
(7):853- 868. 

13. Bamberg S, Ajzen I, Schmidt P. Choice of 
travel mode in the theory of planned 
behavior: The roles of past behavior, habit, 
and reasoned action. Basic and Applied 
Social Psychology. 2003;25(3):175-       
187. 

14. Hultink EJ, Griffin A, Hart S, Robben HSJ. 
Industrial new product launch strategies 
and product development performance. 
Journal of Product Innovation 
Management. 1997;14(4):243–57. 

15. Kamthe M, Verma DS. Product life cycle 
and marketing management strategies. 
International Journal of Engineering 
Research and Technology. 2013;2(4): 
2035-2042. 

16. Bitta AJD, Monroe KB, McGinnis JM. 
Consumer perceptions of comparative 
price advertisements. Journal of  
Marketing Research. 1981;18(4):416-     
427. 

17. Grewal D, Krishnan R, Baker J, Borin N. 
The effect of store name, brand name and 
price discounts on consumers' evaluations 
and purchase intentions. Journal of 
Retailing. 1998;74(3):331-352. 

18. Chaudhary R, Bisai S. (2018). Factors 
influencing green purchase behavior of 
millennials in India. Management of 
Environmental Quality: An International 
Journal.  

19. Liang ARD, Lim WM. Exploring the online 
buying behavior of specialty food 
shoppers. International Journal of 
Hospitality Management. 2011;30(4):855–
865. 

20. Klockner CA, Blobaum A. A 
comprehensive action determination 
model: Toward a broader understanding of 
ecological behaviour using the example of 
travel mode choice. Journal of 
Environmental Psychology. 2010;30(4): 
574-586. 

21. Poddar A, Donthu N, Wei Y. Web site 
customer orientations, Web site quality, 
and purchase intentions: The role of Web 
site personality. Journal of Business 
Research. 2009;62:441–450. 

 

 

https://www.researchgate.net/journal/Indian-Journal-of-Marketing-0973-8703


 
 
 
 

Sahana et al.; AJAEES, 39(10): 437-443, 2021; Article no.AJAEES.74585 
 

 

 
443 

 

22. Bao Y, Bao Y, Sheng S. Motivating 
purchase of private brands: Effects of store 
image, product signatureness, and quality 
variation. Journal of Business Research. 
2011;64:220–226. 

23. Forrester JW. Industrial Dynamics. MIT 
Press. Cambridge. Massachusetts;         
1961. 

24. Levitt T. Exploit the Product Life Cycle. 
Harvard Business Review. 1965;43:81-94. 

_________________________________________________________________________________ 
© 2021 Sahana et al.; This is an Open Access article distributed under the terms of the Creative Commons Attribution License 
(http://creativecommons.org/licenses/by/4.0), which permits unrestricted use, distribution, and reproduction in any medium, 
provided the original work is properly cited. 

 
 

 

 

Peer-review history: 
The peer review history for this paper can be accessed here: 

https://www.sdiarticle4.com/review-history/74585 

http://creativecommons.org/licenses/by/4.0

	Asian Journal of Agricultural Extension, Economics & Sociology
	39(10): 437-443, 2021; Article no.AJAEES.74585

	A Study on Factors Influencing Purchase Intention of Natural Perfumes: Framework for Designing Promotional Strategies
	ABSTRACT
	1. INTRODUCTION
	2. METHODOLOGY
	3. RESULTS AND DISCUSSION
	4. CONCLUSION
	5. LIMITATIONS AND FUTURE PROSPECTS
	COMPETING INTERESTS
	REFERENCES


