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Values behind the whitening beauty products

Introduction

At the present time, women are the major consumers in the beauty market as their demand for beauty care is constantly increasing. To carry out an in-depth exploration of the women’s consumer behavior toward the beauty care, we have to know them better regarding their cultural background. On the other hand, culture is a complex and comprehensive factor that dominates other factors in determining different behaviors of women in relation to beauty care. Culture value is a significant pattern which delivers effective information on the difference of consumer behavior through other-oriented values, environment- oriented values, as well as self-oriented value. Therefore, this paper critically examines the values behind the whitening beauty products including providing a deep analysis of the motivational drivers using such whitening beauty products . 

          There are many product lines under the various brands of skin care in the contemporary market. Oftentimes, skin care products are segmented by age, from the basic moisture skin care to the anti aging enhancement skin care. Some of the products are segmented by the skin type for instance, dry, normal, oil, or a combination of both. In addition, some products are segmented by skin problem, such as sensitive skin, acne, or dark spot. Therefore, consumers can choose any product which suits their skin type in an attempt to satisfy their needs (Olumide 452).

           The perception of the society, which is a primary factor, orients the consumers’ purchasing behaviors towards the whitening skin care products. For instance, in China, people already perceive a beautiful woman by simply describing that they have white, clean, and silk skin. Since then, an old saying that “One white covers three ugliness” came out. A research conducted reveals that this saying has changed most women’s attitude towards beauty.   Furthermore, in China, “milk-white” skin is a symbol of beauty and some Chinese women used to swallow powdered pearls in the hopes of becoming whiter (China Daily 24). China is a more collective country given that the people’s behavior usually drifts to those of the majority, with a belief that the truth is on the side of the majority. The traditional culture also drives the whitening skin care market in China. Many companies only provide specific products in Asian Markets. I do not see any of those products in the United States.       

          Skin care products are known to deliver a self- oriented value to consumers in the long-run. These products may not bring consumers directly to their young age time, but may delay the time they attain their old age. Beauty is not just what your face shows but also what your mind reflects. However, the face is more obvious and direct way to show off. Their inner thoughts make these consumers rely on the skin care products. Consumers always want to look youthful than other people who are of the same age bracket with them. In addition, women who use the whitening products will enhance their self-esteem. According to a research conducted by Vaja (pp. 72), “the majority of the women uses beauty products to look attractive and to feel confident.” 

         Fear is perceived to drive most women to care for their skin color, given that white is one of the most important beauty factors within the Chinese culture. This environment-oriented value tends to drive almost all Chinese women to seek for the skin care product with a whitening function. Even though, the natural skin color of the Asians is yellow, most Asian women would not want their skins to appear yellow since people’s bodily health condition can always reflect on their face. In Chinese culture, darkened yellow skin usually reflects people who are regarded as not physically healthy. In contrast, white skin is considered as a reflection a healthy condition. Even though skin care products cannot provide medic function, in the deep of their minds, the Chinese women perceive white color as the best indicator to show the status of their body condition. 

         Moreover, peer pressure motivates women to start behaving the way their friends do. When women get together, one of most trending topics for discussion is always about beauty. They share their experiences about skin whitening products by discussing the skin care products which they feel is fashionable as well as desirable. Even though women are good at balancing their friendships, everyone usually wants to be associated with the white skin. Therefore, trying to be whiter will not only help them to build relationship but also put them in a good position to have a sense of self worth (Power 78).

           In conclusion, several factors do affect the purchasing decisions of the consumers. Culture happens to play a significant intangible role related to the consumer behavior. Women’s whitening culture can reveal many behaviors not just about their purchasing behavior, but also regarding their weird behaviors. For instance, many Asian women always hold up umbrellas on a sunny day. They do think that this behavior can protect them from ultraviolet rays, while in the final analysis; they are afraid of sunburn and skin-tone.  
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