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Abstract: The skincare industry has become one of the fastest-growing segments within the beauty and 

personal care market, offering significant opportunities for women-led entrepreneurial ventures. Women 

entrepreneurs, leveraging their lived experiences, social networks, and understanding of consumer needs, 

play a transformative role in shaping product innovation, branding, and customer engagement in this 

sector. This paper examines the marketing strategies adopted by women entrepreneurs in skincare, the 

challenges they face, and the factors contributing to the success of their ventures. Using secondary 

research and thematic analysis, the study explores consumer behavior trends, digital marketing 

approaches, sustainability-driven branding, and the influence of social media platforms. The findings 

suggest that authenticity, ingredient transparency, digital storytelling, and community-driven marketing 

are key differentiators for women-led skincare brands. Despite challenges related to funding, market 

competition, regulatory compliance, and technology access, women entrepreneurs demonstrate resilience 

through innovation, personalized branding, and ethical product positioning. The study contributes to the 

understanding of gendered entrepreneurial experiences and highlights the need for policy and institutional 

support to strengthen women-led enterprises in the skincare domain. 
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I. INTRODUCTION 

Women’s entrepreneurship has emerged as a crucial driver of economic empowerment, employment creation, and 

inclusive development. Within this evolving landscape, the skincare industry has become an accessible and attractive 

domain for women entrepreneurs due to low entry barriers, creative freedom, rising consumer demand for natural and 

organic products, and the increasing prominence of digital marketing. The shift toward conscious consumption, coupled 

with heightened awareness of skincare routines, has allowed women entrepreneurs to build niche brands that resonate 

with modern consumers—particularly millennials and Gen Z. 

Skincare ventures led by women often emphasize authenticity, product safety, and ingredient transparency. Many 

entrepreneurs leverage local knowledge of herbal remedies, Ayurveda, organic formulations, and clean beauty principles 

to differentiate their brands. Simultaneously, digital platforms such as Instagram, YouTube, and e-commerce 

marketplaces provide cost-effective avenues for women to reach customers, benchmark trends, and cultivate brand 

loyalty. 

This paper investigates the marketing approaches, challenges, and growth strategies adopted by women entrepreneurs in 

the skincare sector. It also highlights the socio-economic and cultural factors shaping their entrepreneurial journeys and 

the emerging role of sustainability-centered branding in this industry. 

The skincare industry offers significant opportunities for women entrepreneurs due to rising demand for natural, organic, 

and sustainable beauty products. However, limited research explores how women market skincare products, leverage 

digital platforms, or overcome sector-specific challenges such as certification, competition, and funding barriers. 
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Understanding their marketing strategies is essential for strengthening women-led enterprises and promoting inclusive 

entrepreneurial growth. This study addresses the gap by examining how women conceptualize, brand, and promote 

skincare products while navigating evolving consumer preferences. The findings will support policymakers, incubators, 

and aspiring entrepreneurs in designing targeted interventions for women in the beauty and wellness sector. 

 

Problem Statement  

The skincare industry has witnessed rapid growth driven by rising consumer interest in natural, organic, and sustainable 

beauty products. While this expanding market offers significant potential for women entrepreneurs, research on how 

women conceptualize, market, and sustain skincare ventures remains limited. Existing literature focuses broadly on 

women’s entrepreneurship but lacks sector-specific analysis of branding, digital marketing, certification challenges, and 

sustainability-driven product innovation in the skincare domain. Women founders often struggle with financial 

constraints, regulatory compliance, digital visibility, and competition from established brands. At the same time, 

consumer preferences are shifting toward clean beauty, ingredient transparency, and eco-friendly products—areas where 

women entrepreneurs hold unique potential but face structural barriers. This gap highlights the need for an in-depth 

examination of the marketing strategies, constraints, and growth prospects of women-led skincare businesses. 

Understanding these dimensions is essential for developing supportive policies, entrepreneurial frameworks, and 

sustainable marketing models that strengthen women’s participation in the beauty economy. 

 

Objectives of the Study 

 To examine the marketing strategies used by women entrepreneurs in the skincare industry. 

 To analyze customer preferences influencing women-led skincare brands. 

 To identify challenges faced by women in starting and scaling skincare ventures. 

 To evaluate the role of digital media, e-commerce, and influencer marketing in brand promotion. 

 To provide recommendations for strengthening women-led skincare enterprises. 

 

II. LITERATURE REVIEW 

Green consumption and conscious consumer behaviour. 

Green consumption research highlights that consumers increasingly align their purchasing choices with environmental 

values, ingredient safety, and ethical production. Studies note that perceived consumer effectiveness, sustainability 

awareness, and generational differences significantly shape willingness to pay for eco-friendly products (White et al., 

2019; Kumar & Yadav, 2021). Conscious consumption is becoming mainstream as buyers seek cleaner alternatives, 

transparent ingredient lists, and sustainable packaging (Nguyen et al., 2019; Ern et al., 2022). These tendencies influence 

sectors such as skincare, where natural, organic, and herbal product preferences continue to rise. 

Marketing dynamics and sustainability-driven branding. 

Green marketing is now a strategic tool that firms use to differentiate their offerings and appeal to value-driven 

consumers. Research shows that authentic claims, environmental certifications, and ethical sourcing contribute to brand 

credibility, while superficial practices reduce consumer trust (Agarwal & Kumar, 2020; Haski-Leventhal et al., 2021). 

Sustainability narratives—such as cruelty-free practices, traditional herbal ingredients, and low-waste packaging—play 

a vital role in skincare product positioning (Kaur et al., 2022). Women entrepreneurs, in particular, leverage authenticity 

and cultural knowledge to build value-rich brand stories. 

Digital platforms, social media, and community engagement. 

Digitalisation has enabled small entrepreneurs, especially women, to promote skincare products effectively through social 

media, influencer marketing, and online marketplaces. Platforms such as Instagram, YouTube, and D2C (direct-to-

consumer) online stores enhance visibility and provide cost-effective customer engagement tools. Research highlights 

the importance of user-generated content, before–after demonstrations, and micro-influencer partnerships in shaping 

consumer trust (Mukherjee et al., 2022; Khan & Kirmani, 2018). These methods are essential for women-led skincare 

ventures operating with limited marketing budgets. 



I J A R S C T    

    

 

               International Journal of Advanced Research in Science, Communication and Technology 

                           International Open-Access, Double-Blind, Peer-Reviewed, Refereed, Multidisciplinary Online Journal 

Volume 5, Issue 1, December 2025 

 Copyright to IJARSCT DOI: 10.48175/IJARSCT-30183    653 

www.ijarsct.co.in   

 
 
 

ISSN: 2581-9429 Impact Factor: 7.67 

 
Women entrepreneurs and sector-specific opportunities. 

Women’s entrepreneurship literature emphasises empowerment, innovation, and constraints shaped by socio-cultural 

dynamics. Women founders often rely on lived experience and tacit knowledge to develop herbal, Ayurvedic, and eco-

friendly skincare products (Brush et al., 2009). However, structural challenges such as financial constraints, limited access 

to technical support, and difficulty in regulatory compliance persist (McDonagh & Prothero, 2014; Verstraete, 2002). 

Despite these challenges, women entrepreneurs demonstrate resilience by leveraging digital platforms, community 

networks, and personalized branding. 

Consumption patterns and expenditure behaviour: Contributions by Nandini Jagannarayan. 

Recent empirical work, particularly by Jagannarayan and colleagues, offers valuable insights into household consumption 

behaviour in India and provides a strong foundation for understanding women-led skincare entrepreneurship. Studies on 

Maharashtra’s food, health, and leisure expenditure show clear socio-economic determinants such as income, gender, 

household size, occupation, and education (Jagannarayan et al., 2023; Jagannarayan et al., 2025). Research also highlights 

gendered patterns in spending, especially in women-led households, indicating greater prioritisation of food security and 

health needs during crisis periods such as COVID-19 (Jagannarayan & Co-authors, 2024). District-level CPHS-based 

studies further illustrate how rural–urban differences in consumption baskets shape household priorities and purchasing 

behaviours (Jagannarayan, 2024; Jagannarayan, 2025). These findings contextualise the behaviour of women 

entrepreneurs and consumers in sectors like skincare, where preferences for safety, natural ingredients, and wellbeing-

oriented products align with broader consumption patterns identified in Indian households. 

Product innovation, regulation, and skincare formulation. 

Skincare ventures require innovation combined with regulatory adherence, dermatological validation, and transparent 

labelling. Scholars highlight that consumers increasingly evaluate product safety through certifications, ingredient 

sourcing, and eco-friendly packaging (Henderson & Smith, 2020). Small-scale and women-led ventures often struggle 

with certification costs and technical requirements, limiting scalability despite growing demand for natural skincare 

(Ahsan, 2021). Jagannarayan’s research similarly suggests that income and awareness strongly influence spending on 

premium or specialized products (Jagannarayan et al., 2025), which has implications for market positioning of sustainable 

skincare brands. 

Sustainability and consumption trade-offs. 

Sustainable skincare requires balancing ethical sourcing and affordability. Studies note that while consumers express 

willingness to buy sustainable products, price sensitivity and availability can limit actual purchase behaviour (Carrigan 

& Attalla, 2001; Leal Filho et al., 2019). Women-led brands often innovate by using locally sourced ingredients, small-

batch production, and eco-friendly packaging to address these trade-offs. However, rigorous sustainability assessments 

remain limited among micro-entrepreneurs. 

Consumer segments and skincare preferences. 

Research on consumer segmentation indicates that younger consumers, urban residents, and educated households show 

stronger preference for natural or organic skincare products, driven by ingredient literacy, environmental concern, and 

digital exposure (Verain et al., 2012; Jaiswal & Singh, 2018). Survey-based studies by Jagannarayan confirm that urban 

households in Maharashtra allocate higher budgets to non-essential categories such as personal care and leisure, driven 

by lifestyle and income effects (Jagannarayan, 2023; Jagannarayan et al., 2025). This suggests a conducive market for 

women-led skincare brands targeting urban and semi-urban segments. 

Gaps in the literature and future directions. 

Despite substantial work on green consumption and women’s entrepreneurship, several gaps remain. First, few mixed-

methods studies empirically link specific marketing practices of women entrepreneurs to firm performance metrics (sales 

growth, retention). Second, longitudinal analyses tracking brand evolution from micro to scale are scarce. Third, 

comparative cross-regional studies—especially covering emerging economies in Asia and Africa—are limited, leaving 

contextual dynamics underexplored (Schanes et al., 2018; Leonidou & Leonidou, 2011). Finally, the environmental 

impacts of micro-scale skincare production (e.g., lifecycle assessments, packaging waste) require deeper examination to 

validate sustainability claims (Leal Filho et al., 2019). 
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Conclusion. 

The converging literatures on green consumerism, digital marketing, and women’s entrepreneurship present a promising 

research agenda for understanding how women-led skincare ventures can scale sustainably. Future research should adopt 

mixed-methods approaches, integrate firm performance data with consumer behaviour analytics, and evaluate policy 

interventions (incubators, certification subsidies) that can reduce barriers to growth and substantiate sustainability claims. 

 

III. METHODOLOGY 

This research uses a qualitative, exploratory approach based on secondary data from academic journals, industry 

reports, case studies, and entrepreneurial interviews published across credible media sources. The thematic method is 

used to analyze marketing strategies, challenges, and success factors. 

 

Key Findings 

1. Branding and Market Positioning 

Women entrepreneurs often brand their products around authenticity, natural ingredients, and personal stories. Emotional 

branding and transparency enhance credibility. 

2. Digital Marketing and Social Media 

Instagram Reels, influencer tie-ups, and user-generated content play a key role in expanding reach. Small businesses rely 

heavily on online marketplaces for visibility. 

3. Product Innovation 

Common innovations include organic serums, ayurvedic formulations, chemical-free creams, handmade soaps, and zero-

waste skincare. Sustainability is a major selling point. 

4. Challenges Identified 

 Limited access to capital for scaling 

 High competition in the beauty segment 

 Regulatory requirements for safety certification 

 Difficulty in differentiating products 

 Balancing home and business responsibilities 

5. Growth Opportunities 

Niche markets—such as vegan skincare, baby skincare, anti-pollution creams, or hyperlocal herbal formulations—offer 

significant potential. 

 

IV. DISCUSSION 

The findings show that women entrepreneurs bring unique insights into the skincare market by combining lived 

experiences with cultural knowledge of natural healing. Digitalization has democratised market entry, allowing them to 

compete with larger brands through storytelling, authenticity, and community-building. However, structural constraints 

such as financing gaps, safety certification costs, and limited exposure to advanced marketing tools remain barriers. 

Strengthening incubation support, mentorship, and digital literacy training can help women-led skincare brands grow 

sustainably. 

 

V. CONCLUSION 

Women entrepreneurs in the skincare industry represent a powerful and rapidly expanding segment of the entrepreneurial 

ecosystem. Their ventures align with global shifts toward conscious consumption, sustainability, and wellness. While 

they face several challenges, their innovative marketing strategies, customer-centric branding, and digital engagement 

models make them competitive and impactful. With adequate institutional support, training, and financial assistance, 

women-led skincare enterprises can play a major role in job creation, local resource utilization, and the promotion of 

natural, eco-friendly products. 
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