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ABSTRACT –  

Perfume marketing is a complex matter: Mumbai is an ever-changing, diverse urban center with multifaceted consumer behaviors shaped by many factors. The 

research looks at the impact of price and brand on decision-making in this area. The study surveyed through a structured questionnaire 300 perfume consumers in 

Mumbai to evaluate the impact of price sensitivity versus brand loyalty on the purchase decision. The quantitative data were analyzed using statistical tools by 

means of correlation and regression to figure out the most dominant influence. The findings of this study indicate that, even though price does matter, particularly 

to younger and middle-income consumers, brand identity and perceived prestige matter more, especially when it comes to making a purchase among high-income 

consumers. The study finds that trust in a brand and emotional bonding with that brand prevail over price consideration. These insights affect marketing 

strategies, branding strategies, and pricing strategies for the Indian fragrance market. 

Keywords: Consumer behavior, perfume market, price sensitivity, brand loyalty, decision-making, Mumbai, brand identity, luxury branding, consumer 
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1.INTRODUCTION  

Last one decade saw a clear evolution of Indian perfume industry. Traditionally considered to be is a luxury accessory only for the rich, now it has 

become eligible for middle class users and hence is spreading into the urban consumer market of metropolitan hubs like Mumbai. With globalization 

and the exposure towards international lifestyle trends, urban middle-class rising aspirations have given way to a demand for perfumes across all 

income levels. 

 

On an urban center like Mumbai that is highly cosmopolitan and populated, the income levels, cultural preferences, and lifestyle choices have a diverse 

demographic. Such consumers in this city may be able to have the entire range of local and global perfume brands, from fragrances that cost less than a 

dollar for everyday use to top-of-line designer fragrances. As more expansions of the market take place, there is an increasing importance to know and 

understand the parameters that really drive consumer choice; price affordability or strength and image value of the brand. 

 

This study primarily works on the comparative analysis of price and brand as the significant motivators affecting the buying behaviour of consumers in 

determining the factors governing perfume purchases in the Mumbai market. In an ever-on-going competitive market understanding these behavioral 

drivers will help businesses in gaining these customers and thereby keeping them for his or her profit.  

 

2. Importance of Emotional Intelligence in Leadership 

For most consumers, price is a tangible and immediate consideration. It acts as one important filter, particularly in a market like India, wherein value-

for-money plays a critical role in buying behavior. If a product is competitively priced, it benefits a larger segment of consumers in such segments of 

lower and middle-income. Discount pricing, combo offers, and limited period offers all dramatically increase the volume of sales of a particular brand 

and product in the perfume industry. However, at times, low pricing is associated with compromised quality, and this is especially sensitive in the 

current scenario, where perfumes are concerned.  

 

Brand, on the contrary, is intangible but one of the most effective influences. A brand in perfumes symbolizes quality and identity, heritage, and even 

aspiration. Name brands inspire confidence among consumers and promise a certain trustworthy experience with each and every purchase. They can 

oftentimes be lifestyle overly and even a status symbol. A consumer would pay more on something they could identify with, something considered to 

be of superior quality or luxury, something worthy of being called their own. The highly developing association between a brand itself will highly 

influence purchasing behavior, sometimes even more than price considerations in a city like Mumbai, where lifestyle and image matter a lot.  
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Understanding the trade-off between price and brand loyalty is key to understanding what matters to consumers and how companies can position 

themselves meaningfully. 

3. RESEARCH GAP 

For a long time, consumer behavior has been studied essentially in the context of fast-moving consumer goods and luxury products. However, there are 

few such studies that actually talk about the unique dynamics involved in the case of the perfume market when it comes to urban India. The dominant 

part of the literature available mostly focused on Western consumer patterns; even though some studies approached a generic treatment of consumers, 

they overlooked the cultural, economic, and geographic peculiarities of Indian cities. 

 

Also, although price sensitivity and brand were individually studied, very few published research pieces compared the two factors in deciding which 

one would play a more dominant role in influencing consumer preference within the Mumbai perfume market. These reasons make Mumbai an 

interesting case to study consumer behavior as it represents a lot of economic diversity as well as exposure to global and local brands. This study aims 

to fill that void by directly comparing price and brand as determinants of purchase decisions with data collected from actual consumers in the city. 

 

4. STATEMENT OF THE PROBLEM 

Despite the growing size of the perfume market, businesses often struggle to identify what matters most to consumers — is it the price tag, or the brand 

name? This confusion can lead to mismatched marketing strategies, product mispositioning, and lost sales. Hence, it becomes essential to explore and 

quantify the roles of price and brand in shaping consumer preferences in the Mumbai perfume market. 

5. OBJECTIVES OF THE STUDY 

 To analyse the influence of price on consumer decision-making in the Mumbai perfume market. 

 To assess the impact of brand image and loyalty on perfume purchase decisions. 

 To compare the relative importance of price and brand in influencing consumer choice. 

 To explore demographic differences (age, income, gender) in preference for price or brand. 

 

6. HYPOTHESES: 

 H1: There is a significant relationship between price sensitivity and consumer purchase decisions in the perfume market.  

 H2: Brand loyalty significantly influences consumer decision-making in perfume purchases. 

 H3: Brand has a greater impact than price on consumer purchase decisions in the Mumbai perfume market.  

7. SIGNIFICANCE OF THE STUDY 

The present study holds significant value for marketers, manufacturers, retailers, and academic researchers aiming to understand consumer behavior in 

the urban Indian fragrance market. By focusing on the comparative influence of price and brand in the context of perfume purchases in Mumbai, the 

research offers actionable insights that can help businesses develop more effective pricing strategies, branding initiatives, and promotional campaigns. 

For marketers, understanding whether consumers prioritize affordability or brand identity allows for more precise targeting and segmentation. Retailers 

and manufacturers can use these insights to guide product assortment, pricing models, and customer engagement strategies, especially in a highly 

competitive and diverse market like Mumbai. For academic researchers, this study contributes to the relatively underexplored area of consumer 

decision-making within the Indian perfume sector, offering a foundation for further investigation in similar markets or product categories. Moreover, 

for new entrants and startups, the findings can inform their market entry and positioning strategies by highlighting what consumers truly value when 

choosing a fragrance. 

8. RESEARCH METHODOLOGY 

The research employed a survey-based methodology to collect data from 200 consumers actively purchasing perfumes across various retail and online 

platforms in the Mumbai market. The survey was designed to capture both demographic information including age, gender, income level, and 

occupation as well as key decision-making factors such as price sensitivity, brand loyalty, frequency of purchase, and awareness of perfume brands. 

Participants were selected through a combination of convenience and purposive sampling to ensure representation from different socio-economic 

backgrounds and consumer segments. 

 

The questionnaire included both closed-ended and Likert-scale items, allowing respondents to rate the importance of various factors influencing their 

purchase decisions. Most importantly, the survey evaluated the relative influence of brand image and price perception in shaping consumer choices. 
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Additional items explored consumer trust in specific brands, perceived value for money, and willingness to switch brands based on pricing or 

promotional offers. This approach allowed for a comprehensive analysis of how consumers in Mumbai make purchasing decisions in the highly 

competitive and emotionally driven perfume market. 

 

Data Collection: The research employed a structured survey-based approach to collect data from 200 perfume consumers across different demographic 

segments within the Mumbai market. Participants were selected through a combination of convenience and purposive sampling to ensure representation 

across various age groups, income levels, genders, and buying behaviors. The survey gathered demographic details such as age, gender, income level, 

and occupation and included qualitative and quantitative items designed to assess consumer preferences, perceptions of brand value, price sensitivity, 

and actual buying behavior. Consumer attitudes toward famous perfume brands and their willingness to pay a premium were carefully evaluated along 

with the influence of pricing strategies on their final purchase decisions. 

 

Data Analysis: The data will be examined using descriptive and inferential statistics to identify trends and relationships among the important variables. 

Frequency distributions and pie charts will be utilized in representing consumer demographics, levels of brand loyalty, and sensitivity to price 

variations. The strength of preference for brand against price will be analyzed across various income and age segments through bar graphs and cross-

tabulations. Lastly, correlation and regression analysis will be performed to see how strong and in what direction brand perception and price importance 

influence the final purchase decision. These analyses will clarify whether the consumer decision-making in the Mumbai perfume market is more 

governed by brand loyalty or pricing strategy. 

 

1. What Influences Buying Decision the Most? 

 

 
2. Preferred Price Ranges of Perfume 

 

 
 

3. Brand Preference by Income Group 
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4. Repeat Purchase by Loyalty Score 

 

 
 

9. PROBABLE OUTCOMES 

This study shows In the Mumbai market, high-end perfumes may attract consumers who value brand value over price, since brand loyalty is a strong 

determinant for these premium products. On the other hand, price-conscious consumers are more likely to choose the bargains, even from lesser-known 

brands. In contrast, brand image and prestige might have a big say in the matter, given that established brands often convey the message of social status 

and luxury, particularly in the metropolitan city of Mumbai, with consumerism being a stronghold. Emotional bonding with the perfume brand that 

stems from advertising and celebrity endorsements to experiences might, for these consumers, take precedence over price.  

 

Besides brand image, advertisement and social media play an important role. The power of influencer marketing and celebrity endorsements would 

hold weight in the minds of consumers, and brand recognition becomes even more pivotal in the consideration set for younger, trend-following 

consumers. Further, quality perception is yet another strong consideration, often tied up with pricing. Consumers may associate the more expensive 

perfumes with the better quality, like longer-lasting scents and natural materials, while cheaper perfumes may sacrifice some of these qualities for 

simple affordability. 

 

Demographic differences will, of course, also affect your findings. Younger consumers might be more price-sensitive or more influenced by trends; 

older ones may have greater brand loyalty and prefer established, premium brands. The gender factor could come into play as well, wherein women 

could lean more towards brand (and scent) preference and men could lean more towards price (or functionality). Economic and cultural contexts in 

Mumbai, such as the different purchasing powers of consumer groups, definitely will bear their imprint on these decisions. One consumer group, the 

emerging middle-class segment, may lean towards brands that are trendy but affordable, whilst high-income earners may be those who want to afford 

luxury at any price. Cultural norms surrounding gift purchasing may also shape consumer favouritism toward conscious brands with prestige.  

 

Ultimately, the study will show certain salient aspects of consumer decision-making whereby both price and brand play an important role, with the 

weightage of each factor being dependent on demographics, purchasing power, and cultural context. Regression analysis can help in quantifying the 

impact of these factors, shedding light on the manifestation of brand loyalty and price sensitivity across various market segments in the Mumbai 

perfume market. 
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10. LIMITATIONS  

 Geographic Limitation: The study is focused solely on the Mumbai market, limiting the generalizability of the findings to other regions or 

countries with different consumer behaviours. 

 Self-Reported Data Bias: Reliance on surveys or interviews may introduce social desirability bias, where respondents provide answers they 

think are expected or socially acceptable, rather than their true preferences. 

 Unaccounted Influences: Factors like in-store experience, packaging, or fragrance marketing strategies may significantly impact decision-

making but may not be fully explored in the study. 

 Sample Size and Demographics: If the sample size is small or not representative of the broader population, the findings may not accurately 

reflect the preferences of all consumer segments in Mumbai. Demographic factors like age, income, and education could influence the 

results. 

 Cross-Sectional Data: The study relies on data from a single point in time, which may not capture long-term trends or shifts in consumer 

behaviour. Longitudinal data would provide a more comprehensive understanding of evolving preferences. 

 Cultural and Social Factors: Local cultural, economic, and social factors specific to Mumbai may limit the applicability of the findings to 

other markets or countries. 

11. CONCLUSIONS 

To sum up, the study "Price vs. Brand: Analyzing Key Drivers of Consumer Decision-Making in the Perfume Market – A Study of Mumbai Market" 

rightly describes that price sensitivity and brand loyalty act in a complex manner influencing consumer purchase decisions. The findings draw a 

conclusion that while price is significant in attracting budget consumers, product image and prestige are more important motives for purchasing 

premium perfumes. Consumers in Mumbai, especially luxury ones, give priority to aspects such as brand reputation, emotional connection wi th the 

brand, and social status, rather than price. Price-sensitive consumers, on the other hand, opt for affordable perfumes, often compromising on brand 

recognition for the sake of cost.  

 

The research further analyzed demographic characteristics, social media influences, and perceptions on quality, which are additional important factors 

in consumer decision-making. Younger consumers might be more influenced by trends and price while older consumers or those after luxury might 

trust the brand name more and emphasize product quality. Furthermore, social media and celebrity endorsements increasingly complicate the decision-

making process. 

 

Some limitations of the study would include an emphasis on the Mumbai market, keeping in mind that self-reported data were used and that other 

possible influencing factors such as in-store experience or packaging may have been excluded. However, the research stands to be a qualitative 

contribution to the insights surrounding the Mumbai perfume market and key consumer behavior drivers therein for marketing. Future studies may 

build on this work through adding extra variables, expanding the sample size, and using longitudinal data to further better understand consumers whose 

preferences change. 
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