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Abstract

:

The trend of cosmetics utilization has increased globally; however, the exact amount of usage is not researched well. Lack of population awareness on proper use of cosmetics, particularly in developing countries, causes a prominent health challenge. Therefore, this study was conducted to assess the cosmetics utilization practices in Jigjiga town, Eastern Ethiopia. A community based cross-sectional study, using a semi-structured questionnaire, was used to assess factors associated with cosmetics use. Of the 559 participants, 93% used at least one type of cosmetics in the two weeks prior to the survey. The most commonly used products were body creams and lotions (68%), shampoos and conditioners (35%), and deodorants and perfumes (29%). Being single, female, and in the age group of 18–20 years increased the odds of cosmetics utilization. However, being in primary school and being self-employed showed a less likely use of cosmetics. Two hundred forty-seven (44%) of the interviewed household members reported that they use traditional herbal cosmetics. A higher likelihood of traditional herbal cosmetics use was observed in the age group of 18–20 years. This study indicated that the community in Jigjiga town use different types of cosmetics. Education, occupation, marital status, age, and gender were all important factors that determined the use of cosmetics in the study area.
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1. Introduction


Cosmetics are defined as substances or preparations intended to be applied on various external parts of the human body with the purpose of cleaning, perfuming, changing appearance, correcting body odors, protecting or keeping those body parts in good condition [1]. These substances include perfumes, skin creams, lotions, deodorants, makeup, hair preparations, and others [2,3].



Wearing cosmetics is one of the most common human behaviors and is present across different cultures [4]. In modern societies, the use of cosmetics by females to alter facial appearance is nearly universal [5]. Studies indicate that female faces have greater facial contrast than male faces and there is a positive relationship between facial contrast and facial attractiveness [6]. Moreover, perceptions of attractiveness increase when cosmetics are applied, and when wearing cosmetics, females provide higher estimates of their own attractiveness [7,8]. Applying cosmetics also increases perceptions of traits related to attractiveness, with wearers perceived as healthier and from a higher socioeconomic background [9]. Cosmetics can be used to mark the culture, class, religion, or other social group to which a person belongs. They can also be used to indicate status, rank, or wealth within a group, as well as other personal information, such as age, gender, or reproductive status [6]. Studies have shown that cosmetic use seems to be linked with ages greater than 18 years [5], female gender [10], nature of career, and also the geographical factors where people are living [11]. Cosmetics use also has psychological implications such as decreasing anxiety and increasing self-confidence [12].



Scholars have also used social comparison and self-discrepancy theories to explain people’s motivations for cosmetics usage. In social comparison theory, people are concerned with their own physical appearance and compare themselves to others or with media images which may lead to negative self-perceptions and lowered self-esteem. In such instances, individuals are then motivated to engage in cosmetics use [13]. Self-discrepancies occur when there is a mismatch, or inconsistency, between aspects of the self [14]. Discrepancies between the attractiveness of the actual and the ideal self can lead to lower body image and lower self-esteem [15]. People may apply cosmetics to close the gap between their actual and their ideal selves.



The value of the global cosmetics industry reached USD 465 billion in 2014 and is expected to reach USD 675 billion by 2020 [16]. Though cosmetics usage is an increasing trend across the globe, some users are not very concerned about the implications of cosmetics to their body health including such factors as skin and physical outlook. This condition, coupled with the lack of proper channels of communication for reporting cosmetic related adverse effects and product modification, makes cosmetic products rank among the top causes of toxic exposure [10,17,18,19]. To compensate for this, cosmetics consumers are strongly encouraged to adhere to the following safety tips: reading labels, following all directions, heeding all warnings, washing hands before using the product, not sharing makeup, keeping the containers clean and tightly closed when not in use and protecting them from temperature extremes, and throwing away cosmetics if there are changes in color or smell [20].



Documenting cosmetic utilization practices is expected to have a significant role in increasing public awareness and proper utilization among community members. Therefore, this study was done to assess the cosmetic utilization practices in Jigjiga town, Eastern Ethiopia.




2. Methods


2.1. Study Setting and Design


A community based cross-sectional survey was conducted in Jigjiga town, Eastern Ethiopia, from May to June 2014. Jigjiga town is the capital town of the Somalia National Regional State of Ethiopia. The town has ten kebeles (the smallest administrative units).




2.2. Study Population


Among the ten kebeles found in the town, four of them were selected via simple random sampling. The number of households (HHs) included from each selected kebele was determined based on the proportion of the population in the kebeles. The sample of HHs in each kebele was identified using systematic random sampling techniques where every third HH was taken until the required size was met in each kebele. One eligible adult HH member was randomly selected from each household. Adults who were aged 18 or older, lived in the town for at least six months prior to the data collection, and gave informed consent were included in the study.




2.3. Variables


Potential associated factors for the outcome measure were: socio-demographic variables, duration and frequency of use, type and number of cosmetics used, cosmetics selection criteria, concomitant use of herbal remedies, and purpose of use and way of administration (see Supplementary materials for the full questionnaire).




2.4. Data Source and Collection Procedure


In this study, participants were interviewed in Ethiopia since previous research has found that online samples are not representative of populations in developing countries [21]. A pre-tested, semi-structured questionnaire was used for the data collection. The questionnaire was prepared in English and translated into the local language. One eligible adult was randomly selected from each household. Data was collected by four trained recruits who speak the local language fluently and who have health science backgrounds. The whole data collection process was supervised by the principal investigators.




2.5. Sample Size Calculation


A single population proportion formula was used to calculate the minimum sample size required for the study. Since there was no prior community based study that showed the prevalence of cosmetics use in the previous two weeks, we took the proportion to be 50%, standard normal deviation of 1.96 (at 95% confidence interval), and 4% degree of freedom. The final sample size was 601.




2.6. Operational Definitions


Traditional herbal cosmetics refer to homemade cosmetics prepared from indigenous herbs in the study area. On the other hand, modern cosmetics refer to those manufactured, packaged and labeled by international or national companies and commercially available in local markets.




2.7. Ethical Consideration


The Institutional Ethical Review Board of the School of Pharmacy, Addis Ababa University gave permission to conduct the survey. Discussions about the aim and purpose of the survey were undertaken with the Jigjiga Woreda Health Office and local community leaders, and permission was obtained accordingly. Finally, verbal consent was obtained from each study participant before conducting the interview.




2.8. Data Entry and Analysis


Descriptive statistics were used to summarize the nature and frequency of cosmetic use. Bivariate and multivariate logistic regression analyses were employed to investigate cosmetic utilization associated factors. Variables with p < 0.20 within the bivariate analyses were included in the multivariate logistic model. The Statistical Package for Social Sciences (SPSS) software version 20 was used for the analysis. Statistical significance was determined at p values of ≤0.05.





3. Results


3.1. Socio-Demographic Characteristics of Respondents


From the total 601 HHs approached for the study, only 559 were available and successfully interviewed which gives a response rate of 93%. The mean age of the respondents was 21.8 years (SD ± 2.7) and more than half of them (56%) were in the age group of 18–20 years. Four hundred twenty-four (76%) were female and 477 (85%) were Somali by ethnicity. Four hundred thirty-seven (78%) of the respondents were single. More than half (53%) had completed secondary school education. Two thirds (66%) of the participants were students and 265 (47%) participants earn an average monthly income of below 1000 Ethiopian Birr (ETB) (Table 1).




3.2. Cosmetic Utilization Status


Of the 559 study participants, 521 (93%) used cosmetics in the past two weeks. Among these, 280 (54%) of the users reported that they use it for “cleansing” purposes. The most commonly used products were “body creams and lotions”, “shampoos and conditioners”, and “deodorants and perfumes” as cited by 355 (68%), 182 (35%), and 153 (29%) of the users, respectively.



Seventy percent of the participants claimed that “quality” is their main selection criterion. Among the quality indicators mentioned by the users were country of production (209 participants, 40%), media advertisement (144 participants, 28%), and popularity (80 participants, 15%). From the users who claimed county of production as an indicator of quality, 121 (58%) showed preference for cosmetics produced in India. The majority of the respondents (324 participants, 62%) used cosmetics products on a daily basis, and 387 (74%) of them used their cosmetics products more than once a day.



Three hundred fifty-three (68%) of the respondents bought their cosmetics products from supermarkets and only 40 (8%) purchased them from pharmacies or drug shops. Four hundred sixty-two (89%) of the respondents had a habit of reading labels written on cosmetics products, of whom the majority (39%) read the expiry date and only 41 (6%) read the special remarks. Three hundred forty-five (75%) of the respondents reported that they always read labels when purchasing a product (Table 2).




3.3. Factors Associated with Cosmetics Utilization


The logistic regression analysis revealed that certain socio-demographic variables have association with the utilization of a cosmetics product. Being single increased the odds of cosmetics utilization four times as compared with those married (adjusted odds ratio (AOR) = 4.66; 95% confidence interval (CI) (1.91–11.34)). Educational status has shown an important association with cosmetics utilization in that those with primary education were less likely to be cosmetic users as compared to those who completed college and university (AOR = 0.24; 95% CI (0.06–0.84)). On the other hand, being self-employed was found to be negatively associated with the use of any type of cosmetics (AOR = 0.14; 95% CI (0.04–0.55)). Other variables like gender and average monthly income did not show significant association with cosmetics utilization (Table 3).




3.4. Factors Associated with Traditional Herbal Cosmetics Use


Two hundred forty-seven (44%) of the interviewed household members reported that they use traditional herbal cosmetics. Certain socio-demographic variables were associated with the use of traditional herbal cosmetics. A higher likelihood of traditional herbal cosmetics usage was observed in the age group of 18–20 years (AOR = 2.67; 95% CI (1.03–6.92)).



In contrast, male gender (AOR = 0.63; 95% CI (0.40–0.99)), being a housewife (AOR = 0.39; 95% CI (0.17–0.91)), and being self-employed (AOR = 0.34, 95% CI (0.12–0.91)) were found to be negative predictors of traditional herbal cosmetics utilization while other variables such as educational status and average monthly income did not show any significant association (Table 4).





4. Discussion


Half of the cosmetics users in this study reported that they utilize cosmetics for “cleansing” purposes. This might be to cope with the dust and excessive sweating due to the hot and windy environment. Nevertheless, other studies have documented that “feeling beautiful” and “improved self-confidence” were among the common reasons for cosmetics use [7,8,22]. “Body creams and lotions” and “shampoos and conditioners” were reported to be the top utilized cosmetics types in the study area. This is expected as cleansing and moisturizing the face are procedures which generally require performance multiple times per day. The other possible explanation for why “body creams and lotions” and “shampoos and conditioners” were reported as the top utilized cosmetics is that they are utilized by both genders. Furthermore, “body creams and lotions” are among the top utilized cosmetics as most of the subjects belong to an age group generally troubled by problems associated with acne prone skin. Findings across the country have also mentioned that these products were the most utilized [23,24]. In contrast, lipsticks, mascara, and liners were the most commonly used among university students in Iran [22].



More than 85% of the respondents in this study reported that they read information from containers of cosmetics products. Lesser figures of a similar practice were reported in other studies done by Meharie et.al and Dibaba et.al in Ethiopia [23,24]. Thirty-nine percent of the users read information on expiry dates, followed by those who read information on ingredients of the product (26%) and brand name (22%). In contrast, a report in Mekelle University of Ethiopia revealed that respondents gave greater attention to instructions for use, ingredient content, and brand names [24]. This might initiate a need for community-based awareness-creation on reading the label of cosmetics properly.



The majority of the respondents in our study responded that they use “quality” as criterion for selecting a cosmetic product. However, most of these groups agreed that their common measure of quality is by “the country of production” and “advertisement on media”. Nevertheless, a study in India indicated that factors like health care recommendations, quality, and fragrance got greater importance for selection of cosmetic products [25]. The fact that the majority of cosmetics users in this study reported that they prefer Indian products might be because most Indian skin care products are perceived to be derived from herbal and spicy sources [26].



Female gender increases the odds of cosmetics use. This may be due to the fact that cosmetic application increases facial contrast which is positively related with attractiveness and femininity [6]. Similarly, being single and young increased the odds of cosmetics use in the study area. Similar findings were also reported elsewhere [5,25,26,27,28]. The drives commonly enumerated for using cosmetics include feeling clean and attractive, increasing sexual stamina, feeling good and sexually active, as well as countering sexual risks [28,29,30]. Several studies have found that using cosmetics makes women appear healthier, more attractive, and more feminine [7,8,9,26,30]. Furthermore, cosmetic use may also be linked to success in the work place. Beautiful people of both sexes tend to have a higher earning potential than those who are below-average or average looking [5,8,9,12,22,31,32]. This can also be further explained by self-discrepancy and social comparison theories. Self-discrepancy increases among young adults which can lead to motivations for cosmetics usage [33]. Besides, cosmetics use may be influenced by comparisons made both with real people and with media images. Young adults are more susceptible to the effects of media and they often compare themselves with the idealized images presented in advertising [34].



People who were self-employed were found to be less likely to use both modern cosmetics and traditional herbal cosmetics as compared to government workers and the unemployed. Whereas, income level was not important to determine the practice of cosmetics use among the study population, other factors such as leisure time, work behavior, and peer influence might have additive effects in different groups (self-employed vs. government workers or unemployed). On the other hand, being a housewife was negatively associated with traditional herbal cosmetic use. This might be because housewives spend most of their time at home caring for their children. The fact that traditional herbal cosmetics are not available readymade and require more time for preparation may contribute to their low utilization among housewives.



This study included a sufficient sample size which was composed of a variety of socio-demographic characteristics of the respondents. Being at a community level, the results showed the practices of cosmetics use in the region and may serve as a baseline for future studies. Nonetheless, the lack of information on the amount of money spent on the cosmetics products was one of the limitations of this study.




5. Conclusions


Being young, female, and single increased the use of cosmetics in the study area which might be related to competition for mates and status in society. Advertisements on media, country of production, and price were used for determining quality of the cosmetics products. Reading labels was found to be high, though the number of people who read instruction for use and special remarks was found to be low. Cosmetics sellers should provide the relevant information to consumers pertaining to application instructions and cautions. In addition, there needs to be a community-based awareness-creation program like health education by the Woreda Health Office to increase consumers’ awareness on appropriate cosmetics use.
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Table 1. Socio-demographic characteristics of respondents in Jigjiga town, Somali Regional State, Ethiopia; June 2014 (n = 559).







Table 1. Socio-demographic characteristics of respondents in Jigjiga town, Somali Regional State, Ethiopia; June 2014 (n = 559).







	
Variables

	
n (%)






	
Age

	
18–20

	
310 (56)




	
21–30

	
219 (39)




	
≥31

	
30 (5)




	
Gender

	
Male

	
135(24)




	
Female

	
424 (76)




	
Religion

	
Muslim

	
516 (92)




	
Orthodox

	
36 (7)




	
Others *

	
7 (1)




	
Ethnicity

	
Somali

	
477 (85)




	
Oromo

	
30 (5)




	
Amhara

	
44 (8)




	
Gurage

	
8 (2)




	
Marital Status

	
Single

	
437 (78)




	
Married

	
122 (22)




	
Educational Status

	
Illiterate

	
54 (10)




	
Primary school

	
92 (16.5)




	
Secondary School

	
298 (53)




	
College and University

	
115 (20.5)




	
Occupation

	
House wife

	
64 (11)




	
Student

	
368 (66)




	
Self employed

	
34 (6)




	
Others **

	
93 (17)




	
Average Monthly Income in ETB *

	
≤1000

	
265 (47)




	
1001–2000

	
151 (27)




	
2001–3000

	
88 (16)




	
≥3001

	
55 (10)








Others * Catholic, Protestant; Others ** Government employee, Unemployed, Merchant; ETB * Ethiopian Birr.
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Table 2. Cosmetics utilization practices among respondents in Jigjiga town, Somali Regional State, Ethiopia; June 2014 (n = 559).
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Variable Category and Options

	
Frequency n (%)






	
Cosmetics use in the past two weeks

	




	
   Yes

	
521(93)




	
   No

	
38 (7)




	
Purpose of use (n = 521)

	




	
   Cleansing

	
280 (54)




	
   Beautification

	
100 (19)




	
   Protection

	
76 (14)




	
   Medication

	
29 (6)




	
   Whitening

	
24 (5)




	
   Anti-aging

	
6 (1)




	
   Hair coloring

	
6 (1)




	
Type of cosmetics used (n = 521)*

	




	
   Body creams and lotions

	
355 (68)




	
   Shampoos and conditioners

	
182 (35)




	
   Deodorants and perfumes

	
153 (29)




	
   Face powder

	
90 (17.3)




	
   Lipsticks

	
89 (16)




	
   Hair cosmetics

	
86 (16.5)




	
   Tooth paste

	
78 (15)




	
   Eye makeup

	
74 (14.2)




	
   Skin color

	
54 (10.4)




	
   Nail polish

	
39 (7.5)




	
Main criterion for selection

	




	
   Quality of the product

	
392 (75)




	
   Affordability of the price

	
94 (18)




	
   Easily accessible in the market

	
35 (7)




	
Quality indicators

	




	
   Country of production

	
209 (40)




	
   Advertised on media

	
144 (28)




	
   Most of the people use

	
80 (15)




	
   Brand of the product

	
51 (10)




	
   High price of the product

	
37 (7)




	
Country of origin (n = 209)

	




	
   Indian

	
121 (58)




	
   Western

	
46 (22)




	
   Chinese

	
24 (11)




	
   Local

	
18 (9)




	
Frequency of use (general) (n = 521)

	




	
   Daily

	
324 (62)




	
   For special occasions

	
109 (21)




	
   Sometimes

	
88 (17)




	
Frequency of use (daily) (n = 521)

	




	
   Once

	
134 (25.7)




	
   Twice

	
196 (37.6)




	
   Three times

	
144 (27.7)




	
   More than three times

	
47 (9)




	
Common source

	




	
   Supermarket

	
353 (68)




	
   Shop

	
128 (24)




	
   Pharmacy or drug shop

	
40 (8)




	
Read cosmetics related information

	




	
   Yes

	
462 (89)




	
   No

	
59 (11)




	
If yes, type of information read

	




	
   Brand name

	
164 (22)




	
   Expiry date

	
287 (39)




	
   Ingredients

	
189 (26)




	
   Use instruction

	
53 (7)




	
   Special remarks

	
41 (6)




	
If yes, when do you read information

	




	
   Always when purchasing a product

	
345 (75)




	
   Only when purchasing a product for the first time

	
93 (20)




	
   When observing some kind of side effect or effectiveness of the product declined

	
25 (5)




	
Which instruction of use do you think is one should strictly follow *

	




	
   Washing your hands and the respective body part before application of cosmetics

	
420 (80.7)




	
   Cleansing body parts before sleeping to remove cosmetics

	
119 (22.9)




	
   Avoiding exposure to sun light for a lengthy period

	
61 (11.7)








* More than one option is possible.
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Table 3. Factors associated with cosmetics utilization among respondents in Jigjiga town, Somali Regional State, Ethiopia; June 2014 (n = 559, 95% confidence interval (CI)). COR = crude odd ratio. AOR = adjusted odds ratio.







Table 3. Factors associated with cosmetics utilization among respondents in Jigjiga town, Somali Regional State, Ethiopia; June 2014 (n = 559, 95% confidence interval (CI)). COR = crude odd ratio. AOR = adjusted odds ratio.







	
Determinants

	
Utilization Status

	
95% CI




	
Yes

	
No

	
COR

	
AOR






	
Gender

	
Male

	
124

	
11

	
0.77 (0.37–1.59)

	
0.92 (0.38–2.21)




	
Female

	
397

	
27

	
1.00 (reference)

	
1.00 (reference)




	
Marital Status

	
Single

	
418

	
19

	
* 4.06 (2.07–7.94)

	
* 4.66 (1.91–11.34)




	
Married

	
103

	
19

	
1.00 (reference)

	
1.00 (reference)




	
Educational Status

	
Illiterate

	
47

	
7

	
0.37 (0.12–1.16)

	
0.52 (0.13–2.06)




	
Primary School

	
80

	
12

	
0.37 (0.13–1.02)

	
* 0.24 (0.06–0.84)




	
Secondary School

	
285

	
13

	
1.21 (0.45–3.26)

	
0.73 (0.21–2.50)




	
College and University

	
109

	
6

	
1.00 (reference)

	
1.00 (reference)




	
Occupation

	
House wife

	
56

	
8

	
0.32 (0.09–1.09)

	
1.05 (0.24–4.54)




	
Student

	
351

	
17

	
0.93 (0.31–2.83)

	
1.17 (0.30–4.68)




	
Self Employed

	
25

	
9

	
* 0.13 (0.04–0.44)

	
* 0.14 (0.04–0.55)




	
Others

	
89

	
4

	
1.00 (reference)

	
1.00 (reference)




	
Average Monthly Income in ETB

	
≤1000

	
247

	
18

	
1.08 (0.35–3.31)

	
0.38 (0.09–1.55)




	
1001–2000

	
141

	
10

	
1.11 (0.33–3.68)

	
0.44 (0.10–1.89)




	
2001–3000

	
82

	
6

	
1.07 (0.29–3.98)

	
1.19 (0.26–5.37)




	
≥3001

	
51

	
4

	
1.00 (reference)

	
1.00 (reference)








* Significant at p ≤ 0.05 multivariate logistic regression.
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Table 4. Factors associated with traditional herbal cosmetics use among respondents in Jigjiga town, Somali Regional State, Ethiopia; June 2014 (n = 559, 95% CI).







Table 4. Factors associated with traditional herbal cosmetics use among respondents in Jigjiga town, Somali Regional State, Ethiopia; June 2014 (n = 559, 95% CI).







	
Determinants

	
Use Status

	
95% CI




	
Yes

	
No

	
COR

	
AOR






	
Age

	
18–20

	
144

	
166

	
* 2.39 (1.03–5.52)

	
* 2.67 (1.03–6.92)




	
21–30

	
95

	
124

	
2.12 (0.90–4.94)

	
2.38 (0.92–6.13)




	
≥31

	
8

	
22

	
1.00 (reference)

	
1.00 (reference)




	
Gender

	
Male

	
46

	
89

	
* 0.57 (0.38–0.86)

	
* 0.63 (0.40–0.99)




	
Female

	
201

	
223

	
1.00 (reference)

	
1.00 (reference)




	
Marital Status

	
Single

	
195

	
242

	
1.10 (0.72–1.63)

	
0.80 (0.46–1.40)




	
Married

	
52

	
70

	
1.00 (reference)

	
1.00 (reference)




	
Educational Status

	
Illiterate

	
21

	
33

	
0.96 (0.49–1.85)

	
1.57 (0.67–3.70)




	
Primary School

	
45

	
47

	
1.44 (0.83–2.50)

	
1.93 (0.96–3.88)




	
Secondary School

	
135

	
163

	
1.24 (0.80–1.92)

	
1.44 (0.81–2.58)




	
College and University

	
46

	
69

	
1.00 (reference)

	
1.00 (reference)




	
Occupation

	
House wife

	
26

	
38

	
0.73 (0.38–1.39)

	
* 0.39 (0.17–0.91)




	
Student

	
169

	
199

	
0.91 (0.57–1.43)

	
0.68 (0.35–1.33)




	
Self Employed

	
7

	
27

	
* 0.01 (0.11–0.70)

	
* 0.34 (0.12–0.91)




	
Others

	
45

	
48

	
1.00 (reference)

	
1.00 (reference)




	
Average Monthly Income in ETB

	
≤1000

	
109

	
156

	
0.90 (0.50–1.62)

	
0.74 (0.38–1.47)




	
1001–2000

	
77

	
74

	
1.34 (0.72–2.50)

	
1.12 (0.56–2.26)




	
2001–3000

	
37

	
51

	
0.94 (0.47–1.85)

	
1.03 (0.49–2.17)




	
≥3001

	
24

	
31

	
1.00 (reference)

	
1.00 (reference)








* Significant at p ≤ 0.05 multivariate logistic regression.
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