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[bookmark: _Toc192696157] Introduction
This research aims to analyse the marketing strategies for personal care products in Romania and assess consumer perceptions of product quality. The goal is to create effective marketing strategies that meet consumer expectations and preferences.
In the contemporary business landscape, it is imperative for firms aspiring to achieve operational success and capitalize on the advantages of effectively executed marketing strategies to prioritize the quality and relevance of their products. This necessity is exacerbated by the prevailing conditions of heightened competition across various sectors. Companies that fail to deliver high-quality goods will inevitably face decline. However, it is crucial to recognize that firms must also address additional challenges beyond merely providing timely, high-quality products (Catana, 2021).
The methodologies employed for product promotion and their effective execution play a vital role in today’s market dynamics. Marketing encompasses a range of strategies designed to foster more productive communication among all stakeholders in the sales process, spanning from producers of goods or services to consumers. It facilitates the optimal utilization of existing products while offering firms the opportunity to present their offerings in a manner that resonates with customers. Additionally, marketing strategies contribute to enhanced sales performance by optimizing and maximizing the efficiency of the supply chain (Trivedi, 2018).
From a marketing perspective, specialized strategies are delineated for suppliers alongside specific consumer-oriented approaches, reflecting the unique consumption patterns and behaviours of suppliers concerning procurement and usage.
[bookmark: _Toc192696158]Research Objectives
To identify individuals who frequently use personal care products.
Determining respondents' preferences for BIO versus non-BIO personal care products by gender.
Analysing consumer preferences for various brands of personal care products.
Assessing respondents' satisfaction with the effectiveness of personal care products.
Evaluating respondents' attitudes toward the pricing of personal care products.
Gauging the interest expressed by respondents regarding the frequency of personal care product use products.
[bookmark: _Toc192696159]Research Questions
1. Which marketing strategies are most commonly used for personal care products in Romania?
2. What is the perception of Romanian consumers regarding the quality of personal care products on the market?
3. What factors influence the purchasing decisions of Romanian consumers regarding personal care products?
4. How can we enhance marketing strategies to boost consumer trust and engagement?
[bookmark: _Toc192696160]Justification of the Research
Personal care products constitute a substantial sector within the Romanian retail market, characterized by an upward trajectory in consumer demand and intensifying market competition (Kotler et al., 2019). Nevertheless, the level of consumer trust in product quality exhibits variability, influenced by several determinants, including product composition, brand reputation, and the impact of marketing strategies (Popescu, 2022). Previous studies highlight that transparency in ingredient sourcing and ethical branding significantly impact consumer perception and trust in personal care products (Zeithaml,1988). Additionally, marketing strategies such as influencer collaborations and digital campaigns play a crucial role in shaping consumer purchasing behaviour (Solomon et al., 2021). A comprehensive understanding of consumer perspectives and behaviours is imperative for companies aiming to refine their marketing strategies effectively. This research endeavours to provide valuable insights for businesses seeking to bolster their market position and cultivate more robust relationships with Romanian consumers (Porter, 2008).
[bookmark: _Toc192696161]Literature Review
The cosmetics and personal care industry plays a significant role in contributing to the economic and social welfare of both national and regional economies within the European Union. This sector generates substantial economic activity through consumer expenditure on products and services, which in turn supports and stimulates growth across various other sectors in Romania. Beyond the economic implications, the impact of cosmetics on enhancing individual well-being and quality of life is noteworthy.
Marketing Approaches in the Personal Care Sector: analysing both conventional and digital marketing strategies, such as influencer partnerships, social media initiatives, and in-store promotions.
Understanding Consumer Views on Product Quality by reviewing earlier research on trust, transparency of ingredients, and brand loyalty.
Consumer perceptions regarding product quality are shaped by many factors, including brand trust, transparency concerning ingredient disclosure, and brand loyalty. Existing literature posits that trust functions as a pivotal determinant in consumers' purchasing decisions within the personal care sector, as individuals are predisposed to favour products from brands that are deemed reliable and credible (Aaker, 1991). Establishing trust in personal care products is frequently contingent upon consistent product performance, favourable consumer experiences, and the overarching reputation of a brand (Kotler et al., 2019). Furthermore, marketing strategies that prioritize authenticity and foster consumer engagement are instrumental in cultivating trust (Chandon et al., 2018).
Consumer Purchasing Patterns in Romania: analysing research on Romanian consumers' preferences for personal care products. In Romania, various factors play a significant role in shaping consumer purchasing behaviours, particularly regarding personal care products. Factors such as perceptions of product quality, brand prestige, pricing strategies, and cultural nuances all contribute to these patterns. Recent studies indicate a shift among Romanian shoppers towards a more discerning selection process, with a preference for brands that reflect their values around health, environmental sustainability, and cost-effectiveness (Popescu, 2022). There has been a noticeable increase in demand for organic, natural, and dermatologically tested products as consumers become more aware of the ingredients used and their possible health implications (Godey et al., 2016).
[bookmark: _Toc192694109][bookmark: _Toc192695944][bookmark: _Toc192696162]Market Analysis: identifying major competitors in Romania's personal care sector market and their strategic approaches.
The personal care industry in Romania is fiercely competitive, featuring a diverse mix of global and local brands striving to capture consumer interest. A robust brand presence marks this market, a rising consumer preference for premium and natural products, and the increasing impact of digital marketing strategies (Kotler et al., 2019). Gaining insights into the leading competitors and their strategic methods is essential for companies looking to enhance their foothold in the market.
[bookmark: _Toc192696163]Methodology
This research will adopt a mixed-method approach, combining qualitative and quantitative research methods.
Employing a mixed-method approach is essential in ensuring comprehensive analysis within the study, as it effectively captures both quantifiable trends and nuanced subjective consumer experiences. Using quantitative data facilitates the measurement of consumer behaviour patterns and preferences on a macro level, thus providing a robust foundation for statistical analysis. Qualitative data enriches the research by offering deep insights into individual motivations, perceptions, and attitudes (Bryman, 2016). This methodological combination enhances the validity and reliability of the findings by addressing research questions through a multifaceted lens (Greene, 2007).
[bookmark: _Toc192696164]Data Collection Methods
The selected research method involves a survey-based investigation utilizing a questionnaire to gather insights about the opinions, attitudes, and behaviours of the Romanian population concerning the quality of personal care products in the Romanian market. The questionnaire will be e-mailed to some potential respondents, posted on Facebook, and handed to others on paper to ensure an appropriate number of respondents to justify the research.
The planned questionnaire for this research will consist of two sections and contain around 10 questions, including both closed and open-ended formats, to accurately characterize the subjects required for statistical data interpretation (Rowley, 2014). The questions will utilize nominal, numerical, and interval scales.
[bookmark: _Toc192696165]Data Analysis:
· Quantitative Data: Utilizing statistical software, like SPSS or Excel, to pinpoint trends and correlations in consumer responses (Sallis et al., 2021).
· Qualitative Data: Conducting thematic analysis to derive valuable insights from interviews and case studies (Sallis et al., 2021).
[bookmark: _Toc192696166]Sampling Strategy

To ensure diverse demographic representation, approximately 50 to 80 Romanian consumers will be surveyed through stratified random sampling.
The sampling technique planned to be used will be non-random and reasoning based. Its selection is arbitrary and subjective, relying mainly on the researcher's personal judgment. Non-random sampling encompasses various methods, including conventional (random) sampling research (Heath, 2023).

[bookmark: _Toc192696167]Gantt chart
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[bookmark: _Toc192696168]Conclusion 
This research analyses the marketing strategies implemented for personal care products in Romania while assessing consumer perceptions of product quality. As the personal care industry experiences significant growth, companies must adapt their marketing strategies to align with the evolving preferences and expectations of consumers (Kotler et al., 2019). A synergistic combination of traditional and digital marketing techniques, encompassing influencer marketing, social media campaigns, and in-store promotions, has demonstrated efficacy in engaging consumers and fortifying brand loyalty (Solomon et al., 2021). A comprehensive understanding of Romanian consumer behaviour is essential, as factors such as product composition, brand reputation, and ethical considerations exert a profound influence on purchasing decisions (Popescu, 2022). Through an extensive literature review, the collection of empirical data via surveys and interviews, and the analysis of key market trends, this research aims to provide pivotal insights into optimizing marketing strategies tailored for personal care products in the Romanian context. Furthermore, the study aspires to furnish valuable recommendations for businesses endeavouring to enhance consumer trust and elevate their competitive standing in the market (Porter, 2008).
Considering the growing reliance on digital marketing and the significant impact of social media influencers on shaping consumer preferences, companies need to adopt an omnichannel approach that integrates both online and offline marketing strategies (Huang et al., 2021). The findings of this research are expected to contribute substantially to a nuanced understanding of the Romanian personal care market and assist businesses in refining their marketing initiatives to meet consumers' changing needs satisfactorily.
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