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ABSTRACT 

From childhood, Indian girls are bombarded with the message that fairer skin can get them the 

best husband and the job of their dreams. In India thenotion of beauty is fairness; not only is 

fairness associated with attractiveness but also self-confidence and success. Companies have 

often projected the negative stereotype of darker-complexion females reinforcing the importance 

of a fair complexion in a female‘s life. Advertisements in the 1980s showed dark- complexion 

women unable to find husbands or jobs until applying fairness creams. In India most men too 

want fair clear skin – and were secretly applying women's fairness creams before the launch of 

fairness cream for men.The fairness cream market is now around Rs 3,000 crore, to which the 

men's fairness cream segment contributes around Rs 329 crore (up from Rs 186 crore to a Rs 

2,200-crore market in 2010).The study aims in finding out usage pattern men towards fairness 

cream, influencing factors and  their beliefs and perception of fair skin complexion 

Key Words: fair complexion, Fairness cream, attractiveness, confidence, success. 

 

INTRODUCTION 

The first fairness cream inIndia dates back to 1919. Afghan Snow was launched in the year 1919 

by Mr. E.S.Patanwala. According to the company‘s website, it was called ‗Afghan Snow‘ after 

King Zahir of Afghanistan who said the white cream reminded him of the snow in the country. 

The First Miss India contest in 1952 was sponsored by Afghan Snow and the product was also 

endorsed by actress Persis Khambhatta. In 1975, Fair & Lovely was launched by HUL, (the 

Indian subsidiary of the multinational company Unilever,) which became an instant success. 

Soon, other brands followed-- Emami Naturally Fair Herbal Fairness Cream in the early 90s, 

CavinKare'sFairever in 1998 and Godrej's FairGlow in 1999…. All targeting women. 

 

However, there is no denying that in India, most men too want fair skin complexion. 

―Yashomatimaiyya se bole Nand lala, Radha kyun gori, main kyun kala”— a devotional song 

summarises the Indian male sentiment.According to Business Standard, market analysts were 

convinced that a noticeable proportion (30%) of sales of Fair & Lovely, a women's cream, were 

coming from men–(Business Standard 02 July 2013).Men were secretly applying women's 
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fairness creams. Emami decided to encash on thisopportunity and get a share of the then Rs 1400 

crore market,Emami entered the men's fairness cream segment in 2005 with the launch of Fair & 

Handsome, which still dominates the segment. Their message women's fairness creams are no 

good on men's tougher skin—and here was a fairness cream specially for men.Other Companies 

that traditionally marketed to women, expanded their portfolio to include products designed and 

marketed specifically for men. HULlaunched Fair and Lovely Menz Active in 2006, followed by 

Vaseline Men, Garnier Men Powerlight and many more. 

Market share (%) 2010 

Brand Range 

Market 

share 

(year ended 

Mar,'10) 

EMAMI FAIR & 

HANDSOME 
Fairness cream 68% 

HUL FAIR AND 

LOVELY 

Menz Active 

fairness cream 
13% 

GARNIER MEN 

POWERLIGHT 

Fairness moisturiser and 

facewash, Oil-control 

fairness moisturiser 

10% 

NIVEA FOR 

MEN 

Whitening Repair and 

Protect and Whitening Oil-

Control moisturiser and 

facewash 

5 % 

OTHERS 
Such as Elder Healthcare's 

Fairone Man etc. 
4% 

HUL VASELINE 

MEN 

Antispots Whitening face 

cream and facewash 

No data 

yet 

Source: Business Standard, January20, 2013 

Meanwhile, the Advertising Standards Council of India (ASCI) made an attempt at issuing 

guidelines in 2014 that prohibited ads from depicting dark-skinned people as disadvantaged or 

associating any skin tone with any specific kind of socio-economic class, ethnicity or community 
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LITERATURE REVIEW 

J H Langlois
 
(2000), broke the myth that attractiveness is not important in lifeand concluded that 

physically attractive individuals getbetter employment, higher salaries. In the book Skin 

Deep Edited by Cedric Herring et al(2004) addressed such issues as the relationship between 

skin tone and self-esteem, marital patterns, interracial relationships, socioeconomic attainment, 

and family racial identity and composition. A. S. Sandhya (2009), studied the attitude and 

behavioural intention of men towards purchase and consumption of fairness cream. Das S. 

(2013), studied consumers‘ (both male and female) perception towards fairness creams in India 

RATIONALE FOR THE STUDY 

Earlier studies have analysed the influence of advertisements of fairness creams on individuals 

(both men and women). Research has also studied the individual‘s perception about skin colour 

but not particularly focused on the Indian consumer. also,there is very limited, on the purchase 

and consumption of fairness cream for men in India.However, these studies do not track the 

perception and beliefs of the Indian male regarding a fair skin complexion.This paper therefore 

aims to fill this gap. 

SCOPE OF STUDY 

This study looks at theusage behaviourof Indian men towards fairness cream and the factors 

influencing them to adopt fairness creams and their perceptions and beliefs regarding a fair skin 

complexion. 

OBJECTIVES OF THE STUDY 

 To study factorsinfluencing the adoption of men‘s fairness creams 

 To study the usage pattern of fairness creams by men 

 To study men‘s beliefs and perceptionsof fair skin complexion 

HYPOTHESIS TO BE TESTED 

 Factors Influencingadoption of men‘s fairness cream and age are independent 

 Factors Influencing adoption of men‘s and occupation are independent 

METHODOLOGY 

Research Design: The study has been conducted under conclusive research using Descriptive 

research design. 

Data Collection: The study made use of primary data collected using a Structured Questionnaire. 

Likert Scale was used to understandbeliefs and perceptions. Likert Scale responses were 
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converted into scores ranging from 1 to 5, with 5 representing ―completely agree‘ and 1 

representing ―completely disagree‖ 

Two focus group discussions were carried out to help identify and formulate statements to study 

the perceptions and beliefs. 

The questionnaire was pretested on a 12 respondents and relevant changes were made based of 

the pre-testing. The final questionnaire was administered personally at home, offices and at 

colleges. 

Sampling: The target population was males above the age of 15. A sample of 244 respondents 

located in the national capital territory, Delhi was selected using non-random Convenience 

sampling. Of the 214 responses received, 13 questionnaires were rejected due to incomplete 

response. 

Sampling Technique: Sampling technique used for the research was Convenience Sampling 

(Non-Probability Sampling) 

Sample Size: The sample size was 201 respondents. 

Period of data Collection: The period of collecting wasSeptember 2015 to November 2015 

Data Analysis: Graphical and percentage analysis are used for descriptive analysis. Non- 

parametric test – chi square test (X
2
) at 5% level of significance was used for hypothesis 

testing.factor analysis was used to reduce the variables (of beliefs and attitude of men towards 

fair complexion); Statistical Package for the Social Sciences (SPSS) wasused to carry out Factor 

Analysis. 

SAMPLE PROFILE 

Table 1: Sample Profile of Respondents based on Age 

 Frequency Percent 

Valid 15-20 53 26.4 

20-30 75 37.3 

30-50 49 24.4 

over 50 24 11.9 

Total 201 100.0 
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Figure 1: Sample Profile of Respondents based on Age 

 

Age profile (figure1) of the respondents shows 37% of respondents were in the age group 20-30 

yrs while 12% in the over 50 yrs age group. 

Table 2: Sample Profile of Respondents based on Occupation 

 Frequency Percent 

Valid student 50 24.9 

salaried 120 59.7 

self employed 27 13.4 

retd 4 2.0 

Total 201 100.0 

Figure 2: Sample Profile of Respondents based on Occupation 
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37.31
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25%
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11.94
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student
24.88
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0.00
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1.99
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Occupation profile (figure 2) shows that While 60% of the respondents were salaried, 2% were 

retired. 

FINDINGS & ANALYSIS 

Figure3: Sample Profile of Respondents based on Complexion 

 

Figure 3 shows that Majority (86%) considered their complexion wheatish, 9% dark and 5% fair 

complexioned 

 

Table 3: Face care products used 

 Frequency Percent 

Valid face wash 26 12.9 

soap 124 61.7 

cream 30 14.9 

home remedy 5 2.5 

face pack 8 4.0 

sun screen 8 4.0 

Total 201 100.0 

Figure4: Face Care Products Used 

fair
5%

wheatish
86%

dark
9%

complexion (%)

fair

wheatish

dark
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Table 3 gives the Face care products used --While 62% men used soap, only 2.5% used home 

remedies for facial care 

Figure5: Fairness Cream Trial (%) 

 

Of the total respondents 95% had tried fairness creams while 5% had not tried fairness creams 

(figure 5). Reason for non-usage spanned from--- did not feel the need (20%), feel that the 

creams are ineffective and make false claims (60%) to harmfuleffects in long run(20%) 

Figure6: Weekly Usage of Fairness Creams (%) 
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Figure 6 shows Weekly Usage of Fairness Creams --Among the users 5% used it 1-2 times a 

week, 87% used it 3-6 times a week while 8% used it daily 

Figure7: Influencing Factors for Adoption (%) 

 

An analysis of influencing/ motivating factors (figure 7) reveals that family had the maximum 

influence (49%), followed by advertisements(27%), friends (19%) while specialists seem to have 

a minimal 2% influence 

Table 4:product usage across ages 
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Figure8: product usage across ages

 

With respect toTable 4, product usage across ages, soap is the most popular--23% of respondents 

in the age group 20-30 yrs were using soap and 7% aged 50 yrs and above were using soap 

Table 5:product usage across occupations 
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Figure9: product usage across occupations

However, studying Table 5, product usage across occupations revealed 37% of respondents were 

in the salaried category and using soap for facial care, while the retired did not use face wash, 

face pack, sunscreen or home remedies. 

Table 6: Trial of fairness creams across complexions 

 

 

Tried FC 

Total yes no 

complexion fair 2 8 10 

wheatish 170 3 173 

dark 18 0 18 

Total 190 11 201 

Figure10: Trial of fairness creams across complexions 

 

 
Table 6 shows 4%respondents were fair complexioned and  had not tried a fairness cream, while 

all dark complexioned had tried fairness creams (9% respondents)  
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Table 7:weekly usage of fairness creams across ages 

 

Figure11: weekly usage of fairness creams across ages 

 

Weekly usage analysis (table 7) revealed that 31% of respondents in the age group 20-30 yrs 

were using fairnesscream 3-6 times a week 

Table 8:weekly usage of fairness creams across occupations 

 

 

 

weekly use 

Total 0 1-2 times 3-6 times daily 

occ student 4 3 39 4 50 

salaried 5 2 106 7 120 

self employed 2 4 18 3 27 

retd 0 0 3 1 4 

Total 11 9 166 15 201 
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Figure12:weekly usageof fairness creams across occupations 

 

 

Table 8 shows 53% respondents were salaried and using fairness creams 3-6 times a week 

Table 9: weekly usage of fairness creams across complexions 

 

 

 
Figure13: weekly usageof fairness creams across complexions 

 

Table 9 shows weekly usage of fairness creams across complexions--77% respondents are wheat 

complexioned and use fairness creams3-6 times a week while 5% use it daily 
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Table 10:Factors influencing adoption of fairness cream across age groups 

 
Figure14: Factors influencing adoption of fairness cream across age groups 

 

Factors influencing adoption of fairness cream across age groups (table 10) reveals family as the 

most influencing/motivating factor with 17% respondents being in the 20-30 yrs age group, 12% 

in the 30-50 yrs group and 5% in the over 50 yrs being influenced by family 

Table 11:Factors influencing adoptionof fairness cream across occupations 

 

Figure15: Factors influencing adoption of fairness cream across occupations 
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Table 11 gives the Factors influencing adoption of fairness cream across occupations—here 29% 

respondents are salaried, 12% students and 1% retired who have been influenced by family. This 

study used 8 statements on a likert scale to understand the attitudes and beliefs of Indian men on 

fair skin complexion. On the 5-point scale 1 indicated strongly disagree and 5 stood for strongly 

agree. The responses are tabulated in table12 – table 19   

Table 12: Dark Complexion men face social discrimination 

 Frequency Percent 

Valid strongly disagree 2 1.0 

somewhat disagree 18 9.0 

cant say 8 4.0 

agree 168 83.6 

strongly agree 5 2.5 

Total 201 100.0 

Figure16:Dark Complexion men face social discrimination 

 
Table 12 shows that 86% respondents agree with ―Dark Complexion men face social 

discrimination” 
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Table13: I want to be as attractive as SRK 

 Frequency Percent 

Valid somewhat disagree 3 1.5 

cant say 4 2.0 

agree 188 93.5 

strongly agree 6 3.0 

Total 201 100.0 

Figure17: I want to be as attractive as SRK 

 

Table13indicates that 97% ‗want to be as attractive as SRK’ 

Table14: Fair complexion men are more popular at the work place 

 Frequency Percent 

Valid strongly disagree 3 1.5 

somewhat disagree 13 6.5 

cant say 13 6.5 

agree 162 80.6 

strongly agree 10 5.0 

Total 201 100.0 

Figure18: Fair complexion men are more popular at the work place 

 

 
Table14 reveals 86% respondents agree that “Fair complexion men are more popular at the 

work place” 
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Table 15:A fair Complexion adds to one‘s personality 

 Frequency Percent 

Valid strongly disagree 1 .5 

somewhat disagree 13 6.5 

cant say 11 5.5 

agree 166 82.6 

strongly agree 10 5.0 

Total 201 100.0 

Figure19:A fair Complexion adds to one‘s personality 

 

Table 15 shows that 88% respondents agree that ―A fair Complexion adds to one’s personality” 

Table 16: Girls find fairer men more attractive 

 Frequency Percent 

Valid somewhat disagree 1 .5 

cant say 1 .5 

agree 177 88.1 

strongly agree 22 10.9 

Total 201 100.0 

Figure 20:Girls find fairer men more attractive 

 

Table 16 shows that 99% responds agree that ―Girls find fairer men more attractive” 
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table17: Fair complexion men do better in life 

 Frequency Percent 

Valid somewhat disagree 1 .5 

cant say 7 3.5 

agree 24 11.9 

strongly agree 169 84.1 

Total 201 100.0 

Figure 21: Fair complexion men do better in life 

 

table17 shows that 96% respondents agree that “Fair complexion men do better in life” 

Table18: Most blue collared workers have a dark complexion 

 

  

 

Figure22: Most blue collared workers have a dark complexion 

 

Table18 reveals that 97% respondents agree that “Most blue collared workers have a dark 

complexion’. Important to note id that NO respondent disagrees with this stamen. (Remaining 

 Frequency Percent 

Valid cant say 6 3.0 

agree 18 9.0 

strongly agree 177 88.1 

Total 201 100.0 
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3% chose ―can‘t say‖ as the option 

Table19: Fairer men have better marriage prospects in India 

 Frequency Percent 

Valid somewhat disagree 3 1.5 

cant say 11 5.5 

agree 41 20.4 

strongly agree 146 72.6 

Total 201 100.0 

Figure 23:Fairer men have better marriage prospects in India

 

Table19 shows that 93% of respondents agree with “Fairer men have better marriage 

prospects” 

 

Hypothesis testing 

 
Null Hypothesis: FactorsInfluencing adoption of men‘s fairness cream and age of user are 

independent 

Table 10 givesFactors influencing adoption of fairness cream across age groups. the following 

CHI SQUARE results were obtained. 
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Table 20: Chi-Square Test 

 Value df 

Asymptotic 

Significance 

(2-sided) 

Pearson Chi-Square 8.326
a
 15 .910 

Likelihood Ratio 10.801 15 .767 

Linear-by-Linear 

Association 

.218 1 .641 

N of Valid Cases 201   

 

a. 13 cells (54.2%) have expected count less than 5. The minimum expected count is .48. 

 

Table 21: Symmetric Measures 

 Value 

Approximate 

Significance 

Nominal by 

Nominal 

Phi .204 .910 

Cramer's V .118 .910 

N of Valid Cases 201  

Table 20 and 21 hold the null hypothesis true i,e.Factors Influencing adoption of men’s 

fairness cream and age of user are independent 

Null hypothesis: Factors Influencing adoption of men‘s and occupation of user are independent 

From Table 11 which gives the Factors influencing adoption  of fairness cream across 

occupations, chi square is calculated as follows 

Table 22: Chi-SquareTest 

 

 
Value df 

Asymptotic 

Significance 

(2-sided) 

Pearson Chi-Square 19.305
a
 15 .200 

Likelihood Ratio 14.017 15 .524 

Linear-by-Linear 

Association 

.043 1 .835 

N of Valid Cases 201   

 

a. 15 cells (62.5%) have expected count less than 5. The minimum expected count is .08. 
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Table 23: Symmetric Measures 

 

 Value 

Approximate 

Significance 

Nominal by 

Nominal 

Phi .310 .200 

Cramer's V .179 .200 

N of Valid Cases 201  

 

Table 22 and 23 hold the null hypothesis truei.e.Factors Influencing adoption of men’s and 

occupation of user are independent 

Factor Analysis 

 

8 statements were used to study the underlyingattitudes and beliefs of Indian men with respect to 

fair skin complexion and use of fairness creams. Factor analysis was conducted to reduce these 8 

variables using SPSS. 

Table 24:Descriptive Statistics  

 Mean 

Std. 

Deviation Analysis N 

Dark Complexion men face social 

discrimination 

3.78 .682 201 

 I want to be as attractive as SRK 3.98 .331 201 

Fair complexion men are more popular at the 

work place 

3.81 .689 201 

A fair Complexion adds to one‘s personality 3.85 .623 201 

Girls find fairer men more attractive 4.09 .355 201 

Fair complexion men do better in life 4.80 .513 201 

Most blue collared workers have a dark 

complexion 

4.85 .433 201 

Fairer men have better marriage prospects in 

India 

4.64 .657 201 

Table 24 gives the mean value of each variable—all mean values being greater than 3.78. (With 

5 representing ―completely agree‘ and 1 representing ―completely disagree‖) 
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Table 25: KMO and Bartlett's Test 

 

Kaiser-Meyer-Olkin Measure of Sampling 

Adequacy. 

.773 

Bartlett's Test of 

Sphericity 

Approx. Chi-Square 874.723 

df 28 

Sig. <.001 

Table 25 shows the sample adequacy-- KMO value of 0.773 (which is greater than 0.6) indicates 

that this data is well suited for Factor Analysis. Bartletts test gives 874.672 --a statistically 

significant value --and REJECTS the null hypothesis that the correlation matrix is an identity 

matrix 

 

Table 26: Communalities 

 Initial Extraction 

Dark Complexion men face social discrimination 1.000 .917 

I want to be as attractive as SRK 1.000 .398 

Fair complexion men are more popular at the 

work place 

1.000 .856 

A fair Complexion adds to one‘s personality 1.000 .843 

Girls find fairer men more attractive 1.000 .190 

Fair complexion men do better in life 1.000 .765 

Most blue collared workers have a dark 

complexion 

1.000 .494 

Fairer men have better marriage prospects in 

India 

1.000 .590 

Extraction Method: Principal Component Analysis. 

Table 26 gives the extraction values which indicate the proportion of variance for each variable 

that can be explained by the factors.  For instance, 91.7% of variance of ―Dark Complexion men 

face social discrimination‖ can be explained by the factors. All variables, barring variable 

5(‗Girls find fairer men more attractive‘) have good extraction values. 
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Table 27: Total Variance Explained 

 

Component 

Initial Eigenvalues Extraction Sums of Squared Loadings 

Total % of Variance Cumulative % Total % of Variance Cumulative % 

1 3.832 47.902 47.902 3.832 47.902 47.902 

2 1.221 15.258 63.160 1.221 15.258 63.160 

3 .941 11.760 74.921    

4 .782 9.771 84.692    

5 .660 8.247 92.939    

6 .258 3.223 96.162    

7 .214 2.673 98.835    

8 .093 1.165 100.000    

Extraction Method: Principal Component Analysis. 

SPSS has extracted 2 factors giving a cumulative percentage of 63.2% of total variance 

explained. (Table 27) -- first factor accounts for 47.9% of the variance, second factor accounts 

for 15.23%, The Scree plot also shows 2 factors above eigen value 1—all other factors which 

have an eigen value less than 1 were not extracted 

 

Table 28: Component Matrixa 

 

Component 

1 2 

Dark Complexion men face social discrimination .889 -.357 

I want to be as attractive as SRK .608 .168 

Fair complexion men are more popular at the work place .835 -.400 

A fair Complexion adds to one‘s personality .828 -.398 

Girls find fairer men more attractive .359 .247 

Fair complexion men do better in life .758 .436 

Most blue collared workers have a dark complexion .354 .607 

Fairer men have better marriage prospects in India .680 .358 

Extraction Method: Principal Component Analysis.a 

a. 2 components extracted. 

 

The component matrix gives the factor loadings.(pearsons correlation between variables 

and factors/components). table 28 shows that Dark Complexion men face social 

discrimination has the highest loading in factor 1, while Most blue collared workers have 

a dark complexion has the highest loading in factor 2 
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Table 29: Rotated Component Matrixa 

 

Component 

1 2 

Dark Complexion men face social discrimination .924 .251 

I want to be as attractive as SRK .384 .500 

Fair complexion men are more popular at the work place .907 .184 

A fair Complexion adds to one‘s personality .900 .182 

Girls find fairer men more attractive .138 .413 

Fair complexion men do better in life .342 .805 

Most blue collared workers have a dark complexion -.083 .698 

Fairer men have better marriage prospects in India .327 .695 

Extraction Method: Principal Component Analysis.  

 Rotation Method: Varimax with Kaiser Normalization.a 

a. Rotation converged in 3 iterations. 

Rotation is necessary to account for maximum variance—without rotation there would be more 

factors. The rotated component matrix determines what each factor represents. table 29 indicates 

that 

 Dark Complexion men face social discrimination 

 Fair complexion men are more popular at the work place 

 A fair Complexion adds to one‘s personality--are loaded on factor 1(POPULARITY) 

While, 

 I want to be as attractive as SRK 

 Fair complexion men do better in life 

 Most blue collared workers have a dark complexion 

 Fairer men have better marriage prospects in India are loaded on factor 2 (SUCCESS) 
 

CONCLUSION 

Soap was the most common face care product used while usage of home remedies was minimal. 

While 5% of respondents considered themselves of fair complexion and 5% had never tried a 

fairness cream, --these were not the same respondents. 2 fair respondents had tried a fairness 

cream.100% of dark-complexioned respondents had tried a fairness cream. And family was the 

highest influencing/motivating factor to use a fairness cream. And 86% respondents were using it 

3-6 times a week.Also, Factors Influencing adoption of men‘s fairness cream and age of user are 

independent. And Factors Influencing adoption of men‘s and occupation of user are independent. 

The perceptions and beliefs of the Indian male regarding fair complexions skin have been 

reduced to TWO factors—SUCCESS and POPULARITY. 
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LIMITATIONS Of THE STUDY 

The respondents were restricted to Delhi –the findings could be different if respondent from 

southern states of India were also included.  

The sampling technique was convenience (non-probability), hence extrapolation of results to the 

entire male population of India would not be appropriate 
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