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Abstract: Herbal soaps and natural skincare products have gained increasing popularity due to growing consumer awareness about
health, environmental sustainability, and the harmful effects of chemical-based personal care products. Rural markets are gradually
emerging as an important segment for herbal products, as consumers are becoming more conscious about natural ingredients and
safe skincare alternatives. This study examines the market potential of herbal soaps and natural skincare products in Erumad Town,
Nilgiris District. Primary data were collected from 177 respondents using a structured questionnaire. The data were analyzed using
percentage analysis, Chi-square tests, and correlation analysis. The findings indicate that rural consumers are increasingly aware of
herbal products and many prefer them due to perceived safety, natural ingredients, and environmental benefits. However, factors
such as price, availability, and brand trust influence purchasing decisions. The study suggests improving product awareness,
strengthening distribution channels, and promoting locally produced herbal products to enhance market growth in rural areas.
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| Introduction

In recent years, consumer preferences for personal care products have undergone significant changes. Increasing awareness about
health, environmental sustainability, and the harmful effects of chemical-based products has encouraged consumers to shift towards
herbal and natural skincare products. Herbal soaps and natural skincare products are made from plant-based ingredients such as
neem, turmeric, aloe vera, sandalwood, and essential oils, which are believed to be safer and more environmentally friendly.

While herbal products have gained strong popularity in urban markets, rural areas are also emerging as important markets with
considerable growth potential. Factors such as improved education levels, increasing income, exposure to media, and rising
awareness about health and hygiene have influenced rural consumers to consider herbal products. Rural populations are also
traditionally familiar with natural remedies and plant-based skincare practices, which makes them more receptive to herbal products.

Erumad Town in the Nilgiris District represents a rural area where people maintain close connections with nature and traditional
practices. Studying this area helps in understanding consumer awareness, purchasing behaviour, and acceptance of herbal soaps
and natural skincare products among rural consumers. The study provides valuable insights for manufacturers, marketers, and
entrepreneurs interested in developing the rural herbal skincare market.

Objectives of the Study

The main objectives of the study are:

To estimate the market potential of herbal soaps and natural skincare products in Erumad Town.
To analyze consumer awareness and attitudes toward herbal skincare products.

To examine purchase frequency, spending patterns, and willingness to pay.
To identify preferred product types, packaging, and purchase channels.

Context of the Present Study

In recent years, there has been a significant shift in consumer preferences towards natural and herbal personal care products.
Increasing awareness about health, environmental protection, and the harmful effects of chemical-based products has encouraged
consumers to adopt safer and more natural alternatives. Herbal soaps and natural skincare products are prepared using plant-based
ingredients such as neem, aloe vera, turmeric, sandalwood, and other natural extracts that are believed to be beneficial for skin
health. These products are generally considered safe, eco-friendly, and free from harmful chemicals, which has increased their
popularity among consumers.

While the demand for herbal skincare products has grown rapidly in urban areas, rural markets are also emerging as an important
segment for these products. Rural consumers have traditionally used natural ingredients for skincare and medicinal purposes, which
makes them more receptive to herbal products. Moreover, increased literacy levels, better access to information through media, and
improved living standards have contributed to greater awareness among rural consumers about the benefits of herbal products.
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The present study focuses on the market potential of herbal soaps and natural skincare products in rural areas, particularly in Erumad
Town of Nilgiris District. This region has a rural population that is closely connected with nature and traditional practices. Therefore,
studying consumer awareness, attitudes, and purchasing behaviour in this area can provide useful insights into the acceptance and
demand for herbal skincare products in rural markets.

This study aims to analyze the level of awareness among rural consumers regarding herbal soaps and natural skincare products and
to understand their preferences and purchasing behaviour. It also attempts to identify the factors that influence consumers when
selecting herbal skincare products, such as price, availability, product quality, natural ingredients, and brand reputation. In addition,
the study evaluates the potential for growth of herbal skincare products in rural markets and the opportunities available for
producers, marketers, and entrepreneurs.

By examining the opinions and behaviour of consumers in Erumad Town, this research provides valuable information about the
scope and demand for herbal soaps and natural skincare products in rural areas. The findings of the study may help manufacturers,
marketers, and policymakers to develop effective marketing strategies, improve product availability, and promote the use of herbal
products in rural markets. Thus, the present study contributes to understanding the growing importance of herbal skincare products
and their potential for expansion in rural communities.

Il Review of Literature

Sivakumar (2024) studied the market potential of herbal soaps in semi-rural towns and found that consumers prefer reasonably
priced herbal products that are culturally familiar. The study also highlighted the role of Self-Help Groups in producing herbal soaps
and meeting local demand.

Ramesh and Kannan (2024) examined awareness of chemical-free skincare products and found that younger consumers show
greater interest in herbal products due to concerns about skin health and environmental sustainability.Das and Mishra (2023) focused
on sustainable production of herbal skincare products and concluded that eco-friendly production practices enhance consumer trust
and brand credibility.Priyanka and Sharma (2023) emphasized the importance of packaging and branding in marketing herbal soaps.
Attractive and informative packaging improves consumer trust and purchase intention.Anand and Krishnan (2023) highlighted the
role of digital marketing platforms such as WhatsApp and Facebook in promoting herbal products in rural areas.

Research Gap

Although many studies have examined consumer awareness and market potential of herbal products, most of them focus on urban
or semi-urban areas. Limited research has been conducted in rural regions to understand consumer awareness, preferences, and
purchasing behaviour related to herbal soaps and natural skincare products.

In particular, there is insufficient empirical evidence regarding the acceptance of herbal skincare products among rural consumers
in Erumad Town. Therefore, this study aims to fill this gap by analyzing the awareness, attitudes, and market potential of herbal
soaps and natural skincare products in this rural area.

111 Research Methodology

Research Design

The study follows a descriptive research design to examine consumer awareness, preferences, and purchasing behaviour regarding
herbal soaps and natural skincare products.

Area of Study

The study was conducted in Erumad Town in the Nilgiris District of Tamil Nadu, which represents a rural market with growing
awareness of herbal products.

Source of Data
e Primary Data: Primary data were collected from respondents using a structured questionnaire.
e Secondary Data: Secondary data were collected from journals, books, reports, and previous research studies related to
herbal products and consumer behaviour.
Sample Size
A total of 177 respondents were selected for the study.

Sampling Technique

Convenience sampling method was used due to time and resource constraints.
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Instruments for Data Collection
The primary data for this study were collected using a structured questionnaire. The questionnaire consisted of a set of well-designed
questions related to consumer awareness, preferences, and purchasing behaviour regarding herbal soaps and natural skincare
products. The questions included both multiple-choice and close-ended questions to make it easier for respondents to provide their
answers. The questionnaire was distributed to 177 respondents in Erumad Town, and their responses were collected and used for
data analysis. Secondary data were also collected from books, journals, research articles, and online sources related to herbal
products and consumer behaviour.
Statistical Tools Used
The following statistical tools were used for data analysis:

* Percentage analysis

* Chi-square test

* Correlation analysis

* Tabulation and charts
These tools help in analyzing consumer awareness, purchase behaviour, and market potential of herbal products.
IV Data Analysis and Interpretation
The data collected from 177 respondents were analyzed to understand demographic characteristics, awareness levels, purchase
preferences, and attitudes towards herbal soaps and natural skincare products.The demographic analysis shows that 60.5% of
respondents are male and 39.5% are female. This indicates that male respondents form the majority of the sample population. The
analysis also indicates that many respondents believe herbal products are safer than chemical-based products and prefer natural
ingredients for skincare. Consumers also show interest in eco-friendly packaging and locally produced herbal products.Correlation

analysis indicates a positive relationship between the perception that herbal products are safer and trust in locally produced herbal
products. This suggests that increasing awareness about product safety can improve consumer trust and purchase intention.

Chi-Square Tests between age group and influence of natural incredients on purchase

decisions
Value df Asymp. Sig.  (2-
sided)
Pearson Chi-Square 23.9019 12 021
Likelihood Ratio 19.230 12 .083
Linear-by-Linear Association 267 1 .605
N of Valid Cases 177

a. 7 cells (35.0%) have expected count less than 5. The minimum expected count is .93.
Interpretation

The Chi-Square test was conducted to examine the relationship between the variables in the study. The Pearson Chi-Square value
is 23.901 with 12 degrees of freedom and a p-value of 0.021, which is less than the 0.05 significance level. This indicates that there
is a statistically significant association between the variables tested, meaning the relationship observed in the sample is unlikely to
have occurred by chance. The Likelihood Ratio value of 19.230 with a p-value of 0.083 suggests a weaker association but is not
statistically significant at the 5% level. The Linear-by-Linear Association shows a value of 0.267 with a p-value of 0.605, indicating
no significant linear trend between the variables. It is important to note that 7 cells (35%) have expected counts less than 5, which
may affect the reliability of the test results, and the minimum expected count is 0.93. Overall, the Chi-Square analysis suggests that
there is some level of association between the variables under study, but caution is required due to low expected counts in several
cells.
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Chi-Square Tests between education qualification and preference for eco-friendly packaging

Value Df Asymp. Sig. (2-sided)
[Pearson Chi-Square 6.6609 12] .879
Likelihood Ratio 6.978 12 .859)
Linear-by-Linear Association .540 1 463
N of Valid Cases 177

A.7 cells (35.0%) have expected count less than 5. The minimum expected count is 1.12
Interpretation

The Chi-Square test was performed to examine the association between the variables in the study. The Pearson Chi-Square value is
6.660 with 12 degrees of freedom and a p-value of 0.879, which is much greater than the 0.05 significance level. This indicates that
there is no statistically significant association between the variables tested, meaning that any observed differences in the data could
have occurred by chance. Similarly, the Likelihood Ratio value of 6.978 with a p-value of 0.859 and the Linear-by-Linear
Association value of 0.540 with a p-value of 0.463 also indicate no significant relationship or linear trend between the variables. It
is noted that 7 cells (35%) have expected counts less than 5, with a minimum expected count of 1.12, which may slightly reduce
the reliability of the test. Overall, the results suggest that the variables under study are independent, and there is no strong evidence
of a relationship in this sample.

Chi-Square Tests between monthly family income and willingness to pay higher
price
value df Asymp.  Sig. (2
sided)

[Pearson Chi-Square 6.660 12 117
Likelihood Ratio 6.978 12 |.085
[ mear-by-Linear Association 540 1 [.649
[N of Valid Cases 177

Interpretation

The Chi-Square test was conducted to examine the relationship between the selected variables in the study. The Pearson Chi-Square
value is 14.143 with 9 degrees of freedom and a p-value of 0.117, which is greater than the 0.05 significance level. This indicates
that there is no statistically significant association between the variables, meaning that any observed differences could be due to
chance. The Likelihood Ratio of 15.235 with a p-value of 0.085 and the Linear-by-Linear Association value of 0.207 with a p-value
of 0.649 also show no significant relationship or linear trend between the variables. It is noted that 3 cells (18.8%) have expected
counts less than 5, with a minimum expected count of 2.25, which is acceptable and does not severely affect the reliability of the
test. Overall, the results suggest that there is no strong evidence of association, and the variables in this sample appear to be
independent.
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Correlations between perceived safety trust in local/SHG product

Herbal skincare productgl trust herbal products
are safer than chemical-made by local
based products. producers/SHGs.
Pearson Correlation 1 .405™
Herbal skincare products are safer than— -
chemical-based products. Sig. (2-tailed) 000
N 177 177
Pearson Correlation .405™ 1
| trust herbal products made by locals -
producers/SHGs. Sig. (2-tailed) 000
N 177 177

**_Correlation is significant at the 0.01 level (2-tailed).
Interpretation

The correlation analysis examined the relationship between the perception that herbal skincare products are safer than chemical-
based products and the trust in herbal products made by local producers or self-help groups (SHGs). The Pearson correlation
coefficient is 0.405, with a p-value of 0.000, which is statistically significant at the 0.01 level. This indicates a moderate positive
correlation between the two variables, meaning that respondents who believe herbal products are safer are also more likely to trust
products made by local producers or SHGs. In other words, safety perception and trust in local producers are related: as confidence
in the safety of herbal products increases, so does trust in locally made herbal products. This finding highlights the importance of
emphasizing safety and local production when promoting herbal skincare products in rural markets

V Findings of the Study

The study was conducted among 177 respondents in Erumad Town to analyze the market potential of herbal soaps and natural
skincare products.

e The results show that 83.6% of the respondents are aware of herbal skincare products, indicating a high level of awareness
in rural areas. Among them, 75.1% have already used herbal skincare products, which shows that these products are widely
accepted among rural consumers.

e The study also reveals that 49.7% of respondents learned about herbal products through friends and family, showing that
word-of-mouth communication plays an important role in rural markets. In terms of purchase behaviour, 41.8% of
respondents buy herbal skincare products monthly, while 37.9% spend less than X100 per month on these products.

e Regarding product preference, 31.6% of respondents prefer herbal face wash, while others prefer herbal soaps and creams.
The study further shows that 43.5% of respondents prefer eco-friendly packaging, which indicates growing environmental
awareness among consumers.

e The Chi-Square analysis shows a significant relationship between age group and the influence of natural ingredients on
purchase decisions (p = 0.021). However, no significant relationship was found between education level and preference
for eco-friendly packaging or income level and willingness to pay a higher price.

e The correlation analysis indicates a moderate positive relationship (r = 0.405) between the belief that herbal products are
safer and trust in locally produced herbal products.

Suggestions

Based on the findings of the study, the following suggestions are proposed to enhance the market potential of herbal soaps and
natural skincare products in rural areas.

e Companies should increase awareness about herbal skincare products through rural marketing campaigns, demonstrations,
and digital platforms.

e Manufacturers should clearly highlight the natural ingredients and safety benefits of herbal products, as these factors
strongly influence consumer trust and purchase decisions.

o Affordable pricing strategies should be adopted to suit the purchasing power of rural consumers.

e Local production through Self-Help Groups (SHGSs) and rural entrepreneurs should be encouraged to improve consumer
trust and create rural employment opportunities.
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e Companies should strengthen distribution networks in rural markets to ensure that herbal products are easily available in
local shops and markets.

e  Greater emphasis should be placed on eco-friendly and attractive packaging, as a significant number of consumers show
preference for environmentally friendly products.

Conclusion

The study highlights the growing demand for herbal soaps and natural skincare products in rural areas. The findings indicate that a
large proportion of rural consumers are aware of herbal products and many have already incorporated them into their daily skincare
routines. Consumers generally perceive herbal products as safer and more natural alternatives to chemical-based cosmetics.

Although factors such as price, product availability, and awareness influence purchasing behaviour, the overall attitude of rural
consumers toward herbal skincare products is positive. The statistical results also show that perceived product safety plays an
important role in building consumer trust, especially for products produced by local manufacturers and Self-Help Groups.

Overall, the study concludes that herbal skincare products have strong market potential in rural markets. Increasing consumer
awareness, ensuring affordable pricing, improving rural distribution channels, and promoting local production can further
strengthen the growth of herbal skincare products while also supporting sustainable consumption and rural economic development.
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