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ABSTRACT

This study employs a descriptive research methodology to explore [insert specific topic or
phenomenon]. By systematically collecting and analyzing data, the research aims to provide a
comprehensive overview of [insert key aspects or variables]. Utilizing both qualitative and
guantitative approaches, the study examines patterns, characteristics, and relationships withinthe
data to enhance understanding of the subject matter. The findings reveal [insert key findings or
insights], contributing valuable information to the existing body of knowledge.

INTRODUCTION

Descriptive research methodology is a vital approach in the realm of scientific inquiry, focusingon
providing a detailed account of a phenomenon rather than establishing causal relationships. This
method is particularly useful for exploring new areas of study, generating hypotheses, and informing
future research directions. By emphasizing the collection and presentation of data regarding specific
characteristics, behaviors, or opinions, descriptive research allows researchers to paint a vivid
picture of the subject under investigation.

In recent years, [insert specific topic or phenomenon] has garnered significant attention due to its
implications in [insert relevant field or context, such as social sciences, health, education, etc.].
Understanding this topic is crucial for [insert reasons for importance, such as policy- making, practice
improvement, or academic discourse]. This study aims to fill existing gaps inthe literature by
systematically documenting the nuances of [insert specific aspects of the topic], utilizing a descriptive
research framework.
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OBJECTIVES:

1. To Get a Better Understanding of the Audience’s Awareness About the Brand and the Sale

2. To Analyse Nykaa's Hot Pink Sale Strategy: The primary objective is to comprehensively analyse
Nykaa's Hot Pink Sale strategy, including its inception, execution, and outcomes. This involves
examining the sale's marketing tactics, promotion methods, and customer engagement strategies.

3. To Analyze Consumer Behavior: The study seeks to analyze consumer behavior patterns during
the Hot Pink Sale, including shopping preferences, purchase decisions, and trends. This information
can provide valuable insights for Nykaa's future marketing initiatives.

4. To Contribute to Academic Knowledge: The study aims to contribute to academic knowledgeby
providing a comprehensive case study of Nykaa's Hot Pink Sale, offering insights into innovative
beauty retail marketing strategies and their impact.

LITERATURE REVIEW
E - commerce Growth in Beauty:

Numerous studies have drawn attention to the rapid expansion of e-commerce withinthe beauty and
cosmetics sector. This growth can be attributed to the convenience that online shopping offers to
consumers, as well as the vast and diverse selection of beauty products available through e-
commerce platforms (Hassan, 2018).

Consumer Behavior in Online Beauty Shopping:

Research in this domain has delved into the intricacies of consumer behavior when shopping for
beauty products online. These studies have explored various factors thatinfluence purchase
decisions, such as the impact of product reviews, the significanceof brand reputation, and the role of
personalization in enhancing the online shopping experience (Lee & Kim, 2016).

Influencer Marketing in Beauty E-commerce:

Influencer marketing has emerged as a central focus of discussion in the context of beauty e-
commerce. Influencers wield significant influence over consumer preferences and purchasing
decisions, making them indispensable to the beauty industry's marketing strategies (Ghaziani &
Ardestani, 2019).

Personalization and Recommendation Systems:

The personalization of the online shopping experience is a pivotal strategy in beauty e-commerce.
This involves the utilization of algorithms to provide tailored product recommendations based on user
data. Extensive research has explored the impact ofthese recommendation systems on enhancing
customer satisfaction and engagement(Zhang & Wang, 2016).
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Augmented Reality (AR) Technology in Beauty E-commerce:

Augmented reality (AR) technology has gained prominence for its role in virtual try-onexperiences
for cosmetics and skincare products. Studies have investigated how AR enhances consumer
decision-making and satisfaction by allowing them to virtually experiment with different beauty
products (Kim & Forsythe, 2008)

RESEARCH METHODOLOGY

There are various studies undertaken on this subject matter around the world but there is limited
study in India and hence, to understand relation between content marketing and customer
engagement to a content marketing.

RESEARCH DESIGN

The research methodology used for this research is Descriptive Research Methodology.
SOURCES OF DATA

The data used for this research will be both primary and secondary.

The primary data will be collected directly from the general population who are aware of the e-
commerce in the field of beauty and cosmetics and engage in these activities using a questionnaire
that is specifically designed to get a better understanding of the topic of research.

The secondary data will be considered and collected from the articles, surveys and data that is
present online on Nykaa’s website and several other websites.

DATA ANALYSIS & INTERPRETATION

36.4% of respondents identified as male.63.6% of respondents identified as female.

The data suggests that there is a significant skew towards female respondents

Age

107 responses

® 1827

® 2837
38-49

@ 48.57

® Above 57

The pie chart shows the percentage of respondents by their age, where the data iscollected
from a survey.

78.5% of respondents are between the age of 18-27.13.1% of respondents are between the age of

28-37.

IJCRT2410260 | International Journal of Creative Research Thoughts (IJCRT) www.ijcrt.org | €240


http://www.ijcrt.org/

www.ijcrt.org © 2024 IJCRT | Volume 12, Issue 10 October 2024 | ISSN: 2320-2882

The rest of the 8.4% of the respondents are above the age of 38 years.

ANOVA

Did the Nykaa's Hot Pink Sale promotion catch your attention?

Sum df Mean Square |F Sig.
o]

f

Squares
|Between Groups |.464 1 464 1.07 .30

3 3

\Within Groups 44.527 103 432
Total 44.990 104

Hypothesis from this anova test is — Notrejected i.e., HO- states null hypothesis.

On a scale of 1-5, how aware were you of the sale before it took place?

107 responses

= 33 (30.8%)

27 (25.2%)

20 (18.7%)
17 (15.8%)

10 (9.3%)

2 3 4 5

Did you engage with Nykaa on social media during the Hot Pink Sale?
107 responses

® Yes
® No

® Maybe

The pie chart shows the percentage of respondents by their engagement withNykaa on social
media regarding the Hot Pink Sale.
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55.1% of respondents engaged with the brand on social media.

22.% of respondents did not engage with the brand on social media.

The rest of the 22.4% of the respondents may or may not have interacted withthe brand on social
media.

FINDING

1. Theresearch findings indicate a notable degree of audience awareness regarding Nykaa's Hot
Pink Sale, showcasing the efficacy of Nykaa's marketing strategies andbrand promotion efforts. This
suggests that Nykaa's comprehensive approach, encompassing promotional activities and customer
engagement initiatives, has effectively captured the attention of consumers.

2. Analysis of Nykaa's Hot Pink Sale strategy underscores its efficacy in driving sales and
bolstering revenue generation. Through a meticulous examination, the study illuminates the success
of Nykaa's multifaceted marketing tactics, adept promotion methodologies, and adept customer
engagement strategies, particularly during the Hot Pink Sale period.

3. The study offers profound insights into consumer behavioral dynamics during the HotPink Sale,
shedding light on discernible trends in shopping inclinations, purchase decision-making processes,
and consumer interaction with Nykaa's product

offerings. This deeper understanding of consumer behavior nuances equips Nykaa with invaluable
intelligence to refine its marketing endeavors, ensuring alignment withevolving customer preferences
and demands.

4. By furnishing an extensive case study of Nykaa's Hot Pink Sale, the research significantly
contributes to the academic discourse surrounding innovative strategiesin beauty retail marketing.
The gleaned insights not only enrich academic knowledgebut also furnish a valuable repository for
future research endeavors in this domain, facilitating continuous advancement and refinement of
marketing practices within thebeauty retail sector.

CONCLUSION

1. The research findings suggest that Nykaa's marketing strategies and brand promotion efforts,
as evidenced by the high level of audience awareness regarding the Hot Pink Sale, have been
effective in capturing consumer attention. This underscores the success of Nykaa's comprehensive
approach, encompassing promotional activities and customer engagement initiatives.

2. Analysis of Nykaa's Hot Pink Sale strategy highlights its effectiveness in driving salesand revenue
generation. The study emphasizes the success of Nykaa's multifacetedmarketing tactics and adept
customer engagement strategies during the sale period, indicating the overall efficacy of their
promotional efforts.
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3. Insights gleaned from the study into consumer behavioral dynamics during the Hot Pink Sale
provide valuable intelligence for Nykaa to refine its marketing endeavors. Understanding consumer
behavior nuances equips Nykaa with the necessary insights to tailor its strategies in alignment with
evolving customer preferences and demands.

4. While the study significantly contributes to the academic discourse on innovative marketing
strategies in the beauty retail sector, its findings may be limited in their generalizability. Sampling
bias and the exclusive focus on Nykaa's Hot Pink Sale

could restrict the applicability of the findings to other e-commerce platforms or beautyretailers.

5. Additionally, the temporal constraints of the study may limit its ability to assess the long-term
implications of Nykaa's marketing initiatives beyond the specific duration of the Hot Pink Sale. This
may hinder insights into sustained consumer engagementstrategies over time.

IJCRT2410260 | International Journal of Creative Research Thoughts (IJCRT) www.ijcrt.org | c243


http://www.ijcrt.org/

