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Do make-up wearing women more attractive
to guys?

Abstract

This research paper aims to investigate whether makeup can actually increase men’s tendency
to respond to women’s requests or not. We attempt to investigate about women’s makeup and
non-makeup on men’s response rate through the experiment. Moreover, we also use the
survey to know the perception of men toward makeup on paper to compare with the result
from our experiment. Our data conducted by ourselves as interviewers with the total of 90
sessions of experiment. The result of this study confirms that makeup can increase men’s
response to the women request. Furthermore, the outcomes from the experiment and survey
have conflicted. According to the survey, men prefer women who wear light makeup with
only eyebrows. While the experiment of wearing full facial makeup gives higher response

rate than non-wearing makeup.



1. Introduction

Nowadays, we live a world where appearances are very important. People put a lot of
efforts to make themselves become more attractive. Some even undergo plastic surgery.
There are many ways to make yourself more appealing, one of that is wearing makeup.
Makeup is a social tool used to make women appear more attractive and more professional in
a variety of social environments. We can see that cosmetics have played an important role in
the society. Moreover, there has been an increasing rate of beauty blogger, who reviews
cosmetics through Youtube, Facebook, or their own blog. Therefore, we can see that women
pay attention to their look in order to increase attractiveness and to obtain accompanying
social benefits. In this paper, we will analyze and answer the three research questions which
are; how men value cosmetics? How does the results affect cosmetic industry? Do men react
differently between wearing makeup and non-wearing makeup women?

In perceptions of men, they probably think that makeup is not that important and
natural look would bring women a beauty. Adrien (2016) mentioned that “less is more”, he
did not believe in makeup because if a girl does not exude beauty from within, there is no
amount of makeup will be able to cover that up or another author (Rondrick, 2015) said that a
woman’s make up should only accentuate her natural features. Too much makeup tends to
take away women’s charm. However, not many researchers focus on the factors of wearing
and non-wearing makeup women that would affect the response rate of men. Hence, in this
paper, we will test whether makeup can increase men’s respond to women’s request.

A few research papers that are related will be discussed as well as some primary data
that will be used for some arguments. We have some hypothesis for this research questions.
The first one is that elders who are in the range of 45-60 years old would consider makeup as
not necessary for women. While teenagers (below 18) and adults would see the importance of

makeup to women. Lastly, we think that the results of response rate to non-wearing makeup



would be the opposite to men’s opinions towards makeup. This paper composed of 5
sections, starting with background of cosmetics, literature review, economic framework,

analysis and discussion, conclusion and limitation.

2. Background of cosmetics

2.1 History of makeup

The first cosmetics were invented by Egyptians which they used copper and lead as
primary materials. Cosmetics is an essential product in the present time for female in order to
do everything. For instance, hide pores, smooth complexions, and also turn the pale green of
your eyes a vivid shade of emerald. Over the centuries, women used burnt matches to darken
their eyes, berries to stain their lips and young boys' urine to fade their freckles. Some women
even swallowed ox blood in some misguided attempt to improve their complexions. The
practice of beautifying one’s self dates back to ancient times, as early as 1500 B.C. Painting
around the eyes with various colors and using kohl to darken brows and eyelashes was
common in ancient Egypt and Arabia (Diamond & Diamond, 2008). In addition, wearing
makeup can be involved with psychology as well.

2.2 Psychology

Wearing makeup can significantly alter others' perceptions of a woman's personality.
However, what people infer from a made-up appearance varies depending on the observer's
gender. “For the most part, what a woman observes in the mirror is what she uses as a
measure of her worth as a human being” (Lerner, Karabenick, & Stuart, 1973). The majority
of research on women and their self-esteem has been related to how they feel about their
body shape and size (Trampe, Siero, & Stapel, 2007). A woman can use cosmetics to both
hide things she does not like and accentuate things she does. Makeup holds the possibility for

a woman to personally transform herself which leads to self-confidence.



Wearing makeup is more than a physical experience for many women. Beyond
positive or negative emotions, there are more of a psychological response to makeup. Studies
have shown that women’s faces are more attractive to both sexes during the fertile phase of
their menstrual cycles (Roberts, S., Havlicek, J., Flegr, J., Hruskova, M., Little, A., Jones, B.,
Perrett, D., & Petrie, M. 2004). Makeup exaggerates these signs of fertility and sexual
availability, thus making a woman seem more appealing. The darker the eyes are in relation
to the rest of the face, the more attractive a woman appears. In fact, the darkness of the eyes
compared to the rest of the face is important, the exact same face can be perceived as either
male or female depending on the level of contrast (Russell, R. 2009). It is found that women
with darker lips make it appear more feminine and attractive. But it turns out that the color of
the lipstick matters, too. Moreover, the colors applying can reflect menstrual cycle of

likewise.

When women are ovulating, the relative concentration of the hormone estrogen rises.
This hormonal shift enhances vascular blood flow under the skin’s surface, which has a
number of side effects. Women near ovulation (when they’re most fertile) reported that they
are more easily turned on and have more interest in sex. They may try to put redden lipstick
to express a natural signal of fertility (Stephen ID, & McKeegan AM, 2010). Makeup works
because our bodies are programmed to perceive sexual signals from the coloration of our

faces. It is globally known that makeup is used especially to increase attractiveness.

2.3 Universal attractiveness

Nowadays, there are many advertisements that promote the elusive beautiful image to
women by using photo-shopped and computer-enhanced models in advertisements.
Impossible standards of beauty were built up from society causing the feelings of inadequacy

among women. In 2008, the YWCA USA developed a report, Beauty at Any Cost, which



discussed the consequences of the beauty obsession on women and girls in America. The
report showed that the beauty obsession not only resulted in decreased levels of self-esteem,
but also brought large amount of money from the pocket of many Americans. The YMCA
reported that $7 billion is spent each year on cosmetics (Beauty at Any Cost, 2008, p. 7). It
stated that the association between self-objectification and anxiety about appearances and
feelings of shame has been found in adolescent girls (only 12—13 years old) as well as in
adult women (Beauty at Any Cost, 2008, p. 6). Girls who spent the most time and effort on
their appearance suffered loss in confidence. Moreover, the physical beauty impacts women
economically through their workplaces. Lookism or prejudice which based on physical
appearance and attractiveness, is an increasing equal-opportunity problem. One research
found that workers with “below average” looks tended to earn about 9% less money than
workers who were “above average” in appearance, and that those who were “above average”
in appearance tended to make about 5% more money than those who were “average looking”
(Beauty at Any Cost, 2008, p. 3). Despite the fact that work productivity has not been
scientifically linked with physical attractiveness, one study found that employers believe that
good looks contribute to the success of their companies. Even the workplaces also view
wearing makeup more attractive than those without makeup.

There is also a study found that women viewed the women as more attractive with
makeup than without. The women themselves felt that they were more physically attractive
with makeup, and often overestimated their attractiveness with the makeup, while
underestimating their attractiveness without makeup (Ann Marie Britton, 2012). Since the
overestimation of attractiveness while wearing makeup could very possibly lead to
confidence and increased self-image. Nonetheless, women have different objective of

wearing makeup depending on many factors.



2.4 Purpose of makeup

Appearance is tied directly to attractiveness. A physical attractiveness is proudness of
the possessions, it is a quality of human that intrinsic to many positive qualities. For example,
success and happiness, are associated with attractiveness. However, there are many purposes
of wearing makeup depending on the activities.

According to Beausoleil (1992), many women report having different makeup
routines depending on what they expect to do during the day. Women often engage in
specific appearance practices to distinguish between day and night looks, basic looks and
looks for special occasions, etc.” (Beausoleil, 1992). For example, little amount applied could
reflect the everyday routines makeup. While heavy makeup can also reflect the special
occasions. Perceptions of females’ external characteristics tend to change when they apply
different amounts of makeup. Some girls even change ways of make up in order to fit in the
order to fit in the ideal of beauty.

In America, women are constantly seeking ways to change their appearance to fit the
American ideal of beauty which they are bombarded by the media — big blue eyes, clear skin,
rosy cheeks, and pouty red lips (Poran, 2002). As cosmetics companies present the made-up
face as ideal, many women use makeup as an attempt to conform to these images of ideality.
According to Kelson, Kearney-Cooke, and Lansky (1990), there are certain pressures on
women to meet cultural standards of beauty, as well as rewards involved for those women
who use cosmetics to reach these standards, such as increased attention from the opposite sex
and idol recognition from other females.

Existing evidence suggests that women apply their makeup according to the situation
they are preparing for. “It seems that women’s appearance practices are almost solely, or at
least largely, determined by concerns with situations, occasions and audiences,” (Beausoleil,

1992). For example, when going to job interview, the makeup should look simple and clean.



As we can see, cosmetics do not only have crucial roles in girls’ lives but also influences our
society.

2.5 Influence of cosmetics

In our society, women are influenced with the images of what our society deems as
beautiful. They tend to feel inadequate which their feelings of confidence and expectations of
self are affected. “When one’s body is disliked because of deviation from norms of function
or appearance, replicated evidence shows that anxiety, insecurity, and low self-esteem are
regular correlates” (Jourard, 1964). Therefore, cosmetics has played a role in order to make

them feel more self-confidence.

An abundance of research exists on how women feel when comparing to the ideal of
beauty that exists in current society. However, not many research that talked about the action
to improve women’s confidence - applying cosmetics. Cosmetic products such as foundation,
mascara, and blush are a quick and impermanent means to improving one’s appearance and
thus improving confidence (Miller & Cox, 1982). They are a quick means of improvement
versus more long-term changes such as diet and exercise. For many, makeup is a way to
invoke one’s self (LaBelle, 1988). Using different products and colors, women can use
makeup to explore and portray their own individuality. Cosmetics serve as a sign of
femininity in their symbolization of stereotypical feminine values. Moreover, they are one of
the ways to enhance feminine beauty ideals and serve to help women conform to our
society’s beauty expectations. Since they believed that cosmetics will positively affect their

level of physical attractiveness.

Cosmetics has influenced women with the effects on the appearance ideals which
mostly represented by the medias and her friends. Consistently, the majority of women apply

cosmetics to gain self-esteem and confidence as makeup could conceal their negative feeling



on appearance. Makeup also emphasizes beauty which including clearer complexion, younger
look or matured look, disguise blemishes and enhance facial features in order to make people

notice them, to appear appealing and to receive compliments from others.
2.6 Growth of Cosmetic

Figurel: Market Size of Global Cosmetics Industry, 2012-2017
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Global cosmetics market is expected to grow to $292 billion by 2017, with the CAGR
of 4.6%. There is a significant rise in disposable incomes over the past decades. The growth
in global economies, changing lifestyles, rising demands of skin and sun care products due to
varying climatic conditions encourage the growth of the cosmetics market. A shift of
preference towards natural and organic beauty products, particularly in U.S. and European
countries, fosters the growth of the cosmetics market. In 2016, Thailand’s cosmetic industry
was valued at approximately $5.8 billion. It is ranked 16th in the world and 3rd in Asia after
Japan and South Korea. The annual growth rate in Thailand is ranging between 8 to 10
percent on average if it is not affected by factors such as Thai politics or global economic
conditions (Petchanet Pratruangkrai, 2015). The reasons why cosmetic industry has expanded
very fast are the increasing in consumer spending and rapid product development. Moreover,

the social factors which that changed attitude towards looks among the younger generation



and a greater demand for aesthetics services are one of the most important factors that drive
cosmetic industry in Thailand. Chris Barker (2013) claimed that Thai people pay more
attention to their beauty since there are more environmental factors damaging the skin in

daily life, such as pollution and hot weather.

3. Literature Review

3.1 Men perceptions towards makeup

Due to our assumptions that men perceptions towards women’s makeup is not as
necessary as women think. Since there are researches that studied men perceptions towards
makeup, from interviewing, men think that makeup is not that important to women and some
even reveal that too much make up make women look less attractive. Christie Wilcox (2010)
said that “I hear my female readers, MY (boyfriend/husband/whoever) says that I look prettier
without makeup!”. However, their actions speak louder than their words, there are many
studies show that when shown pictures of women with and without their makeup, men
consistently rate images with makeup as more attractive, confident, and healthier. Men also
think women wearing makeup come off as more intelligent and having higher earning
potentials and more prestigious jobs. Cox and Glick (1986) examined how average-looking
woman were perceived after a professional make-over versus cosmetic-free and found that
cosmetics significantly enhanced the impression of attractiveness and femininity and
sexiness. Workman and Johnson (1991) instructed female participants to view one of three
colored photographs of a professional model wearing either heavy, moderate, or no
cosmetics. They found Cosmetics use did significantly affect impressions of attractiveness,

femininity, and morality.



Cash, Dawson, Davis, Bowe and Galumbeck (1989) conducted the experiment which
found that male judgments were more favorable when the women were photographed with
cosmetics than when they were cosmetics free, whereas female judgments were not affected
by the presence or absence of makeup. McKeachie (1952) found that young male students
evaluated young women with makeup as more frivolous and more interested in the opposite
sex. Mulhern, Fieldman, Hussey, Leveque and Pineau (2003) asked male and female
participants to view a set of five photographs of women volunteers and to rank each set from
most to least attractive. Volunteers were made up by a beautician under five cosmetics
conditions: no makeup, foundation only, eyes makeup only, lips makeup only and full facial
makeup (foundation, eyes and lips). It was found that faces with full makeup were judged
more attractive than the same faces that were makeup free. They found faces with full
makeup were judged more attractive than the same faces that were makeup free. Moreover,
eye makeup alone yielded higher levels of mean attractiveness ratings than foundation
makeup only, and the latter yielded higher levels of mean attractiveness rating than lip

makeup only. In addition, the experiment of comparing supermodel photographs also resulted

intriguingly.

According to Alex L. Jones’s Literature, he examined how professionally applied
cosmetics alter attractiveness can compare this effect with the variation in attractiveness
observed between individuals. He has collected 45 images of supermodel without their
makeup from the internet. These images were casting photographs for Louis Vuitton’s
runway show. All pictures were taken with the models looking directly into the camera, with
a neutral expression. He then collected the same models with cosmetics on and selected
images where they had a neutral expression and looking directly into the camera in order to
match the casting photographs as closely as possible. The procedure is to let men choose

between with and without cosmetics. As before, models were rated as more attractive with



cosmetics than without. Robin (2016) said that professionally-applied cosmetics produce a
larger effect than self-applied cosmetics. He concluded that using cosmetics increases
perceptions of attractiveness compared to no cosmetics, with several novel findings and
caveats. To elaborate clearer outcomes, there is another experiment conducting at the bar.

Nicolas Gueguen developed the research which explored the effect of makeup on the
courtship behavior of men toward women in a real situation, as contrasted with previous
research where impression formation of facial attractiveness was evaluated in a laboratory
with the help of photographs. Nicolas did the research by doing the experiment at the bar.
The hypothesis was the women with facial cosmetics would be solicited more often by men
for a date than the same women without cosmetics, and that the latency between entering the
bar and the first solicitation would be shorter for the cosmetic condition. Moreover, the effect
of makeup might not only enhance physical attractiveness but also serve a cue to males that
this female might be available. Cosmetics also have been found to enhance some factors
associated with greater attractiveness for men in dating relationships. This paper suggested
that women can successfully use cosmetics to increase their attractiveness and to encourage
men to establish contact with them. However, there have been some limitations in this study
since this experiment will test with only men that go to the bar.

Our experiment will eliminate this limitation by doing the experiment at Siam Square
in order to capture almost every group of men which are teenager, working age and the
elderly. Another limitation is some factors are difficult to control, such as changes in facial
expression and body language, could have influenced their attraction. But our experiment will

be asked directly to men so this problem might not occur.



4. Economics Framework

Incentive economics motivate people to behave in a certain way, while preferences
are the people needs, wants and desires. Economic incentives provide you the motivation to
pursue your preferences. They usually involve money, but they can also involve goods and
services. Economic Incentives are offered to influence people’s behavior. Economic

incentives can be both positive and negative to people.

e Positive economic incentives reward people financially for making certain choices
and behaving in a certain way. They reward people with money or some sort of
financial gain such as a better price, a free item, or an upgraded item. Coupons, sales,
freebies, discounts, and rewards can be positive economic incentives.

e Negative economic incentives punish people financially for making certain choices
and behaving in a certain way. These incentives cost you money. Fines, fees, and

tickets can be negative economic incentives.

In this experiment, cosmetic is the incentive economics since it can influence men to
do the survey. There are many companies that use cosmetic as the incentive economics for
example Uniqglo. They use make-up trending program with their employees because Uniqlo
believes that well appearance employee will appeal more consumers. Moreover, the airlines
companies also use cosmetic as the incentive economics as we can see from the air hostess
and receptionist. It is clear that not only the strategies of marketing will convey more
consumers but also the appearances of employees will attract more people. Therefore,

behavioral economics is playing roles with the consumer biases.

Behavioral economics studies the effects of psychological, social, cognitive, and
emotional factors on the economic decisions of individuals and the consequence for market

prices, returns, and resource allocation. The behavior bias is the important issue that



ingrained aspects of human decision-making processes. There are three categories of biases
which are based on preferences, beliefs, and decision-making processes. For preferences,
they are affected by emotions and psychological experiences. Beliefs are often formed by
implicit and unreliable rules of thumb. Decision-making processes for making choices which
often occur by adopting unreliable decision-making shortcuts. So, behavioral bias can affect
each participant who joined our survey. Each individual has different aspects towards each
interviewer, survey, and types of experiment that we have conducted. The way of asking for
cooperation might not be consistent. Thus, the response rate of each interviewer may vary
and the answer of survey might give different outcomes because not every participant is

rational.

5. Methodology

Since our research paper investigates whether makeup affect men’s perception, our
group decided to do the survey and regression analysis of the factors that might affect men
perceptions towards makeup. Apart from the survey, we chose to do the experiment as well.
We believe that only collecting opinions through a survey may be inadequate to know men’s
perceptions. Therefore, the experiment will assist us conducting more accurate results
because it is a superior methodology than survey and men may not be fully aware how much

makeup has impact on their tendency to respond.

5.1 Participants

Participants are men who do not come with any women. So we can easily get the
answers without any bias because we think that there could be bias when answering questions
with women standing nearby. Moreover, we choose men who are not busy. We will observe
around 15-20 persons per session for around 15 minutes depending on density of people

surrounding the area.



5.2 Procedure

To begin the procedure, we do the survey by constructing around 10 questions about
men perceptions towards women who wear makeup. Moreover, we also question about their
opinions and how they value cosmetics. To closely examine the questionnaire, we separate
the different levels of the importance and women cosmetics into three levels which are heavy,
light and none. In order to make our survey accurate as much as possible. The questionnaire

has shown in Appendix]1.

5.3 Experiment

we also do the other method to ensure that there is no or least bias towards our result.
Since there could occur the bias by people who participate in the survey. Therefore, we come
up with the experiment. The experiment will be conducted by ourselves as interviewers
(Gain, Nan, and Praew). There are sessions consisted of interviewers with and without
makeup. In order to see how people respond or participate in our experiment to do the survey.

To compare that wearing makeup will give us higher response rate or not.

Our experiments were conducted on Monday, Wednesday, Friday, Saturday, and
Sunday. These days will be taken place twice by interviewers with and without makeup.
There will be three sessions per day, 15 minutes per session. The sessions composed of three
periods which are morning, afternoon, and evening. The location is taken place at Siam
which contains variety of ages such as teenager, working age, and the elderly. The
interviewer will be Nan, Praew, and Gain wearing the same outfit so there will not be some
bias toward clothes. For each interviewer, 30 observational periods were obtained (five days,
three sessions, and two rounds (with/without makeup). So, our experiment will be around 90
observations with approximately 1,300 participants in our experiment. The experiment and

survey were conducted one week in March and one week in April, 2017.



5.4 Regression Analysis

As the research paper investigates whether wearing and non-wearing makeup could
affect response rate of men to do the survey and also prove our hypothesis. We would be used
to run the multiple linear model by Ordinary Least Square (OLS) method. Our regression

model is:

Response rate of men = f,+ g, Makeup + g,Nan +5 ,Praew + , Morning
+p ;Afternoon + g Weekday +ei

On the left-hand side, it is a dependent variable (Response rate of men) which
determined by all independent dummy variable. In this paper, we focus on one dependent
variable which is the response rate of men towards makeup. For the dummy variables, we
have six dummy variables which concern four topics (Makeup, Interviewers, Times, and
Days); 1. Makeup: Makeup(=1 if wearing makeup, = 0 if non-makeup) 2. Interviewers:
Praew(= 1 if Praew, = 0 if otherwise), Nan(= 1 if Nan, = 0 if otherwise) which will be 2
dummies and we set Gain as a base case. 3. Time: Morning(= 1 if @timel, = 0 if otherwise),
Afternoon(= 1 if @time2, = 0 if otherwise) which will be 2 dummies and we set evening as a
base case. 4. Day: Weekday(= 1 if weekday, = 0 if weekend)

To examine the relationship between the response rate of men as dependent and
independent variables, makeup, interviewers, time and days data were collected from our
experiment. Table 2 is the statistics of Variables that Can Increase Men’s Response during

our 90 experiment sessions of three interviewers, Nan, Praew, and Gain.



Table 2: Summary Statistics table

VARIABLES  Observation Mean Std. Dev. Min Max
Response rate 90 0.59 0.21 0.20 1.00
Makeup 90 0.50 0.50 0.00 1.00
Nan 90 0.33 0.47 0.00 1.00
Praew 90 0.33 0.47 0.00 1.00
Morning 90 0.33 0.47 0.00 1.00
Afternoon 90 0.33 0.47 0.00 1.00
Weekday 90 0.60 0.49 0.00 1.00

Source: Author’s own compilation

According to Table 2, makeup, Nan, Praew, morning, afternoon and weekday are
dummy variables. Meaning that the minimum value is zero and the maximum is one for these
six dummy variables. Since each interviewer conducted 30 sessions of experiment, the mean
is equal to 0.33. The periods of time also have mean of 0.33 because the observation
conducted 3 sessions per day, morning, afternoon, and evening. For weekday variable, our
group did the experiment in weekday (Monday, Wednesday and Friday) more than weekend
(Saturday and Sunday) causing the mean equals to 0.6. For makeup variable, interviewers did
the experiment by wearing and not wearing makeup with the equal amount of days, therefore

mean equals 0.50.

5. Result and Discussion

5.1 Experiment analysis

After we have done our experiment, we use the multiple linear regression model to
run an Ordinary Least Square (OLS) regression analysis through STATA 13. We chose this
type of regression because we want to predict the value of a variable based on the value of
more than one variables. From the regression analysis, mainly consisted of dummy variables

since our independent variables are qualitative. We have come up with the factors that might



have effects on men’s response rate which are wearing cosmetics, interviewers, days, and
time periods. Moreover, R-squared shows that the independent variables are able to explain
the dependent variable by 66% and the F-ratio tests whether the overall regression model is a
good fit for the data. The output shows that the independent variables statistically

significantly predict the dependent variable, F(6, 83) = 27.04, p <.0005

Table 1: Regression Result

) @) 3) @)
VARIABLES Situation 1 Situation 2 Situation 3 Situation 4
Makeup only Makeup and Makeup,
Interviewers Interviewers, and
Days
Makeup 0.164%** 0.164%** 0.164%** 0.164%**
(0.0266) (0.0409) (0.0407) (0.0338)
Nan 0.0540 0.0540 0.0540
(0.0326) (0.0498) (0.0414)
Praew -0.0303 -0.0303 -0.0303
(0.0326) (0.0498) (0.0414)
Morning -0.263%** -0.263%%#*
(0.0326) (0.0414)
Afternoon -0.147%** -0.147%**
(0.0326) (0.0414)
Weekday -0.196%**
(0.0272)
Constant 0.753%%** 0.506%** 0.499%** 0.635%**
(0.0365) (0.0289) (0.0407) (0.0414)
Observations 90 90 90 90
R-squared 0.662 0.154 0.182 0.448

Standard errors in parentheses
*H% p<0.01, ** p<0.05, * p<0.1

The main purpose of this regression is to test whether these factors have any effects
on men’s response rate on participating in the survey and we want to know whether wearing
makeup can really affect the response rate or not. Firstly, we test only makeup and then add
interviewers, times, and days, respectively. Thus, we can see that adding more variable still

affect wearing makeup significantly and R-square also increase as well. This result confirmed



that wearing makeup can affect the response rate of men and there are other factors that affect
response rate as well. The outcome turns out to be that wearing makeup have positive and
statistically significant relationship with the response rate of men to do the survey which can
increase the response rate by 16.40%. So, it shows that men will be more likely to respond to
wearing makeup woman than those without. There are other effects that can affect the
response rate of men which are times and days of doing the experiment. On the other hand,
times which are morning, afternoon and weekday have negative relationship with the
response rate of men. If we do the survey in the morning and afternoon, the response rate will
decrease by 26.3% and 14.7% respectively. Comparing to doing experiment in evening, it
implies that participants may have some errands to be done. For weekday experiment, it
makes the response rate fall by 19.6% compare to weekend. Since the session were conducted
in rush hour. However, there are some dummy variables are not statistically significant as
shown in Table 1. We can see that the interviewer variables which are Nan and Praew have

P value > 0.0005. Implying that interviewers did not affect the response rate of men to do the
survey. Consequently, not only makeup that tend to affect men’s response rate but also

external factors.



5.2 Survey analysis

Table3: Questions and Answer of the Surve
Survey Question and answer percentage

Ages

under 18 48%
19-25 20%
26-35 8%
36-45 19%
Above 45 5%
Income

Under 15,000 45%
15,000-30,0000 26%
30,000-50,000 13%
50,000-100,000 / Above 100,000 8%
What purpose that you think women have for makeup?
Confidence 81%
Camoutflage 12%
Working 21%
Sex appeal 24%
Addiction 9%
How much makeup do you like on women’s face?
Heavy 19%
Light 76%
None 5%
How would you value cosmetics?

High 27%
Medium 62%
Low 11%
Do you separate woman with/without makeup?

Yes 59%
Slightly 39%
No 2%
Is makeup necessary to women?

Very important 29%
Important 47%
Moderate 20%
Least 4%
Would you buy cosmetics for your girlfriend?

Yes 74%
No 26%
Would you wear makeup in your daily life?

Yes 29%
No 71%

Source: Author’s own compilation



From the survey above, it can imply that almost half of the respondent are teenagers
who mostly get income lower than 15,000 baht. About 80% of the men think that the purpose
of makeup is for confidence. Approximately 20% of men think that the purposes are for
working and sex appeal. Only 10% of men think that women wear makeup for camouflage
and addiction.

For the question that makeup necessary to women or not, almost half of the
respondents’ response that it is important and about 30% think that it is very important. When
classified the respondents into five levels of income which are income lower than 15,000
Baht, between 15,000-30,000, between 30,000-50,000, between 50,000-100,000 and higher
than 100,000, men see the importance of cosmetics to women in every level of income
(Appendix 2). Moreover, we categorized the respondents into five levels of age and can
imply that different level of age will see the different level of the cosmetics importance. Men
at age above 45 will see the importance of cosmetics less than other ages (Appendix 3). Since
our group think that the men at this age may have family or already married, so they might
not interest about the beauty of the women.

When ask men to value the cosmetics, 60% of the men think that the value is medium
and 30% think that the value is high. Only 10% of men think that the value is low. Therefore,
it might conclude that men think that the cosmetics is important to women and quite give the
value to it. For the question that men can separate women with/without makeup or not, about
60% of men think that they can separate. However, our group consider that men just think
they can separate but they cannot actually. For the question of how much makeup do you like
on women’s face, approximately 80% of men prefer the light level and 20% prefer the heavy
level. Only five percent of the men favor no-makeup women. When look at each level of age,

most of the men in every level of age prefer the light level of makeup (Appendix 4).



When ask the men will you buy the cosmetics for your girlfriend or not, about 70% of
men will buy. When divided the respondents into each level of income, it can see that
men will buy the cosmetics for her girlfriend regardless of how much the income is
(Appendix 5). The data we collected mainly consists of teenagers who has income lower than
15,000 Baht per month so there are more men in the lower level than high level of income
who will buy the cosmetics for his girlfriend. Moreover, in the last question of the survey
which ask the men that they will use the men cosmetics or not, about 30% will use (Appendix
6). The behavior of buying cosmetics of men can interpret to the increasing trend of the
cosmetics industry though only 30% of men will buy the cosmetics. In the past, men did not
use the cosmetics but currently there are cosmetics for men. Therefore, these two factors may

imply to the higher growth of cosmetics industry.

6. Conclusion

Forms of body decoration exists in all human cultures. However, women are more
likely to engage in appearance modification, especially through the use of facial cosmetics.
From our experiment of doing survey by asking them to respond to our activity with and
without cosmetics on, the response rate is higher when interviewers wear makeup. Therefore,
makeup is applied to help manipulating men’s perceptions toward a woman.

From our hypothesis, elders would consider cosmetics as unnecessary while teenagers
and adults see the importance of makeup, it turns out that most of men, even elders, answered

that cosmetics is necessary for women.



For the part of experiment and survey, the outcomes are negatively related. According
to the experiment, wearing makeup results in higher response rate. Meaning that men tend to
prefer women with cosmetics. However, survey provided the opposite results. Men tend to
prefer women with light makeup who draw only eyebrows. This implies that men may not
always be truthful in their response. This finding suggests that only conducting a survey may
not give accurate results.

In economics aspects, cosmetics play an important role in many sectors. It was used
for economics incentive. For example, some cosmetics commercial claim that wearing
makeup will help attract men. In addition, many careers need cosmetics in order to attract
people participate in economic activity.

Last but not least, there now exists convincing evidence that using cosmetics seem to
explain a larger proportion of variation in attractiveness judgements than not wearing it. We

conclude that men appeared to respond to wearing makeup women than who are not.

7. Limitations and Further Improvement

There are several limitations of this research paper which are limited locations,
participants, and interviewers. Initially, the research is only conducted at Siam Square,
Bangkok. Even though Siam seems to consist of many ranges of ages, the participants we
collected are mostly teenagers. Moreover, interviewers were located in different area of Siam
Square. Some areas were more crowded than others which might result in different numbers
of participants. Next, the participants that we collected are merely men. Thereby, we can
analyze only men’s opinions. However, participants might have different attitudes towards
interviewers. We could not control this factor because everyone seems to have different
perspective and there were different interviewers as well. The last limitations would be

interviewers. There were only three interviewers in the experiment which were Nan, Praew,



and Gain. Due to the uniqueness of each interviewer, it may result in different views of men
too.

For further study, we can add other independent variables such as location since we
think different locations can capture more range of ages, various incomes of participants, or

more interviewers to participate in the experiment.
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Appendix 2: How important of the cosmetics categorized by income

Income lower than 15,000
Low,2% Medium,15
%

Very
High,27%

Income Level 15,000-30,000
Low,4%

Very
High,35%

Medium,2

%

High,25% Medium,25

%

Source: Author’s own compilation

High,56%

Income Level 30,000-50,000 Incomedevel 50,000-100,000
% High,13%
Very Medium,
ligh,38% %
High,54%
High,50%
Income higher than 100,000
Very
High,25% Low,25%



Appendix 3: How important of the cosmetics categorized by age
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26-35

Very

Medium,35
High,35% %

Above 45
Very

High,20% Low,20%

High,20%

Medium,40
%

Source: Author’s own compilation

19-25
Low,4%iedium,1
7%

Very
High,31%

High,48%

36-45




Appendix 4: Level of makeup

below 18

Heavy,11%

Light,89%

Age 26-35

None,5%

Heavy,15%

Light,80%

Above 45

Heavy,20%

Light,80%

Source: Author’s own compilation

Light,73%

None,37%

Age 19-25

None, 6%

Heavy,21%

Age 36-45

Heavy,13%

Light,50%



Appendix 5:

Will men buy cosmetics for his girlfriend ?
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lower than 15,000 15,000-30,000  30,000-50,000  50,000-100,000 higher than
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Source: Author’s own compilation

Appendix 6:

Will men wear makeup in daily life ?
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Raw Data

Makeup Non-makeup

0.40 0.50 0.44 0.20

0.46 0.88 0.56 0.36

0.63 1.00 0.63 0.54

0.36 1.00 0.80 0.35

0.50 1.00 0.76 0.40

0.75 0.88 0.54 0.63

0.45 0.90 0.67 0.25

0.59 0.81 0.75 0.50

0.80 0.40 0.37 0.58

1.00 0.81 0.45 0.45

1.00 1.00 0.50 0.50

0.96 0.47 0.34 0.65

0.80 0.32 0.56 0.38

0.75 0.71 0.61 0.47

0.95 0.21 0.48 0.75

0.36 0.49 0.46 0.30

0.67 0.67 0.63 0.50

0.50 0.54 0.38 0.50

0.45 0.69 0.45 0.42

0.55 0.84 0.65 0.52

0.65 0.46 0.21 0.71

0.44 0.55 0.47 0.34

1.00 0.78

Nan Praew Gain

0.40 0.25 0.36 0.34 0.40 0.48
0.46 0.50 0.67 0.44 0.81 0.46
0.63 0.58 0.50 0.56 1.00 0.63
0.36 0.45 0.45 0.63 0.47 0.54
0.50 0.50 0.55 0.80 0.32 0.69
0.75 0.65 0.65 0.76 0.71 0.84
0.45 0.38 0.44 0.54 0.21 0.46
0.59 0.47 0.50 0.67 0.49 0.55
0.80 0.75 0.88 0.75 0.67 1.00
0.20 1.00 0.30 1.00 0.37 0.38
0.36 1.00 0.50 1.00 0.45 0.45
0.54 0.96 0.50 1.00 0.50 0.65
0.35 0.80 0.42 0.88 0.34 0.21
0.40 0.75 0.52 0.90 0.56 0.47
0.63 0.95 0.71 0.81 0.61 0.78




Morning Afternoon Evening
0.40 0.34 0.44 0.46 0.56 0.63
0.36 0.63 0.80 0.50 0.76 0.75
0.45 0.54 0.67 0.59 0.75 0.80
0.20 0.55 0.88 0.36 1.00 0.54
0.35 0.64 0.90 0.40 0.81 0.63
0.25 0.40 0.81 0.50 1.00 0.58
0.45 0.47 0.32 0.50 0.71 0.65
0.38 0.21 0.49 0.47 0.67 0.75
0.55 0.37 0.45 0.80 0.50 0.96
0.80 0.34 0.56 0.75 0.61 0.95
0.36 0.48 0.46 0.67 0.63 0.50
0.45 0.54 0.69 0.55 0.84 0.65
0.44 0.46 0.55 0.50 1.00 0.88
0.30 0.38 0.45 0.50 0.65 0.50
0.42 0.21 0.47 0.52 0.78 0.71

Weekday Weekend
0.88 0.40 0.36 0.45 0.81
0.30 0.46 0.67 0.50 0.54
0.50 0.63 0.50 0.65 0.69
0.50 0.36 0.45 0.38 0.84
0.42 0.50 0.55 0.47 0.46
0.52 0.75 0.65 0.75 0.55
0.71 0.45 0.44 1.00 1.00
0.34 0.59 0.50 1.00 0.38
0.44 0.80 0.63 0.96 0.45
0.56 0.20 0.67 0.80 0.65
0.40 0.36 0.37 0.75 0.21
0.81 0.54 0.45 0.95 0.47
1.00 0.35 0.50 0.63 0.78
0.47 0.40 0.34 0.80 1.00
0.32 0.63 0.56 0.76 1.00
0.71 0.25 0.61 0.54 1.00
0.21 0.50 0.48 0.67 0.88
0.49 0.58 0.46 0.75 0.90




