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Abstract: This study centered on “acceptability of locally made cosmetic product: A study of Shea butter 
in Ebonyi state Nigeria”. The general objective of this study was to find out the factors responsible for the 
acceptability of locally made cosmetic product using Shea butter (okwoma) as a study in Ebonyi state. 
The specific objectives of this study was to: determine the influences of functionality on consumer’s 
acceptability for locally made Shea butter  cosmetic product in Ebonyi State, and to find out if consumer 
lifestyle influences the use of Shea butter  cosmetic product in Ebonyi South Senatorial Zone, Ebonyi 
State. The study adopted a survey research design approach. Topman’s formular was used to determine 
the sample size for the users of Shea butter. Data was collected from 289 respondents through convenient 
questionnaire.  Data was examined for validity and reliability using Cronbach alpha internal consistency. 
For inferential analysis, the researcher used the statistical package of social science (SPSS) version 20 
using Pearson Coefficient of correlation. It was found in the study that there was strong and positive 
significant relationship between functionality of Shea butter and consumer’s acceptability. Again, lifestyle 
and consumer acceptability for Shea butter .The study conclude that if Shea butter cosmetic product work 
as expected by the consumer(s), consumers will be buying the product compare to other cosmetic product. 
Consumer lifestyle and attitude may constitute an important aspect in purchasing intention. The 
implications of the study shows that functionality of Shea butter has a greater impact in consumer buying 
decision whether to accept and use Shea butter or not in Ebonyi State, Nigeria. It is recommended that 
sellers of Shea butter should create awareness on the sells of Shea butter cosmetic product. The 
information from the study will help the sellers to pass knowledge to users of Shea butter cosmetic and 
also need for them to accept it after usage.     

  

INTRODUCTION 

1.1 Background of the Study 

Cosmetics are products used to enhance or change the appearance of the face, fragrance or the 
texture of the body. Cosmetics that are applied to the face to enhance one's appearance are 
known as makeup which include items such as; lipstick, mascara, eye shadow, foundation, blush, 
highlighter, bronzer and several other products. Cosmetic body art is argued to have been the 
earliest form of a ritual in human culture. Cosmetics were used in ancient Rome, although much 
of Roman literature suggests that it was frowned upon (Power, 2010). 

In order to encourage local manufacturing products including cosmetics, import restrictions were 
introduced under the comprehensive import supervision scheme in 1979. Certain classes of 
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goods were banned from being imported and restrictions were imposed on importation of certain 
other goods through the requirement of import licenses or increase in import duties. This was a 
tremendous opportunity presented to indigenous producers to launch new Nigeria bands that 
should view for consumer acceptance in it product categories affected. In 1986, the Structural 
Adjustment Programme (SAP) was introduced and new industrial policy is well as export 
scheme programmer was promulgated. These introductions improved the manufacturers sectors 
in the economy. The local manufacturer still in attempting to face the challenges posted by the 
government introduced a very wider range of cosmetic products into the market. Many brands of 
body lotions and creams, soaps, hair creams, foot care product are now produced locally.  

Shea butter  is fat that is extracted from the nuts of the Shea tree. It is solid at warm temperatures 
and has an off-white or ivory colour. Shea butter has been used as a cosmetic ingredient for 
centuries. Its high concentration of vitamins and fatty acids — combined with its easy-to-spread 
consistency — make it a great product for smoothing, soothing, and conditioning one’s skin. 
During the 20th century shea butter has been used in a range of industrial products from soap, 
candles, and animal feed to margarine, cakes, and most importantly confections (Chalfin, 2004). 
Shea butter is a central ingredient in factory-based production of chocolate products in developed 
countries and the extraction of shea butter for this purpose is usually taking place in industrial 
plants. Recently, shea butter has been ‘discovered’ as a healing, natural ingredient in cosmetics 
and skin-care products targeted at affluent consumer segments. Here, manual extraction is re-
emerging since it keeps the healing properties of shea butter that industrial extraction may 
destroy. Shea butter is in many ways exemplary of a globalised agricultural commodity. In the 
confectionary industry, shea is an anonymous ingredient in a mass consumed product. In the 
cosmetics industry, shea is a high value product demanded by global postmodern consumers. In 
its capacity of luxury product, shea butter is meant for a selective mass-market consisting of 
well-off consumers with postindustrial lifestyles and consumption habits. People apply shea 
butter to the skin for acne, arthritis, burns, dandruff, inflamed skin, dry skin, eczema, insect bites, 
itch, muscle soreness, scaly and itchy skin (psoriasis), rash, a skin infection caused by mites 
(scabies), scars, sinus infection, skin breakages, stretch marks, wound healing, and wrinkled 
skin. shea butter is used as emollients in various cosmetic products, due to its smoothening 
properties for dry skin.  

Furthermore, market acceptability is a measure by which it is seen whether the product or service 
is satisfying a large customer base so as to continue or increase its current production. Market 
acceptance is most important for a company to determine at the time of product launch to 
determine whether it is a failure or a success. Whereas consumer acceptability is the feasibility of 
whether a product or service will be acceptable to the consumer requires tests, surveys, pretests 
and even prototypes (Smith,2017).   

However, Consumers’ lifestyles could be shaped culturally, historically and contextually through 
products which have symbolic meaning. In terms of the relationship between lifestyle and 
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consumption, lifestyle gradually blurs the boundary between producers and consumers. In the 
sector of natural cosmetics, consumers make their own natural cosmetic products to satisfy their 
needs (Morais, Brito, and Quintão, (2018). Consumers who have lived for a long time in a 
collectivism culture tend to follow the identity of others and buy products with values advocated 
by the society in which they live. Thus they are easy to be influenced by the local social context. 
Kaze and Skapars (2011) suggested a hierarchical construct placing lifestyle as the determinant 
factor of attitude and fed by social values. Due to their “Consumer Purchasing Behaviour 
Process”, lifestyle is a key metric shaping the attitude and on the further stage, brand purchase 
decision as well. 

1.2 Statement Of The Problem 

The emergence of Shea butter cosmetic products (Okwoma) is considered not only to meet 
consumers´ need of healthy, environmental friendly and ethical beliefs but also to promote the 
whole cosmetics industry to develop in a sustainable way (Matić and Puh, 2016). 

When a consumer wants to purchase cosmetic product, he/she will first of all examine the 
functionality of the product and evaluate the attributes so as to determine their strengths and 
weaknesses. If the product did not meet the functionality attribute desired by the consumer, the 
product will be rejected. This evaluation could be based on consumer past experience as well as 
current information available. 

Understanding consumer lifestyle will help marketers to know the behaviour of consumers’ 
spend time and purchase the product. Sellers of Shea butter cosmetic product needs to 
understand consumer attitude on buying pattern and the need for expression. Sellers of Shea 
butter cosmetic product need to know the intensions of consumers which drive them towards 
accepting to buy Shea butter cosmetic product or reject it. 

However there has been a gradual but steady shift towards consumer’s acceptability of Shea 
butter cosmetic. Buying behaviour of the consumer is one of the very significant determinant 
factors to be well thought out which helps in knowing the factors that influence the Shea butter 
cosmetic product (okwoma). With reference to the facts that there are many factors responsible 
for product acceptability by consumers, it is pertinent to ask, what are those factors responsible 
for Shea butter acceptability? Are such factors like functionality of Shea butter, and lifestyle of 
consumer among those factors responsible for Shea butter (Okwoma) acceptability? 

1.3 Objectives of the Study 

The general objective of this study is to find out the factors that are responsible for the 
acceptability of locally made cosmetic product using shea butter as a study. 

The specific objectives of this study are as follows: 

1. To determine the influence of functionality on Shea butter cosmetic product on consumer’s 
acceptability for locally made Shea butter cosmetic product in Ebonyi State Nigeria.  
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2. To find out if consumer lifestyle influences the use of Shea butter cosmetic product in 
Ebonyi State Nigeria.  

1.4 Research Questions 
The study addressed the following research questions 

1 To what extent did functionality of Shea butter cosmetic product influence consumer’s 
acceptability of Shea butter cosmetic product in Ebonyi State Nigeria?  

2 To what extent did consumer lifestyle influences locally made Shea butter cosmetic 
product in Ebonyi South Senatorial Zone, Ebonyi State? 

1.5 Research Hypotheses 
The following formulated null hypotheses help solve the research problem: 

Ho1: Functionality of locally made Shea butter has no significant influence on consumer  
 acceptability for Shea butter cosmetic product in Ebonyi State Nigeria. 
Ho2:  Consumer lifestyle has no significant influence on brand loyalty for consumer’s   
 acceptability for the use of Shea butter cosmetic product in Ebonyi South  Senatorial 
Zone,  Ebonyi State Nigeria. 

1.6 Implications of the study 

Theoretically, this study will definitely serve as a guide to those who will like to write on similar 
topics in future. Empirically, it will help the producer of Shea butter to improve and as well 
expand in the business.    

For managerial implications, this study suggests that marketers should try and create awareness 
on the uses of Shea butter cosmetic product and its benefits.  
Practical Implications 
For one thing, in view of this is that sellers should make the product accessible to the buyers.  

1.7 Limitations of the study 

It is expected that in research of this nature, certain constraints will hinder the smooth conduct 
of the study. However, efforts were made to ensure that the authentic and reliable data were 
obtained and used not minding the limitations. The most important thing is that most of these 
expected constraints were overcome in the course of carrying this study through the applications 
carefulness, caution and consciousness while some insignificant once were ignored. Some of the 
notable major constraints which the researcher could not overlook include: 

High response rate the researcher anticipated from the respondent were not achieved. This was 
as a result that some of the questionnaire were not well filled correctly as expected by the 
researcher. The questions framed to achieve the objectives of the study required that the 
respondent must tick their chosen option for each of the alternative rating. Some instead of 
ticking one out of the five options, decided to tick more than one which the result was discarded 
and not used in the analysis. Only the well filled questionnaire were used. 

Another limitation of this study was inability to release relevant data that would have be helpful 
in the study. Some of the respondents were non-chalant to release some vital information that 
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would have been very helpful in the study during the questionnaire interview. So the researcher 
only worked for people who released the information. 

2.0 REVIEW OF RELATED LITERATURE 

2.1 Conceptual Review 
2.1.1 Cosmetic Product 

Cosmetics are substances used to enhance or protect the appearance or odor of the human body. 
They include skin-care creams, lotions, powders, perfumes, lipsticks, fingernail and toenail 
polishes, eye and facial makeup, permanent waves, hair colours, hair sprays and gels, 
deodorants, baby products, bath oils, bubble baths, bath salts, butters and many other types of 
products. Their use is widespread, especially among women in Western countries. A subset of 
cosmetics is called "makeup," which refers primarily to coloured products intended to alter the 
user’s appearance. Cosmetics are used to enhance your appearance. Makeup has been around for 
many centuries. The first known people who used cosmetics to enhance their beauty were the 
Egyptians (Linkedin, thebeautybite.com, 2016). 
 

2.1.2 Factors that influences buying decision of cosmetic product 
Personal factor plays a role in influencing prospective consumer’s decision to use cosmetic product. 
Such personal factors comprise age, occupation, stages in life cycle, lifestyle, personality, and values 
(Kotler and Keller, 2009). Customers will compare price of products before making decision to use or 
buy a product. The price must be reasonable and affordable. If the price for the same product is 
different, a customer will choose the product with the lower price.  
 

2.1.3 Customer purchasing decision toward cosmetics:  

Before buying a product, Consumers walk or move through a series of steps. They emphasis the 
product in a way that it should satisfy their needs and have good quality with low or more affordable 
price, and should deliver them with value added features. Consumer buying pattern differ when 
comes to the product quality, status, features, functionality, knowledge, affordability and consumer 
lifestyle. They mostly follow the rhythm of fashion and this changing preference affects their buying 
pattern. To identify and predict this changing behavior, marketers spend million rupees every year for 
market research. Currently the marketers are facing difficulties to understand and target the 
consumer’s behavior because they are flourished by the different varieties, affordable price and 
changing trend in the market of cosmetics. Consumer’s preference is changing along with time 
(Anjana,2018).  

Every individual is different and has different and unique needs and wants. What one desires may not 
be necessary liked by another person. Similarly, tastes and choices differ in different age groups. 
People of the same lifestyle, age, family background might use similar products. In a study conducted 
(Askegaard, Ger, and Christensen, 1999) it was concluded that age is considered as a major factor 
that influences the buying patterns of an individual. Younger people tend to use more hair and body 
products as compare to older people. Similarly, another study (Larasati, 2013) carried out research on 
a similar topic. The questionnaires were distributed and it was found out that the people between the 
ages of 17-24 stating that the younger people take more effort and care of their physical self.  Tiainen, 
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(2010) carried out a survey on 99 respondents. The majority of the individuals that purchased 
cosmetics were teenagers and youngsters mainly aged under 25. They believed that in order to attract 
others, appearance has an important part.  (Audrey, Chareyron,  and Quentin (2007) stated in their 
findings that younger people are more open minded and concerned about their appearance.  

Skin acceptability of a cosmetic moisturizer 

Nisbet (2018) studied on Clinical, Cosmetic and Investigational Dermatology, Acceptability trials 
aim to confirm the absence of risk of primary and/or cumulative irritation and to identify feelings of 
discomfort associated with cosmetic product application under normal or reasonably predictable 
conditions of use. Prior to clinical testing, the cosmetic moisturizer was assessed for predicted 
tolerability based on the toxicological profiles of the ingredients. At the concentrations of use in the 
formulation, none of the ingredients were considered to be skin irritants or skin sensitisers. In vitro 
testing using established models confirmed the predicted irritancy potential of this formulation. The 
present study was conducted to evaluate the acceptability of a cosmetic moisturizer in female subjects 
with sensitive skin under normal conditions of use. 

2.1.4 Shea butter 

The word Shea is derived from the word S’í, the Bambara name given to the tree in Mali. Shea butter 
is fat that’s extracted from the nuts of the Shea tree. It’s solid at warm temperatures and has an off-
white or ivory colour. Shea trees are native to West Africa, and most Shea butter still comes from that 
region. Shea butter has been used as a cosmetic ingredient for centuries. Its high concentration of 
vitamins and fatty acids combined with its easy-to-spread consistency, make it a great product for 
smoothing, soothing, and conditioning skin. It goes by many other names, including Kade or 
Kadanya in the Hausa language, Ori in some parts of West Africa, Okwome in Afikpo North dialect, 
Okwoma in general Igbo Language. In some of Africa’s poorest regions, the Shea tree has become 
important to the economy and source of livelihood. 

Shea butter product is increasing in various sectors across the world. Factors that are increasing the 
growth of the shea butter cosmetic industry globally are a rise in the demand for natural products in 
terms of cosmetics and skin care products. In addition, shea butter cosmetic products are antioxidants 
and recover the damaged hair and healthy skin. Growth in the acceptance of shea butter and personal 
care based products of cosmetic is anticipated to boost the value for shea butter cosmetic market 
globally in the upcoming years.  

2.1.5 Packaging characteristics for cosmetics products 

Ahaiwe and Ndubuisi (2015) studied on the effect of packaging characteristics on brand 
preference for cosmetics products in Abia State, Nigeria. The objective of the study was to 
examine the effect of packaging characteristics on brand preference for cosmetics products. 
Specifically, the aims are to; (a) ascertain the effect of packaging size on brand preference for 
cosmetics; (b) determine the effect of packaging colour on brand preference for cosmetics; and 
(c) ascertain the effect of packaging shape on brand preference for cosmetics. Packaging 
characteristics considered were packaging size, colour and shape. A sample size of 250 was 
purposively selected for the study. The samples were drawn from the five (5) major markets in 
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Aba metropolis of the State. Data analysis was done with karl pearson correlation coefficient 
model. Findings showed that all the variables examined (size, colour, and shape) were positive 
and significant factors influencing brand preference for cosmetics products. The study concluded 
by recommending that adequate packaging strategies are to be formulated and implemented by 
manufacturing companies when they are designing packages for their products brands. Such 
packaging strategies must incorporate all the elements of packaging which include packaging 
colour, size and shape. Furthermore, marketing research that focuses on packaging sizes, colours, 
and shapes which will be desired by consumers should be regularly conducted to enable 
manufacturing companies to know the right packaging variables to utilize during the design of 
packets. 

METHODOLOGY 

 3.1 Research Design 

The study adopted survey design. According to Saunders, Lewis, and Thorrnhill (2009), survey 
research strategy allows for the collection of quantitative data which can be analysed 
quantitatively through descriptive and inferential statistical tools. The study involves the use of a 
representative sample from a population and drawing conclusion based on analysis of available 
data.  

3.2 Area of the Study  

The area/context of the study is in Ebonyi State, Nigeria. The selection of Ebonyi State Nigeria is 
that they have high believed for the usage of the Shea butter and its benefits.  

3.3 Sources of Data collection 

Data collection used in this study is primary data which was collected from the respondents of 
those that buy Shea butter cosmetic (okwoma) in Ebonyi state, Nigeria. 

3.4 Population of the Study 

Population of people that uses locally Shea butter cosmetic is not known that is infinite, so the 
researcher used pilot survey and Topman’s formular to determine number of those that uses Shea 
butter (okwoma) and those that do not. 

 

 

3.5   Sample Size Determination 

Since the population is not known, the researcher employed Topman’s formular in order to 
estimate the proportion of the respondents. 145 respondents were randomly sampled, 83 said that 
they are not using Shea butter , 62 said they are using it 

 The formula is given below: n=Z2 pq   

       𝑒  
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where n=required sample size, Z= value of Z score associated with the degree of confidence 
collected. 

P= probability of positive Response, q= probability of negative response, e= tolerable error or 
error margin 

Based on the above the proportion of those who uses Shea butter (okwoma) is  62÷145 =0.428 

Proportion of those who do not use Shea butter (okwoma) is 83÷145=0.572, Z using the Z-Score 
table=(1.96)2,         e= 0.05 that is 5% 

Therefore, n = (1.96)2 x 0.428 x 0.572  =3.8416 x 0.244816=       0.9405              

                                    0.052                                                  0.0025                               n=376 

3.6 Sampling Technique 

The researcher used convenient sampling to pick the respondent (consumers) that was seen at the 
process of the study. The researcher administered copies of questionnaire to users of Shea butter 
cosmetic in Ebonyi South Senatorial Zone. The administration and collection of the 
questionnaire took a period of four weeks to accomplish. During the administration, the 
researcher tried to explain the questions to some respondents who did not really understood the 
questions before the finally agreed to fill the questionnaire.    

3.7 Research Instrument 

Quantitative method and survey questionnaire were used in the study. The questionnaire was 
prepared using 5-point Liker rating scale thus: Strongly Agree (SA), Agree (A), Strongly 
Disagree (SD), Disagree (D), and Undecided (U), typed and sent to the respondents to fill and 
return within four week.  

3.8 Measuring Instrument 

Qualitative method and Survey questionnaire was used in this study to collect required data from 
respondents. The questionnaire comprised mainly 5-point rating scale questions. The measuring 
scale value was label in this format: 5 type response format represents “strongly agree”, 4 
represent “agree”, 3 represent “Disagree”, 2 represent “Strongly Disagree”, 1 represent 
“undecided” (Self, construction, 2021). The respondents were asked to rank the 5-point scale on 
how they agreed or disagreed on the questions. The scale items are captured first before the 
respondents’ questions this allows the respondents to fill in these scale items with fresh minds. 
The questionnaire was constructed by the researcher based on information and knowledge from 
the statement of the problem, objectives of the study, research questions and hypotheses. Finally, 
before the questionnaire was used, it was subjected to both validity and reliability tests.  

Decision Rule 

If the value of the Cronbach’s Alpha = 0.975, indicates about 98% internal consistency of 
measure of sets of the responses of the respondent in this research study. It implies a very high 
reliable and consistent condition on the measures of data collected for this research.  
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Cronbachα is given as 

α=(Kc ̅)/((v ̅+(K-1) c )̅) 

Where 

α=Cronbach alpha 

k= sum of k component or item 

v ̅=the average variance of each component 

c ̅=the average of all covariances between the components across the current sample of persons 

3.9 Validity of the research Instrument 

To validate the instrument for the study, the researcher adopted both face validation strategy and 
use of SPSS software to test for construction validity.  In order to comply with requirements for 
face validity and reliability, the questionnaire was giving to the supervisor and other expert in the 
field of Marketing and other expert in Faculty of Management Sciences so as to check if there is 
any mistake or dual meaning in the contents so as to eliminate errors, omission duplications and 
technical work that may convey a dual meaning. Also, to ensure predicted validity, the 
researcher ensured that the issue in the research objectives, research questions and hypotheses is 
reflected in the questionnaire 

Cronbach alpha and composite reliability are often used to establish a scale’s reliability, but the 
latter has been championed as a less conservative measure (Hair, Sarstedt, Hopkins and 
Kuppelweiser, 2014). In this study, both measures of reliability (that is cronbach alpha and 
composite reliability) were employed to ascertain the internal consistency of the measurement 
items. Specifically, the established minimum threshold for establishing reliability with 
cronbach’s alpha is ≥ 0.60 while the set threshold for composite reliability is ≥ 0.70 (Bagozzi and 
Yi, 1988). 

3.10 Reliability of the research Instrument 

This is the capacity of a measuring instrument to yield similar and consistent result when applied 
to the same situation at diverse period. The measuring attributes of the variables are functionality 
on consumer’s acceptability for locally made Shea butter cosmetic product in Ebonyi South 
Senatorial Zone, Ebonyi State, and consumer lifestyle. These variables were assessed for validity 
and reliability to ascertain the psychometric properties of these measures. Latent variables are 
said to demonstrate excellent psychometric properties if its measurement scales demonstrate 
bivariate normal population, reliability and construct validity. In this study, Cronbach Alpha was 
used to determine the reliability of the instrument.  

Reliability Test Formula  

Cronbach 𝛼 is given as 

𝛼 =
𝐾𝑐̅

(�̅� + (𝐾 − 1)𝑐̅)
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Where 𝛼 = Cronbach alpha 

k= sum of k component or item 

�̅� = 𝑡ℎ𝑒 𝑎𝑣𝑒𝑟𝑎𝑔𝑒 𝑣𝑎𝑟𝑖𝑎𝑛𝑐𝑒 𝑜𝑓 𝑒𝑎𝑐ℎ 𝑐𝑜𝑚𝑝𝑜𝑛𝑒𝑛𝑡 

𝑐̅
= the average of all covariances between the components across the current sample of persons 

3.11 Data Analytical technique 

In this study, the researcher adopted Pearson Coefficient of correlation. This was used to 
determine the strength of variables (dependent and independent variables) in the hypothesis. 
More so, Tables, frequencies, and percentages made it easier in the analysis. Moreso, the data 
was put in the Micro soft excel before it was converted to table, frequencies and pie chart for 
easy understanding.  

The formula for the Pearson is r=       ∑XY 

                           ∑X2  X ∑Y2 

Where, 

 r = Pearson correlation Coefficient 
 n= number of the pairs of the stock 
 ∑xy = sum of products of the paired stocks 
 ∑x = sum of the x scores 
 ∑y= sum of the y scores 
 ∑x2 = sum of the squared x scores 
 ∑y2 = sum of the squared y scores 
 X= Dependent variables 
 Y Independent variables,       
  Square Root.  

Test for Significance of correlation Coefficient 

 t=         r            n-2 

                        1-r2                      

t stands for “t” distribution with (n-2) d.f (Okeh, First Edition) 

Decision Rule: 

If calculated value of “t”      table value of “t” with (n-2) d.f at specific level; of significance, the 
null hypothesis is rejected. That is there may be no significant correlation between the two 
variables. Otherwise, the null hypothesis is accepted. If “r” is observed correlation coefficient in a 
sample of “n” pairs of observations from a bivariate normal population, then the null hypothesis Ho 
p=0, the variable X,Y follow a bivariate normal distribution. If the population correlation 
coefficient of X, Y is donated by p, then it is often of interest to test whether p is zero or different 
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from zero, on the basis of observed correlation coefficient “r”. Thus, “r” is the sample correlation 
coefficient based on a sample of “n” observations, the appropriate test statistics for testing the null 
hypothesis Ho: p=0 against alternative hypothesis Hi:p =0 (Okeh, First Edition) 

Test for Pearson Coefficient of correlation.   

The decision rules are as follow: 

If “r” which is the coefficient correlation ranges between 0.6 to 0.9, it is said to be strong and positive 
relationship. 

If “r” ranges between 0.23 to 0.59, it can be regarded as fairly strong and positive relationship. 

If it is less than 0.25, it can be regarded as being weak and positive relationship. 

In the case i-iii, if the sign is negative, the strength is the same but the directive become negative. 

If it is zero, then there is no relationship between the variables. If it is positive and negative, then 
it is perfect relationship in positive and negative direction respectively (Mojekwu, 2000) 

RESULTS 

4.0 Results of Data examination and Descriptive Statistical Analysis 

Consistent with the procedures stipulated in chapter three, the researcher presented the outputs 
from the survey analysis in tables, frequencies, percentages and Pearson Coefficient of 
Correlation as statistical tool for the data analysis was used to test the hypotheses. In this study 
also, the researcher used inter_correlation matrix: 

Table 1:  Distribution of Questionnaire and Response Rate 

Questionnaire  Frequencies Percentages 
Returned 289 76.86 
Not Returned 87 23.14 
Total 376 100 
Source: Nwachi Lilian.O and Prof. Ike-Elechi Ogba, field survey, (2021) 

Table 1 above shows that out of 376 questionnaire distributed to the respondents, 289 (76.86) filled 
and return the questionnaire, while 87 (23.14%) did not return the questionnaire. This analysis 
shows that majority of the respondents returned the questionnaire.  
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Table 2: Responses on Demographic Profile    

Variable/Demographic 
Factor 

Categories Frequencies Percentages Valid 
percentages 

Cumulative 
Percentages 

Gender Female 207 71.63 71.63 71.63 
 Male 82 28.37 28.37 100 
 Total 289 100 100  
Age bracket 1-15 94 32.53 32.53 32.53 

 
 16-31 21 7.27 7.27 39.8 
 32-47 36 12.46 12.46 52.26 
 48-63 58 20.06 20.06 72.32 
 64-79 80 27.68 27.68 100 
 Total  289 100 100  
Monthly income Less than 

#30,000 
   127 43.94 43.94  

 #31,000-
#60,000 

64 22.13 66.07  

 #61,000-
#90,000 

45 15;6 81.67  

 #91,000-
#120,000 

38 13.15 94.82  

 #121,000 and 
above 

15 5.2 100  

 Total 289 100   

Educational backgroundFSLC 66 22.8 22.8  

 WASC/SSCE 68 23.5 46.3  

 NCE/OND 73 25.3 71.6  

 HND/BSC 50 17.3 88.9  

 Postgraduate 
cert 

32 11.1 100  

 Total  289 100   

Usage frequencies Less than 
5days per 
month 

42 14.5 14.5  

 6 days to 
11days 

56 19.4 33.9  

 12days to 
18days 

74 25.6 59.5  

 19 to 25days 60 20.8 80.3  

 26 to 30days 57 19.7 100  

 Total 289 100   

Source: Nwachi, Lilian.O and Prof. Ike-Elechi Ogba, field survey, (2021) 
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Table 3 above shows that out of 289 respondents, 207 (71.63%) of the respondents are female, 
while 82 (28.37%) of the respondents are male. This analysis shows that consumer who buy and use 
Shea butter cosmetic are more of female in Ebonyi south senatorial zone of Ebonyi state, Nigeria. 

For the age bracket, this analysis shows that out of 289 respondents, 94 (32.53%) of the respondents 
who buy and uses Shea butter are within the range of 1-15 years old. 21(7.27%) are within the age 
of 16-31 years. 36 (12.46%) are within the age bracket of 32-47. 80(27.68%) are within the age of 
64-79. This analysis shows that the highest consumer who buy and use Shea butter cosmetic are 
within the age of 1-15 follows by 64-79 years old in Ebonyi south senatorial zone of Ebonyi state, 
Nigeria. 

In terms of monthly income distribution of the sample element, Participants that their monthly 
salary is less than #30,000 with the highest frequencies of 127 and 43 percent respectively 
dominated the sample followed by those who earn between #31,000 to #60,000 with the frequencies 
of 64 and 22.13 percent respectively. Participant whose monthly salary is between the ranges of 
#61, 000 to #90,000 has a frequencies of 45 with 15.6 percent which dominated participant whose 
monthly salary are between the ranges of #91,000 to #120,000 with frequencies of 38 and 
percentage of 13.15 respectively. Finally the least participant are buyers whose monthly salaries are 
between the ranges of #120,000 and above. This analysis shows that majority of buyers of Shea 
butters are the low income earners. 

Still on table 3 above, educational qualifications of the respondents indicates that 66 (22.8%) of 
user of Shea butter are First school leaving certificate holders, 68 (23.5%) are WAEC/ senior school 
certificate Examination holders (SSCE), 73 (25.3%) are NCE/ OND holders, 50 (17.3%) are 
HND/B.Sc holders while 32 (11.1%) are the PGD holders. This analysis indicates that most of the 
users of Shea butter cosmetic product are NCE/OND holders which dominates WASCE, followed 
by FSLC, then HND/B.Sc. finally Post Graduates holders.    

Finally on the demographic profile of this study on usage frequencies in the study shows that the 
frequencies and percentages of participant who use Shea butter cosmetic less than 6 days in a month 
is 42 (14.5%), those who use it between 6 days to 11 days is 56 (19.4%), 74 (25%) of the 
respondent which dominated other element in the items uses the Shea butter between 16 to 20 days 
in a month. Whereas 60 (20.8%) of the respondents uses the product between 21 to 25 days in a 
month. Finally, 57 (19.7%) respondents said that they used the product between 26 to 30 days.  This 
analysis concluded that the most users of Shea butter product are those who use it between 16 to 20 
days and less users are those who uses it less than 6 days in a month. 
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Table 3 N statistics, Mean, Standard Deviation, Skewness and Kurtosis on Functionality 
variable  

Descriptive Statistics 
 N Mean Std. 

Deviation 
Skewness Kurtosis 

Statistic Statistic Statistic  Statistic Std. Error Statistic Std. Error 
 
Does functionality of 
Shea butter influences 
consumer acceptability 
of Shea butter 

289 3.2872 1.33485 -.309 .143 -1.081 .286 

Does Shea butter 
perform as expected 

289 4.0692 1.25086 -1.504 .143 1.209 .286 

Do you agree that 
functional preventing of 
joint inflammation by 
Shea butter determines 
consumer acceptability 
of Shea butter 

289 4.2734 1.07271 -1.888 .143 3.126 .286 

Do you agree that 
functional acceptability 
of Shea butter is because 
it eliminate dandruff and 
support hair growth 

289 3.5052 1.40713 -.519 .143 -1.035 .286 

Do you agree that 
functional acceptability 
of Shea butter is because 
it maintain softness and 
radiance of skin 

289 4.1696 1.11289 -1.557 .143 1.849 .286 

Does bone dislocation 
treatment of Shea butter 
has any determination 
functional factor for the  
acceptability of Shea 
butter 

289 3.8962 1.21747 -1.102 .143 .335 .286 

Valid N (listwise) 289       

Source: Nwachi, Lilian and Prof. Ike-Elechi Ogba, field survey,  SPSS OUT PUT (2021) 

Decision Rule For A Kurtosis 

The general guideline is that if the number is greater than +1, the distribution is too peaked. 
Likewise, a kurtosis of less than –1 indicates a distribution that is too flat. Distributions exhibiting 
skewness and/or kurtosis that exceed these guidelines are considered nonnormal." (Hair et al., 
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2017). A negative kurtosis means that distribution is flatter than a normal curve with the same mean 
and standard deviation. 

Interpretations 

Table 3 above showed that the mean, standard deviation, Skewness and kurtosis of Functionality 
variable. The mean values of the six scales item are 3.2872, 4.0692, 4.2734, 3.5052, 4.1696 and 
3.8962 respectively, while the standard deviation are 1.33485, 1.25086, 1.07271, 1.40713, 1.11289 
and 1.21747 respectively. Skewness statistics are -.309, -1.504, -1.888, -.519, -1.557 and -1.102 
respectively. Skewness standard error are .143, .143, .143, .143, .143 and .143 respectively   
Whereas kurtosis are -1.081, 1.209, 3.126, -1.035 1.849 and .335. Kurtosis standard error are .286, 
.286, .286, .286, .286 and .286 respectively. Since the mean and standard deviation is 4.2734 and 
1.07271 respectively, the positive and negative value of Skewness statistics -1.888 and Kurtosis 
3.126 respectively. Thus, there is clear evidence that the data demonstrates normality because the 
outcome was within the set limits of acceptability. The functionality of Shea butter is therefore 
suitable for further parametric statistics. Since the maximum thresholds of acceptability was within 
±2 and ± 7 respectively.   

Table 4 N statistics, Mean, Standard Deviation, Skewness and Kurtosis on Consumer 
Lifestyle variable. 

Descriptive statistics 
 N Mean Std. 

Deviation 
Skewness Kurtosis 

Statistic Statistic Statistic Statistic Std. 
Error 

Statistic Std. 
Error 

Do you agree 
consumers' own 
characteristics such as, 
lifestyles influences 
consumer acceptability 
foe Shea butter 

289 3.9585 1.15696 -1.192 .143 .733 .286 

Does lifestyle influence 
consumer acceptability 
for the use of Shea 
butter cosmetic 

289 4.4429 .66486 -1.574 .143 4.904 .286 

Do you agree that 
customer approach for 
Shea butter is as a 
result of family 
lifestyle 

289 3.3806 1.42416 -.468 .143 -1.134 .286 

Does lifestyle 
contribute to sales 
increase of Shea butter 

289 3.6920 1.30649 -.806 .143 -.477 .286 
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Do you agree lifestyle 
has influence on brand 
loyalty for consumer 
acceptability for the 
use of Shea butter 
cosmetic product in 
Ebonyi south senatorial 
zone 

289 3.6194 1.30455 -.656 .143 -.703 .286 

Do you agree that 
consumer lifestyle has 
high level of consumer 
acceptability of Shea 
butter 

289 3.8201 1.20566 -.942 .143 .040 .286 

Valid n (listwise) 289       
Source: Nwachi, Lilian and Prof. Ike-Elechi Ogba,  field survey, (2021) 
Interpretations  

Table 4 above showed the mean, standard deviation, Skewness and kurtosis of consumer Lifestyle 
variable. The mean values of the six scales item are 3.9585, 4.4429, 3.3806, 3.6920, 3.6194, and 
3.8201 respectively. The standard deviations are 1.15696, .66486, 1.42416, 1.30649, 1.30455 and 
1.20566 respectively. Skewness is -1.192, -1.574, -.468, -.806, -.656 and -.942 and kurtosis is .733, 
4.904, -1.134, -.477, -.703 and .040 respectively. The overall mean and standard deviation for the 
six scale item are 4.4429 and 1.42416. Since the overall mean value for the six Scale items fall 
within the maximum threshold while the standard deviation was relatively low, the outputs indicate 
that parametric statistical analytical tools can be use for further study to analyse the data relating to 
these six scale items measures. Since Skewness and kurtosis values which ranged from is -1.192, -
1.574, -.468, -.806, -.656 and -.942, and .733, 4.904, -1.134, -.477, -.703 and .040 respectively were 
well below the maximum thresholds of acceptability within ±2 and ± 7 respectively.    

4.3 Examination of scale reliability 

In this study, the researcher used inter-correlation matrix: This is calculated from a cross-tabulation 
and shows how statistically similar all pairs of variables are in their distributions across the various 
samples. 

Table 5 Scale Statistics Cronbanch alpha on functionality  

Reliability Statistics 
Cronbach's Alpha Cronbach's Alpha Based on 

Standardized Items 
N of Items 

.981 .983 6 
Source, SPSS and Nwachi, Lilian and Prof. Ike-Elechi Ogba,field survey, (2021) 
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Table 6 Summary item statistics on functionality, item means, variances, inter-item 
correlations.   
 Mean Minimu

m 
Maximu

m 
Range Maximum / 

Minimum 
Varianc

e 
N of 
Items 

Item Means 3.867 3.287 4.273 .986 1.300 .153 6 
Item Variances 1.533 1.151 1.980 .829 1.721 .100 6 
Inter-Item 
Correlations 

.907 .823 .962 .139 1.169 .002 6 

Source, SPSS OUTPUT, Nwachi, field survey, (2021) 

This analysis summaries the item statistics for the inter correlation of functionality. On the item 
means the mean was 3.867, minimum 3.287, maximum 4.273, ranges 0.986, maximum/ 
minimum 1.300, variance 0.153 with six item scales. Item variances are: mean 1.533, minimum 
1.151, maximum 1.980 ranges 0.829, maximum/minimum 1.721, and variance 0.100 
respectively. Inter-item correlation is mean 0.907, minimum 0.823, maximum 0.962, ranges 
0.139, maximum/minimum 1.169, variance 0.002  with six item scale.  
Table 7:Summary Item Statistics on consumers’ lifestyle  
 Mean Minimu

m 
Maximu

m 
Range Maximum / 

Minimum 
Variance N of Items 

Item Means 3.819 3.381 4.443 1.062 1.314 .131 6 
Item Variances 1.445 .442 2.028 1.586 4.588 .298 6 
Inter-Item 
Correlations 

.892 .773 .976 .203 1.262 .006 6 

Source, SPSS and Nwachi, Lilian and Prof. Ike-Elechi Ogba Field survey, (2021) 

4.3 Test of hypotheses 

This is the final section of this result chapter. This section report the results of the two hypotheses 
stated in chapter one. 

Table 8: hypothesis Test Result summary 

S/N Hypothesis “r” p-value Decision/Remark 
1 Functionality 0.907 0.000 Accepted  
2 Consumer’s 

Lifestyle 
0.892 0.000 Accepted 

Source: SPSS Nwachi field Survey, 2021 

Table  above is the result that emerged from the test of four hypotheses stated in chapter one. ‘r’ 
here is the inter-correlation for each variable as stated in the table, while “p” represents the Pearson 
correlation significant value. 

4.3.1 Test of Hypothesis One: Functionality 

Ho1: Functionality of locally made Shea butter has no significant influence on consumer    
acceptability for Shea butter cosmetic product in Ebonyi South Senatorial Zone, Ebonyi State 

X= Consumer acceptability 
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Y= Functionality of Shea butter  

In the correlation matrix test of Significance, two-tailed test was used to determine if two variables 
have a statistically significant association. The number of pair used was six. The result showed that 
since the value of “r” is 0.907 and the value of “p” is 0.000, it is therefore regarded as being strong 
and positive relationship between functionality and consumer acceptability for Shea butter. 
Meaning the HO (Null) hypothesis will be rejected, and the alternative will be accepted. This 
analysis concludes that functionality of Shea butter significantly influence consumer acceptability 
for Shea butter cosmetic product in Ebonyi State, Nigeria. 

Test of hypothesis two: Consumer Lifestyle 

Ho2: Consumer lifestyle has no significant influence on the use of Shea butter cosmetic 
product in   Ebonyi State Nigeria. 
Since the value of “r” is 0.892, it is therefore regarded as being strong and positive relationship 
between consumer lifestyle and consumer acceptability for Shea butter. Meaning the HO (Null) 
hypothesis will be rejected, and the alternative will be accepted. This analysis concludes that 
consumer lifestyle has significantly influences on consumer acceptability for Shea butter cosmetic 
product in Ebonyi State, Nigeria. 

This result supported Chin et al. (2018) which hold that social movements positively influence 
consumers’ purchasing intentions in natural cosmetics consumption. In terms of the relationship 
between lifestyle and consumption, lifestyle gradually blurs the boundary between producers and 
consumers. Consumers can become producers. In the sector of natural cosmetics, consumers make 
their own natural cosmetic products to satisfy their needs (Morais, 2018). 

DISCUSSION 

The implicit study indicates that there was a strong positive relationship between functionality and 
acceptability of Shea butter in Ebonyi State Nigeria. The implication here is that functionality plays a 
major role for the acceptability of Shea butter and has greater impact for the significant influence by 
the consumer. In relating to the findings to the first objective of this study which is:“to determine the 
influences of functionality on consumer’s acceptability for locally made Shea butter cosmetic product 
in Ebonyi State Nigeria”. It is important to note that from the data, statistically shown that the 
variables functionality has a significant influence on consumer’s acceptability for locally made Shea 
butter cosmetic product in, Ebonyi State.  

Consumer Lifestyle  

The study shown in the study that consumer lifestyle has strong positive significant influence for 
acceptability of Shea butter in Ebonyi South Senatorial zone. This means that consumers’ lifestyle 
play an important role whenever decision to accept and buy Shea butter come to play. This was 
shown statistically in table 8 of this study where the value of “r” was 0.909, and the “p” value is 
0.000 it was therefore regarded as being strong and positive relationship between consumer 
acceptability for Shea butte and consumer Lifestyle. By implications, this means that consumer 
Lifestyle significantly influence consumer acceptability for Shea butter cosmetic product. 
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SUMMARY, CONCLUSION AND RECOMMENDATIONS  

This chapter constitutes the last chapter of report in thesis study.  

6.1 Summary of the findings 

This study was summarized in line with the specific objectives, and hypotheses. Therefore, below are 
the findings in the study: 

In the study, the researchesr found out that functionality of Shea butter cosmetic product significantly 
influences consumer acceptability of Shea butter cosmetic product in Ebonyi State, Nigeria. Test of 
hypothesis one confirmed this descriptive result on the bivariate of inter correlation of 2 tailed which 
indicated that since the value of “r” is 0.907 and the value of “p” is 0.000, it is therefore regarded as 
being strong and positive relationship between functionality and consumer acceptability for Shea 
butter. Meaning the HO (Null) hypothesis was rejected, and the alternative was accepted.  

Finally, the researchers equally found that since the value of “r” is 0.892, it was therefore regarded as 
being strong and positive relationship between consumer lifestyle and consumer acceptability for 
Shea butter cosmetic product. Meaning the HO (Null) hypothesis was rejected, and the alternative was 
accepted. The study concluded that consumer lifestyle has significantly influences on consumer 
acceptability for Shea butter cosmetic product in Ebonyi South senatorial Zone of Ebonyi State, 
Nigeria. 

6.2  Recommendations 

The researcher recommends that the locally cosmetic made product should be accepted and 
encouraged in Nigeria. Sellers of Shea butter cosmetic product needs to understand consumer attitude 
on buying pattern and the need for expression. Sellers of Shea butter cosmetic product need to know 
the intensions of consumers which drive them towards accepting to buy Shea butter cosmetic product 
or reject it. 
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