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Abstract—This study aims to describe the tendency of 

consumption patterns and brand loyalty of the cosmetic 

consumers in Yogyakarta. This research is a preliminary study 

for further research which aims to find out a dynamic model of 

cosmetic consumer loyalty. This research applied quantitative 

approach with survey method. The research involves 50 female 

cosmetic consumers that fulfills the inclusion criteria: a) 

respondents must be active consumers of cosmetic products 

(indicated by cosmetic purchasing behaviors at least once in the 

past six months), b) living in Yogyakarta, c) aged between 16 

up to 30 years. The data were collected by distributing online 

questionnaires with open-ended questions and were analyzed 

using quantitative descriptive technique. The results showed 

that: (1) face powder and lipstick are the most-used and most-

purchased cosmetic products by consumers, (2) 50 percent of 

cosmetic consumers intended to keep using their 

current brand, 34 percent of them switched brands, and 4 

percent others used multi-brands, and (3) 88 percent of face 

powder and lipstick consumers switched brands more than 

twice because of curiosity, variety-seeking, looking for the best 

value product, incompatible cosmetic formula on their facial 

skin, poor quality, poor performance of previous brands, 

and the lower price of products from other competitors. 
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I. INTRODUCTION 

Cosmetic market and consumer behavior are dynamic. 

Therefore, researchers in the field of consumer behavior are 

trying to find out the actual condition, the novelty and 

the actual phenomena in the current cosmetic consumer 

behavior. Two topics that related to cosmetic consumer 

behavior that are often studied and received great concern 

are consumption patterns [1, 2, 3, 4] and brand loyalty [5, 6, 

7, 8]. Consumption patterns in general can be defined as 

how consumers spend their money by buying a number of 

products and services to fulfill their needs and satisfaction. 

Meanwhile, brand loyalty can be defined as a positive 

attitude towards the brand that indicated by regular 

purchases of the brand and commitment to keep consuming 

it in the future [9].                                                         

The study of consumption patterns and brand loyalty has 

become a major concern in recent years. It is shown by 

various surveys that pay great attention to this topic in 

various regions, including Indonesia [10, 11, 12, 13, 14, 15, 

16]. These phenomena-the various survey institutions that 

pay attention to the research of consumption patterns and 

brand loyalty of cosmetic consumers-is inseparable from the 

increased growth of national cosmetic industry. It is known 

that the national cosmetic industry has grown by more than 

20% or four times compared to the national economic 

growth [17]. This growth occurs due to the rising demand 

for cosmetic products of the Indonesian consumers which 

have made cosmetics as the one of their important needs. 

The company certainly want their consumers to be loyal 

and keep consuming their brand, because the loyal 

consumers can give several benefits to the company such as 

reaching higher sales, reducing the company’s costs for 

marketing efforts, and achieving efficiency [18]. However, 

the phenomenon shows the opposite. Cosmetic consumer 

loyalty is not static but dynamic in which indicated by a 

decrease in brand loyalty of cosmetic consumers. 

The results of a survey conducted by Mars Indonesia in 

2009 showed that 76.4% of cosmetic consumer are loyal for 

face powder product and 72.6% loyal for lipstick product 

[10]. However, it was found through a survey by Nielsen in 

2013, that cosmetic consumers showed a dynamic behavior. 

The survey by Nielsen revealed that the percentage of 

consumers using one brand decreased from 49.2% to 45.4% 

and cosmetic consumers that using two brands increased 

from 24.9% in 2012 to 31, 9% in 2013. The percentage of 

cosmetic consumers who bought more than two brands 

increased from 27.1% to 30.2%, while consumers who 

bought more than three brands increased from 12.4% to 

15.9% [15].  

The decrease in the number of loyal consumers can have 

impacts on the lower sales levels, higher costs for marketing 

efforts to attract and maintain consumer loyalty to the 

company's brand. This makes the company's efficiency 

decreased and the sustainability of the company is 

threatened. 

This research is a preliminary study for further research 

that aims to find out the dynamic model of brand loyalty in 

cosmetic consumers. This study will become the basis for 

the further research in exploring how the dynamic model of 

brand loyalty in cosmetic consumers. The study of 

consumption patterns can provide benefits for companies in 

understanding what kind of products that consumers are 

interested in in the market today and how their potential in 

the market. Meanwhile, a study of how the condition of 

consumer brand loyalty can provide an overview of whether 

consumers currently tend to be loyal to one or more brands, 

whether consumers have strong or weak loyalties 

Advances in Social Science, Education and Humanities Research, volume 462

Proceedings of the 2nd  International Seminar on Guidance and Counseling 2019 (ISGC 2019)

Copyright © 2020 The Authors. Published by Atlantis Press SARL.
This is an open access article distributed under the CC BY-NC 4.0 license -http://creativecommons.org/licenses/by-nc/4.0/. 181

mailto:anisarimaf3@gmail.com
mailto:yulia_ayriza@uny.ac.id


characterized by intentions or actual behavior of brand 

switching. This can be a tool for companies to ensure the 

sustainability of their business. 

Based on the previous description, it is concluded that 

consumption patterns and brand loyalty behavior of 

cosmetic consumers has changed over time or dynamic. 

Thus, based on the background of the problem that has been 

described, the problem statements were: (1) what is the 

most-used and most-purchased cosmetic product by 

consumers? (2) how is the cosmetic consumer loyalty to face 

powder and lipstick products? This study is expected to help 

the cosmetic companies in managing their brand 

sustainability and marketing strategies which are in 

accordance with the conditions of today’s cosmetic 

consumer behavior. 

II. METHODS 

This study applied a quantitative approach with survey 

method with the reason that research objectives is to 

describe trends, behaviors, and opinions of the population by 

studying the sample of it [19].  

This study involved fifty female cosmetic consumers, 

which were selected using purposive sampling technique. 

Inclusion criteria used in this research are (in which the 

criteria were they) respondents must be active consumers of 

cosmetic products (indicated by the last purchases at least 

once in the past 6 months), b) living in Yogyakarta, c) and 

aged between 16-30 years. 

The data were collected by distributing online 

questionnaires. It contained four open-ended questions, i.e. 

(1) what were the most-used cosmetic products by 

consumers?, (2) what were the most-purchased cosmetic 

products in the last 6 months?, (3) how many times the 

consumers switched cosmetic brands and what were the 

reasons of it, and (4) what was the consumers intention 

either to switch brands or to be loyal to their current 

cosmetic brands. The data were analyzed using descriptive 

statistics. 

The research was conducted during September to 

November 2018. The steps of this research were: (1) 

Determining the criteria of the respondents for this study, (2) 

constructing the questionnaires with open-ended questions, 

(3) collecting data by distributing the online-questionnaires, 

(4) analyzing and interpreting the data, and (5) presenting 

the results on research report. 

III. RESULT AND DISCUSSION 

Result 

Related to the consumption patterns of cosmetic 

consumers, the results showed that there were five 

categories of cosmetic products which are often used and 

purchased regularly by the consumers i.e., face powder, 

lipstick, moisturizer, BB cream, and sunscreen.  

Table 1. The Mosr Used Cosmetic Products by Consumer 

Regurarly 

No. 
Most-Used Cosmetic Product by Consumers 

Product Categories Frequency Percentage 

1. Face Powder 36 72% 

2. Lipstick 35 70% 

3. Moisturizer 11 22% 

4. BB Cream 8 16% 

5. Sunscreen 7 14% 

Based on table 1, there were 72% respondents stated that 

face powder was the cosmetic product which were often 

purchased regularly, followed by lipstick product (70%), 

moisturizer product (22%), BB cream (16%), and sunscreen 

product (14%). From these results, it can be concluded that 

face powder is the most purchased cosmetic product by 

consumers which they bought regularly. 

Tabel 2. The Most Purchased in Past 6 Months 

No. 
Most-Used Cosmetic Product by Consumers 

Product Categories Frequency Percentage 

1. Lipstick 30 60% 

2. Face Powder 7 14% 

3. Moisturizer 6 12% 

4. Others 7 14% 

5. Lipstick 30 60% 

 

Meanwhile, based on table 2, in the past 6 months, it was 

known that 60% respondents made the most frequent 

purchases in lipstick product, followed by face powder 

product (14%), moisturizer (2%), and the other 14% made 

purchases on the other cosmetic products which were not 

specified in this study. From these results above, it can be 

concluded that even face powder product is the most-

purchased cosmetic product by consumers regularly 

(showed in Table I), but lipstick is the most frequently 

purchased cosmetic product by consumers.   

Table 3. Picture of Brand Switching 

No. 
Factors of Brand Switching 

Brand Switching Motives Frequency Percentage 

1. Curiosity, variety-seeking, need 

for novelty 
16 32% 

2. Looking for the best value 
product/brand 

10 20% 

3. Incompatible cosmetic formula 

on consumer skin 
10 20% 

4. Poor quality and poor 
performance of previous brand 

5 10% 

5. 
Lower price of competitors’ 

brand 
2 4% 

 

Based on table 3, related to the cosmetic consumer brand 

loyalty, it was found that out of the fifty respondents, 88% 

stated that they had switched their lipstick and face powder 

brands more than twice. The main reason of brand switching 

in lipstick and face powder products is dominated by factors 

of curiosity, variety-seeking, and need for novelty (32%), 

followed by factor of looking for the best value product 

(20%) and the factor of incompatible cosmetic formula on 

their facial skin (20%), and the factor of poor quality and 

poor product performance of previous brand (10%). Finally, 

it was found that only 4% switched their face powder and 

lipstick brands because of the lower price of the products 

from other competitors. 

Further, after switching brands, cosmetic consumers in 

lipstick and face powder products showed intention either to 

switch brands or to keep consuming the same brands. Based 

on Figure 1, it was 50% percent respondents intended to be 

loyal or keep consuming their current cosmetic brands, 34% 

would switch brands, the other 4% intended to use multi-

brand (more than one brand). Meanwhile, 12% respondents 

stated that they did not know whether to switch brands or to 
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be loyal to their current brands. From these results, we can 

conclude that 34% cosmetic consumers still intended to 

switch their brand even they already switched their brands 

before. 

Discussion 

Based on the results of the study, it was found that face 

powder and lipstick products were the most-used and the 

most-purchased cosmetic category by consumers with a 

percentage of 72% in face powder products and 70% in 

lipstick products. This result was in line with three research 

findings as described below [11, 16, 20]. 

The first survey conducted by MARS Indonesia in 2017 

entitled "Studi Pemasaran Produk Kosmetik di Indonesia 

2017" showed that the highest penetration of cosmetic 

products was in face powder and lipstick categories with 

sales value for face powder product at 84.6 and in lipstick 

product at 82.9[11]. The result indicate that face powder and 

lipstick products were the best-selling cosmetic category on 

the market compared to the other cosmetic categories. 

The second survey conducted by Navitasari, Gunawan, 

and Persada in 2018 on active cosmetic consumers in 

Surabaya showed that facial cosmetic products, including 

face powder (37,41%) and lipstick (55,8%) were the most-

used cosmetic products [19]. The last study that conducted 

by Snapcart (2016) which involved cosmetic consumers 

with the ages of 25-34 years old as respondents in five 

biggest cities in Indonesia (Jakarta, Surabaya, Medan, 

Bandung, and Makassar). The result showed that face 

powder and lipstick products ranked in the second and third 

position in term of highest sales, while the first position was 

occupied by moisturizer product [16].  

Thus, this study findings were in line with those three 

studies of which that face powder, lipstick and moisturizer 

products were the most-purchased cosmetic products. This 

strengthens the evidence that face powder, lipstick and 

moisturizer products are still the categories of cosmetic 

products that are most-used and most-purchased by 

consumers and have a great opportunity to grow in cosmetic 

market. 

Post-Purchase Behavior: Brand Switching and Multibrand 

Loyalty. 

Based on the results of the study, it is known that 

cosmetic consumers do not always use the same cosmetic 

brands, instead they switched brands especially in face 

powder and lipstick products with the reason of functional 

and psychological motives. 

The functional motives that make consumers switched 

brands were looking for the best value product and the best 

product performance, incompatible cosmetic formula on 

consumers’ skin, as well as poor quality and poor 

performance of the previous brand. Meanwhile, the 

psychological motives that make cosmetic consumers 

switched brands were curiosity, variety-seeking, and need 

for novelty. This result was also in line with a study 

conducted by Navitasari, Gunawan, and Persada in 2018, of 

which 38.90% cosmetic consumers in Surabaya were also 

found to performed brand switching when they felt 

incompatible with the previous brand [20]. 

Regarding variety-seeking behavior of cosmetic 

consumers in this study, the results was in line with a survey 

conducted by Corra in 2016 with 1000 female cosmetic 

consumers as the sample, 1/3 of them were found switched 

their lipstick brands overtime and only 6% of them had a 

preference to be loyal to previous lipstick brands, while the 

rest prefered to try new lipstick brands as an alternative of 

either to switch brands or be loyal to the previous ones [21]. 

The cosmetic consumers behavior such variety-seeking 

behavior that we found in this study can be explained by the 

optimum stimulation level theory. Consumers as individuals 

have exploratory behavior and drive to achieve comfort by 

seeking for new stimulation. This means that when 

consuming a brand, consumers have a sense of boredom, 

desire to try new things, or a need for sensing new stimulus 

over time to reach a state in which consumers feel 

comfortable with the exposure of the stimuli up to a certain 

level (Optimum Stimulation Level) [22]. This is what we 

predicted to be the reason of cosmetic consumer switching 

brands in face powder and lipstick products, i.e. variety-

seeking behavior and intention to consume multiple brands 

(more than one brand).  

Furthermore, related to the post-purchase behavior, it 

was found that consumers predominantly intended to be 

loyal to the current brands (50%). Nevertheless, it was found 

that 34% consumers intended to switch brands and consume 

multiple brands (more than one brand). Post-purchase 

attitude of cosmetic consumers such as intention to switch 

brands and to consume multiple brands found in this study is 

contrary to the concept of loyalty which needs to be 

concerned by the companies of cosmetic products. 

The results of this study provide insight that face powder 

and lipstick products are still the most-purchased cosmetics 

by consumers. Further, the cosmetic consumers were also 

found to switch brands more than twice, because of 

functional motives (looking for best value brands with the 

best quality and performance) and psychological motives 

(curiosity, variety-seeking and need for novelty). 

IV. CONCLUSION 

Based on the results of this study, it can be concluded 

that face powder and lipstick categories are the most used 

and purchased cosmetic products. It is also known that 

lipstick products are the most-purchased cosmetic category 

in the past 6 months. Regarding cosmetic consumer brand 

loyalty behavior, 88% face powder and lipstick consumers 

switched brands more than twice due to the factors of 

curiosity and variety-seeking as a psychological motives and 

looking for the best value product, incompatible cosmetic 

formula on their facial skin, poor quality, poor performance 

of previous brand, and the lower price of competitors’ 

product as a functional motives. Finally, it was found that 

50% cosmetic consumers intended to be loyal to current 

cosmetic brands, whereas 34% intended to switch their 

brands, 4% intended to consume multi-brands, and the rest 

of 12% respondents were not certain of their choices of 

either to switch brands or be loyal to their previous ones. 

This finding provides a new knowledge that cosmetic 

consumers brand loyalty is a dynamic behavior which 

indicated by brand switching behavior overtime. 
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