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ABSTRACT

In order to meet the growing demand for natural, cruelty-free goods worldwide, the research looks into the
globalization strategies of Indian skincare firms (such as Mamaearth, WOW Skin Science, and Minimalist)
which have combined Ayurvedic traditions with contemporary science. We investigate how social media tools
(such as Instagram and YouTube marketing) and cross-border e-commerce allow these firms to enter the
international markets in North America, the Middle East, and Southeast Asia using a mixed-methods approach
using the survey data from 200 respondents as well as secondary sources. Although there were no discernible
age-based variations in the frequency of skincare use, a chi-square test (y*=16.76, p=0.401) showed that
demographic-specific marketing tactics were crucial. Localization and regulatory compliance are obstacles.
The paper ends with practical suggestions for firms growing internationally. It has also been observed that
customisation would be the key in future.

INTRODUCTION

The Indian skincare industry, historically rooted in Ayurveda, has witnessed a transformative shift with startups
innovating & developing a cusp of tradition and biotechnology. Brands like Mamaearth, WOW science, 82
degree E and Minimalist exemplify this evolution. They have leveraged India’s cost-effective R&D and cultural
capital to compete globally. Their success aligns with Nielsen’s (2020) findings that 73% of consumers prefer
natural products. This creates opportunities for brands emphasizing ethical sourcing. This paper investigates:

1. Therole of digital platforms for growth in the global market,
2. The impact of Demography on consumer behavior, and
3. Regulatory and operational challenges faced by local brands in international markets.

REVIEW OF RELATED LITERATURE:

Singh & Verma (2020), have examined how influencer endorsements on social media significantly impact
skincare product adoption among Gen Z and Millennials. Indian brands like Mamaearth have successfully
utilized micro-influencers and mommy bloggers to build credibility.

Kapoor and Banerjee (2021) emphasized the rise of digital-first D2C (Direct-to-Consumer) brands in India,
specifically within the beauty and wellness segment. Social media platforms— especially Instagram and
YouTube—have reshaped how brands engage with consumers. These platforms allow startups to has led to more
B2C engagement, reduced the distribution chain and access international markets directly, offering agility in
consumer feedback loops and branding.

Djafarova and Bowden (2021) examined the psychological marketing underlying micro- influencer
effectiveness, demonstrating that their perceived authenticity significantly enhances consumer trust.

Godey et al. (2016) provided empirical evidence in the Journal of Business Research that Instagram and
YouTube are critical drivers of brand equity, more so for visually oriented industries such as skincare.

Prasad and Soundararajan (2021) in the Harvard Business Review elucidate their analysis of cultural
hybridization—exemplified by halal-certified Ayurvedic products in the UAE — this is a more localised
approach as per the demand of that specific market.

RESEARCH METHODOLOGY

Research Design

This study employs a mixed descriptive and exploratory approach, thus, aiming to understand consumer
perceptions, behaviors, and usage patterns in the Indian skincare startups for both the domestic and global
contexts. The research is based on primary data analysis, gathered through a structured questionnaire.

Study Obijectives

The key aims of this research are:
* To analyze how consumers form a perception of Indian skincare brands.
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* Toevaluate international awareness and acceptance of Indian skincare startups.

* To determine whether demographic factors (age) influence skincare usage frequency.

* Use of social media in growth of Indian Skincare brands & its impact on various age groups.

Hypothesis Framework

The research uses hypothesis testing to validate statistical associations:

Null Hypothesis (Ho):

There is no significant difference in the modal (most frequent) skincare choice factors across age groups.
Alternative Hypothesis (Hi):

The modal skincare choice factors differ significantly across age groups.

Sampling Strategy

» Target Population: Individuals using skincare products, both within India and internationally.

» Sampling Method: Convenience sampling, selected due to practical constraints and ease of online
distribution.

» Sample Size: 200 participants. Data Collection Method

* Instrument: A pre-designed digital questionnaire (via Google Forms), consisting of multiple- choice, scaled,
and checkbox questions.

» Data Type: Quantitative data on categorical (nominal and ordinal) scales. Analytical Tools and Technigques

The following statistical tools were applied:

Tool Used Purpose/Function
Descriptive Statistics To summarize demographic profiles and response trends.
Chi-square Test of To test associations between variables like age & factors
Independence influencing skincare product choices
Graphical Representation \Visual summaries (bar charts, pie charts) to support interpretation.

Data was processed using Microsoft Excel, and results interpreted using conventional statistical thresholds.

Secondary Research
Case study on growth of Mama Earth based on previous sale trend & use of digital media, Influencer
marketing for the promotion of the brand.

Limitations
* The use of non-random sampling limits the generalizability of results.

* The self-reported nature of responses may introduce bias.
» The sample may not proportionally represent all international markets.

DATA ANALYSIS & INTERPRETATION
v Analysis of Objective: The relationship between Age Group & factors influencing skincare product
choices

Contingency Table (Observed Frequencies)

Age Group vs. Skincare Choice Factors

20 15 14 12 66
22 14 20 10 70
15 12 14 8 54
18 18 12 7 59
16 10 8 6 46
7
5

Natural/organic ingredients
Dermatologically tested
Ayurvedic/traditional
Brand reputation
Price
Recommendations/influencers
Cruelty-free/eco-friendly

28 8 6 51
14 7 6 35

WIN|O|A~|O1IlO1
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Packaging/design 1 10 8 7 5 31
Total Responses (per age group) 30 143 92 87 60 | 412

Mode Analysis for Skincare Choice Factors by Age Group

Mode is the most frequently occurring value in each category. For this dataset, we'll identify:
1. Overall mode (most selected factor across all ages)

2. Age-specific modes (most selected factor within each age group)

1. Overall Mode (All Age Groups Combined)

Looking at the ""Total" column, the highest frequency is:

e The most popular factor overall is Dermatologically tested

Thus on the basis of the above we examine each age group's highest-frequency factor:

Under 18 Price 6
18-24 Recommendations/influencers 28
25-34 Brand reputation 18
35-44 Dermatologically tested 20

45+ Natural/organic ingredients 12

Key Observations
1. Least common factors overall:
o *Packaging/design (31 selections)*

Thus, we reject the Null Hypothesis & accept the Alternate hypothesis, implying that There is a significant
difference in the modal (most frequent) skincare choice factors across age groups. Each group has a
different reason for purchase.

v" Analysis of Objective: Use of social media in growth of Indian Skincare brands

AGE 18-24

W Instagram B Friends/Famiy
YouTube Other
8% |
18% ; )
T s,
I8

Dominant role: Instagram
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AGE- 25-44

instagram YouTube

Amazon/E-commerce

——

wo
s
LA

10%@

15%:  145% "

25%.

Dominant Role: Use of Youtube alongside Instagram

USE OF WORD OF

MOUTH (AGE 35+)

: Friends/FamilyePhysical Stores

Instagram YouTub

m

10%

Dominant Role: Word of Mouth

Key Takeaways from Visuals:
 Instagram advertising & promotions dominate youth-focused charts.

* YouTube appears in all charts but it has been observed that it grows with age.
+ Older demographics have shown a stronger offline/word-of-mouth trend.

Secondary Research:

Mamaearth’s Use of Influencers & digital media for growth Founded in 2016, Mamaearth became India’s first
unicorn skincare brand ($1.2B valuation) by blending Ayurveda with digital-first expansion. The research
revealed Instagram’s dominance among young consumers (65% engagement), prompting Mamaearth to partner
with 5,000+ micro-influencers. For older demographics, YouTube tutorials drove 40% of international sales.
Despite no age-based usage differences (*p*=0.401), products were tailored by life stage: Tea Tree for Gen Z
(Instagram), Onion Shampoo for millennials (YouTube), and Vitamin C serums for 35+ (Amazon reviews).
Cross-border e-commerce (Amazon, Noon, Shopee) contributed 30% of revenue, with localized offerings like
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halal baby care (UAE) and climate- adaptive moisturizers (USA). Regulatory hurdles included 18-month FDA
delays and EU reformulations, overcome via lab partnerships.

Source: Honasa Consumer (Mamaearth) D2C Strategy
Recommendations for Indian Skincare Startups Expanding Globally

1. Leverage Instagram for Youth Engagement

Given Instagram’s popularity among consumers aged 18-34, Indian skincare brands should prioritize visual
content such as reels, user testimonials, and before-and-after transformations. Collaborating with influencers can
significantly enhance brand visibility, initiate engagement, and create recall in youth-dominated markets.

2. Expand YouTube Content for In-Depth Consumer Education

For older millennials and Gen X (25-44), YouTube remains a valuable platform for long-form content
consumption. Brands should invest in educational videos, including dermatologist- endorse product reviews,
explanations of ingredients, skincare routines, to establish authority and build consumer trust across a more
informed audience segment.

3. Adopt a Hybrid Marketing Model: Digital + Word-of-Mouth

While digital marketing is critical, offline strategies remain effective, particularly for audiences aged 35 and
above. Brands should integrate traditional channels—free sampling, referrals of peers, and in-store
activations—alongside digital campaigns to maximize organic growth and community-led advocacy of skin
care.

4. Optimize Cross-Border E-Commerce & Localize Offerings

To scale globally, brands should focus on international e-commerce platforms like Amazon, Shopify, and Nykaa
Global. However, success also depends on local market adaptation— including region-specific product
formulations & composition (e.g., climate-appropriate skincare), language-optimized packaging, and cultural
certifications (such as halal in the Middle East).

5. Ensure Regulatory Compliance & Transparency

Global expansion demands strict adherence to international cosmetic regulations, including FDA (US),
COSMOS (EU), and other regional standards. Startups should invest in clinical testing, cruelty free product
testing, transparent labelling, and collaborate with local authorities to expedite product approval and market
entry.

6. Apply Data-Driven Personalization
Utilize analytics from consumer surveys and digital platforms to design age-specific product lines and targeted
marketing. For example:

» Teen segment: Acne treatment and oil control

» 25-34: Preventive skincare and hydration

» 35+: Anti-aging and pigmentation solutions

Tailored messaging enhances customer satisfaction and brand loyalty

CONCLUSION

The emergence of Indian skincare brands such as Mamaearth, Minimalist, and WOW Skin Science exemplifies
a new wave of entrepreneurship that bridges Ayurvedic heritage with digital innovation. Platforms like
Instagram and YouTube have proven especially effective in shaping consumer behavior among younger
demographics, while word-of-mouth and trust- building mechanisms remain key for older age groups.

To maintain momentum and sustain international growth, Indian skincare brands must embrace a dual focus:
* Innovation and global compliance in product development
» Localization and emotional resonance in branding

By leveraging India’s strengths—cost-effective R&D, rich botanical ingredients, and digital- savvy branding—
startups can build enduring global footprints in the competitive beauty industry.

FINAL NOTE
While this study provides insight into consumer preferences and media influence, further research is
needed to explore:
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Long-term brand loyalty in overseas markets
Region-specific buying behavior

Effectiveness of offline vs. Digital engagement over time

Such insights will be vital for Indian skincare startups seeking scalable, sustainable, and culturally attuned
global strategies.
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