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Abstract  
 

Background:  The main aim of the research is to focus on the market potential of 

the cosmetic brands in the market of Aruba, Bonaire and Curacao 

(ABC islands). These islands are located in the Caribbean Sea in 

front of the coast of South-America. Before starting to expand, 

international companies first search for potential suitable markets to 

invest in. This thesis attempts to find out if there is a potential 

market for the cosmetic products of the companies on the ABC-

islands.  

Purpose: The purpose of the Master thesis is to find out if there is a potential 

market for new cosmetic products on the ABC islands. To achieve 

the purpose, the research addresses the market potential analysis.  

 

Conclusion:  The market of Aruba and Curacao offer a great number of potential 

clients and a good future prospect. These findings are also 

supported by research that was conducted in 2007 by the 

Icongrouponline.  Majority of the consumers on the islands are 

willing to try new professional cosmetics products. Additionally, the 

tourism industry plays an important role when assessing the market 

potential on these islands for professional cosmetics products.  

Key words:  Internationalization, market selection, market potential and 
development, entry mode, cosmetics products, Aruba, Bonaire, 
Curacao  
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1 Introduction 

The following section provides the reader with an introduction of the study. This section presents the 

introduction, the research problem, the purpose and the disposition of the thesis. 

 

1.1 Introduction 

This thesis deals with the market potential of cosmetic products in the market of the 

islands of Aruba, Bonaire and Curacao (ABC-islands) which are located in the Caribbean 

Sea in front of the coast of South-America.  

According to Molnár (1999), a market potential analysis can be defined as “The total market 

including both the existing market (the users) and the potential market (the non-users) for the specific 

product.” 

According to Kraemer and Dedrick (1998), “market potential analysis is a strategic tool to identify 

market opportunities and invest resources where they will have the greatest return in the long run.  Market 

potential analysis is not used for short-term forecasting, but can help to target markets with high growth 

potential in the future.”   

Several reasons can be identified as to why companies conduct a market potential analysis. 

One of these reasons can be for the purpose of identifying potential customers in new or 

already existing markets. An alternative motivation for conducting a market potential 

analysis can be to identify where there possibly might be an abundance of unexploited 

resources or potential. (Ejim & Hindman, 2003).  

Nowadays companies in various business segments compete with each other in regards to 

customers. Companies possess various strengths and knowledge to offer the most suitable 

products/ services to the most potential customers. The implementation of a strategic 

expansion into foreign markets is an important decision for the management of a company. 

This decision may be prompted due to the saturation of its current markets, its potential 

opportunities in new markets, if it exploits its resources, or by the need for competitive 

action, following similar decisions by its competitors among other reasons (Mas-Ruiz, 

2012). Before a company expands abroad, it will first examine the attractiveness of the 

targeted market, the entry barriers, the probable reaction of the existing companies and 

entrants, as well as the company’s own skills and resources (Ramsler, 1982) When a 

company feels that it has to search for new potential customers, one option is to move 

abroad and identify its international potential. When evaluating the market potential, an 

analysis of the internal influences and the external influences, which can affect companies’ 

decision to enter or not to enter these specific markets, must be conducted (Hollensen, 

2007). According to Hollensen (2007), when researching the market potential, a close look 

has to be taken at macro-economic factors, such as the economic environment and political 

environment. Furthermore, micro-economic factors such as local competitors, customers 

and suppliers should be taken into account. 
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International expansion provides the company with new potential markets, in which the 

company has the possibility to generate more revenue. Additionally, international 

expansion helps the firm to increase its competitiveness, gain new product ideas and help 

to develop the company with upcoming new innovations and the latest technology 

(Hollensen, 2007).  New opportunities for companies and an increase in the ease of 

international trade derives from globalization (cooperation of countries, trade laws, fading 

of trade barriers, increase of knowledge sharing and know- how, standardization of 

products/ services, etc.) 

The success of a company expanding abroad largely depends on the amount of time the 

company invests into the planning, formulating and creation of the strategy it will use 

during internationalization (Knight, 2000). This will also include estimating and foreseeing 

possible threats and opportunities, which come along the procedure of international 

expansion.  

Furthermore, it has to be taken into consideration that this research will take place in the 

market of the ABC-Islands. Moreover, the market for professional cosmetics will be 

analyzed. This means that cosmetic products such as perfumes, shampoos and home care 

beauty products will be excluded from the analysis, and a closer look will be taken at the 

cosmetics that are being used in professional beauty salons (i.e. female & male face care, 

body care, sun-care, face treatments and Spa treatments).   

The ABC-islands are located in the Caribbean and are not highly industrialized. One of the 

main sources of revenue of the islands is the tourism sector. The services account for 66% 

of the GDP and industry for 33% (Rabobank, 2008).  

As stated by Free Zone Aruba, “the service sector in the islands is booming. Not only the 

tax benefits can be mentioned as an important factor but also the drop shipment 

possibilities are very attractive. Goods can be shipped directly from the supplier to the 

customer without going through Aruba, which has transformed traditional trade into 

services. The free zone is an important instrument to attract foreign investors and diversify 

the Aruban and Antillean economies. ABC- islands have an attractive location for foreign 

investments due to the geographic location, transportation network, attractive fiscal tariffs, 

safety and security, political stability, multi-lingual and multi-cultural society.” (Free Zone 

Aruba, 2012). Additionally, the Central Bank of Aruba has established “the economic 

growth for 2011 upward to 10.6%” (Central Bank of Aruba, 2012).  

Moreover, the economic boom in cosmetic industry is visible on the American and 

Caribbean markets. According to Morpithou, R. & Savvas, T. (2011), favorable 

demographic composition “supports the growth in demand for natural cosmetic products 

and toiletry industry. The rapid growth is favorable among baby boomer generation, males 

and various ethnic groups. The growth can be seen within each niche group, due to the 

specialization of products and need of differentiation” (Morpithou, R. & Savvas, T. 2011). 

The following analysis focuses on the macro- economic study of the ABC-islands, their 

potential to be part of the market development for professional beauty cosmetics products 
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imported from abroad. Moreover, the competitive forces and external screening of the 

market and stakeholders (B2B clients, B2C clients, distributors, suppliers, competition, etc.) 

must be established, in order to summarize and conclude main findings.  

1.2 Research Problem 

The economic growth of the Caribbean region makes up for an attractive environment for 

foreign investment. The growth is mainly caused by the growing tourism and hospitality 

industry. Combined with the growing cosmetic and cosmeceutical market, the financial and 

strategic opportunities to get involved in both industries can result in a positive outcome. 

One of the drawbacks of the Caribbean region is its low recognition as a potential market 

for business purposes. Therefore, an analysis of the compatibility of the cosmetic industry 

in the Caribbean region is desired. The research problem deals with the macro- economic 

analysis of the potential market and the cosmetic industry analysis, combining it to reach a 

concrete overview of the current business environment in the ABC- islands. In order to 

solve the research problem, the following research questions have been formulated.  

The primary research question is: “What is the market potential of the cosmetics industry in 

the ABC islands?” 

The main research question leads to the problem statement of the thesis. In order to 

answer the research question, it is necessary to look into several aspects, which are required 

for companies to successfully penetrate a market abroad.  

1.3 The Purpose of the Research 

The purpose of the thesis is to find out if there is a market potential demand for new 

professional cosmetic products on the ABC- islands. Additionally, the purpose of the 

research is based on the key findings relating to the economic growth of the ABC- islands 

in the past decade. The sale of professional cosmetic products is directly linked to the sale 

of services within the area (cosmetic saloons and beauty specialists reselling professional 

beauty products and offering treatments to clients).  

1.4 Limitations 

The time frame of the study is from January 2012 until June 2012 in the field of strategic 

management/ marketing research. The study has been conducted to find out the market 

potential of the following islands for the professional cosmetic industry: Aruba, Bonaire and 

Curacao. The thesis will investigate the market for: face care, body care, sun-care face 

treatments and Spa treatments. Additionally, the research paper does not aim to fulfill the 

first step from Molnár’s market potential analysis, due to the fact that this step revolves 

around market selection, and for this study the market has already been selected. When 

looking at the market potential analysis, according to Hollensen (2007), the writer made a 

distinction between internal data and external data. Internal data is data collected from a 

particular company and from the company’s perspective and is necessary to employ when 

making a consultancy report. Therefore, the internal data will not be discussed in the study, 

because the study does not support a consultancy report and is not considered as a case 
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study of a particular company. The external data does not include information given by the 

company and internal sources from database, reports and employees. The primary data that 

has been collected through the survey could be seen as slightly insignificant due to the fact 

that the sample size only consisted out of 157 respondents. Nevertheless, the sample size 

will be held representable for the ABC-islands. Beside the primary collected data, secondary 

data has also been collected. The researchers encountered that there is limited useful 

information available online due to the small scale of the islands. This is caused by the way 

the data has been collected ( . The researchers searched in several data bases on keywords 

like keywords like market potential cosmetics (Aruba/ Bonaire/ Curacao/ Netherlands 

Antilles. 

1.5 Literature Review 

1.5.1 Choice of Literature 

The following chosen literature gives the reader an overview of the reliable and collected 

works that will be used within the master thesis. The purpose of the literature review is to 

create a better understanding of why the two specific “theories” are chosen. According to 

the detailed research, one suitable study was conducted regarding the market potential for 

various products and services in the Netherlands Antilles (icongrouponline, 2007).  

The following literature review is structured according to the two main researched topics 

(secondary data), which are vital to understand, before the detailed primary data analysis. 

The following subchapters of literature review are:  

The first part of the literature reviews focuses on the overall market potential, the meaning 

of the attractiveness and reasons to expand into a new market or new market segments 

(market development). Additionally, useful models for analyzing gathered information are 

portrayed and limitations to the models are stated.  

The second part of the literature review focuses on the cosmetic industry, its global growth, 

target groups, trends and attributes of prospective and loyal customers. Moreover, the main 

players on the market, market trends and types of growing products are gathered from the 

analysis of published articles referring to current trend of cosmeceuticals and market 

analysis, and exploratory study of global cosmetic industry.  

1.5.2 Market Potential 

In order for a company to grow and gain market share through the gain of core 

competencies and/or competitive advantage in a competitive industry, it is vital to discover 

its potential market opportunities and threats (Wahlbin & Lekvall 2001). This is a very 

important issue when it comes to the survival and future short- term and long- term 

sustainable growth. If the market potential opportunities are analyzed in a proper way, it 

can contribute in securing profit in the long term (Callingham, 2004). According to Berry 

(2005), the main aim for a company is to increase its profit, which can be done in several 

ways. The company can focus on the following three factors supporting the overall growth 

of the company: focus on the customer retention rate and maximization of the customer 
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value; the increase of the number of loyal customers and increase of prospective 

customers; and the growth of customers in other countries/ regions through international 

expansion through product development, market development or diversification (J. David 

Hunger, Thomas L. Wheelen, 2003). Irrelevant of which method a company chooses, it 

must conduct a market potential analysis, in order to identify critical success factors and 

any eventual obstacles, while reaching its financial and strategic objectives. As shown in the 

studies conducted on a market potential (Hurley SP (2000); Kaynak & Marandu (2006); 

Dearbhla Ní Graith et al. (2003)), it was identified that market potential could be assessed 

in several ways. These techniques include the Delphi Technique (Hurley SP (2000); Kaynak 

& Marandu (2006)), and the Contingent Valuation Model Hurley SP (2000). The Delphi 

Method is an explorative research methodology used in judgmental forecasting. It uses 

expert opinion to predict future occurrences, deducing information from informed opinion 

and insightful judgment (Dearbhla Ní Graith et al. (2003). Additionally, The Delphi 

method is mainly used when long-term issues have to be assessed (Kerstin Cuhls, 2008). 

The Contingent Valuation Model is used for surveys to obtain willingness to pay for 

hypothetical projects of programs.  

Additionally, the model of valuation of intangible assets is important for companies to 

apply, because intangible assets are dominant determinants of overall value (i.e. valuation of 

customers, customer retention rate, and brand and employee equity). Mainly, the 

measurement is based on customers and their expected future earnings and customer 

lifetime value (S. Gupta, D. R. Lehmann & J. Ames Stuart, 2004). The limitation of usage 

of the models represents the lack of financial and time resources and the scale of the 

research, in order to apply it successfully into this market potential study. Majority of 

studies conducting a market potential analysis consist of a large amount of macro-

economic (secondary) data. The most suitable models used for the analysis regarding the 

market potential of the ABC-islands were conducted with the help of theories of Molnár, J 

& Molnár, M (1999) & Hollensen, S (2007). Molnár, J & Molnár, M (1999) define market 

potential as: 

“A four-step market model consisting out of the following four stages; preliminary market screening, macro 

segmentation, estimation of market size and target market.”  

Hollensen (2007) describes the market potential in a different way, namely: The gathered 

data can be classified into internal and external data. The internal and external data are 

further processed into primary and secondary data. Each quadrant consists of the mix of 

the data, which is classified into classes (see Figure 3). These classes lead to the problem 

solving and feasible solutions for gathering, analyzing and interpreting data: 

1. Firm Generated Data (Internal/ Secondary Data) 

2. Macro- economic data for country & Industry (External/ Secondary Data) 

3. Strengths & Weaknesses (Internal/ Primary Data) 

4. End customers, Competitors & Intermediaries (External/ Primary Data) 
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1.5.3 Professional Cosmetic Industry 

Cosmetics have been around for thousands of years. Most commonly, people tend to think 

about make-up and perfume designed for woman when they hear the word cosmetics. 

(Kumar et al. 2006) Cosmetics actually come in a large variety of forms ranging from 

powders, body make-ups, soaps and shampoo. Cosmetics are used for enhancing purposes 

and cover a wide assortment of products containing: cleaning body parts, enhancing 

features and changing skin tones and colors (Kumar et al. 2006; Khraim, 2011). The 

cosmetics industry is a highly lucrative, innovative and fast paced industry. The worldwide 

annual expenditure on cosmetics is estimated to be U.S. $18 billion dollars, and many 

players in the field are competing to increase their market shares (Khraim, 2011). In 

general, cosmetic companies have targeted the female audience based on the product itself. 

Prior to the 1990s many people used to think that cosmetic products were only for adult 

women; the reality of today is slightly different. New target groups for cosmetic companies 

are young females and men (Kumar et al. 2006). There have been many studies conducted 

about the cosmetics market. These studies have ranged from strategic issues (Kumar et al. 

2006; Makarychev et al. 2011), consumer behavioral issues (Elsner, P. 2012; Morpithou & 

Savvas, 2011) to safety issues (Vogel, L. 2011; Ross, G. 2006). The overall analysis of the 

cosmetic and cosmeceutical products is based on the studies from F. S. Brandt, A. 

Cazzaniga and M. Hann (2012) and Sameer Kumar (2005).  

The professional cosmetic products are formally called cosmeceutical products, which 

belong to “the fastest-growing segment of the personal care industry” (Brandt F. S, A. 

Cazzaniga and M. Hann (2012). The types of cosmeceuticals are: moisturizers, retinoids, 

anti- oxidants, and de-pigmentation agents. Cosmeceuticals are applied in the same manner 

as cosmetic products, but differ in the contained ingredients, “such as potent ingredients 

that can influence the biological function of the skin and deliver nutrients to promote 

healthy skin” (F. S. Brandt, A. Cazzaniga and M. Hann (2012). According to F. S. Brandt, 

A. Cazzaniga and M. Hann (2012), today, there are over 400 suppliers and manufacturers 

of cosmeceutical products, and the industry is estimated to grow by 7.4% by 2012. The 

growth of the cosmeceuticals can be seen in the following table: 

Figure 1 Cosmeceutical product demand 

 

source: 1 The Freedonia Group 
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The growth in other sciences, such as nanotechnology helped to develop and improve the 

development of cosmeceuticals. “Cosmetic industries rank high among the nanotechnology 

patent holders in the United States. The French firm L’Oréal devotes approximately 

US$600 million of its annual US$17 billion revenues to research and is the industry leader 

on nano- patents” (F. S. Brandt, A. Cazzaniga and M. Hann (2012). Additionally, the 

skincare cosmeceuticals account “for app. 80% of the total U.S. and European 

cosmeceutical markets. In 2011, the cosmeceutical market should resume growth rates 

close to those experienced between 2004 and 2007. However, there is growing competition 

from the mass-market chains, and this growth may also be affected negatively by stricter 

legislation on claims and ingredients combined with a consumer mindset of cautious 

spending” (F. S. Brandt, A. Cazzaniga and M. Hann (2012).  

 

Figure 2 Cosmeceutical Product & Chemical Demand ($M) 

 

source: 2 Freedonia Group 

The graph represents the steady growth of cosmeceuticals projected for the following 5 

years on a global scale. According to the research, the largest companies operating in the 

global professional and mass cosmetic industries are Procter & Gamble, Johnson & 

Johnson, L’Oréal, Estée Lauder, Avon and Revlon.  
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Figure 3 Global color cosmetic sales ( market share) in 200 by leading multi-nationals 

 

source: 3 Euromonitor, 2003 

The American cosmeceutical market was worth US$2.8 billion in 2001 according to the 

Global Cosmetic Industry Magazine. The demand for cosmeceutical products was 

predicted to increase over 7.4% per year to 2012 to US$9.4 billion dollars (Freedonia 

Group, Inc., 2011). The target group of cosmeceuticals is baby- boomers.  

Figure 4 Classification of industry products and global market size 

 

source: 4 Datamonitor,2003 

 

According to Sameer Kumar (2005), USA is the biggest market for cosmetic products and 

cosmeceuticals in the world, but France is the biggest exporter of cosmetic products 

worldwide. The growth shifted from Western countries to developing nations: South and 

Central America, Caribbean Region, Eastern Europe, Asia (mainly China) having 

consumption more than 10.4% compound annual growth rate per year from 2001.  
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Figure 5 Global cosmetic sales 

 

source: 5 Sameer Kumar 2005 

Sameer Kumar (2005) discusses in the analysis of the global cosmetic industry the newest 

trends in the industry. The trends refer to the safety concerns by end users regulated by the 

FDA, environmental issues (the decreases of usage of volatile organic chemicals), natural 

ingredients, animal testing and the overall economic impact consisting of all above 

mentioned trends on the industry as a whole. The innovation and technology plays an 

important role in innovation and evolution of products and production patterns. The 

innovation and technology refers mainly to anti- aging, information systems, genetic 

enhancements, cosmeceuticals, and customized cosmetics for various skin types and users 

from various ethnic backgrounds.  

The global growth of mass- market products and its improvements is shifting the focus 

from premium/ high- end brands (mainly Western Europe and North America). This is 

caused by continuous globalization of products and services. Companies focus on 

standardization of products, while adding regional and local trends to meet the local 

demands (Sameer Kumar, 2005).  

Additionally, the expansion of the beauty industry caused the growth and creation of 

various business models. As stated in the Beauty Industry Analysis 2012, “beauty industry 

opportunities can be broadly separated between products and services, though many 

providers offer both. Within both products and services exist a wide range of business 

models based on target market, production processes and location.” Additionally, the 

services provided by beauty salons do not differ into a large extent; the monopolistic 

competition is diversified based on “the product offering, price, and location and target 

market” (BIA, 2012).  

The overall growth in per capita income, discretionary income and the access into 

international markets make it possible for potential customers to purchase beauty 

products/ cosmetics and allocate its spending in beauty salons and professional skin care 

specialists (BIA, 2012). The recent economic recession caused the “discretionary spending 

to slightly decrease, however the sale of beauty products remained strong. Customers 

became price- sensitive, with 70% claiming that high- end cosmetic products can be 

replaced by mass- market products” (BIA, 2012). As mentioned in the previous section, the 

targeting segment is moving from middle- aged females to younger males (Morpithou, R. & 

Savvas, T. (2011). “Consumers of beauty industry products tend to be brand loyal, and 

share what works for them with their friends. 58% of those surveyed claimed that personal 
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recommendations weigh more heavily than celebrity marketing, and only 44% bought a 

particular product for its claim of specific product attributes.” (BIA, 2012). The main 

attribute of cosmetic products is familiarity and comfort, and the barriers to switch to other 

products are high. Experience marketing and sampling is a method of how to gain 

prospective clients. Launching loyalty programs and cards is a method of how to retain 

loyal clients in the long – run (BIA, 2012). 

1.6 Disposition 

 

Chapter 1  The first chapter provides the reader with an introduction 

about the subject of the study including the problem 

discussion, purpose and a brief overview over the cosmetic 

market. 

Chapter 2 The second chapter presents the significant literature on the 

topic and the theoretical framework, which this study is 

based on. 

Chapter 3 The third chapter presents the methodology used, and also 

includes explanations about the chosen methodological 

approaches. 

Chapter 4 The fourth chapter provides the reader with the empirical 

findings, starting with general information about the 

cosmetics market, geographical locations, the amount of 

beauty salons present followed by primary collected 

information through the usage of a survey and interview. 

Chapter 5 The fifth chapter presents the reader the analysis. Within 

this chapter the empirical findings will be analyzed using 

actively the theoretical framework and the primary collected 

data. The analysis builds a foundation for answering the 

research problem and question. 

Chapter 6 The sixth chapter shows the reader the conclusion regarding 

this thesis. 

Chapter 7 The seventh chapter presents recommendation for further 

research that could be conducted 
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2  Theoretical Framework 

The following chapter illustrates the relevant theories implemented. These theories are used as a framework 

for the thesis and progress toward the market potential analysis that will be implemented in chapter 5.  

2.1 Theoretical framework Introduction 

As mentioned and discussed in chapter 1, the main focus of this thesis will be to analyze 

the cosmetics market potential for the islands of Aruba, Bonaire and Curacao. In order to 

measure the markets attractiveness, the following models were used; The first model is the 

four step market model from Molnár, J & Molnár, M (1999), the second model is the 

model for market potential from Hollensen, S (2007) and the last model is Porter’s 5 

Forces Model (Johnson et al, 2009). The before mentioned models will be applied during 

the analysis. 

2.2 The Market Potential  

Before a company expands into a foreign market, it first needs to measure the potential of 

its products/ services. Therefore, secondary data is often used to estimate the size of the 

potential foreign markets (Albaum & Duerr, 2012). When assessing the potential of foreign 

markets, two key dimensions are used, that one should take into account: 

1. The number of possible users of the potential product 

2. The maximum expected purchase price 

Market potential could be described as the quantity of products that a market could absorb 

over an indefinite time period under optimum condition of market development.  The goal 

of a market analysis is to determine the attractiveness of a market and to understand its 

evolving opportunities and threats as they relate to the strengths and weakness of the firm 

when entering a market (Netmba, 2012). 

Market demand for a product “is the total volume that would be bought by a defined 

customer group, in a defined geographical area, in a defined time period, in a defined 

marketing environment and under a defined marketing program” (Kotler, 2003, p.145)  

A marketing forecast is expected market demand, whereas a company sales forecast is the 

expected level of sales based on the marketing plan to be implemented and some assumed 

environment within which the exporter will be operating (Albaum & Duerr, 2008). With 

the term forecasting is meant; based on judgment, counting, time series and association. 

The study of a market potential could also reveal new “hidden” prospective segments. 

These segments could be entered if they are attractive enough for the company (Albaum & 

Duerr, 2012). Market potential could be analyzed by the use of models from Molnár, J & 

Molnár, M (1999) and Hollensen, S (2007). Below both models will be further explained 

and a mixture of both will be used in chapter 6 for further analysis.  
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2.3 The Four-Step Market Model 

The four-step market selection model will be applied from Molnár, J & Molnár, M (1999), 

in order to analyze the market attractiveness for professional cosmetic products. The 

following figure illustrates the elaborated model of Molnár’s four-step market selection 

model.  

Figure 6: Four-Step Market Selection Model (Molnár, J & Molnár, M (1999) 

 

Source: 6: Molnár & Molnár, 1999 p33 

2.3.1 Preliminary Market Screening – Step 1 

The first stage of the four-step market model of Molnár & Molnár is the preliminary 

market selection. Within the first stage, the researcher investigates the large number of 

international markets in the world, and finally selects those that have the highest level of 

attractiveness based on specified criteria. The techniques used in this procedure should be 

simple, relying mainly on readily available data, which should be good enough to sift out 

attractive export markets from less attractive ones (Root, 1976).  

The preliminary market screening stage could also be subdivided in three categories of 

screening. The first two alternatives are “the ruling out procedure” and “the selection 

procedure”, which can be united to get a more complete and reliable market screening. The 

third preliminary market selection consists out of a mix between the ruling out and the 

selection procedure.  

Ruling-Out Procedure 

The ruling- out procedure is a “negative type” of market selection. It is where the 

researcher selects only the most suitable markets, and the rest of the potential group will be 
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ruled out for further investigation. The following criteria are among the points, which can 

be used for ruling out less important markets (Molnár, 1999): 

Economic factors – a low standard of living and lack of hard currency;  Political factors – a bad 

political climate, political instability, risk of nationalization and expropriation; Geographical 

factors- great physical distance from the home country, wrong climate conditions and 

topography; Cultural factors- language and religious obstacles, low level of literacy and 

education; Technological factors- a low level of technological development and lack of the right 

technical skills; Foreign trade policy – high customs duties and various types of non-tariff 

barriers. 

Ruling- Out Economic Products 

Economic products are goods of which consumption is mainly based on a certain standard 

of living and purchasing power. A low purchasing power and standard of living forces the 

potential customer into non-users, until they reach the moment that they cannot afford 

these particular products (Molnár, 1999).  

Molnár, (1999) describes that typical high economic products- Veblen Goods (high-fashion 

products, such as different types of clothes that are necessary to wear, in order  to fit into a 

social environment with high purchasing power. The higher the price per good, the higher 

the demand for the good); advanced consumer goods, such as kitchen equipment, personal 

computers, TV sets, mobile phones; machinery and labor saving equipment such as 

personal computers for word processing, designing, bookkeeping, internet shopping and 

electrical lawn mowers for gardening.   

In most cases, lower economic products are bought for satisfying the two basic human 

needs, which Abraham Maslow would describe as physiological and safety needs. The 

mentioned two points are part of the Maslow’s Hierarchy of Needs (Kelly, 2005). 
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Figure 7: Levels of need in the Maslow hierarchy 

 

source: 7 Solomon 2010 p99 

Cosmetic products can be categorized as a low up to high-fashion consumer products. 

High-fashion cosmetics are mostly purchased to maintain a certain standard of living, or to 

fit into a social environment with high buying power (Wang et al, 2010).  

Ruling out Cultural Products 

Cultural products are products, for which consumption is mainly based on cultural factors 

(Molnár, 1999). Typical cultural products are: food which are being consumed by a certain 

culture and is strongly connected to cultural traditions; local fashion, related to cultural 

traditions and sports specific to the local geography and typography (Molnár, 1999). 

 

2.3.2 Macro-Segmentation – Step 2 

The second step within the four-step market model is the macro-segmentation. The macro-

segmentation is a very important part of the market selection process, and it is sometimes a 

prerequisite for estimation of the market size in step 3. (Molnár, J, 1990) Within Macro-

segmentation, the markets can be divided into industries, parts of industries (sub- 

industries), product groups and product sub-groups.  The macro segmentation is done in 

preliminary purpose to ease and increase the outcome in preparation for the next step.  
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2.3.3 Estimation of the Market Size – Step 3  

The third step of the market selection model is to divide and estimate the market size and 

the market demand. Step 3 includes different types of analysis of the market, which are 

selected in Step 1. The criteria that are setup cause that some of the markets won’t be 

feasible for further-investigation. In order to calculate the actual market size, the following 

points should be taken into consideration: 

1. The Market Potential – The amount of users for the product or service at that time 

and what the future potential will be for this market (the actual consumer demand) 

2. The Market Demand- is interrelated to the total sales that are acquired by all 

competing companies on the market for that specific product. 

3. The Company Demand- The demand for an individual company’s specific product on 

the market. 

Molnár, J & Molnár, M (1990) present a two-way tactic to gather more reliable data 

concerning the estimations of future demand. The related factors are country and demand 

based. The country related factors consist of the different trade barriers and the 

competition of the market in question. The trade barriers that should be taken into 

consideration are custom regulations, import duties, quantitative import restrictions 

(quotas), import related taxes of all kinds, and limitations regarding the product size, shape, 

design, packaging, labeling, etc. 

Demand- sized factors can influence the market size, as well as a company’s market shares. 

The more detailed the measurement techniques are and the measurability of the market, the 

more accurate the data will be. 

2.3.4 Market Segmentation – Step 4  

The last step in Molnár, J & Molnár, M (1990) model is the market segmentation of a 

potential market. Kotler (1986) defines market segmentation as different groups of buyers 

who might require separate marketing mixes. This is necessary for foreign markets, which 

may be heterogeneous, and often differs from the home market, were the company is 

currently active. Therefore, the following cultural aspect should be taken into 

consideration: demographical, psychographic, age level, income level and education level.  

Molnár (1990) also mentions that market segmentation means dividing the potential buyers 

into different categories and segments, according to their different purchasing behaviors 

(Molnár, 1990). Potential clients within foreign markets could be: distributors, different 

types of wholesalers, retails, end users such as business firms, service companies and 

others.  

The reason why the market is being segmented is to attract the most important buyer or 

buyers and draw their attention to point out the company’s product/service in order to 

created sales. 
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2.4 Market Potential According to Hollensen 

According to Hollensen (2007), the potential to expand into a certain market is affected by 

the following market segments: ranking of the country/region, local competition, political 

risks, trade barriers and cultural/psychic “distance” to potential market (Hollensen, 2007) 

In order to explain the market attractiveness, Hollensen (2007) used the following figure 3 

to illustrate its findings in more detail.  

Figure 8: Market potential model 

 

Source: 8: Hollensen, 2007 p157. 

In order to analyze the suitability of professional cosmetic products entering the ABC- 

island markets, the external factors will be further examined (Macro- economic data, 

Industry, Competitors, End Customers and Intermediaries). The analysis will be further 

processed for creating feasible conclusions about the external environment and possibility 

to penetrate the market.  

2.4.1 Estimation by Analogy 

Estimation by analogy is a single-factor index with a correlation value (between a factor 

and demand for a product) obtained in one country applied to a targeted international 

market (Hollensen, 2007). Firstly, a relationship (correlation) must be built between the 

estimated demand, and the factor, which serves as a basis for the analogy. Once the known 

relationship is established, the correlation value attempts to draw an analogy between the 

known situation and the market demand in question (Hollensen, 2007).  
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2.5 Porter’s 5 Forces Model  

The Porter’s 5 Forces Model was created to analyze the attractiveness of a sector or an 

industry (Johnson, 2009). The 5 Forces Model consist of the following forces, which have 

the highest impact on the competitiveness of the industry and all companies operating 

within the industry and their stakeholders. The competitive forces are: the threat of new 

entrants into an industry, the threat of substitute products/ services, the bargaining power 

of buyers, the bargaining power of suppliers and the extent of rivalry between competitors 

within the industry. Each of the subcategories’ impact on the industry ranges from low to 

high. Porter’s indispensable message is that where these five forces are too high, then the 

given industry is not attractive to enter/ operate in. However, each competitive force 

depends on various factors, which are discussed further in the analysis. The following 

information is based on the analysis of J. David Hunger and Thomas L. Wheelen, 2003.  

Figure 9 Porter’s 5 Forces Model 

 

source: 9 J. David Hunger, Thomas L. Wheelen, 2003 

 

2.5.1 The Threat of New Entrants 

The treat of new entrants into an industry measures how easy it is to enter the industry in a 

way of competition. The treat of new entrants is mainly based on the extent of how high 

the entry barriers are. Barriers could be defined as factors that need to be overcome by new 

entrants if they want to enter into the new market. Therefore, if a market has high entry 

barriers, it will be harder for a company/ product/ service to enter into the market. This is 

done in order to protect existing companies within that industry from further competition. 

The barriers to entry can have a various forms, such as financial (start- up capital for 

machinery, office space, production, labor capital for hiring and training), governmental 

regulations and economic (economies of scale of competition, production and sale know- 

how, suppliers’ information, partnerships, etc.).  
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2.5.2 The Threat of Substitute Products 

Substitutes are products or services that offer the same benefits to an industry’s product or 

services. Substitutes can reduce demand for a particular “class of products” as customers 

switch to alternatives – even to the extent that this “class” of products or services becomes 

obsolete (Johnson, 2009). The threats of substitute services are those, which appear to be 

different, but satisfy the same need as other services. The different types of substitutes will 

be analyzed and the amount available on the market, additionally the buyer propensity to 

substitute, relative price performance of substitutes, buyer switching costs, perceived level 

of product differentiation and ease of substitution. 

 
Two categories of substitute products/ services are available that define substitute 

products, which is firstly the price/performance is critical to substitution threats. A 

substitute is still an effective threat even if more expensive, as long as it offers performance 

advantages that customers appreciate. Secondly, the extra-industry effects are the cores of 

the substitution concept. Within the extra industry effect, the staff/employees should 

investigate the industry, in order to decrease the amount of new entrants of new 

competitors that are not active in this market yet (which can lead to the threat of new 

entrants).  

2.5.3 The Bargaining Power of Buyers 

Customers are the main source of income for any company. However, buyers have the 

possibility to switch among various competitive products/ services, which gives them the 

power to bargain based on price, quality, information availability and place of purchase. 

The bargaining power of buyers mainly depends on the level of competition on the market 

and the number of substitute products. Power of buyers is likely to be high when some of 

the following conditions prevail, such as the buyer concentration to firm concentration 

ratio, the degree of dependency upon existing channels of distribution, the buyer 

information availability, the buyer price sensitivity and differential advantage (uniqueness of 

services) and the switching costs for buyer.  

2.5.4 The Bargaining Power of Suppliers  

Suppliers are one of the most important and significant factors for smooth operations of 

any company. Suppliers are those who supply the organization with what is needed to 

produce a product or service (Johnson, 2009), or deliver to customers effectively and 

efficiently. The power of suppliers increases with the decreasing number of suppliers 

available on the market for suitable prices and quality delivery. In order to measure the 

bargaining power of suppliers, it is important to analyze the concentration of suppliers (few 

producers that dominated the market), the switching costs (when it is expensive to switch 

from one supplier to another due to long- term contract, distance restrictions, price of 

products/ services, offer of additional services, bulk purchase creating economies of scale 

or quality standards), the supplier- competition threat (possibility to cut out buyers, acting 

as the intermediary), the degree of differentiation of inputs, the number of suppliers 
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available on the market, the cooperation strength and the type of services offered based on 

price and quality.  

2.5.5 The Extent of Competitive Rivalry  

Rivalry among existing firms represents the amount of direct competition in an industry. 

The competitive rivalry can be divided into the following points, such as the competitor 

balance (competitors have a similar size, the threat of intense competition is present, and 

one competitor tries to gain dominance over the others), the industry growth rate (when 

looking at the industry growth rate, there can be a situation of strong growth, where an 

organization grows together with the market or a situation with low growth/decline, where 

growth can meet a lot of resistance), the high fixed costs (industries with high fixed costs, 

due to high investments in capital equipment or initial research), the high exit barriers (the 

existence of high barriers to exit, closure or disinvestment tends to increase rivalry, mainly 

in declining industries) and the low differentiation (in a commodity market, where products 

or service are not differentiated/ homogeneous, rivalry is increased because there is low 

degree of differentiation between competitors and the only differentiating factor is the 

price).  

2.6 Theoretical Framework Summary 

The theoretical framework takes into consideration the 3 above- mentioned models, which 

will be further analyzed in the Chapter 5. The summary of the models is the following:  

 

1. Model based on Molnár, & Molnár  

The four-step market model from Molnár consists of the second (macro-segmentation), 

the third (estimation of market size) and the fourth steps (market segmentation). The first 

step is unnecessary to examine, since the market potential from Aruba, Bonaire and 

Curacao will be further investigated. 

 

2. Model based on Hollensen 

The external data will be gathered regarding the macroeconomic factors for a specific 

country and the industry. All the before mentioned points can be answered in most cases 

by the use of primary and secondary data, which will be further explained in chapter 3. The 

parts that will be analyzed in chapter 5 are the following: Macro economic data, Industry 

related data, Competitors, Intermediaries, End customers.  

 

The models of Molnár & Molnár and Hollensen have several resemblances through which 

the models can be combined. Both models analyze the macro-economic data, this is done 

in step 2 & 3 of the model created by Molnár & Molnár and when analyzing the external 

secondary data in the model created by Hollensen. Furthermore, both models then 

segment the market and industries. By combining these models an attempt is being made 

to create an even more efficient model to analyze the potential of the market and solve the 

research problem. When applying the combined model the researched data can be divided 
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into 3 sections of Macro-economic factors, Industry and Tourism Industry. This will be 

illustrated in the analysis section.   

 

3. Model based on Michael Porter 

The 5 Forces Model will be applied in order to find out the competitive rivalry and 

competitive forces within the markets. This will be done with not only secondary data, but 

also with the usage of primary data. This model will not be combined with the two before 

mentioned models. However, the model of created by Michael Porter will use some macro-

economic data that has been gathered. The competitive rivalry and competitive forces 

analyzed by applying this model will help determine the potential of the market and thereby 

help resolving the stated research problem. 



 

 
21 

3 Methodology 

The main aim of the methodology is to discuss all necessary factors concerning the researched topic, in order 

to derive feasible results based on the research question.   

3.1 Introduction 

The research can be characterized as an exploratory study, because of the goal of searching 

for feasible information about ABC- islands and professional cosmetic products (macro 

and micro- economic factors), measuring the market potential, suitable analysis of the 

current demand, collecting secondary data and gathering primary information from online 

surveys and interviews, in order to create a market research. 

3.2 Research Philosophy 

In order to fulfill the purpose of the thesis, the authors have decided to use a mix of 

quantitative and qualitative research. The qualitative data will be used mostly to research 

the competition and barriers of the market, while the quantitative research will be focused 

on the consumption and usage of professional cosmetic products. However, the major part 

of the data collection will consist out of quantitative data. The philosophy that has been 

followed during the development of the research is a mix of the Interpretivism approach 

and the Positivism approach. However, the authors are more inclined towards the 

Interpretivism approach, since the thesis examines the current market potential of the 

ABC- islands in its unique environment. Whereas if only the positivism approach will be 

used, which is highly associated with the use of the quantitative data, the authors would 

believe that the market can be determined by a number of definite and observable laws. 

Therefore, the authors are using a mix of these approaches. Below more information can 

be found regarding the two philosophies.  

The 2 major research philosophies can be identified in the Western tradition of science, 

which are being used by researchers:  

1. Positivism (Scientific Approach)  

2. Interpretivism (Anti-Positivism)  

The positivism approach prefers to “work with an observable social reality and that the end 

product of such research can be law-like generalizations similar to those produced by the 

physical and natural scientist” (Remenyi et al. 1998:32). Another important component of 

the positivism approach is that the research will be executed in a, as far as possible, value-

free way (Saunders et al. 2009). 

The Interpretivism approach advocates that it is necessary for researchers to comprehend 

the differences between humans in our roles as social actors (Saunders et al, 2009). 

Therefore, the data is  will be gathered from the field and desktop research will be 

combined and further analyzed, in order to achieve greater insight into the way humans act 

in their role as social actors. Furthermore, the Interpretivism approach claims that every 
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business situation is complex and also unique. They are a function of a particular set of 

circumstances and individuals coming together at a specific time (Saunders et al, 2009). 

(research is done, rewrite ) 

3.3 Research Approach 

The research approach that has been selected for the thesis is a mixture of the deductive 

and inductive approach. This mixture is due to the fact that the research owes more to 

deduction and is of quantitative nature, but also uses the inductive approach with 

qualitative data. The authors aim to move from the theory to data, but aim to gain a better 

understanding of the research context. The researchers deal with consumers, and therefore 

also have the need to get a better understanding of the consumers on the potential market. 

The two main research approaches are:  

1. Deductive Approach  

2. Inductive Approach  

The deductive approach is a more traditional method where the researcher has established 

theories, and tests certain phenomena with those theories. This theory has been used for a 

longer amount of time, and is associated with scientific researches predominately (Saunders 

et al. (2009)). 

The inductive approach has gained popularity during the 20th century, where social studies 

made researchers more aware of using the deduction approach. The inductive approach 

argues that people are unique and cannot be seen as non-thinking research objects. 

Furthermore, during the inductive approach the researcher first collects data before 

applying the theories to the data, which gives the inductive approach more flexibility 

(Saunders et al. (2009)). 

3.4 Research Population 

The research population consists of women between the ages of 15 to 64. Also, the 

population includes young men of age 20 to 35. This research population has been chosen 

due to earlier research conducted by Souiden & Diagne (2009), which concludes that 

woman spend the most amount of money on cosmetics. Additionally, the population is 

based on the literature review information collected from Brandt, Cazzniga and Hann 

(2012) and Kumar (2005). Furthermore, the previous research shows that females are 

traditionally more interested in the cosmetics industry and are more likely to consume 

cosmetics products (Souiden & Diagne, 2009). Aside from the age requirement, the 

researchers have selected another necessary requirement: the women must be inhabitants 

of these Islands, and thus belong to the potential market of the cosmetics companies. The 

research population consists of a wide variety of ages to ensure that a sufficient and 

credible amount of feedback is achieved. The selection of the wide age categories can also 

be useful for companies, since not every company targets the same age category.  (Sample 

size, research population abc, if the sample is big enough etc) 
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3.5 Sampling Method 

For the interviews, the researchers decided to use the snowball method. The snowball 

sampling method is usually used when researching within a certain “group”. During 

snowball sampling, the person who has been interviewed is asked if he/she could redirect 

or pass on the interview/questionnaire to another person with knowledge about the 

market. In the case of this research this group will be the cosmetic users. By applying this 

method the interviewee could recommend a person to the researchers which could lead to 

new insights into the cosmetic market on the ABC-islands. All of the participants together 

could give us a better understanding from the companies’ point of view. However, the 

snowball statistical sampling method has its limitations, due to the fact that it is vulnerable 

to bias.  

For the questionnaire, the researchers decided to use a form of convenience sampling. 

Convenience sampling allows the researcher to randomly select people that are the easiest 

to obtain for the sample (Saunders et al, 2009). The only criteria during this questionnaire 

were that the respondent had to be living on one of the ABC-islands.  

3.6 Data Collection  

Primary & Secondary Data 

The purpose of data collection is to obtain as much relevant information as possible. The 

researcher does this in order to find answers to the research question(s). There are two 

kinds of data; primary or secondary. Primary data is specifically collected for the purpose of 

the research, which the researcher is conducting. Compared to readily available data, 

primary data can come with substantially higher costs (Malhotra & Birks, 2006). Secondary 

data is collected for the purpose other than the problem at hand (Malhotra & Birks, 2006). 

Both primary and secondary data come with advantages and disadvantages. According to 

Ghauri & Grönhaug (2005), all research should start with secondary sources and when 

secondary data is depleted or shows lessening results, the researcher should initiate primary 

data collection. The advantages of secondary data are an easy accessibility and relatively low 

costs (Malhotra & Birks, 2006). The disadvantages of secondary is the fact that they were 

collected for purposes other than the problem at hand, and due to that fact their usefulness 

to the current problem may be limited in several ways. Furthermore, there is also the risk 

that the secondary data may be lacking in accuracy or is possibly not current or dependable 

(Malhotra & Birks, 2006). Primary data is often more consistent with the problem at hand, 

but as mentioned above, it comes with substantial higher costs from a financial and time 

consuming perspective. (Ghauri & Grönhaug, 2005) 

Primary data will be mainly collected through the use of a survey. The survey will be posted 

on several websites, such as http://www.kitatin.com/, http://forum.curacao.nl/, and 

several forums on both http://www.facebook.com and http://www.linkedin.com/. The 

above- mentioned websites help to find out the preferred opinion of the target group on 

the ABC –islands regarding cosmetics.   

http://www.kitatin.com/
http://forum.curacao.nl/
http://www.facebook.com/
http://www.linkedin.com/
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The research objective/purpose of the thesis is to find out the cosmetic market potential of 

the ABC islands. This will be done through collection of primary and secondary data. The 

gathering of the secondary data will be done through the means of online databases, 

journals, books and Internet. As mentioned before, the researchers have decided to use 

two methods of gathering primary data. These methods are an online questionnaire and 

interviews with professionals in the cosmetics industry. 

Interviews 

An interview is a purposeful discussion between two or more people (Kahn & Cannel, 

1957). Interviews can be highly structured and formalized, using standardized questions for 

each participant. Interviews can also informal and unstructured conversations, and in 

between there are intermediate positions (Saunders et al, 2009. This results into the 

following categorizations for interviews (Saunders et al, 2009):  

 Structured interviews 

 Semi-structured interviews  

 Unstructured or In-depth interviews 

Structured interviews use questionnaires which are standardized and each respondent fills 

in an identical set of questions. Structured interviews usually tend to have pre-determined 

answers which the respondent can select. 

 In semi-structured interviews the researcher will have a list of topics and questions which 

should be covered, although these topics and questions may vary from interview to 

interview. Semi-structured interviews are usually documented by means of audio recording 

and/or taking notes. 

In an unstructured interview there are no pre-determined questions, but the researcher 

does have a good idea which aspects should be studied. During the unstructured interviews 

these aspects are usually discussed in-depth and are therefore often referred to as in-depth 

interviews.  

During the thesis semi-structured interviews have been used, where the researchers have 

determined the topics that will be discussed during the interview, but have not determined 

the specific questions to ask the interviewee. The researchers have decided to use this 

method, due to the fact that they have a clear intention as to in which direction the 

interview should go, but also want to have the possibility to receive new insights due to 

input of the interviewee. 

3.7 Pilot Testing 

3.7.1 Survey 

Before the survey was launched, it was first send to five different persons that commented 

and revised the survey, in order to improve the overall quality. Also, the survey was sent to 



 

 
25 

Mr. J. Larsson, teacher in Marketing / Logistics within the Jönköping University. The 

survey is available in Appendix 1, and the collected results are available in Appendix 2. 

3.7.2  Interview Questions 

The interview was created by the authors and afterwards reviewed by two persons to see 

the relevance of the questions, followed by any errors/mistakes that could have been made 

within the interview questionnaire. 

3.8 Survey Sample Size 

The sample size consisted out of the 157 respondents of the questionnaire launched by the 

authors. This group will be held responsible for the whole population on the ABC-islands 

during this research. 

3.9 Statistical Analysis  

In order to analyze the statistical data, SPSS version 20 was used. The quantitative data is 

mostly used through the following two statistical options: 

1) One-way analysis of variance (ANOVA) 

2) Crosstabs 

The one-way analysis is used when two or more groups are present, and comparison of 

their mean scores on a continuous variable is necessary. (Pallant, 2005). The one-way 

analysis of a variance is slightly similar to a t-test distribution.  The one-way analysis is 

called this way, because it is possible to analyze the impact of only one independent 

variable on dependent variable. ANOVA shows whether the groups differ, but it won’t 

show where the significant difference is.  

Multiple Comparisons 

One will only look at this stable when a significant difference has been found in the overall 

Anova. That is, if the Sig. value was equal to or less than .05.  The posthoc test will show 

where the differences among the groups occur (Pallant, 2005). 

With crosstab is meant; the researcher is trying to find out if there is a variable that could 

influence the other that the first variable ( the independent variable ) must go along the top 

to define the columns in the table. The dependent variable determines the rows. 

Chi-Square Test for Independence 

The chi-square test for independence is used the relationship between two categorical 

variables is examined (Fisher & Yates, 2012). Both of the category variables could have two 

or more categories. In the case where both of your variables have only two categories 

(resulting in a 2 by 2 table) some writers suggest that it may be more appropriate to use the 

phi-coefficient to describe the relationship between the variables (Pallant, 2005) 
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3.10 Reliability and Validity 

In this part of the methodology, the reliability and validity will be further analyzed. Both 

strengths and shortcomings will be presented regarding the market potential on the ABC-

islands  

Reliability refers to the extent to which a scale produces consistent results if repeated 

measurements are made (Malhotra, 2007). Reliability also refers to the trustworthiness of 

the data that is collected including the analysis of it. Within this thesis, both primary and 

secondary data were analyzed. Furthermore, the majority of secondary data within this 

thesis is coming from governmental sources such as the CIA, CARICOM, governmental 

institutions from Aruba, Bonaire, Curacao, central government of the Netherlands. The 

governmental sources from Aruba, Bonaire and Curacao could be seen as slightly 

unreliable data due to the fact that in some years there is data available (internal consistency 

reliability). Also, the way how the data is analyzed is sometimes not given. Beside the just 

mentioned institutions other reliable literature has been gathered that helped describe the 

market potential.  

The primary data that was collected through the usage of a survey can be seen as reliable; 

however it can be negatively influenced by a low sample size of 157 respondents. 

Additionally, the respondents’ opinion could change, if another sample of 157 respondents 

will be selected. Nevertheless, the survey will be kept accountable for the population of the 

ABC-islands regarding the cosmetics market. 

Validity in research methodology relates to the degree that what should be measured is 

being measured (Malhotra, 2007). As mentioned before, the initial purpose of this thesis 

was to find out if there was a market potential for cosmetic products on the ABC-islands. 

With the help of Molnár, & Molnár and Hollensen the researchers hope to find out if there 

is a market for cosmetic products on the ABC-islands. Beside the theoretical framework, 

the researchers also used interviews with an employee of a cosmetic store located in 

Curacao and an owner of a beauty salon located in Aruba.  
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4 Empirical Findings  

In this section the empirical findings will gather all the primary and secondary data which will be further 

analyzed in chapter5 where the theoretical framework together with the empirical findings will work towards 

a conclusion to answer the research question. 

4.1 Introduction to Empirical Findings 

The first part of the empirical findings starts with information about the cosmetic market 

worldwide followed in section 4.3. by statistics and general secondary data about the ABC-

islands. This information has been collected to provide additional background information 

for a better understanding of the research problem and the purpose.  

This information will contribute towards a better understanding of the outcome of the 

market potential with the help of the models of market potential from Molnár, J & Molnár, 

M (1999), Hollensen, S (2007) and the five forces model from Michael Porter. Below in 

section 4.2 the secondary information will be presented.  

4.2 Background Information Worldwide Cosmetic Market 

When looking at the global facial care market, it can be seen that between the period of 

2006 – 2010 the market grew with an annual growth rate of 4.8 %. This has resulted into 

total revenues of 50.1 billion U.S. dollars in the year 2010 (Datamonitor - Facial Care, 

2011). The market is forecasted to grow at a decelerated rate between the periods of 2010 – 

2015 with an annual growth rate of 4.1 %, which is expected to lead to a market value of 

61.1 billion U.S. dollars. (Datamonitor - Facial Care, 2011) 

4.2.1 Background Information Cosmetic Market Bonaire and Curacao   

In a study conducted by icongrouponline.com in 2007, the market of the former 

Netherlands Antilles consists out of the following figures regarding cosmetics. The 

following figures summarize the overall ranking in terms of US $ per capita the population 

of Netherlands Antilles. The following figures are in millions US$/Capita/Year, Cosmetics 

and Toiletries $5.57, Skin Care Products $0.89, Facial Cosmetics $0.36 and Lip and 

Multiuse Color Cosmetics $0.30 (icongrouponline, 2007). They assume that the market will 

grow into the following figures for the coming years; Cosmetics and Toiletries $12.36, Skin 

Care Products $2.06, Facial Cosmetics $0.80 and Lip and Multiuse Color Cosmetics $0.72 

(icongrouponline, 2007). On the basis of these figures it is expected that during the years 

2007-2013 the markets grow substantially each year. 
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4.3 Background Information for Empirical Findings 

The Netherlands Antilles was an autonomous entity within the Kingdom of the 

Netherlands. The Antilles were formed on the 15th of December 1954 until the 10th of 2010 

and functioned as a country within the Kingdom of the Netherlands. The Netherlands 

Antilles consisted out of two groups of islands, the less Antilles consisting out of Aruba, 

Bonaire and Curacao (ABC islands) located just above the coast of Venezuela and the  

Windward Islands Saint Maarten, Saba and Sint Eustatius (SSS islands) located in the 

leeward islands southeast of the virgin islands (Gonzales, 2001). In 1986 Aruba left the 

Netherlands Antilles and became a separated country within the kingdom of the 

Netherlands. 

After disbanding the Netherlands Antilles in 2010 Curacao and St. Maarten became 

separated countries within the kingdom of the Netherlands. Both of the islands will still use 

the current currency, the Netherlands Antilles guilder(NAF), which is pegged to the United 

States dollar at a fixed rated since 1971  (Gonzales, 2001). Aruba has its own currency 

called the Aruban guilder and the 

legal tender in Bonaire is the 

American dollar. 

 The economy of the former 

Antilles has some unique features 

that stem from its close 

relationship with the Netherlands, 

its undiversified nature and heavy 

dependence on tourism, offshore 

finance, oil refining and shipping, 

the high share of trade (exports of 

goods and services of about 75 

percent of gross domestic product 

(GDP) 

In 1986 Aruba seceded from the Netherlands Antilles and started to function as a 

separated country within the Kingdom of the Netherlands. The remaining of the 

Netherlands Antilles were dissolved on the 10th of October 2010, creating two new 

constituent countries “Curacao and Saint Maarten. The other islands joined the 

Netherlands as special municipalities of the Netherlands. 

4.3.1 Aruba 

Aruba is an independent country within the Kingdom of the Netherlands which has a 

population of Roughly 106,000 inhabitants. The majority of inhabitants are in the age of 

15-64 years old 70.3% (35,809 males/ 38816 females) and the average age on the island is 

for males are 36.4 years and for females 40 years old. (CIA-The world factbook, 2012).The 

island Aruba is just 21 miles( 33km) long and has an area of about 75 square miles 

(193km2) and is located 27 km to the north coast of Venezuela (visitaruba, 2012). The 

capital of Aruba is Oranjestad. The annual Gross domestic product of Aruba in 2009 was 

source: 10 Jones 2009 

Figure 10 Location ABC-islands 
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$2.6 billion, per person this is about $21,800 (UN data, 2012) (Caribbean-guide, 2012). The 

currency that Aruba has is the Aruban Guilder (AWG) 

4.3.2 Cosmetics market in Aruba 

According to the chamber of commerce, Aruba has 453 companies which are active in the 

beauty industry. (KvK-Aruba, 2012). For normal standards this is high, 1 beauty salon for 

about 234 inhabitants that are living on Aruba (106000 inhabitants/453 beauty salons) in 

comparison to Curacao. In Appendix 4 a full list of all the salons is provided.  

Beside these beauty salons, there are also several other shops that are selling various other 

products. Some of these shops are: Aruba Aloe Balm, Aruba trading company, D.A. 

Drugstore, Duffy, Penha and many other stores that also have products in perfume & 

cosmetics (Frommers, 2012).  

4.4 Bonaire 

The island of Bonaire lies 30 miles from curacao, 50 miles north of Venezuela, 86 mile east 

of Aruba just outside the Caribbean hurricane belt. Bonaire is just 24 miles long by 3-7 

miles wide, which is 112 km2 (Tourism Bonaire, 2012).  Bonaire has roughly 16500 

inhabitants and its capital is Kralendijk (CBS, 2012). The average GDP per person in 2009 

was $19,000 (worldatlas, 2012). Bonaire is a special municipality of the Netherlands.  The 

currency that Bonaire uses is the American Dollar. (latinamericamonitor.com, 2010) 

4.4.1 Cosmetic market Bonaire 

The chamber of commerce & industry in Bonaire mentions that there are 9 beauty salons 

located on Bonaire (KvK-bonaire, 2012). Beside the beauty salons there are also two other 

Sparky’s, Perfume palace. With 9 beauty salons available on Bonaire there are 1833 

inhabitants for each salon. In Appendix 5 a list of available beauty shops is available 

4.5 Curacao 

Curacao is an independent country within the Kingdom of the Netherlands which has a 

population of approximately 142.000 (Caribbean export, 2007). The majority of inhabitants 

66.7 percent are in the age of 15-64 years old. Furthermore, the population consists out of 

42896 males / 51998 females (Cia-Factbook). Curacao is located in the South- western 

Caribbean Sea. Curacao is 38 miles long, between 2-7.5 miles wide and in total 472 km2 

(Goede, 2008). The island is located just 35 miles north of Venezuela, 42 miles east of 

Aruba (Curacao travel guide). The capital of Curacao is Willemstad. The annual GDP of 

Curacao in 2008 was $ 2.8 billion. The GDP per capita is about $20500 per person (Cia-

Factbook) (Caribbean guide info) During the years 2006-2010 the market of Curacao grew 

annually by 4,8%. 

4.5.1 Cosmetics Market in Curacao 

According to the chamber of commerce on Curacao, Curacao has 51 beauty salons that are 

busy with professional cosmetic usage (KvK-curacao, 2012). On average, one salon for 
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every 2784 inhabitants is located in Curacao. In Appendix 6 a full list of beauty salons is 

available. 

4.6 Tourism sector 

As mentioned before, the tourism sector is of vital importance for the ABC-islands. In 

2003 the Caribbean ranked sixth in the world in terms of tourism receipts and attracts a 

little over 3 percent of tourism arrivals globally. (Jayawardena & Ramajeesingh, 2003) The 

tourism sector accounted for 13.8 % of the gross domestic product in Aruba and also for 

31% of the island foreign exchange earnings. (Jayawardena & Ramajeesingh, 2003) In 

Bonaire & Curacao the tourism sector accounted for 15% of the gross domestic product in 

the year 2006. Furthermore the tourism sector also accounted for 36 % of the foreign 

exchange earnings (Tromp, 2012). In the study conducted Jayawardena & Ramajeesing 

(2003) it can be seen that a tourist spends $110 on average each night they stay on the 

island. In a study conducted amongst Japanese tourist on vacation in Hawaii is showed that 

up to 14.9 percent of the tourists were planning to purchase cosmetics/facial products 

(Rosenbaum & Spears, 2006). Also in a study conducted amongst European tourist in Italy 

it showed that tourists in resorts spend almost 18 % of their budgets on personal care and 

cosmetics (Manente et al. 1993). Due to these findings, the researchers believe that the 

tourism sector in the ABC-islands also plays a vital role in the market potential for the 

ABC-islands. 

4.6.1 Tourism Sector of Aruba 

The tourism sector of Aruba is the biggest among the ABC-islands (Aruba, 2012). Due to 

the economic crisis in 2008-2009 the amount of visitors slightly decreased but managed to 

recover in 2010. In that same year Aruba had 825.451 International visitors that came by 

airplane (Aruba, 2012). From all those visitors 65.4 percent visited Aruba in the summer 

and 34.6 percent came in the winter. On average they stayed 7.8 days on Aruba. 

(Onecaribbean-Aruba, 2011) 

Beside the tourists that came by plane, Aruba also attracts tourist that came with cruise 

ships. In 2010 they managed to attract 569,424 cruise ship visitors. The majority came 

during the winter season with 54.9 percent and the summer season contributed with 45.1 

percent. 

Total expenditure from tourist on Aruba in millions $1235.8. In total there are 8831 hotel 

rooms available. The occupancy rate of these hotel rooms is 78.1%. In Appendix 14A 

could be seen that from the tourist that came towards Aruba, the biggest group of visitors 

is visitors from America with 65 percent, followed by Venezuela with 11 percent and 

Europe with 9 percent. 

4.6.2 Tourism sector of Bonaire 

Bonaire was also affected by the financial crisis started in 2008 but managed to recover 

from 2009 on. In 2010 Bonaire managed to receive 70539 International visitors. The 

majority visited during the summer with 64, 9 percent. In total there were 1256 hotel 
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rooms available. The average tourist stayed 10.7 days on Bonaire (Onecaribbean-Bonaire, 

2011).  In total they spend about $121.1 million dollars. 

Beside the International visitors, Bonaire also mentioned to attract cruise tourist. In 2010 

they managed to receive 225.666 cruise visitors. The majority of this group 67.9 percent 

came in the winter (Onecaribbean-Bonaire, 2011). The majority of tourist came from the 

Netherlands with 37 percent followed by America with 35 percent. A clearer overview is 

available in Appendix 14B.  

4.6.3 Tourism sector of Curacao 

Tourist arrivals to curacao suffered a 6.8 percent drop in 2010. They managed to receive 

341.651 international visitors (Curacao, 2011). As with the other islands the majority of 

visitors came during the summer with 67.6 percent. In total there were 4841 hotel rooms 

available for customers with an average occupation rate of 71.7%. On average tourist 

stayed 7.6 nights on Curacao (Onecaribbean-Curacao, 2011). 

Also Curacao managed to attract cruise ships. During 2010 they received 383,036 persons 

which the majority 52.5 percent came during the winter moths (Onecaribbean-Curacao, 

2011). The biggest group of tourism arrivals came from the Netherlands with 41% 

followed by other Caribbean islands with 15 percent and America 14 percent. An overview 

is available in Appendix 14C. 

4.6.4 Economic Growth in Aruba and Curacao 

Aruba  

According to Aruba Economic Affairs (2012), Aruba has had economic growth for the 

past 20 years with the exception of 2001-2002 and 2009. This combined with a stable 

political system, strategic location, educated & multi-lingual workforce and up to date 

infrastructure makes it an attractive location for foreign direct investment.  The island 

also offers favorable provisions in the form of special tax concessions for investment 

companies (VisitAruba, 2012). When expanding with an existing company into the island 

of Aruba, companies can go directly to the notary office and register at the chamber of 

commerce in Aruba. When attempting to start up a new company, the founder will first 

have to obtain a business license, and depending on the type of company will have to get 

additional licenses (KvK-Aruba, 2012). Another attractive advantage that Aruba possesses 

is the extra service that the island offers to local and foreign investors. Aruba Investment 

Agency (ARINA) is committed to helping local and foreign investors get their businesses 

established in Aruba as swiftly and easily as possible by providing information, advising and 

assisting potential investors on investment opportunities and policies. Furthermore 

ARINA also offers account managers which liaise through government channels to 

facilitate timely considerations of investors’ proposal or request (Aruba Economic Affairs, 

2012).  
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Curacao  

During the last years there was a lack of progress of the economy in Curacao. However, 

currently Curacao’s economy is not only recuperating but also undergoing a transformation 

that offers interesting opportunities to the domestic and international business 

environment (InvestCuracao, 2012). These changes include the expanding tourism 

industry, which puts additional pressure to improve itself on the current hospitality 

infrastructure and also rising demand for more investments in the accommodations and 

airlift sector. The privatization program implemented by the government has brought 

investment and strategic alliances with the U.S., Dutch and Canadian companies. 

Furthermore, due to prior made efforts to modernize economic legislation Curacao has 

created new economic zone legislation, commitment of the Netherlands Antilles to the 

Caribbean Rim Investment Initiative, which is an OECD supported project for turning the 

islands into state of the art economies (InvestCuracao, 2012). One of the major advantages 

that Curacao possesses, according to Curinvest (2012), is the Financial and tax structure. 

The financial and tax structure is well represented by the many of the world’s leading 

financial and non-banking institutes. Furthermore, all of the larger consulting firms are 

represented on the island. The island is also known for its favorable taxes, but is trying to 

shake off the image of a tax haven for companies. (Curinvest, 2012). According to 

InvestCuracao (2012) the main benefits of operating on the island would the infrastructural 

benefits, due to the unique location the island possesses. The island of Curacao also 

possesses 2 free zones, the deepest port in the region and a well-equipped modern 

container terminal. 

4.7  Primary data collection 

The following data has been collected interviews and an online questionnaire, as discussed 

in the methodology chapter. The following sections will explain the findings from the 

interviews and questionnaire. 

4.7.1 Interview findings 

As mentioned before, the interview was conducted through Skype. One interview was 

conducted on the 28th of April 2012 at 18:45 pm. the interviewee had no objection to the 

interview being recorded for research purposes.  

Below the interview questions that have been asked are given followed by a summary of 

the interview in section 4.6.2. 

Interview questions: 

1. Who is the number one seller on the ABC-islands? (By asking the first question 

the researchers tried to find out who the number one seller is on the ABC-islands.) 

 

2. Which high/low end brands are being sold on the ABC-islands? (The second 

question is asked in order to find out which products are available for customers 

interest.) 
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3. Which brands are premium brands?(The third question is asked to find out the 

different between the premium brands and the low end brands available for 

customers) 

 

4. Who is the first, second and third player on the ABC-islands regarding the 

cosmetic market?(The fourth question was asked in order to find out who the 

number one, two and three were within the premium and low end market on the 

ABC-islands) 

 

5. Is there a cosmetic trend lately visible?(The fifth question has been asked to 

find out if there is a current trend going on in the cosmetic market on the ABC-

islands) 

 

6. Is there a wholesale company where all the shops purchase their products? 

(The sixth question has been asked to find out how or where the companies mostly 

purchase their products.) 

 

7. Which type of product is the most sold?(By asking the seventh questions the 

researchers tried to find out which product is the most famous on the ABC-

islands.) 

8. Have there been requests for a certain brand of cosmetics which is not 

available on the ABC-islands?(The eighth question has been asked in order to 

find out if customers are missing certain brands or products that are unavailable on 

the ABC-islands.) 

 

9. Would you describe the competition on the ABC-islands as fierce?(The ninth 

question has been asked to find out the current cosmetic market situation from the 

ABC-islands.) 

 

10. What do Tourist think about the cosmetics on the islands (spa, beauty 

salons etc.)(The tenth question has been asked to find out the opinion of tourist 

through the usage of the cosmetic employee. The researchers think that they are a 

big market since every year a large amount of visitors arrive and they spend a lot of 

money on the ABC islands.) 

 

11. Were there any successful companies that entered the cosmetic market on 

the ABC-islands recently? If so, what kind of marketing campaign did they 

had to make their products more visible?The eleventh question was asked to the 

cosmetic employee to find out if there recently were any new entrants within the 

cosmetic market on ABC-islands. 
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12. Do you know how big the market is for the ABC-islands is in dollars? The 

12th question was asked in order to find out how big the cosmetic market was in 

dollars. 

 

13. Is there any other information, regarding the cosmetics industry, that you 

would like to share with us? The last question has been asked in order to find out 

more relevant information about the cosmetic market on the ABC islands. The 

initial intention with the question was to gain more information that hasn’t been 

asked before. 

4.7.2 Interview summary 

The following information was collected during the interview with an employee of Penha 

Curacao. The full conversation is available in Appendix 3. 

“The cosmetic market on the ABC-island could be divided in the high-end and low-end 

brands. On Aruba the high-ended brands are sold in Duffy, Maggie’s, Penha and Aruba 

trading. On Bonaire it is Duffy and on Curacao it is Casa Amarilla, Penha, Duffry or health 

Spas and the low ended brands are sold in drugstores. The brands that consist in the high 

and low-ended segments are”: 

High-end brands: Dior, Mac cosmetics, Clinique, Bobbi brown, Estée Lauder, YSL, 

Guerlain, Lancôme, Shiseido, Chanel, la Prairie, Triaklin, Victoria’s Secret, Givenchy and 

Clarins 

Low-end brands: Maybelline, Revlon, Elf, L’Oreal, Milani, Inglot, Almay, Neutrogena, 

Bioderma, Black opal, Shardana and L.A colors.  

“The number one seller within the high-ended segment is Mac cosmetics but Dior could be 

seen as a more expensive and exclusive brand. Nevertheless, both companies have each 

month a neck on neck race regarding monthly sales. Estée Lauder or Lancôme possess the 

third place on the ABC-island market.” 

“In the low-ended cosmetic branch the number one is Revlon, followed by black opal and 

the rest is more or less the same.” 

“The brand Mac cosmetic is known for its very popular eye shadow and Dior is very 

popular for their treatment. Clinique is very popular for their compact powders and 

treatments. Lancôme is popular for their serums.” 

“Within the low-end branch segment; Black opal is known for its powders. Almost 

everybody even though there are a lot of different ethnicity’s on the island have number 03. 

Beside that it’s a bit of everything. In the low-end branch segment they don’t carry 

treatment cosmetics.” 

“The drugstore companies purchase their low ended brands from a wholesale company 

named Otro Kara that is active on the ABC-islands. On Curacao for example there is a 
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distributor active that sells the brands from L’Oreal and Revlon. In almost all cases it is 

similar with the other lower-ended brands.”  

“The high-end brands have to be bought from the companies self. In case if you want to 

sell the products, you have to purchase them from Dior. The high-end brands don’t work 

with wholesalers. Most of them are based in Miami and they work with Laren Caribbean. 

That is how they purchase their products.” 

“Sometimes these high-end companies will also approach us as Penha Curacao. Penha is 

known as a luxurious retailer. Because of this status companies will approach us for certain 

products lines. If Penha accepts their terms, they will promote/sell the products of those 

companies. Sometimes we even get exclusive rights for selling those products.” 

The interviewee also mentioned that: “the market size on the ABC-islands is about $ 

40.000 up to $ 80.000 a month. Each brand works with setting sales goals for in the high 

and low season. During the high seasons they manage to sell more products than in the 

other months. But it all depends on the brand, promotions and the season. On the ABC-

islands there is high request of products from Biotherm cosmetics.” 

“The trends that are visible lately are mostly visible because of promotion campaigns. Some 

brands use a lot of promotion like Estée Lauder and Clinique when they launch a new 

product. Mac cosmetics and Dior only use one third of the promotional spending. That is 

because they are known from the quality that they sell. Therefore, they have to make less 

advertisement but still reach a big target group.” 

“However, recently Inglot entered into the market on the ABC-islands. They are 

penetrating the market with making a lot of promotion in order to create more visibility for 

their products. They are creating their promotion through the usage of Facebook where 

they post every time messages. Beside that they do one way shows; they are participating in 

any promotion, where they can just get their name out. I saw that they did Billboards, 

events and parties. They are doing a kind of desperate kind of campaign since you are just 

doing anything and everything just to get your name out there.” 

“Since Inglot is quite new it is hard to position them within the market since they just 

entered in it. They have similar products as Mac cosmetics but for half of the price. Let’s 

say Mac has eye shadow for 15 dollar and Inglot would sell a similar product for seven 

dollar. They are a premium brand that sells their product at a drugstore price. Beside the 

ABC-island Inglot started with opening stores in America. As far as we could see they 

aren’t that popular yet.”   

“Competition on the islands could be seen as very fierce. All the companies are fighting for 

more visibility. The attraction of consumers is quite hard since the Caribbean is known for 

their diverse ethnicity and backgrounds. This could cause that foreign visitors like 

Europeans or Americans feel less attractive towards their advertisement. In general locals 

don’t spend a lot of money on cosmetics. Sales will be mostly done by convincing locals 

about those really good products. Lately Estée Lauder and Clinique are making 

advertisement with usage of local busses. They wrap the busses in with advertisement. 
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Then they will go to the theaters and promote their products by promotional commercials. 

Besides that, they are also trying to get more attention from local consumers by making 

their banners into Papiamento so that all the local inhabitants could really relate to them by 

reading the text.” 

“Beside the local inhabitants, tourists are also coming to the islands. Penha receives a lot of 

visitors in their stores. Especially Colombians, Brazilians and Venezuelans are buying loads 

of products since they are way cheaper on the ABC-islands. In some occasions it could 

occur that the products on the islands are three times cheaper than in their home market.  

Therefore, for them it is very convenient to visit these islands and buy all those products. 

The interviewee said that they are going crazy when they receive cruise ships with those 

customers. We do depend on tourist for certain brands as I said before. But as I have to 

distinguish them we are more focused on the Latin community that comes here. We 

benefit more from them in comparison to the American’s and Europeans”. 

4.8 Survey Findings 

The survey has been completed by 157 respondents. The results of the survey can be found 

in Appendix 2. In section 4.9 comparisons has been made from the survey questions in 

order to see the relationship between the questions. The comparisons have been made in 

order to find out more opinions of what is relevant when purchasing a product, and how 

new entrants can adept towards the interests of consumers. 

4.9 Survey Data Output 

First Comparison 

As mentioned in the Methodology chapter 3.7 (Statistical analysis) the survey will be 

further analyzed with the usage of the program SPSS. Within the SPSS program there are 

several analytical options available to research data. The SPSS program options that will be 

used within this thesis are the one way ANOVA and crosstabs. 

The First comparison made with the usage of SPSS consists out of the following three 

questions: 

1. Did you use any kind of cosmetic product during the last month? ( dependent list) 

2. What is your gender ( dependent list) 

3. From which of the following island are you? (factor) 

The results can be found in Appendix 7. The table has been created with a one way anova. 

From the table it can be seen that in total there were 109 participants from the ABC-

islands. To be more specific 49 respondents came from Aruba, 5 from Bonaire and 55 

from Curacao. At the mean there are two possible options. By looking it up in the dataset it 

is shown that 1 stands for “Yes” I did use any kind of cosmetic product during the last 

month and 2 stands for “No”. Based on this information it can be seen that in all the cases 

quite a lot of respondents used some kind of cosmetics during the last month. In the 

second part of the table it can be seen that the mean differentiate from each other. If there 



 

 
37 

is a tendency to be lower than 9.5 then more males filled in the survey. If the score is above 

9.5 than more females responded on the question “did you use any kind of cosmetics 

product during the last month in combination with what is your gender”. 

From the Sig it can be seen that the significance levels don’t differ per group since they are 

all around the 0, 05 in the ANOVA table. If the Sig. value is less than or equal to 0, 5, then 

there is a significant difference somewhere among the mean scores of the dependent 

variables from the three groups. 

The comparison has been made in order to get a better understanding about who is actually 

using cosmetics and from which island they are coming. The comparison could show if one 

group uses more cosmetics than the other. 

Second Comparison  

The second comparison was created with crosstabs in SPSS. The results can be found in 

Appendix 8. In order to create the second comparison the following three questions have 

been used: 

1. Did you use any kind of cosmetics products during the last month? (Dependent 

variable.) 

2. In which of the following age categories do you belong? (independent variable) 

3. What is your gender? 

The second comparison has been created in order to find out if there are certain age groups 

that use cosmetics products more often than others. From Appendix 8 can be seen that 62 

female survey respondents used cosmetic products during last month and the majority was 

between the ages 21-30. According to the survey respondents there was only one female 

that didn’t use any cosmetics and was in the age category of 61-65. In the male category 22 

respondents said that they used a cosmetic product during last month. They were in the age 

category of 21 up to 30 years old. 

In total 84 survey respondents out of 101 in total used cosmetics products during the last 

month and they are between the ages of 21-30 years old. In all the categories combined 84 

of the respondents used any kind of cosmetics in comparison to 17 who did not. 

Chi-square tests 

From the chi-square tests it can be seen that A and B have violated the assumptions of chi-

square concerning the ‘minimum expected cell frequency’, which should be 5 or greater (or 

at least 80 percent of cells have expected frequencies of 5 or more). In part C it is shown 

that it is above the 80 percent with 85, 7 percent.  

 

Third Comparison 

The third comparison has been made in order to see what types of products are mostly 

used in skincare/body care/sun-protection/ make-up and face-treatments. The results can 

be found in Appendix 9 and Appendix 9.1 for the third comparison crosstabs have been 

used again. The questions that were used are: 
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1. What type of (skincare/body care/sun-protection/make-up/face-treatments 

products do you use most often? (Rows) 

2. In which of the following age categories do you belong? (Columns) 

3. What is your gender? 

From all the different categories (skincare/body care/sun-protection/make-up/face-

treatments) the two most often mentioned tables will be explained. The others will be 

available in Appendix 9. 

Within the skincare segment the two most used products are cleansing & exfoliating with 

46 votes and hydration with 35 votes. The majority of the cleansing & exfoliating 

respondents are in the age category of 21 years up to 30 years with 41 votes. In the 

hydration group the majority of respondents are also in the age category of 21 years up to 

30 years with 29 votes. 

In the body care category the two most used products are hydration & comfort with 35 

votes and Hair care with 33 votes. In the hydration & comfort group 30 votes came from 

people in the age category of 21 up to 30 years. In the hair care segment the majority was 

also between 21 and 30 years old. 

Within the Sun-protection category the two most used products are high protection with 

15 votes and after sun care with 11 votes. 

In the Make-up category the two most used products are eye products with 52 votes and 

lip products with 35 votes. 

Within the male category a detailed analysis couldn’t be made since there were not enough 

survey responses. In total only 9 male respondents voted on face treatments and 19 votes 

in the skincare segment. The votes were spread out to make a statement which products 

they used the most. 

Fourth Comparison 

The next crosstab that will be analyzed can be found in Appendix 10. The three questions 

that will be analyzed are the following: 

1. Would you be willing to try new cosmetic brands? 

2. What are the factors when you decide to purchase cosmetic products? 

3. What is your gender? 

 

The fourth comparison has been created in order to find out what the most important 

factor is when deciding to purchase a cosmetic product. On the question would you be 

willing to try new cosmetic brands 44 respondents said yes followed with 38 maybe and 12 

are not interested at all. The Females that voted perceive quality as the most important 

factor. 29 voted yes and 24 maybe on the question “would you be willing to try new 

cosmetic brands?”  Beside quality, price is also very important. 22 females will take a 
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further notice on the price and 13 other said that they would maybe try new products. In 

conclusion, least votes were made on the recommendations that are made by friends or 

family. 19 females said that they would try new cosmetic products if they were 

recommended by friends or family and 12 others would take it into consideration. 

Males perceive price as the most important factor when deciding to purchase a cosmetic 

product. 10 males voted that it is important followed by 8 maybes. On the second place 

follows quality with 9 yes and 13 maybe votes and on the third place follows friends and 

family with 6 yes votes and 7 maybe votes. 

Fifth Comparison 

The fifth comparison consists out of a crosstab. The results can be found in Appendix 11. 

The following three questions were asked: 

 

1. Did you get any professional facial/cosmetic treatment during the last month? 

2. How much money do you spend monthly on cosmetics in dollars? 

3. What is your gender? 

 

The following findings came out of the comparison. Only six females went to a 

professional in order to get facial treatment during the last month. The three females that 

are in the same group spent $21-$30 on a professional facial treatment. Beside that 3 males 

also went to the facial treatment. Nevertheless, from the table it is also shown that from 

the females that didn’t spend any money on professional cosmetic treatment, the majority 

still spent between $11 and $30 every month on cosmetics. 

 

Sixth Comparison 

The sixth comparison was created with crosstabs. The results can be found in Appendix 12 

and the following questions were asked: 

1) Which of these factors do you particularly look for in cosmetics including night 

creams? Tick no more than 5 factors. 

2) Do natural products appeal to you? 

3) What is your gender? 

From the table it is shown that females prefer cosmetics with special benefits e.g vitamins, 

sun protection or natural ingredients. 41 females responded that it is an important factor, 

followed by 32 females that say that it should have hypo allergenic. On the third place it is 

brands that I always purchase with 26 votes, followed by well-known brand with 23 votes. 

All the interviewees that voted on special benefits, well-known brands and odor prefer 

natural products above unnatural products. 

Seventh Comparison 

The seventh comparison was also created with crosstabs. The results are available in 

Appendix 13. For the seventh comparison were the following questions used: 
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1. Would you be willing to try new cosmetics brands 

2. How much money do you spent on cosmetics in dollars 

3. What is your gender? 

From the results in Appendix 13 it is shown that from the consumers that would like to try 

new cosmetics products the majority of males spend $1-$40 dollars on cosmetics monthly. 

The sample that voted yes consisted out of 13 consumers out of 14 and the sample that 

voted maybe consisted 13 out of 14 with spending $1-$30. The female target group with 20 

out of 30 respondents spends now $11-$30 per month. In the maybe segment 36 out of 37 

would consider new cosmetic products starting from $1- up to $40  
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5 Analysis   

In this section the empirical findings will be analyzed using actively the theoretical framework. The analysis 
will build a foundation, in order to be able to answer the research problem. 

Introduction to analysis 

The analysis of the empirical findings, based on the theoretical framework will be 

discussed. As mentioned in chapter 2.7, the models from Molnár, & Molnár and Hollensen 

show resemblance and therefore they will be combined creating an even better market 

potential analysis. The findings of this combined model are divided into 3 main sections: 

Macro—Economic Factors, Industry and Tourism industry. These sections are followed by 

an analysis of the primary research conducted. Furthermore, the five forces model from 

Porter concludes the analysis. The empirical findings together with the qualitative and 

quantitative research will contribute towards the market potential analysis and the 

conclusion where the research questions will be answered.  

5.1 Market Potential Analysis ABC-islands 

According to step 2 and 3 of Molnár’s market potential theory, the researcher has to look 

at the macro- segmentation and macro- environmental factors. Furthermore, the trade 

barriers must be discussed in these parts (Molnár, 1999). The secondary external data 

according to Hollensen’s (2007) market potential model is also listed below. The following 

sections include the steps 2 and 3 (macro- segmentation and estimation of market size) of 

Molnar’s Model and secondary external data of Hollensen’s Model combined. The 

following data was collected through a desk research. It further helps to analyze the 

markets and creates a foundation for concluding the suitability of expansion of cosmetic 

products.  

5.1.1 Macro-Economic Factors 

Aruba 

Aruba is one of the three islands that make up the ABC Islands. The island had an 

increasing gross domestic product throughout the years of 2002 to 2008, with the first 

decrease in 2009. In 2009 the gross domestic product of Aruba amounted to 

$2,832,000,000 (IMF, 2010 / Rabobank 2008/ Undata, 2012). The currency that is 

available on Aruba is called the Aruban Florin or denoted by letters “awg” or “afl”. Beside 

the Aruban Florin, the dollar is widely accepted. The Aruban Florin is pegged to the U.S. 

dollar at 1.79 florins to U.S. dollar (Investopedia Aruba, 2012) 

The inflation in Aruba from January 2011 to January 2012 has been 4.6%, which indicates 

an increase in comparison to the period of January 2010 to January 2011 (CBS, 2012).  

A larger degree of competition can be found in Aruba, comparing to Curacao and Bonaire. 

It can be seen by the number of shops, and also can be concluded from the undertaken 

interviews. Another cause of increased competition is the wide variety of cosmetics 

available on the island in different price categories between low-end brands and high-end 
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brands. However, it should be noted that when looking at the cosmetics for professional 

use there is less competition (cosmeceuticals). As can be read in the interview conducted by 

the researchers, the access to distribution channels is well established and companies can 

directly contact Penha with their offer of products. 

Bonaire 

Specific information regarding the island of Bonaire is scarce, and therefore the authors of 

this study have assumed that the market of Bonaire is equal to half of the market of 

Curacao. The same construction will be used as explained at the section: Estimation by 

Analogy in chapter 2.6.1. 

When using the estimation of analogy method, the authors calculated the gross domestic 

product of Bonaire: 

(16.500/142000) x 2,951,000,000 = $ 342,897,887 

16.500 is the number of inhabitants on the island of Bonaire which is divided by 142000 

which is the number of inhabitants on the island of Curacao. The outcome of this (0.116) 

is then multiplied with the GDP of curacao ($2,951,000,000), which results in the GDP of 

Bonaire ($342,897,887).  

Curacao 

According to the International Monetary funds (IMF, 2011), the gross domestic product of 

Curacao in 2010 was $2,951,000,000. When comparing the gross domestic product to that 

of 2009 we see a slight increase of 0.4 % which is expected to continue increasing in the 

following years (IMF, 2011).  

The currency that Curacao is using is called the Netherlands Antilles Guilder or denoted by 

the letters” Ang”. The Antillean Guilder was pegged in 1940 towards the U.S. dollar at a 

rate of 1.88585 guilders. In the year 1971 this was adjusted to 1, 79 guilders to 1. U.S. 

Dollar (Investopedia Curacao, 2012). Currently there is a discussion going on after the 

dissolving of the Netherlands Antilles between Bonaire and Curacao. They are planning to 

exchange the Antillean guilder for a new tender of payment called the Caribbean guilder in 

2012 (Central Bank, 2012). When looking at the competiveness on the island, major data 

gaps can be found, which complicate the diagnoses. However, the available indicators point 

to anemic competiveness (IMF, 2012).   

5.1.2 Industry 

Aruba 

In 2009 the industry of Aruba reached the following figures, according to the US 

department of state (2010), when analyzing its imports and exports: 

Exports: $138 million: oil products, live animals and animal products, art and collectibles, 

machinery and electrical equipment, transport equipment. Major markets in value: Panama 
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(23.89%), Colombia (17.42%), Netherlands Antilles (20.51%), U.S. (9.35%), Venezuela 

(12.60%), Netherlands (7.56%).  

Imports: $1.092 billion: crude petroleum, food, manufactures. Major suppliers: U.S. 

(49.5%), Netherlands (16.14%), U.K. (4.94%). 

Curacao 

In 2009 Curacao reached the following figures, according to the US department of state 

(2010), when analyzing its imports and exports: 

Exports: $3.4 billion: petroleum products. Major markets: U.S. 24%, Venezuela 15%, 

Guatemala 10%, Singapore 6%.  

Imports: $3.5 billion: machinery and electrical equipment, crude oil (for refining and re-

export), chemicals, foodstuffs. Major suppliers: Venezuela 59.8%, U.S. 12.55%.   

5.1.3 Tourism Sector 

 Aruba 

As mentioned before, annually Aruba manages to receive about 825.000 international 

visitors. These visitors are coming to Aruba through various transportation methods, such 

as airplanes or boats (excluding cruise ships) for vacation. The average stay is 7.8 days in 

Aruba (Onecaribbean-Aruba, 2011) 

Moreover, Aruba also manages to receive 570.000 cruise ship visitors annually. The biggest 

visitors group came from America with 65%, followed by Venezuela with 11 percent, and 

Europe with 9 percent. On average, tourists spend about $ 873 dollars during their 

vacation. This is about $ 110 per day including hotel. On yearly basis, in 1998 it was $ 541 

million (Jayawardena & Ramajeesingh, 2003) 

Bonaire 

As mentioned before, in 2010 Bonaire managed to receive 70539 International visitors. 64, 

9% of these visitors came during the summer months. In total, 1256 hotel rooms are 

available. The average tourist stayed 10.7 days on Bonaire (Onecaribbean-Bonaire, 2011). 

Together, the average spending reaches $121.1 million dollars. 

Beside the International visitors, Bonaire also manages to attract cruise tourist. In 2010, the 

island managed to receive 225.666 cruise visitors. The majority of this group, 67.9%, came 

during the winter season (Onecaribbean-Bonaire, 2011). The majority of tourist came from 

the Netherlands (37%), followed by North America (35%). 

Curacao 

Curacao manages to receive about 3.410.000 international visitors annually. These visitors 

arrive to Curacao mainly by airplane or boats (excluding cruise ships) for vacation. The 

average stay is 7.6 nights in Curacao (Onecaribbean-Curacao, 2011). 
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Moreover, Curacao receives visitors that are arriving by cruise ship. Yearly about 380.000 

passengers visit Curacao by cruise ship. The biggest group of visitors in general comes 

from the Netherlands, followed by other Caribbean islands with 15%, and North America 

14%. On average, cruise passengers and crew members spent $164.42 and 116.88, 

respectively (Carolina & Pau, 2010)  

5.2 Primary External Data 

According to Hollensen (2007), the external primary data that has been gained must be 

further analyzed. The following information was derived from the interviews and an online 

survey distributed to the potential target market.  

5.2.1 Competitors  

In the interview, the interviewee mentioned that: “the competition on the islands is very 

fierce. All the companies are fighting for more visibility towards their customers.” 

Attracting new consumers is quite hard, since the Caribbean region is known for its diverse 

ethnicity and background. This could cause that foreign visitors, such as Europeans or 

Americans feel less attracted towards the advertisements in the Caribbean. In general, 

locals do not spend a lot of money on cosmetics. The sales procedure will be mostly done 

by informing and persuading locals to purchase good products (word of mouth, loyalty 

programs, etc.) 

Recently, Estée Lauder and Clinique have started to use various promotional tools, 

including guerilla, billboard and outdoor advertisements (i.e. the usage of local busses, with 

the brand name and products displayed on the bus). Additionally, the promotion is present 

in theaters (i.e. promotional commercials). Additionally, the cosmetic brands also try to get 

more attention from local consumers by making the promotional banners in the 

Papiamento language, in order to relate to the local inhabitants by reading the text (local 

adaptation of products, package and promotion).  

Recently, Inglot entered into the ABC-market. It is still difficult to position Inglot within 

the market, since the brand recently entered the ABC-market. The products of Inglot are 

similar to products of Mac cosmetics; however the company focuses on a different target 

market and pursues a low- cost leadership strategy. Inglot attempts to interact with its 

target market through the usage of Facebook, billboards, events and parties. 

The following table illustrates the available cosmetic brands on the ABC- islands. The 

brands are grouped according to the type (high- end brands/ low- end brands) and the 

availability professional lines are illustrated. The data in the table has been derived from the 

collected interviews.  
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Figure 11 Interview results from the cosmetic market ABC-islands 

  
High-End 
Brands 

Low-End 
Brands Aruba Bonaire Curacao 

Professional 
Line 

Dior  x   x x x   

Yves Saint 
Laurent x   x x x   

Triaklin x   x x x   

Mac Cosmetics x   x x x   

Lancome x   x x x x 

Victoria's 
Secret x   x x x   

Clinique x   x x x x 

Shisheido x   x x x   

Givenchy x   x x x   

Bobbi Brown x   x x x   

Chanel x   x x x   

Clarins x   x x x   

Estee Lauder x   x x x   

La Prairie x   x x x x 

Maybelline   x x x x   

Almay   X x x x   

L' Oreal   x x x x   

Black Opal   X x x x x 

Revlon   x x x x   

Milani   X x x x   

Neutrogena   x x x x x 

Bioderma   X x x x x 

L.A. Colors   x x x x   

Shardana   X x x x   

Henriette 
Faroche   x x x x x 

 

5.2.2 Intermediaries & End Customers 

The purchasing behavior of certain tourists can be described as distinct. Penha receives a 

lot of these visitors in their stores. The main international customers include Colombian, 

Brazilian and Venezuelan tourists who are interested to purchase the products, since the 

price per products is lower in the ABC-islands. Therefore, for these tourists it is very 

convenient to visit these islands and buy various products. The interviewee added, that the 

largest demand for products occur during the stay of cruise passengers on the islands. The 

salon depends on tourists’ purchases for certain brands. Additionally to the interview, the 

survey also showed that local females are willing to spend amounts up to $40 on new 

products. Also males are willing to spend amounts up to $30 on cosmetic products.  

From the interview conducted by the researchers, it can be concluded that the access to 

distribution channels is well established and companies can directly contact Penha with 

their offer of products. Competition takes place between brands and price categories of the 

cosmetic products. There is no real threat when looking at the substitute products, such as 

homemade facial products or cosmetic surgery. This is due to the fact that their results may 

be unpredictable and/or carry greater risk and expense (Datamonitor - Facial Care, 2011). 
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5.3 Porter’s 5 Forces Analysis 

Each of the following threats of 5 Forces Model will be numerically evaluated from 1 to 10. 

1 is the lowest and 10 is the highest grade, which can be reached. The rating is done, in 

order to graphically visualize and numerically analyze the competitive situation on the 

market. 

5.3.1 Threat of New Entrants  

The threat of new entrants for the cosmetics industry in the ABC islands is relatively high 

(7/10). A cause of this is the fact that the barriers of entry for the market in the ABC 

islands are low. There is not a substantial amount of capital required to enter the market or 

to start a cosmetics corporation. Neither is there the need for economies of scale for new 

entrants, unless they would like to manufacture and produce the cosmetic products 

themselves. In which case the company would need a substantial amount of capital and 

achieve economies of scale.  There are no governmental policies which restrict the number 

of cosmetics distributors in the market. The switching costs of changing cosmetic brand 

would be low for the consumers in the market. However, this does depend on the cosmetic 

brand. There are several cosmetic brands which require training and specific knowledge to 

be able to use the products. As can be seen in other findings, there is sufficient access to 

channels of distribution for competition. However, it will be harder for cosmetics 

companies to ask established beauty salons to switch brands. Furthermore, it can be seen in 

the interview conducted that consumers tend to be brand loyal to the brand they are using. 

Additionally, the requirements to receive a license to sell products for commercial purposes 

in the ABC-islands can be burdensome. Each reseller/ distributor of products who would 

like to enter the market is required to register its company, which is timely and complicated 

process.    

5.3.2 Threat of Substitute Products  

The threat for substitute products in the market of the ABC islands is medium to low 

(5/10). This conclusion has been made due to the fact that a substitute for cosmetics 

products does not exist (5 Forces Model, Datamonitor, 2011). However, there are 

drugstores and retail stores, selling mass products, generic products and complementary 

products which can be used instead of branded cosmetics products. Furthermore, the 

buyer propensity to switch brands is low; since consumers on the market are brand loyal to 

the cosmetic brands they are currently using (Interview 1) and the fact that cosmetic 

products often have complementary products. However, the buyer switching costs remain 

relatively low except when switching from mass cosmetic and generic products to 

professional cosmetic products.  

5.3.3 The Bargaining Power of Buyers  

The bargaining power of buyers is high (8/10). In the cosmetic industry, we can 

differentiate between two types of buyers: B2B clients (beauty salons, and beauty 

specialists) and B2C clients (final customers of beauty salons and beauty specialists).  
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B2B clients: Due to the fact that in the cosmetics industry fashion and trends change 

rapidly, and that consumers will follow these trends (5 Forces Model- Singapore, 

Datamonitor, 2011), the bargaining power of B2B clients is high. The buyers’ information 

availability about competing products available on the domestic and international market is 

high (available information about price, usage, popularity, etc.).  Due to the fact that 

consumers follow the newest fashions and trends, the bargaining power of the retailers’ 

decreases and the retailers will buy the products that the manufacturers supply. However, 

retailers often occupy a solid position in the supply chain, which enables them to negotiate 

favorable contracts with manufactures, and thus increasing the bargaining power again. 

There is also the possibility that manufacturers start using direct selling, this will mean that 

they would use a third party to distribute the products and avoid the retailers.  

B2C clients: When looking at the ratio of firms to consumers on the ABC-islands, it can be 

seen that the concentration is high. This indicates that the consumers have a high 

bargaining power due to the fact that the consumers have multiple options available on the 

island. Furthermore, the distribution channels on the island are well developed and 

accessible so products are widely available to consumers. The information about 

competitive products is available and buyers’ switching costs are relatively low. However, 

B2C clients are dependent upon the existing channels of distribution. Additionally, the 

cosmetic products available on the markets possess a differential advantage (based on price, 

quality, availability, image and usage). These two facts lower the bargaining power of buyers 

into a certain degree.  

5.3.4 The Bargaining Power of Suppliers  

The bargaining power of supplier is moderate to high (7/10). The suppliers of cosmetic 

products and cosmeceuticals for the ABC- islands are international distributors of cosmetic 

brands, large global retailers or individual local agents. The re- sellers of professional 

cosmetic products are dependent on the decisions made by their suppliers (decisions 

regarding the price, location, rules and laws of selling procedures, promotional tools and 

usage procedures). Additionally, the bargaining power of suppliers depends into a large 

extend on the strength of the distribution channel and the number of customers, which are 

supplied with the same products. Moreover, the higher the number of suppliers of the 

same/ similar products, the lower the bargaining power of suppliers. This above stated 

information varies according to the different product brands available on the market. The 

supplier concentration- to firm concentration ratio varies. The highest risk and highest 

bargaining power of suppliers is present, when the size of the suppliers decreases 

(individual agents, local suppliers have the highest bargaining power).  

However, suppliers supplying professional cosmetic products to cosmetic salons are legally 

obliged for a given period of time to deliver before- stated products for a specific amount 

of time and price (Jeanine Meyers, 2012).   
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5.3.5 Competitive Rivalry   

The cosmetics market of the ABC islands is quite spread out with multiple cosmetic brands 

available on the islands. However, there is not a clear market leader in these markets. This 

indicates that the competitor balance is fairly even.  Any new cosmetics brand entering the 

market has a low barriers to entry, however has to face competition from several brands, 

which vary greatly depending on multiple factors (price, type, selling location, recognition). 

Furthermore, there are several cosmetic companies which also operate in other fields then 

cosmetics and thus also lower the intensity of the rivalry in these markets. In overall, the 

competitive rivalry is high (7/10), and monopolistic competition is present. The 

differentiation is made through powerful competitive strategy including pricing strategy, 

level of advertising expense, sustainable competitive advantage, core competences and 

flexibility of selling, volume and customization.  

Below a graph can be found to better illustrate the findings of the porter analysis. The 

division of the numbers in the graph is as following: 

Figure 12 Five forces model of the cosmetic market ABC-islands 

 

The graph clearly illustrates the score of the competitive forces in our analysis. 

Furthermore, it can be seen that the scores of the competitive forces in overall are high 

and, solely based on Porter’s five forces analysis the graph indicates towards a saturated 

market. Additionally, the information was derived from interviews, chamber of commerce 

and the survey. However, the overall rating is based on personal judgment combined with 

personal analysis derived from analyzed primary and secondary data. 
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6 Conclusion 

The aim of this section is to conclude our analysis and thereby answer our main research question. This will 

fulfill the purpose of this thesis. 

In this section we will present the findings/results of our thesis: 

The attractiveness of the ABC islands according to our findings is growing and the islands 

are becoming increasingly attractive for foreign companies to invest in. The foreign direct 

invest in the islands is already growing and several industries are starting to grow more 

rapidly. However, the fastest growing sectors of the industry are the tourism and hospitality 

industry. The remaining sectors of the islands are growing, but at a slower rate than the two 

before mentioned sectors.  Due to the positive future prospects and current developing 

initiatives (such as the new legal system of curacao and the undertaken measurements to 

change the image as tax haven) the islands remain an attractive location for foreign 

companies to establish an affiliated/daughter company. However the process of 

establishing companies on the islands can be slow and cumbersome, with in some 

occasions up to 4 different licenses required. 

The cosmetics market of the ABC islands seems to be fairly saturated according to the 

analysis of secondary data and competitive forces. This can be seen by the high number of 

commercial locations which deal with cosmetics, available brands on the market amongst 

others. However, the primary data gathered during this research shows that consumers are 

willing to accept new products and encourage the prospect of a wider variety of products 

available to consumers. 

The survey results show that consumers in the age category of 21 up to 30 years old wants 

a a wider variety of cosmetic and cosmeceutical products on the market of Aruba, Bonaire 

and Curacao. The survey result showed that from those living on the islands 83.3% of the 

respondents used at least ones a month cosmetic products from the high-end and low-end 

product segment. These results indicate an opportunity for premium pricing strategy, but 

also a cost leadership strategy for new entrants to the market. Based on the survey results 

the products that show the most potential for the market are the following skincare 

products; cleansing & exfoliating and Hydration. In the body care segment it is hydration & 

comfort followed by hair care. When looking at the sun-protection category there is a 

demand for high protection and after sun products. In the make-up segment the most used 

products are eye products and lip products. Another promising finding shows that on 

average the consumers are willing to spend or try new products up to $40 monthly. All the 

before mentioned conclusions are derived from the primary research and more specifically 

the survey.  

The results of the survey indicate towards an opportunity on these markets for cosmetics. 

However, in order to succeed with cosmetic products, a substantial amount of know- how 

and distinction from competition is required. A new cosmetics brand should strive to 

achieve brand equity in order to stand out from the competition (brand recognition).  A 

new cosmetics brand should thoroughly examine a strategic brand management process in 
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order to be successful. Furthermore, extensive research before entering the market is 

required, in order to make sure the process of establishing the brand on the market is as 

efficient as possible and to make sure that the appropriated target market is selected. 

The economic growth in the tourism and hospitality industry is also another important 

factor when assessing the market potential of the islands. The large amount of incoming 

tourists drives the government(s) to continuously improve the infrastructure and facilities 

on the islands, which in turn attracts a larger amount of foreign investment. The number of 

tourists combined with the beneficial tax rates on the island increases the potential 

customers that are purchasing cosmetics and receive treatments at professional beauty 

salons. 

However, as mentioned in the limitations there is insufficient reliable information available 

on the island of Bonaire. Therefore, it is hard to determine the market potential of the 

island of Bonaire. From the islands of Aruba and Curacao there is a market available for 

cosmetic products. However, before entering the market there should be a good market 

examination made in order to determine if the target group is big enough and is willing to 

try new their cosmetic products/brands. 
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7  Discussion 

The last chapter provides further discussion of the thesis of suggestion for future research topics. 

Suggestion for further research 

First of all, the research could be better conducted if the researcher would be present on 

the ABC-islands. The researcher could then take a larger and more representable sample 

size for both the quantitative and qualitative research. Moreover, the researchers could also 

analyze cosmetic expenditure of tourists that are visiting the ABC-island. Also it should be 

considered to do an extensive qualitative study which will enable the researchers to gain 

more data through means of different perspectives. This will be more feasible due to the 

significant lack of secondary data which are available for these specific markets. 

Future research topics could revolve around the logistical aspects of importing products to 

the ABC-islands. Furthermore, future studies could revolve around the B2B and B2C 

markets or the differences between them. There can also be studies conducted revolving 

around cosmetics. These studies could include consumer behavior patterns. 
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9 Appendices 

Appendix 1: Consumer Survey 

Dear Participants, 

We are two Master students in International Marketing at the University of Jönköping. We 

are carrying out a survey into Arubian, Bonairian and Curacocelian towards cosmetics 

products for our dissertation. You are invited to participate in this survey since you are part 

of the target group. It will take approximately 10 minutes to complete the questionnaire.  

You participation in this study is completely voluntary. There are no foreseeable risks 

associated with this project. However, if you feel uncomfortable answering any questions, 

you can withdraw from the survey at any point. For us it is very important to learn your 

opinion regarding the cosmetic market on the islands of Aruba, Bonaire and Curacao. 

Thank you very much for your time and support. Please start with the survey now by 

clicking on the Continue button below. 

1. From which of the following islands are you? 

 

A. Aruba 

B. Bonaire 

C. Curacao 

D. Other 

If other is selected, the questionnaire will skip to question 23 since they are not part 

of the target group. 

 

2. Did you use any kind of cosmetics products during the last month? 

 

A. Yes 

B. No 

 

3. If yes, which of the following type of cosmetic products did you use? ( please 

select all that apply) 

 

A. Skincare (Female) 

B. Body care (female) 

C. Sun-Protection (female) 

D. Make-up (female) 

E. Face treatments (male) 

F. Skincare (male) 

By selecting the appropriated categories the following questions will appear. 

Question 4,5,6,7 and 8. 
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4. What type of skincare product do you use most often? ( please select all that 

apply) 

 

A. Cleansing & exfoliating 

B. Cellular treatment & oxygenation 

C. Unique sun creams 

D. Hydration 

E. Rebalancing 

F. Smoothing 

G. Whitening cream 

H. Anti-ageing 

I. Specific care 

J. Other 

 

5. What type of Body care products do you use the most often? (please select 

all that apply) 

 

A. Slimming & firming 

B. Hydration & comfort 

C. Exfoliation & freshness 

D. Hair care 

E. Other 

 

6. What type of Sun-protection products do you use the most often? (please 

select all that apply) 

 

A. High protection 

B. Low protection 

C. Tanning without sun 

D. After sun care 

E. Other 

 

7. What type of make-up products do you use the most often (please select all 

that apply) 

 

A. Foundation 

B. Lip products 

C. Eye products 

D. Other 

 

8. What type of Face treatment do you use the most often? 

 

A. Peeling 
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B. Peeling light 

C. Lifting 

D. Rejuvenation 

E. Rebalancing 

F. Smoothing 

G. Whitening 

H. Hydration 

I. For the eyes 

J. Other 

 

9. Did you get any professional facial/cosmetic treatment during the last 

month? 

 

A. Yes 

B. No 

 

10. How important is your physical appearance to you? 

 

Scale model from 0 up to 100 percent (unimportant, slightly important, and very 

important) 

 

11. Where do you tend to buy your cosmetic skincare products? (please select all 

that apply) 

 

A. Hyper-super markets 

B. Drugstore/chemist 

C. Direct sales 

D. Specialist stores (e.g. the body shop) 

E. Department stores 

F. Other outlets (e.g. clothes shops) 

G. Internet 

H. Beauty salons 

I. Other 

 

12. How much money do you spend monthly on cosmetics in dollars? 

 

A. $1-$10 

B. $11-$20 

C. $21-$30 

D. $31-$40 

E. $41-$50 

F. $51- or more 
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13. Do you know the brand Neoderma? 

 

A. Yes 

B. No 

If yes, question 14 will be shown in order to find out if they ever used Neoderma’s 

products. 

 

14.  Did you ever used a product of Neoderma? 

 

A. Yes 

B. No 

If no is selected the survey will continue with question 16 

 

15. In which of the following product categories would you like to purchase 

cosmetic products of Neoderma? www.neoderma.com (please select all that 

apply) 

 

A. Skincare (female) 

B. Body-care (female) 

C. Sun-protection (female) 

D. Make-up (female) 

E. Face treatments (male) 

F. Skincare (male) 

 

16. Would you be willing to try new cosmetic brands? 

 

A. Yes 

B. No 

C. Maybe 

 

17. What are the factors when you decide to purchase cosmetic products? 

(Please select all that apply) 

 

A. Recommendation from friends/family 

B. Quality 

C. Packaging 

D. Special offers/Promotion 

E. Brand 

F. Advice from an expert 

G. Price 

 

http://www.neoderma.com/
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18. Which of these factors do you particularly look for in cosmetics including 

night creams? (Tick no more than 5 factors) 

 

A. Latest innovation 

B. Special offer or promotion 

C. Special offer or promotion 

D. Special benefits (e.g. vitamins, sun protection, natural ingredients 

E. Pleasant odor 

F. Own label 

G. Well-known brand 

H. Attractive packaging 

I. Brand seen in advertisement 

J. Hypo-allergenic 

K. Not tested on animals 

L. Cheapest price 

M. Brand I always buy 

N. Fragrance free 

O. Exclusive/luxury brand 

P. Other 

 

19. How often do you use body cream or lotions? 

 

A. More than once a day 

B. Once a day 

C. Less than three times a week 

D. Never 

 

20. Do natural products appeal to you? 

 

A. Yes 

B. No 

 

21.  What is your gender? 

 

A. Male 

B. Female 

 

22. In which of the following age categories do you belong? 

 

A. 15-20 years 

B. 21-25 

C. 26-30 

D. 31-35 

E. 36-40 
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F. 41-45 

G. 46-50 

H. 51-55 

I. 56-60 

J. 61-65 

 

23. Thank for filling in this survey. Unfortunately, you are not part of our target 

group, we would like to thank you for the effort that you put into starting up 

this survey. 

The above question will only appear if others is selected in the first question of this survey. 

Survey origin 

The above survey is partly taking over from the following surveys 

QuestionPro (Cosmetics, 2012), take-survey (take-survey, 2012) 

As mentioned before, the surveys were posted on several websites like 

http://www.kitatin.com/ , http://forum.curacao.nl/, and several other forums on both 

http://www.facebook.com and http://www.linkedin.com/ . The just mentioned websites 

will function to find out the preferred opinion of the target group on the ABC –islands 

regarding cosmetics.  

Active survey link: https://jibs.eu.qualtrics.com/SE/?SID=SV_a2VTa2XMwy8wUbG 

  

http://www.kitatin.com/
http://forum.curacao.nl/
http://www.facebook.com/
http://www.linkedin.com/
https://jibs.eu.qualtrics.com/SE/?SID=SV_a2VTa2XMwy8wUbG
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Appendix 2: Survey results 

 

1.   From which of the following island are you ? 

# Answer   
 

Response % 

1 Aruba   
 

51 32% 

2 Bonaire   
 

5 3% 

3 Curacao   
 

58 37% 

4 Other   
 

43 27% 

 Total  157 100% 

 

Statistic Value 

Min Value 1 

Max Value 4 

Mean 2.59 

Variance 1.45 

Standard Deviation 1.20 

Total Responses 157 

 

2.  Did you use any kind or cosmetic products during the last 

month ? 

# Answer   
 

Response % 

1 Yes   
 

89 82% 

2 No   
 

20 18% 

 Total  109 100% 
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Statistic Value 

Min Value 1 

Max Value 2 

Mean 1.18 

Variance 0.15 

Standard Deviation 0.39 

Total Responses 109 

 

3.  If yes, Which of the following type of cosmetic products did 

you use? (please select all that apply) 

# Answer   
 

Response % 

1 
Skincare 
(Female)   

 

54 61% 

2 
Body care 
(female)   

 

48 55% 

3 
Sun-
Protection 
(Female) 

  
 

24 27% 

4 
Make-up 
(Female)   

 

58 66% 

5 
Face 
treatments 
(Male) 

  
 

10 11% 

6 
Skincare 
(Male)   

 

22 25% 

 

Statistic Value 

Min Value 1 

Max Value 6 

Total Responses 88 
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4.  What type of Skincare products do you use most often? 

(please select all that apply) 

# Answer   
 

Response % 

1 
Cleansing & 
Exfoliating   

 

46 85% 

2 
Cellular 
treatment & 
oxygenation 

  
 

0 0% 

3 
Unique sun 
creams   

 

8 15% 

4 Hydration   
 

35 65% 

5 Rebalancing   
 

4 7% 

6 Smoothing   
 

17 31% 

7 
Whitening 
cream   

 

3 6% 

8 Anti-ageing   
 

7 13% 

9 Specific care   
 

3 6% 

10 Other   
 

7 13% 

 

Statistic Value 

Min Value 1 

Max Value 10 

Total Responses 54 
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5.  What type of Body care products do you use the most often 

? (please select all that apply) 

# Answer   
 

Response % 

1 
Slimming & 
firming   

 

5 10% 

2 
Hydration & 
comfort   

 

35 73% 

3 
Exfoliation & 
freshness   

 

19 40% 

4 Hair care   
 

33 69% 

5 Other   
 

2 4% 

 

Statistic Value 

Min Value 1 

Max Value 5 

Total Responses 48 

 

6.  What type of Sun-protection products do you use the most 

often? (please select all that apply) 

# Answer   
 

Response % 

1 
High 
protection   

 

16 67% 

2 
Low 
protection   

 

7 29% 

3 
Tanning 
without sun   

 

1 4% 

4 
After sun 
care   

 

11 46% 

5 Other   
 

1 4% 
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Statistic Value 

Min Value 1 

Max Value 5 

Total Responses 24 

 

7.  What type of make-up products do you use the most often? 

(please select all that apply) 

# Answer   
 

Response % 

1 Foundation   
 

27 47% 

2 Lip products   
 

37 64% 

3 Eye products   
 

54 93% 

4 Other   
 

8 14% 

 

Statistic Value 

Min Value 1 

Max Value 4 

Total Responses 58 
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8.  What type of Face treatments do you use the most often? 

# Answer   
 

Response % 

1 Peeling   
 

1 11% 

2 Peeling light   
 

0 0% 

3 Lifting   
 

0 0% 

4 Rejuvenation   
 

1 11% 

5 Reblanacing   
 

0 0% 

6 Smoothing   
 

2 22% 

7 Whitening   
 

0 0% 

8 Hydration   
 

4 44% 

9 For the eyes   
 

1 11% 

10 Other   
 

0 0% 

 Total  9 100% 

 

Statistic Value 

Min Value 1 

Max Value 9 

Mean 6.44 

Variance 6.53 

Standard Deviation 2.55 

Total Responses 9 
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9.  Did you get any proffesional facial/cosmetic treatment 

during the last month? 

# Answer   
 

Response % 

1 Yes   
 

11 10% 

2 No   
 

96 90% 

 Total  107 100% 

 

Statistic Value 

Min Value 1 

Max Value 2 

Mean 1.90 

Variance 0.09 

Standard Deviation 0.31 

Total Responses 107 

 

10.          How important is your physical appearance to you ? 

# Answer Min Value Max Value Average 
Value 

Standard 
Deviation 

Responses 

1 importance 8.00 100.00 75.35 20.60 105 
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11.  Where do you tend to buy your cosmetic skincare 

products? (please select all that apply) 

# Answer   
 

Response % 

1 
Hyper- super 
markets   

 

34 32% 

2 Drugstore/chemist   
 

71 68% 

3 Direct sales   
 

4 4% 

4 
Specialist stores 
(e.g. the body 
shop) 

  
 

47 45% 

5 Department stores   
 

34 32% 

6 
Other outlets (e.g. 
clothes shops)   

 

5 5% 

7 Internet   
 

9 9% 

8 Beauty Salons   
 

16 15% 

9 Other   
 

6 6% 

 

Statistic Value 

Min Value 1 

Max Value 9 

Total Responses 105 
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12.  How much money do you spend monthly on cosmetics in 

dollars ? 

# Answer   
 

Response % 

1 $1- $10   
 

22 21% 

2 $11-$20   
 

29 28% 

3 $21-$30   
 

30 29% 

4 $31-$40   
 

10 10% 

5 $41-$50   
 

7 7% 

6 $51 -   
 

7 7% 

 Total  105 100% 

 

Statistic Value 

Min Value 1 

Max Value 6 

Mean 2.73 

Variance 2.02 

Standard Deviation 1.42 

Total Responses 105 

 

13.  Do you know the brand Neoderma? 

# Answer   
 

Response % 

1 Yes   
 

29 28% 

2 No   
 

76 72% 

 Total  105 100% 
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Statistic Value 

Min Value 1 

Max Value 2 

Mean 1.72 

Variance 0.20 

Standard Deviation 0.45 

Total Responses 105 

 

14.  Did you ever used a product of Neoderma ? 

# Answer   
 

Response % 

1 Yes   
 

10 34% 

2 No   
 

19 66% 

 Total  29 100% 

 

Statistic Value 

Min Value 1 

Max Value 2 

Mean 1.66 

Variance 0.23 

Standard Deviation 0.48 

Total Responses 29 
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15.  In which of the following product categories would you like 

to purchase cosmetic products of Neoderma? 

www.neoderma.com (please select all that apply) 

# Answer   
 

Response % 

9 
Skincare 
(Female)   

 

39 46% 

10 
Body-care 
(Female)   

 

23 27% 

11 
Sun-
Protection 
(Female) 

  
 

11 13% 

13 
Make-up 
(Female)   

 

13 15% 

14 
Face 
treatments ( 
Male) 

  
 

17 20% 

15 
Skincare 
(Male)   

 

33 39% 

 

Statistic Value 

Min Value 9 

Max Value 15 

Total Responses 85 

 

16.  Would you be willing to try new cosmetic brands? 

# Answer   
 

Response % 

1 Yes   
 

50 49% 

2 No   
 

12 12% 

3 Maybe   
 

41 40% 

 Total  103 100% 
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Statistic Value 

Min Value 1 

Max Value 3 

Mean 1.91 

Variance 0.88 

Standard Deviation 0.94 

Total Responses 103 

 

17.  What are the factors when you decide to purchase 

cosmetic products? (please select all that apply) 

# Answer   
 

Response % 

1 
Recommendation 
from 
friends/family 

  
 

46 45% 

2 Quality   
 

88 86% 

3 Packaging   
 

19 19% 

4 
Special offers/ 
Promotion   

 

28 27% 

5 Brand   
 

38 37% 

6 
Advice from an 
expert   

 

41 40% 

7 Price   
 

62 61% 

 

Statistic Value 

Min Value 1 

Max Value 7 

Total Responses 102 
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18.  Which of these factors do you particulary look for in 

cosmetics including night creams? Tick no more than 5 

factors.    

# Answer   
 

Response % 

1 Latest innovation   
 

20 20% 

2 
Special offer or 
promotion   

 

31 31% 

3 

Special benefits 
(e.g vitamins,sun 
protection, 
natural 
ingredients 

  
 

55 54% 

4 Pleasant odor   
 

41 41% 

5 Own label   
 

4 4% 

6 Well-know brand   
 

36 36% 

7 
Attractive 
packaging   

 

12 12% 

8 
Brand seen in 
advertisement   

 

12 12% 

9 Hypo-allergenic   
 

39 39% 

10 
Not tested on 
animals   

 

26 26% 

11 Cheapest price   
 

13 13% 

12 
Brand I always 
buy   

 

35 35% 

13 Fragrance free   
 

13 13% 

14 
Exclusive/luxury 
brand   

 

9 9% 

15 Other   
 

6 6% 
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Statistic Value 

Min Value 1 

Max Value 15 

Total Responses 101 

 

19.  How often do you use body cream or lotions? 

# Answer   
 

Response % 

1 
More than 
once a day   

 

28 28% 

2 Once a day   
 

38 38% 

3 
Less than 
three times 
a week 

  
 

27 27% 

4 Never   
 

8 8% 

 Total  101 100% 

 

Statistic Value 

Min Value 1 

Max Value 4 

Mean 2.15 

Variance 0.85 

Standard Deviation 0.92 

Total Responses 101 
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20.  Do natural products appeal to you ? 

# Answer   
 

Response % 

1 Yes   
 

93 92% 

2 No   
 

8 8% 

 Total  101 100% 

 

Statistic Value 

Min Value 1 

Max Value 2 

Mean 1.08 

Variance 0.07 

Standard Deviation 0.27 

Total Responses 101 

 

21.  What is your gender? 

# Answer   
 

Response % 

9 Male   
 

38 38% 

10 Female   
 

63 62% 

 Total  101 100% 
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Statistic Value 

Min Value 9 

Max Value 10 

Mean 9.62 

Variance 0.24 

Standard Deviation 0.49 

Total Responses 101 

 

22.  In which of the following age categories do you belong? 

# Answer   
 

Response % 

1 15-20 year   
 

8 8% 

2 21-25   
 

62 61% 

3 26-30   
 

23 23% 

4 31-35   
 

0 0% 

5 36-40   
 

2 2% 

6 41-45   
 

2 2% 

7 46-50   
 

2 2% 

8 51-55   
 

0 0% 

9 56-60   
 

0 0% 

10 61-65   
 

2 2% 

 Total  101 100% 

 



 

 
80 

Statistic Value 

Min Value 1 

Max Value 10 

Mean 2.54 

Variance 2.29 

Standard Deviation 1.51 

Total Responses 101 
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Appendix 3: Transcribed interviews regarding the cosmetic market 
of the ABC-islands 

 

Country of origin: Curacao 

Gender: Female 

Age: 26 

Occupation: Cosmetics employee at Penha Curacao 

 

1. Who is the number one seller on the ABC-islands? 

 

High-end brand: Dior is the number one seller but, Dior is a really niche brand 

within the high ended segmentation you still have some levels among the 

companies. Mac cosmetics, is also a high-ended brand within the high brand 

segmentation. Between Dior and Mac, on the basis of sales Mac is the number one 

seller but if you’re talking about expensiveness and niche brands than it is Dior. 

They always go neck to neck with each other. With the treatment line Clinique is 

the number one seller. 

The products could be bought on Aruba at Duffy, Aruba trading, Maggies and 

Penha 

On Bonaire Duffy is present and on Curacao the retailers within the high end 

segment is Casa Amarilla, Penha and Duffy. 

Low- ended brands: With the low ended brands, it’s Revlon. If I have to overview 

the brands from the drugstore it will be Revlon and Black opal. Black opal is very 

popular and it’s very common for the lower ended brands like drugstores.  

 

2. Which high/low end brands are being sold on the ABC-islands? 

 

There are a lot known brands on the ABC-islands, the most famous known are; 

 

In high-end brands segmentation; Dior, Mac cosmetics, Clinique, Bobbi brown, 

Estée Lauder, YSL, Guerlain, Lancôme, Shiseido, Chanel, maybe Givenchy, la 

prairie, Triaklin and Clarins 

 

In low-end brands; drugstores, Maybelline, Revlon, Elf, L’Oreal, Milani, Inglot, 

Almay, Neutrogena, Bioderma, Black opal, Shardana and L.A colors 

 

Just entered new participants Inglot. They could be placed between the high and 

low-ended brands. 
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3. Which brands are premium brands? 

 

Most expensive brand is Dior followed by Mac cosmetics. All the other brands are 

just mentioned above this question 

 

4. Who is the first, second and third player on the ABC-islands regarding the 

cosmetic market? 

 

First and second place within the High end cosmetics brands are Mac cosmetics 

and Dior. Each month it changes, so they have a neck on neck race. Estée Lauder 

or Lancôme possess the third place on the market. 

Low ended brands: 

 

Number one is Revlon, second is black opal and the rest is more or less the same. 

 

5. Is there a cosmetic trend lately visible? 

 

It’s difficult to say, it’s based on promotion. Some brands use a lot of promotion 

like Estée Lauder, Clinique. These brands promote mostly their products in case if 

they have something new. But brands like Dior are not paying for advertisement. 

Mac neither. They are popular by the name itself. What I could say is currently a big 

competition in regards with Inglot that is a new brand. They are trying to penetrate 

into the market by getting more visibility and they are more a competition for Mac 

cosmetics. They are not at their level yet. What Mac does in one month they do 

only one third of that. 

 

Inglot is hard to position within the market since they are new. They have similar 

products as Mac but for half the price. Let’s say Mac has eye shadow for 15 dollar, 

Inglot would sell it for 7 dollar and it is very similar. They are a premium brand that 

sells it as prices for a drugstore. It’s a new store that just opened also in America 

and it is not yet that popular. 

 

6. Is there a wholesale company where all the shops purchase their products?  

 

Drugstore brands. Yes they have. They come with wholesale companies that 

distributed Revlon or from L’Oreal. They have a wholesaler-retailer on curacao 

where they work with. They sell it to all the drugstores on the islands. It’s the same 

with all the other low-ended brands. 

 

The drugstores buy their products at a distributor called Otro Kara. It depends on 

the brand Maybelline, Black opal, and Shardana have the same distributer. 
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High-end brands have to be bought from the company self. You have to buy it 

with Dior for example. They don’t work with wholesalers. Most of them are based 

in Miami and they work with Laren Caribbean. That is how you purchase it. 

 

And most of the time they work with Penha, since it’s known as a luxury retailer. 

That is the only way they will come to you. They won’t go to anyone else. So Penha 

has only the exclusive rights to certain products. Penha has also several other 

exclusives brands. 

 

7. Which type of product is the most sold? 

 

Mac cosmetics are very popular for their eye shadows. Dior is very popular for 

treatment. Clinique is very popular for their compact powders and treatments. 

Lancôme is popular for their serums. 

 

For Low-end brands it’s a bit from everything. They don’t really carry treatments. 

From Black opal almost everybody buys their powder, the most popular number is 

03. Everybody has the same color even if they are light skin or dark skin. But the 

rest they could just buy and find at a drugstore. 

 

8. Have there been requests for a certain brand of cosmetics which is not 

available on the ABC-islands? 

In Saint Marten, Penha will open Garlain counter. They didn’t have that before 

only the tera cota condula. Something small, that carries a certain products. Now 

they are going to open a full complete line of Garlain. Bioderm is the only highly 

requested brand on the ABC islands now. 

9. Would you describe the competition on the ABC-islands as fierce? 

 

Yes, I would, definitely. It’s a very dog eat dog competition. And the brands really 

fight for their visibility for the most popularity and it is not easy. Because in the 

Caribbean we have so many different types of ethnicity and backgrounds. So, what 

might be popular for a European might not be popular for locals. Locals really 

don’t like to spend a lot of money on cosmetics. They don’t. If you have to 

convince them it has be something really goods Like Mac is everywhere the way the 

present their self is totally different and that is what the locals like. The European 

style is more calm and relax therefore they are more into Dior or Chanel. But Laren 

is extremely into … they are always going to Estée Lauder … Its very different for 

Estée Lauder or … it’s unattractive for them. So sometimes they really do 

extremely stuff just to get the visibility. Currently I am running a campaign with 

Estée Lauder and Clinique with local buses. Wraps the bus with advertisement or 

go to the theaters as well and did a trailer to get more notice from the locals. They 

are even trying to make banners in store in Papiamento so that people in the store 

could really relate to them by reading the text. 
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10. What do Tourist think about the cosmetics on the islands (spa, beauty 

salons etc.) 

 

Yes, we do get a lot of tourist. Especially Colombians, Brazilians and Venezuelans. 

The brands that they buy are Clinique and Estée Lauders. It’s very popular. In their 

countries it is super expensive. The products are at least three times as expensive as 

in their home countries in comparison to the ABC-islands. Therefore they come to 

these islands to buy anything-everything. We go crazy when we have cruise ships 

with them. American’s are really cheap, they think that they could find everything 

and anything in America for a lower price. They are a bit uptight with that. The 

Americans are not going for spa’s treatment. A lot of spa places close down 

because they don’t have a lot of clients. We do depend on tourist for certain brands 

as I said before. But as I have to distinguish them we are more focused on the Latin 

community that comes here. We benefit more from them in comparison to the 

American’s, Europeans. 

 

11. Were there any successful companies that entered the cosmetic market of 

the ABC-islands recently? If so, what kind of marketing campaign did they 

had to make their products more visible? 

 

The only company that just entered the market is Inglot. They are doing massive 

campaigns. They have their own Facebook page. They post every time anything. 

They do one way shows; they are participating in any campaign, what they can just 

to get their name out there. I saw that they did Billboards, events, parties. They are 

doing more a desperate kind of campaign. You are just doing anything and 

everything just to get you name out there. Beside them there is nobody new in the 

market. In Salina (island part of Curacao) they are going to open another cosmetics 

brand store. But I don’t know which store that is yet. 

 

 In regards to high-end brands they don’t do that much. They are not allowed to do 

many things. A Dior and Mac don’t pay to use advertisement. They already feel. 

They could be associated with Porsche or Ferrari. A Clinique and Estée Lauders are 

doing radio spots, busses, theater. All the brands are doing events from famous 

people to get a treatment, a makeover and they could purchase products. They 

invite they most well-known make-up artist, they fly them in to the islands. 

Sometimes they do a newspaper ad but they don’t pay for it. They feel like I am 

appearing so I don’t need to. 

 

12. Do you know how big the market is for the ABC-islands is in dollars? 

 

A lot, I can’t say the specific number but it is in millions. Depending on the brand 

we could say per month between 40.000/ 80.000 dollars a month. Most brands 

work with setting goals. They set sales goals for the High and low seasons. In 
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December they set an example that they need to sell 100 000 products. They set 

goals for every month. It’s depending on the brand and season. 

 

13. Is there any other information, regarding the cosmetics industry, that you 

would like to share with us? 

Advice from her for somebody who wants to open a door on the islands. You have 

to know who your group is that you want to target. Be sure that you will reach that 

group that you targeted because else it’s not worth it. You will have to close your 

doors a.s.a.p. If you won’t use a retailer like, we have a Br ? as Penha you have to 

be really good in your marketing. An inglot that is new is coming over as desperate 

since you doing anything and everything everywhere. People are going to get tired 

of you. You have to have a certain pride so that people will come to you. But you 

need to focus on your group. Don’t just come here and say I reach everybody. It 

doesn’t work like that. You need to know who you are targeting to and try to get 

that or your target group. And from there on you could extend with and try new 

things. But start with a stable thing because there is already competition in the 

market from us as established retailers that will make you go bankrupt. But it’s a 

good market to invest in but you need to be focused on what you going to do. It’s 

now impossible. The only thing that people are interested in they want to open a 

safora. A sephora store is an American retailer for a lot of expensive low and high 

products that is just selling everything. That’s a store that if they we needed one 

here there would be a demand for it. 
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Appendix 4: Contact list beauty salons on Aruba 

 

Beauty Salon Location contact details Homepage 

The New Uni's Beauty Salon 

& Spa 
Aruba 

Address: De La 

Sallestraat 71 A 

Phone: (297) 588-2824 

Cell phone: (297) 594-

4424 

 

Angelica's Beauty Parlor Aruba 

Address: J.E Irausquin 

Blvd 93 ( At the Divi 

Village Golf and Beach 

Resort ) 

Phone: (297) 582-4776 

Cell phone: (297) 992-

8439 

 

Beauty Salon Unisex Gloria Aruba 

Address: Van 

Leeuwenhoekstraat 2 

Phone: (297) 583-9895 

Cell phone: (297) 567-

7606 

 

Body and Soul Spa, Fitness 

Center and Full Care Beauty 

Salon 

Aruba 

Address: Malmokweg 

z/n (Tierra Del Sol) 

Phone: (297) 586-4861 

/ (866) 978-5158 (Toll 

Free) 

Fax: (297) 586-4970 

http://www.tierradelsol.com/spa/  

Carmen Hairdress Aruba 
Address: Papilon 48 B 

Phone: (297) 563-2019  

Claudine's Beauty Salon Aruba 

Address: Palm Beach 6 

F 

Phone: (297) 586-3008 

Fax: (297) 586-3008 

Cell phone: (297) 593-

8060 

 

Clinica de Belleza Leyda Aruba 

Address: Watapana 

Gezaag 40, San Nicolas 

City: San Nicolas 

Phone: (297) 584-3740 

/ (297) 584-7520 

Cell phone: (297) 592-

1651 

 

Estilita Beauty Salon Aruba 
Address: Solito 84 

Phone: (297) 594-9445  

http://www.tierradelsol.com/spa/
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Glamour Unisex Beauty 

Salon 
Aruba 

Address: B. v/d Veen 

Zeppenfeldstraat 89 ( 

San Nicolas ) 

Phone: (297) 584-3777 

Fax: (297) 584-3410 

 

Harms Hairstyling and 

Beauty Parlor 
Aruba 

Address: Rooi Koochi 

48 

Phone: (297) 584-9616 

Cell phone: (297) 562-

9080 

 

Jansen Unisex Beauty Center Aruba 

Address: Turibana 19 

Phone: (297) 586-8829 

Cell phone: (297) 594-

8829 / (297) 567-3610 

 

Lejuez Beauty School & 

Accessories Supplies (2 

Locations) 

Aruba 

Address: Prinsenstraat 

15 (SN) / Adriaan 

Lacle Blvd. 28 

City: San Nicolas / 

Oranjestad 

Phone: (297) 584-5805 

/ (297) 582-4947 

Fax: (297) 584-5805 

Cell phone: (297) 593-

2787 / (297) 594-6529 

 

Maggy's N.V. (7 Locations) Aruba 

Address: Caya G.F. 

Betico Croes 59, L.G 

Smith Blvd. 99, Y.E. 

Yrausquin Blvd. 382 A 

Phone: (297) 582-2113 

/ (297) 586-2113 / 

(297) 586-6506 

Fax: (297) 583-2844 

http://www.maggysaruba.aw/  

Salon de Belleza El y Ella Aruba 

Address: Zuster 

Candidastraat 6, 

Oranjestad 

Phone: (297) 583-2800 

 

Salon Jennyfer Unisex Aruba 

Address: Koningstraat 

45 

Phone: (297) 964-8109 
 

Secretos Beauty Salon Aruba 

Address: Avenida Milio 

Croes 51 ( Dakota 

Shopping Paradise Unit 

16 ) 

Phone: (297) 561-0476 

 

http://www.maggysaruba.aw/
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Sun & Moon Beauty Aruba 

Address: 

Schotlandstraat 11 

Phone: (297) 588-1472 

Cell phone: (297) 732-

3286 

 

Vice Versa Aruba 

Address: Belgiestraat 

38 

City: Oranjestad 

Phone: (297) 583-3283 

 

Alpha Beauty Salon Unis. Aruba 

Address: 

Wilhelminastraat 21A 

Phone: (297) 582-9501 
 

Ammerlaan Edgar D. Aruba 

Address: Weg Fontein 

40 

Phone: (297) 584-6150 
 

Ario's Beauty Salon 

Aruba 

adress: Address: 

Modanze 11-A, Phone: 

(297) 583-2419 
 

Aurora's Beauty Shop 

Aruba 

Address: Arendstraat 

132, Phone: (297) 582-

3915 
 

Beauty Care N.V Aruba 

Address: Weststraat 79, 

Phone: (297) 582-8286, 

Fax: (297) 582-3400  

Angelica's Beauty Parlor Aruba 

address: Van 

Leeuwenhoekstraat 2, 

Phone: (297) 583-9895, 

Cell phone: (297) 567-

7606 

 

Beauty Express International Aruba 

Address: L.G. Smith 

Boulevard 116 

Phone: (297) 583-3267 

Fax: (297) 583-3265 

 

Beauty Salon Anna Aruba 

Address: Zuster 

Ludwinastraat 11 

Phone: (297) 583-1056 
 

Beauty Team Aruba 

Address: Sibeliusstraat 

6, O'Stad 

Phone: (297) 582-5599 

Fax: (297) 582-6009 

 

Beauty Vision Aruba 

Address: St. Cruz 111 

B 

City: St. Cruz 

Phone: (297) 585-1071 
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Beauty With Style Aruba 

Address: Bucuti Weg 

12 

Phone: (297) 588-7515 

Fax: (297) 588-7515 

 

Bubbles Beauty Salon & 

Estetic Center 
Aruba 

Address: Ave. Milo 

Croes 22C 

Phone: (297) 583-3266 

Fax: (297) 583-3265 

 

Cair for Hair Aruba 

Address: Ave. Milo 

Croes 22C 

Phone: (297) 583-3266 

Fax: (297) 583-3265 

 
Chic Unisex Beauty Shop Aruba 

Address: Ponton 50 

Phone: (297) 583-2254 

 

Cleopatra Aruba 

Address: Daltonstraat 2 

Phone: (297) 582-5402 

Fax: (297) 582-9449 

 

D' Ivonne Aruba 

Address: Avenida Milio 

Croes 52 

Phone: (297) 583-7156 

Fax: (297) 582-6567 

 

D'Yvonne Beauty Supply aruba 

Address: 

Fergusonstraat 52 

Phone: (297) 583-7156 

Fax: (297) 582-6567 

 

Divi Re-can Aruba 

Address: Tankileendert 

13 

Phone: (297) 582-2987 

 

Eric's Studio One & 2 Aruba 

Address: 

Wilhelminastraat 19 

(Layex Building Suite 

G) 

Phone: (297) 583-0397 

Fax: (297) 583-0397 

 

Erica Beauty Salon Aruba 

Address: B. v/d 

Zeppenfeldstraat 50 

Phone: (297) 584-0235 

 

Erick's Alexys Different Aruba 

Address: Caya Frere 

Bernadinus 12 

Phone: (297) 588-6068 

Fax: (297) 588-6068 

 

Flor Seco V.O.F. Aruba 

Address: Pos Chiquito 

73 

Phone: (297) 584-0943 
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Galy's Beautysalon Aruba 

Address: Tanki 

Leendert 271A 

Phone: (297) 587-5869 

 

Grace Cosmetology Estetics Aruba 

Address: Kukuisastraat 

9D, Le Mirage Ponton 

Phone: (297) 583-1252 

Fax: (297) 583-1252 

 

Hair Fashion Unisex Kap. Aruba 

Address: L.G. Smith 

Boulevard 124 

Phone: (297) 583-3095 

/ (297) 582-3848 

 
Hairfashion Unisex Kap. Aruba 

Address: Zuidstraat 40 

Phone: (297) 582-4620 

 

Hairstudio Figaro Aruba 

Address: L.G. Smith 

Boulevard 82 

Phone: (297) 583-7073 

 

Ideas Beauty Salon Aruba 

Address: Middenweg 

10 

Phone: (297) 583-2108 

 

Imp. Y. Salon Cachet Aruba 

Address: Nieuwstraat 

46 

Phone: (297) 582-7590 

 

Jean Paul Alta Peluqueria Int Aruba 

Address: J.G. 

Emanstraat 4 

Phone: (297) 582-0358 

Fax: (297) 582-0358 

 

Knipoog European Hairstyle Aruba 

Address: Marisol 

Building L.G. Smith 

Boulevard 60 

Phone: (297) 588-0221 

Fax: (297) 582-5464 

 

La Sifrina Peluqueria Aruba 

Address: Madidki 

Kavel 51 

Phone: (297) 583-8115 

 

Lena's Beauty Care Center Aruba 

Address: Balanderstraat 

16 

Phone: (297) 583-4856 

Fax: (297) 583-4856 

Cell phone: (297) 993-

8282 

 

Liandra Beauty Salon Aruba 

Address: Sabana 

Grandi 53C 

Phone: (297) 585-3243 
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Madeleine's Skin & Body 

Care 
Aruba 

Address: Palm Beach 

43 E (Caribbean Palm 

Villas Resort) 

City: Palm Beach 

Phone: (297) 586-2190 

Fax: (297) 586-2190 

 

Magic Scissors Aruba 

Address: Tanki Flip 82, 

(Isla Bunita Shopping 

Center) 

Phone: (297) 587-2033 

Fax: (297) 587-1716 

 

Marcel-France Aruba 

Address: Paradijs 40 

Phone: (297) 588-2370 

Fax: (297) 588-2370 

 

Margriet's Beauty Salon Aruba 

Address: Piedra Plat 

98-A 

Phone: (297) 585-7937 

 

Marieta Unisex Beauty Shop Aruba 

Address: L.G. Smith 

Boulevard 79 

Phone: (297) 586-7812 

 Marlupa Unisex Beauty 

Parlor 
Aruba 

Address: Windstraat 34 

Phone: (297) 583-5563 

 

Maudi Beauty Salon for Spa 

Treatments 
Aruba 

Address: Bubali 96 

City: Noord 

Phone: (297) 587-0308 

Fax: (297) 587-0808 

 
Mechitas Beauty Parlor Aruba 

Address: Catiri 4-B 

Phone: (297) 587-3849 

 

Mena's Salon L'Estheticienne Aruba 

Address: Tanki 

Leendert 283 

Phone: (297) 587-6282 

Fax: (297) 587-0826 

 

Mercedes Mini Boutique Aruba 

Address: Avenida Alo 

Tromp 14-B 

Phone: (297) 583-1024 

 

Milenne Beauty Shop Aruba 

Address: Boegoeroei 

88-B 

Phone: (297) 587-0611 

 

Oasis Beauty Salon & 

Boutique 
Aruba 

Address: Caya E. 

Petronia 72 

Phone: (297) 963-1503 

Fax: (297) 588-0985 

 

Oscar's Kapsalon/Sapat. Aruba 

Address: 

Wilhelminastraat 58A 

Phone: (297) 582-9840 

Fax: (297) 583-5016 
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Paulus Beauty Salon 

Aruba 

Address: 

Wilhelminastraat 17C 

Phone: (297) 582-6866 

 
Rafa's Beauty Salon 

Aruba 

Address: Steenweg 2A 

Phone: (297) 582-0595 

 

Relax Body Massage 

Aruba 

Address: Santa Cruz 

178 

Phone: (297) 741-7627 

 

Rostros & Figuras 

Aruba 

Address: 

Makapruimstraat 1, 

Dakota 

Phone: (297) 588-6584 

Cell phone: (297) 567-

1943 

 

Royal Beauty Salon 

Aruba 

Address: L.G. Smith 

Boulevard 93 

Phone: (297) 583-7160 

 

Salon y Boutique Juanita 

Aruba 

Address: 

Macubaristraat 31 

Phone: (297) 583-0022 

 

Sandra's Beauty & Bar.Sh. 

Aruba 

Address: 

Fergusonstraat 51 

Phone: (297) 583-7557 

 

Shine Hair Studio 

Aruba 

Address: 

Bernhardstraat 113, 

San Nicolas 

Phone: (297) 584-7829 

Fax: (297) 584-7829 

 
Sohaira's Unisex Beauty 

Aruba 

Address: Savaneta 30 

Phone: (297) 584-0230 

 

Sue -In Beauty Saloon 

Aruba 

Address: Lagoweg 38, 

San Nicolas 

Phone: (297) 962-4111 

Fax: (297) 584-1923 

 

The Golden Scissor 

Aruba 

Address: L.G. Smith 

Boulevard 160 

Phone: (297) 583-9877 

Fax: (297) 585-9177 

 

The Star Hair 

Aruba 

Address: J.G. 

Emanstraat 79 

Phone: (297) 582-0600 

 

Topsy Beauty Shop 

Aruba 

Address: Caya Betico 

Croes 222 

Phone: (297) 582-2952 

Fax: (297) 583-6522 
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Venus Unisex Beauty Parlor 
Aruba 

Address: Port of Call 

Phone: (297) 588-7448 

 

Viose Beauty Shop 

Aruba 

Address: L.G. Smith 

Boulevard 85 

Phone: (297) 586-0064 
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Appendix 5: Contact list beauty salons on Bonaire 

 

Beuaty Salon Location contact details Homepage 

A Place for You 

Bonaire 

Address: Kaya 

Korsou 1 

Phone: (599) 717-

2727 

Fax: (599) 717-

6962 

 

Beauty Salon Corinne 

Bonaire 

Address: Plaza 

Reina Juliana 5 

Phone: (599) 717-

8119 

 

Beauty Salon Venus 

Bonaire 

Address: Kaya 

Carlos A. Nicolaas 

2 

Phone: (599) 717-

7034 

 

Beverly Bio Aesthetics 

(Spa) 

Bonaire 

Address: J.A. 

Abraham 

Boulevard 80 

Phone: (599) 717-

8458 / (599) 717-

6957 

 

Janet Unisex Salon 

Bonaire 

Address: Kaya 

Barakuda z/n 

Phone: (599) 717-

4975 

 

Kapsalon Eufracia 

Bonaire 

Address: Kaya Rita 

5 

Phone: (599) 717-

5959 

 

Linguenda Beauty Salon 

Bonaire 

Address: Kaya 

Mohicano 2 

Phone: (599) 717-

4554 

 

Peluqueria Carmen 

Bonaire 

Address: Kaya 

Nikiboko Zuid 8 

Phone: (599) 717-

2223 

 

Salon Maria N.V. 

Bonaire 

Address: Kaya 

Grandi 36-A 

Phone: (599) 717-

3550 
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Sandrus E.Z. 

Bonaire 

Address: 

Harbourside 

Shopping Mall 

Phone: (599) 717-

4660 

 

The Touch 

Bonaire 

Address: J.A. 

Abraham 

Boulevard 40 (Divi 

Flamingo Beach 

Resort) 

Phone: (599) 717-

8285 (ext. 412) 
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Appendix 6: Contact list beauty salons Curacao 

 

Beauty Salon Location contact details 

Morena's Beauty Salon 

curacao 

Address: Sta. 

Rosaweg 139 

Phone: (599-9) 

521-8692 

Salon de Beauté 

curacao 

Address: 

W.F.G. Jombi 

Mensing 9 

Phone: (599-9) 

461-5664 

Fax: (599-9) 

465-6442 

Cell phone: 

(599-9) 511-

1737 

Schoonheidskliniek & Beauty Spa Martien N.V. (Stella van der 

Roest) 

curacao 

Address: 

Blenchiweg 

10B 

Phone: (599-9) 

737-1871 / 

(599-9) 518-

5041 

Fax: (599-9) 

737-6542 

Aesthetic Solutions & Day Spa 

curacao 

Address: 

Marsweg 13 

Phone: (599-9) 

737-8910 

Fax: (599-9) 

736-1477 

Beautiful Touch 

curacao 

Address: 

Arikokweg 5A 

Phone: (599-9) 

462-2083 

Cell phone: 

(599-9) 526-

3106 

Beauty Care Your Skin Care Salon 

curacao 

Address: 

Aurigaweg 8 

Phone: (599-9) 

736-0308 

Cell phone: 

(599-9) 561-
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8165 

Beauty Paradise Schooheidssalon 

curacao 

Address: Boy 

Ecuryweg 31 

Phone: (599-9) 

737-5959 

Beauty Salon Isabelle 

curacao 

Address: 

Gosieweg 

102A 

Phone: (599-9) 

736-6419 

Cell phone: 

(599-9) 566-

8171 

Beauty Salon Secretos de Mujeres N.V. 

curacao 

Address: 

Aztekenweg 12 

Phone: (599-9) 

738-0395 

Cell phone: 

(599-9) 566-

1582 

Beauty Spa Belleza sin Fronteras 

curacao 

Address: Palo 

Blanku 

Phone: (599-9) 

869-9794 

Body Care Caribbean 

curacao 

Address: 

Mahaaiweg 30 

Phone: (599-9) 

736-7272 

Fax: (599-9) 

736-7282 

BURBUJAS Kids Hair & Beauty Salon 

curacao 

Address: 

Rouvilleweg 

z/n, (Below de 

Gouveneur) 

Phone: (599-9) 

528-6185 / 

(599-9) 691-

1020 
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Caroline's 

curacao 

Address: 

Rouvilleweg 

9A, Otrobanda 

Phone: (599-9) 

462-7919 

Cell phone: 

(599-9) 698-

7317 

Celo's 

curacao 

Address: 

Schottegatweg 

Oost 211 A 

Phone: (599-9) 

462-9410 

De Moda 

curacao 

Address: Groot 

Kwartierweg 6a 

- Gaitu 

Phone: (599-9) 

736-3330  

Divi-Diva! 

curacao 

Address: 

Langestraat 8, 

Otrobanda, 

(Kura hulanda) 

Phone: (599-9) 

462-9555 

Edith Beauty Salon 

curacao 

Address: Dr. M 

J 

Hugenholtzweg 

nst 31 

Phone: (599-9) 

465-3244 

Fax: (599-9) 

465-0539 

Elegance Hair, Nail and Skin Therapist 

curacao 

Address: F.D. 

Rooseveltweg 

(Samira 

Shopping 

Center) Z32 

Phone: (599-9) 

888-1100 

Fax: (599-9) 

888-1101 
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Elite Hair Care Salon 

curacao 

Address: Mai 

Helena Winkel 

Centrum, 

Brievengat 

Phone: (599-9) 

738-8020 / 

(599-9) 738-

1280 

Essence Aesthetic Salon 

curacao 

Address: 

Zuikertuintje 

Plein z/n 

Phone: (599-9) 

738-2811 

Cell phone: 

(599-9) 567-

1911 

Estetica Armonia 

curacao 

Address: 

Rooseveltweg 

221 

Phone: (599-9) 

868-8179 

Esthetic Care Schoonheidssalon 

curacao 

Address: 

Jongbloedweg 

98 

Phone: (599-9) 

736-7448 

F & G Real Barbershop and Kapsalon 

curacao 

Address: 

Molenplein 

M101 

Phone: (599-9) 

465-0341 

Faina's Beauty Salon & Barbershop 

curacao 

Address: 

Shawneeweg 2 

Phone: (599-9) 

736-7366 / 

(599-9) 737-

2042 

Fax: (599-9) 

737-2042 

Gorcie's Beauty Salon 

curacao 

Address: 

Schottegatweg 

Noord 24 F 

Phone: (599-9) 

736-3272 
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Guissette All Beauty Nail Academy 

curacao 

Address: 

Winston 

Churchillweg 

157D 

Phone: (599-9) 

661-1427 / 

(599-9) 889-

0643 

Fax: (599-9) 

889-0643 

Hair Creations (1) 

curacao 

Address: Sta. 

Rosaweg 194 

Phone: (599-9) 

767-8464 

Fax: (599-9) 

767-7967 

Isabel 

curacao 

Address: Kaya 

Charles 

Maduro, 

Brievengat 

Galleries 

Phone: (599-9) 

738-3900 

Cell phone: 

(599-9) 512-

9346 

Joselle Faneyter 

curacao 

Address: 

Schuttersweg 2 

Phone: (599-9) 

562-5042 

Karina Studio N.V. 

curacao 

Address: 

Zuikertuin Mall 

F5-F6 

Phone: (599-9) 

738-9966 

Laika's Haircare & Beauty Studio 

curacao 

Address: 

Andres 

Belloweg 33 

Phone: (599-9) 

737-2647 

Fax: (599-9) 

737-9692 
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Le Boutle 

curacao 

Address: 

Esther Building 

Phone: (599-9) 

738-1490 

Fax: (599-9) 

767-8727 

Leading Lady Schoonheidssalon 

curacao 

Address: 

Winkelcentrum 

Brievengat 

Phone: (599-9) 

737-7602 

Fax: (599-9) 

747-2510 

Leizi Beauty Salon 

curacao 

Address: 

Anasaweg 57 

Phone: (599-9) 

465-1743 

Maison de Beaute Le Reve 

curacao 

Address: 

Larahaweg 7 

Phone: (599-9) 

461-6375 

Fax: (599-9) 

461-7994 

Cell phone: 

(599-9) 560-

4406 

Mariela's Nail Studio 

curacao 

Address: 

Anasaweg 75 

Phone: (599-9) 

461-5544 

Fax: (599-9) 

465-8442 

MbeautySpa 

curacao 

Address: 

Reigerweg 51 

Phone: (599-9) 

747-8020 

Me First! 

curacao 

Address: 

Neptunusweg 

30 

Phone: (599-9) 

736-5198 
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Miky's Hair Design & Beauty Center 

curacao 

Address: 

Andres 

Belloweg 75 

Phone: (599-9) 

737-8512 

Fax: (599-9) 

737-8512 

Nancy's Beauty Parlor 

curacao 

Address: Boy 

Ecuryweg 29 

Phone: (599-9) 

737-5704 

Cell phone: 

(599-9) 561-

3053 

Natural Cosmetic Bonkutis 

curacao 

Address: Kaya 

Moises 25 

Phone: (599-9) 

767-4874 

Cell phone: 

(599-9) 526-

4874 

Opiz Skin Therapist 

curacao 

Address: 

Winkelcentrum 

77 Unit 30-D 

Phone: (599-9) 

868-3304 

Fax: (599-9) 

888-8198 

Cell phone: 

(599-9) 561-

4422 

Saidy's Hair & Body Care 

curacao 

Address: Dr. 

Hugenholtz 

Business center 

unit 4 

Phone: (599-9) 

465-1742 

Salon de Belleza Patricia Unisex 

curacao 

Address: Jan 

Noorduynweg 

8 

Phone: (599-9) 

869-1787 
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Salon de Belleza Y Barberia Mel 1, 2 3 Unisex 

curacao 

Address: 

Rialtostraat 4 

Phone: (599-9) 

462-4079 

Fax: (599-9) 

747-3288 

Schoonheidssalon Bellus 

curacao 

Address: 

Noord 

Zapateer Kavel 

14 

Phone: (599-9) 

747-2534 

Schoonheidssalon Nefertete 

curacao 

Address: 

Thaliaweg 18 

Phone: (599-9) 

737-6710 

Schoonheidssalon Vivian Reed 

curacao 

Address: 

Velpstraat 4 

Phone: (599-9) 

465-3750 

Fax: (599-9) 

465-6784 

Sientje Beauty Pearl 

curacao 

Address: Gato 

6D 

Phone: (599-9) 

869-0225 

Cell phone: 

(599-9) 529-

5768 

Skin Care Institute Carie N.V. 

curacao 

Address: Kaya 

Toni Kunchi 

34 

Phone: (599-9) 

736-5766 

Fax: (599-9) 

737-1638 

Udis Skin Care & Nail Center 

curacao 

Address: Kaya 

Piedra Presiosa 

42 

Phone: (599-9) 

868-8696 

Fax: (599-9) 

868-8696 
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Appendix 7: Comparison one witin SPSS 

Descriptives 

 N Mean Std. 

Deviation 

Std. 

Error 

95% Confidence 

Interval for Mean 

Minimum Maximum 

Lower 

Bound 

Upper 

Bound 

Did you use any 

kind or cosmetic 

products during 

the last month ? 

Aruba 49 1.16 .373 .053 1.06 1.27 1 2 

Bonaire 5 1.40 .548 .245 .72 2.08 1 2 

Curacao 55 1.18 .389 .052 1.08 1.29 1 2 

Total 109 1.18 .389 .037 1.11 1.26 1 2 

What is your 

gender? 

Aruba 47 9.62 .491 .072 9.47 9.76 9 10 

Bonaire 5 9.40 .548 .245 8.72 10.08 9 10 

Curacao 49 9.65 .481 .069 9.51 9.79 9 10 

Total 101 9.62 .487 .048 9.53 9.72 9 10 

 

ANOVA 

 Sum of 

Squares 

df Mean 

Square 

F Sig. 

Did you use any kind or cosmetic products 

during the last month ? 

Between 

Groups 
.255 2 .127 .839 .435 

Within 

Groups 
16.076 106 .152 

  

Total 16.330 108    

What is your gender? 

Between 

Groups 
.295 2 .147 .617 .542 

Within 

Groups 
23.408 98 .239 

  

Total 23.703 100    
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Multiple Comparisons 

Bonferroni 

Dependent Variable (I) From which 

of the following 

island are you 

? 

(J) From which 

of the following 

island are you ? 

Mean 

Difference 

(I-J) 

Std. 

Error 

Sig. 95% Confidence 

Interval 

Lower 

Bound 

Upper 

Bound 

Did you use any kind 

or cosmetic products 

during the last month 

? 

Aruba 
Bonaire -.237 .183 .595 -.68 .21 

Curacao -.019 .077 1.000 -.20 .17 

Bonaire 
Aruba .237 .183 .595 -.21 .68 

Curacao .218 .182 .699 -.22 .66 

Curacao 
Aruba .019 .077 1.000 -.17 .20 

Bonaire -.218 .182 .699 -.66 .22 

What is your 

gender? 

Aruba 
Bonaire .217 .230 1.000 -.34 .78 

Curacao -.036 .100 1.000 -.28 .21 

Bonaire 
Aruba -.217 .230 1.000 -.78 .34 

Curacao -.253 .229 .818 -.81 .31 

Curacao 
Aruba .036 .100 1.000 -.21 .28 

Bonaire .253 .229 .818 -.31 .81 
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Appendix 8: Comparison two within SPSS 

 

Case Processing Summary 

 Cases 

Valid Missing Total 

N Percent N Percent N Percent 

Did you use any kind or 

cosmetic products during 

the last month ? * In which 

of the following age 

categories do you belong? * 

What is your gender? 

101 60.8% 65 39.2% 166 100.0% 

 

 

Did you use any kind or cosmetic products during the last month ? * In which of the following age 

categories do you belong? * What is your gender? Crosstabulation 

Count 

What is your gender? In which of the following age categories do 

you belong? 

Total 

15-20 

year 

21-

25 

26-

30 

36-

40 

41-

45 

46-

50 

61-

65 

Male 

Did you use any kind or cosmetic 

products during the last month ? 

Yes 3 11 7 0  1  22 

No 0 13 2 1  0  16 

Total 3 24 9 1  1  38 

Female 

Did you use any kind or cosmetic 

products during the last month ? 

Yes 5 38 14 1 2 1 1 62 

No 0 0 0 0 0 0 1 1 

Total 5 38 14 1 2 1 2 63 

Total 

Did you use any kind or cosmetic 

products during the last month ? 

Yes 8 49 21 1 2 2 1 84 

No 0 13 2 1 0 0 1 17 

Total 8 62 23 2 2 2 2 101 
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Did you use any kind or cosmetic products during the last month ? * In which of the following age categories do you 

belong? * What is your gender? Crosstabulation 

What is your gender? 

In which of the following age categories do you belong? 

Total 15-20 year 21-25 26-30 36-40 41-45 46-50 61-65 

Male Did you use any kind or 

cosmetic products 

during the last month ? 

Yes Count 2 11 6 0    19 

Expected Count 1,1 13,0 4,3 ,5    19,0 

No Count 0 13 2 1    16 

Expected Count ,9 11,0 3,7 ,5    16,0 

Total Count 2 24 8 1    35 

Expected Count 2,0 24,0 8,0 1,0    35,0 

Female Did you use any kind or 

cosmetic products 

during the last month ? 

Yes Count 1 37 14 1 2 1 1 57 

Expected Count 1,0 36,4 13,8 1,0 2,0 1,0 2,0 57,0 

No Count 0 0 0 0 0 0 1 1 

Expected Count ,0 ,6 ,2 ,0 ,0 ,0 ,0 1,0 

Total Count 1 37 14 1 2 1 2 58 

Expected Count 1,0 37,0 14,0 1,0 2,0 1,0 2,0 58,0 

Total Did you use any kind or 

cosmetic products 

during the last month ? 

Yes Count 3 48 20 1 2 1 1 76 

Expected Count 2,5 49,8 18,0 1,6 1,6 ,8 1,6 76,0 

No Count 0 13 2 1 0 0 1 17 

Expected Count ,5 11,2 4,0 ,4 ,4 ,2 ,4 17,0 

Total Count 3 61 22 2 2 1 2 93 

Expected Count 3,0 61,0 22,0 2,0 2,0 1,0 2,0 93,0 

 

 

 

Chi-Square Tests 

What is your gender? Value df Asymp. Sig. (2-

sided) 

Male 

Pearson Chi-Square 7.176
b
 4 .127 

Likelihood Ratio 9.089 4 .059 

Linear-by-Linear Association .078 1 .780 

N of Valid Cases 38   

Female 

Pearson Chi-Square 30.992
c
 6 .000 

Likelihood Ratio 7.498 6 .277 

Linear-by-Linear Association 18.263 1 .000 

N of Valid Cases 63   

Total 

Pearson Chi-Square 7.417
a
 6 .284 

Likelihood Ratio 8.735 6 .189 

Linear-by-Linear Association .433 1 .511 

N of Valid Cases 101   

a. 10 cells (71.4%) have expected count less than 5. The minimum expected count is 

.34. 

b. 7 cells (70.0%) have expected count less than 5. The minimum expected count is 

.42. 

c. 12 cells (85.7%) have expected count less than 5. The minimum expected count is 

.02. 
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Appendix 9: Comparison three within SPSS 

If yes, Which of the following type of cosmetic products did you 
use? (please select all that apply)-Skincare (Female) * In which of 
the following age categories do you belong? * What is your gender? 

Crosstab 

Count 

What is your gender? In which of the following age 

categories do you belong? 

Total 

15-20 

year 

21-

25 

26-

30 

36-

40 

41-

45 

46-

50 

Female 

If yes, Which of the following type of cosmetic 

products did you use? (please select all that 

apply)-Skincare (Female) 

1 5 33 13 1 1 1 54 

Total 5 33 13 1 1 1 54 

Total 

If yes, Which of the following type of cosmetic 

products did you use? (please select all that 

apply)-Skincare (Female) 

1 5 33 13 1 1 1 54 

Total 5 33 13 1 1 1 54 

 

 
If yes, Which of the following type of cosmetic products did you 
use? (please select all that apply)-Body care (female) * In which of 
the following age categories do you belong? * What is your gender? 
 
 

Crosstab 

Count 

What is your gender? In which of the following age categories 

do you belong? 

Total 

15-20 

year 

21-

25 

26-

30 

36-

40 

41-

45 

46-

50 

61-

65 

Female 

If yes, Which of the following type of 

cosmetic products did you use? (please 

select all that apply)-Body care (female) 

1 4 28 12 1 1 1 1 48 

Total 4 28 12 1 1 1 1 48 

Total 

If yes, Which of the following type of 

cosmetic products did you use? (please 

select all that apply)-Body care (female) 

1 4 28 12 1 1 1 1 48 

Total 4 28 12 1 1 1 1 48 
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If yes, Which of the following type of cosmetic products did you 
use? (please select all that apply)-Sun-Protection (Female) * In 
which of the following age categories do you belong? * What is your 
gender? 
 
 

Crosstab 

Count 

What is your gender? In which of the following age 

categories do you belong? 

Total 

15-20 

year 

21-

25 

26-

30 

41-

45 

61-

65 

Female 

If yes, Which of the following type of cosmetic 

products did you use? (please select all that 

apply)-Sun-Protection (Female) 

1 2 14 5 1 1 23 

Total 2 14 5 1 1 23 

Total 

If yes, Which of the following type of cosmetic 

products did you use? (please select all that 

apply)-Sun-Protection (Female) 

1 2 14 5 1 1 23 

Total 2 14 5 1 1 23 

 

 
If yes, Which of the following type of cosmetic products did you 
use? (please select all that apply)-Make-up (Female) * In which of the 
following age categories do you belong? * What is your gender? 
 
 

Crosstab 

Count 

What is your gender? In which of the following age 

categories do you belong? 

Total 

15-20 

year 

21-

25 

26-

30 

41-

45 

46-

50 

61-

65 

Female 

If yes, Which of the following type of cosmetic 

products did you use? (please select all that 

apply)-Make-up (Female) 

1 4 36 12 2 1 1 56 

Total 4 36 12 2 1 1 56 

Total 

If yes, Which of the following type of cosmetic 

products did you use? (please select all that 

apply)-Make-up (Female) 

1 4 36 12 2 1 1 56 

Total 4 36 12 2 1 1 56 
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If yes, Which of the following type of cosmetic products did you 
use? (please select all that apply)-Face treatments (Male) * In which 
of the following age categories do you belong? * What is your 
gender? 
 

Crosstab 

Count 

What is your gender? In which of the following age categories do you 

belong? 

Total 

15-20 year 21-25 26-30 

Male 

If yes, Which of the following 

type of cosmetic products did 

you use? (please select all 

that apply)-Face treatments 

(Male) 

1 2 4 2 8 

Total 2 4 2 8 

Female 

If yes, Which of the following 

type of cosmetic products did 

you use? (please select all 

that apply)-Face treatments 

(Male) 

1 

 

1 

 

1 

Total  1  1 

Total 

If yes, Which of the following 

type of cosmetic products did 

you use? (please select all 

that apply)-Face treatments 

(Male) 

1 2 5 2 9 

Total 2 5 2 9 
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If yes, Which of the following type of cosmetic products did you 
use? (please select all that apply)-Skincare (Male) * In which of the 
following age categories do you belong? * What is your gender? 
 

Crosstab 

Count 

What is your gender? In which of the following age 

categories do you belong? 

Total 

15-20 

year 

21-25 26-30 46-50 

Male 

If yes, Which of the following type of cosmetic 

products did you use? (please select all that 

apply)-Skincare (Male) 

1 3 9 7 1 20 

Total 3 9 7 1 20 

Female 

If yes, Which of the following type of cosmetic 

products did you use? (please select all that 

apply)-Skincare (Male) 

1 

 

1 

  

1 

Total  1   1 

Total 

If yes, Which of the following type of cosmetic 

products did you use? (please select all that 

apply)-Skincare (Male) 

1 3 10 7 1 21 

Total 3 10 7 1 21 
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9.1 AppendixComparison nine point one within SPSS 

 

What type of Skincare products do you use most often? (please select all that apply)-Cleansing & 

Exfoliating * In which of the following age categories do you belong? * What is your gender? 

Crosstabulation 

Count 

What is your gender? In which of the following age 

categories do you belong? 

Total 

15-20 

year 

21-

25 

26-

30 

36-

40 

41-

45 

Female 

What type of Skincare products do you use most 

often? (please select all that apply)-Cleansing & 

Exfoliating 

1 3 30 11 1 1 46 

Total 3 30 11 1 1 46 

Total 

What type of Skincare products do you use most 

often? (please select all that apply)-Cleansing & 

Exfoliating 

1 3 30 11 1 1 46 

Total 3 30 11 1 1 46 

 

 

What type of Skincare products do you use most often? (please select all that apply)-Unique sun creams * In 

which of the following age categories do you belong? * What is your gender? Crosstabulation 

Count 

What is your gender? In which of the following age categories do you 

belong? 

Total 

21-25 26-30 41-45 

Female 

What type of Skincare 

products do you use most 

often? (please select all that 

apply)-Unique sun creams 

1 5 2 1 8 

Total 5 2 1 8 

Total 

What type of Skincare 

products do you use most 

often? (please select all that 

apply)-Unique sun creams 

1 5 2 1 8 

Total 5 2 1 8 
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What type of Skincare products do you use most often? (please select all that apply)-Hydration * 

In which of the following age categories do you belong? * What is your gender? Crosstabulation 

Count 

What is your gender? In which of the following age 

categories do you belong? 

Total 

15-20 

year 

21-

25 

26-

30 

41-

45 

46-

50 

Female 

What type of Skincare products do you use 

most often? (please select all that apply)-

Hydration 

1 4 18 11 1 1 35 

Total 4 18 11 1 1 35 

Total 

What type of Skincare products do you use 

most often? (please select all that apply)-

Hydration 

1 4 18 11 1 1 35 

Total 4 18 11 1 1 35 

 

 

What type of Skincare products do you use most often? (please select all that apply)-

Rebalancing * In which of the following age categories do you belong? * What is your 

gender? Crosstabulation 

Count 

What is your gender? In which of the following age 

categories do you belong? 

Total 

21-25 26-30 

Female 

What type of Skincare 

products do you use most 

often? (please select all that 

apply)-Rebalancing 

1 1 3 4 

Total 1 3 4 

Total 

What type of Skincare 

products do you use most 

often? (please select all that 

apply)-Rebalancing 

1 1 3 4 

Total 1 3 4 
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What type of Skincare products do you use most often? (please select all that apply)-Smoothing * In which of 

the following age categories do you belong? * What is your gender? Crosstabulation 

Count 

What is your gender? In which of the following age categories do you 

belong? 

Total 

21-25 26-30 41-45 

Female 

What type of Skincare 

products do you use most 

often? (please select all that 

apply)-Smoothing 

1 10 6 1 17 

Total 10 6 1 17 

Total 

What type of Skincare 

products do you use most 

often? (please select all that 

apply)-Smoothing 

1 10 6 1 17 

Total 10 6 1 17 

 

 

What type of Skincare products do you use most often? (please select all that apply)-

Whitening cream * In which of the following age categories do you belong? * What is your 

gender? Crosstabulation 

Count 

What is your gender? In which of the following age 

categories do you belong? 

Total 

21-25 26-30 

Female 

What type of Skincare 

products do you use most 

often? (please select all that 

apply)-Whitening cream 

1 2 1 3 

Total 2 1 3 

Total 

What type of Skincare 

products do you use most 

often? (please select all that 

apply)-Whitening cream 

1 2 1 3 

Total 2 1 3 
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What type of Skincare products do you use most often? (please select all that apply)-Anti-ageing 

* In which of the following age categories do you belong? * What is your gender? Crosstabulation 

Count 

What is your gender? In which of the following age 

categories do you belong? 

Total 

21-25 26-30 41-45 46-50 

Female 

What type of Skincare products do you use most 

often? (please select all that apply)-Anti-ageing 
1 4 1 1 1 7 

Total 4 1 1 1 7 

Total 

What type of Skincare products do you use most 

often? (please select all that apply)-Anti-ageing 
1 4 1 1 1 7 

Total 4 1 1 1 7 

 

 

What type of Skincare products do you use most often? (please select all that apply)-

Specific care * In which of the following age categories do you belong? * What is your 

gender? Crosstabulation 

Count 

What is your gender? In which of the following age 

categories do you belong? 

Total 

21-25 26-30 

Female 

What type of Skincare 

products do you use most 

often? (please select all that 

apply)-Specific care 

1 2 1 3 

Total 2 1 3 

Total 

What type of Skincare 

products do you use most 

often? (please select all that 

apply)-Specific care 

1 2 1 3 

Total 2 1 3 
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What type of Skincare products do you use most often? (please select all that apply)-Other * In 

which of the following age categories do you belong? * What is your gender? Crosstabulation 

Count 

What is your gender? In which of the following age 

categories do you belong? 

Total 

15-20 year 21-25 26-30 

Female 

What type of Skincare products do you use most 

often? (please select all that apply)-Other 
1 1 4 2 7 

Total 1 4 2 7 

Total 

What type of Skincare products do you use most 

often? (please select all that apply)-Other 
1 1 4 2 7 

Total 1 4 2 7 

 

What type of Body care products do you use the most often ? (please select all that apply)-

Slimming & firming * In which of the following age categories do you belong? * What is your 

gender? Crosstabulation 

Count 

What is your gender? In which of the following age 

categories do you belong? 

Total 

21-25 26-30 

Female 

What type of Body care 

products do you use the 

most often ? (please select 

all that apply)-Slimming & 

firming 

1 2 3 5 

Total 2 3 5 

Total 

What type of Body care 

products do you use the 

most often ? (please select 

all that apply)-Slimming & 

firming 

1 2 3 5 

Total 2 3 5 
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What type of Body care products do you use the most often ? (please select all that apply)-

Hydration & comfort * In which of the following age categories do you belong? * What is your 

gender? Crosstabulation 

Count 

What is your gender? In which of the following age 

categories do you belong? 

Total 

15-20 

year 

21-

25 

26-

30 

36-

40 

41-

45 

61-

65 

Female 

What type of Body care products do you use 

the most often ? (please select all that 

apply)-Hydration & comfort 

1 2 20 10 1 1 1 35 

Total 2 20 10 1 1 1 35 

Total 

What type of Body care products do you use 

the most often ? (please select all that 

apply)-Hydration & comfort 

1 2 20 10 1 1 1 35 

Total 2 20 10 1 1 1 35 

 

 

What type of Body care products do you use the most often ? (please select all that apply)-

Exfoliation & freshness * In which of the following age categories do you belong? * What is your 

gender? Crosstabulation 

Count 

What is your gender? In which of the following age 

categories do you belong? 

Total 

15-20 

year 

21-

25 

26-

30 

46-

50 

Female 

What type of Body care products do you use the 

most often ? (please select all that apply)-

Exfoliation & freshness 

1 1 11 6 1 19 

Total 1 11 6 1 19 

Total 

What type of Body care products do you use the 

most often ? (please select all that apply)-

Exfoliation & freshness 

1 1 11 6 1 19 

Total 1 11 6 1 19 

 
 

 

 

 



 

 
118 

 

What type of Body care products do you use the most often ? (please select all that apply)-Hair 

care * In which of the following age categories do you belong? * What is your gender? 

Crosstabulation 

Count 

What is your gender? In which of the following age 

categories do you belong? 

Total 

15-20 

year 

21-

25 

26-

30 

36-

40 

41-

45 

46-

50 

Female 

What type of Body care products do you 

use the most often ? (please select all that 

apply)-Hair care 

1 3 19 8 1 1 1 33 

Total 3 19 8 1 1 1 33 

Total 

What type of Body care products do you 

use the most often ? (please select all that 

apply)-Hair care 

1 3 19 8 1 1 1 33 

Total 3 19 8 1 1 1 33 

 

 

What type of Body care products do you use the most often ? (please 

select all that apply)-Other * In which of the following age categories do 

you belong? * What is your gender? Crosstabulation 

Count 

What is your gender? In which of the 

following age 

categories do 

you belong? 

Total 

21-25 

Female 

What type of Body care 

products do you use the 

most often ? (please select 

all that apply)-Other 

1 2 2 

Total 2 2 

Total 

What type of Body care 

products do you use the 

most often ? (please select 

all that apply)-Other 

1 2 2 

Total 2 2 

 
 



 

 
119 

 

What type of Sun-protection products do you use the most often? (please select all that apply)-

High protection * In which of the following age categories do you belong? * What is your gender? 

Crosstabulation 

Count 

What is your gender? In which of the following age 

categories do you belong? 

Total 

21-25 26-30 41-45 61-65 

Female 

What type of Sun-protection products do you use 

the most often? (please select all that apply)-High 

protection 

1 9 4 1 1 15 

Total 9 4 1 1 15 

Total 

What type of Sun-protection products do you use 

the most often? (please select all that apply)-High 

protection 

1 9 4 1 1 15 

Total 9 4 1 1 15 

 

 

What type of Sun-protection products do you use the most often? (please select all that 

apply)-Low protection * In which of the following age categories do you belong? * What is 

your gender? Crosstabulation 

Count 

What is your gender? In which of the following age 

categories do you belong? 

Total 

15-20 year 21-25 

Female 

What type of Sun-protection 

products do you use the 

most often? (please select 

all that apply)-Low protection 

1 2 5 7 

Total 2 5 7 

Total 

What type of Sun-protection 

products do you use the 

most often? (please select 

all that apply)-Low protection 

1 2 5 7 

Total 2 5 7 

 
 

 

 

 



 

 
120 

 

What type of Sun-protection products do you use the most often? (please 

select all that apply)-Tanning without sun * In which of the following age 

categories do you belong? * What is your gender? Crosstabulation 

Count 

What is your gender? In which of the 

following age 

categories do 

you belong? 

Total 

21-25 

Female 

What type of Sun-protection 

products do you use the 

most often? (please select 

all that apply)-Tanning 

without sun 

1 1 1 

Total 1 1 

Total 

What type of Sun-protection 

products do you use the 

most often? (please select 

all that apply)-Tanning 

without sun 

1 1 1 

Total 1 1 

 

 

What type of Sun-protection products do you use the most often? (please select all that apply)-After sun care 

* In which of the following age categories do you belong? * What is your gender? Crosstabulation 

Count 

What is your gender? In which of the following age categories do you 

belong? 

Total 

15-20 year 21-25 26-30 

Female 

What type of Sun-protection 

products do you use the 

most often? (please select all 

that apply)-After sun care 

1 1 7 3 11 

Total 1 7 3 11 

Total 

What type of Sun-protection 

products do you use the 

most often? (please select all 

that apply)-After sun care 

1 1 7 3 11 

Total 1 7 3 11 
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What type of Sun-protection products do you use the most often? (please 

select all that apply)-Other * In which of the following age categories do 

you belong? * What is your gender? Crosstabulation 

Count 

What is your gender? In which of the 

following age 

categories do 

you belong? 

Total 

26-30 

Female 

What type of Sun-protection 

products do you use the 

most often? (please select 

all that apply)-Other 

1 1 1 

Total 1 1 

Total 

What type of Sun-protection 

products do you use the 

most often? (please select 

all that apply)-Other 

1 1 1 

Total 1 1 

 

 

What type of make-up products do you use the most often? (please select all that apply)-

Foundation * In which of the following age categories do you belong? * What is your gender? 

Crosstabulation 

Count 

What is your gender? In which of the following age 

categories do you belong? 

Total 

15-20 

year 

21-

25 

26-

30 

41-

45 

46-

50 

61-

65 

Female 

What type of make-up products do you use 

the most often? (please select all that 

apply)-Foundation 

1 1 20 3 1 1 1 27 

Total 1 20 3 1 1 1 27 

Total 

What type of make-up products do you use 

the most often? (please select all that 

apply)-Foundation 

1 1 20 3 1 1 1 27 

Total 1 20 3 1 1 1 27 
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What type of make-up products do you use the most often? (please select all that apply)-Lip 

products * In which of the following age categories do you belong? * What is your gender? 

Crosstabulation 

Count 

What is your gender? In which of the following age 

categories do you belong? 

Total 

15-20 

year 

21-

25 

26-

30 

41-

45 

46-

50 

61-

65 

Female 

What type of make-up products do you use 

the most often? (please select all that 

apply)-Lip products 

1 1 21 9 2 1 1 35 

Total 1 21 9 2 1 1 35 

Total 

What type of make-up products do you use 

the most often? (please select all that 

apply)-Lip products 

1 1 21 9 2 1 1 35 

Total 1 21 9 2 1 1 35 

 

 

What type of make-up products do you use the most often? (please select all that apply)-Eye 

products * In which of the following age categories do you belong? * What is your gender? 

Crosstabulation 

Count 

What is your gender? In which of the following age 

categories do you belong? 

Total 

15-20 

year 

21-

25 

26-

30 

41-

45 

46-

50 

61-

65 

Female 

What type of make-up products do you use 

the most often? (please select all that 

apply)-Eye products 

1 3 34 11 2 1 1 52 

Total 3 34 11 2 1 1 52 

Total 

What type of make-up products do you use 

the most often? (please select all that 

apply)-Eye products 

1 3 34 11 2 1 1 52 

Total 3 34 11 2 1 1 52 
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What type of make-up products do you use the most often? (please select all that apply)-Other * In which of 

the following age categories do you belong? * What is your gender? Crosstabulation 

Count 

What is your gender? In which of the following age categories do you 

belong? 

Total 

21-25 26-30 41-45 

Female 

What type of make-up 

products do you use the 

most often? (please select all 

that apply)-Other 

1 5 2 1 8 

Total 5 2 1 8 

Total 

What type of make-up 

products do you use the 

most often? (please select all 

that apply)-Other 

1 5 2 1 8 

Total 5 2 1 8 

 

 

What type of Face treatments do you use the most often? * In which of the following age 

categories do you belong? * What is your gender? Crosstabulation 

Count 

What is your gender? In which of the following age 

categories do you belong? 

Total 

15-20 year 21-25 26-30 

Male 

What type of Face treatments do you 

use the most often? 

Peeling 0 1 0 1 

Rejuvenation 0 0 1 1 

Smoothing 0 1 0 1 

Hydration 2 2 0 4 

For the eyes 0 0 1 1 

Total 2 4 2 8 

Female 

What type of Face treatments do you 

use the most often? 
Smoothing 

 
1 

 
1 

Total  1  1 

Total 

What type of Face treatments do you 

use the most often? 

Peeling 0 1 0 1 

Rejuvenation 0 0 1 1 

Smoothing 0 2 0 2 

Hydration 2 2 0 4 

For the eyes 0 0 1 1 

Total 2 5 2 9 
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Appendix 10: Comparison four within SPSS 

Would you be willing to try new cosmetic brands? * What are the factors when you decide to 

purchase cosmetic products? (please select all that apply)-Recommendation from friends/family * 

What is your gender? Crosstabulation 

Count 

What is your gender? What are the factors when you decide to purchase 

cosmetic products? (please select all that apply)-

Recommendation from friends/family 

Total 

1 

Male 

Would you be willing 

to try new cosmetic 

brands? 

Yes 7 7 

Maybe 7 7 

Total 14 14 

Female 

Would you be willing 

to try new cosmetic 

brands? 

Yes 19 19 

No 1 1 

Maybe 12 12 

Total 32 32 

Total 

Would you be willing 

to try new cosmetic 

brands? 

Yes 26 26 

No 1 1 

Maybe 19 19 

Total 46 46 
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Would you be willing to try new cosmetic brands? * What are the factors when you decide to 

purchase cosmetic products? (please select all that apply)-Quality * What is your gender? 

Crosstabulation 

Count 

What is your gender? What are the factors when you decide to purchase 

cosmetic products? (please select all that apply)-

Quality 

Total 

1 

Male 

Would you be willing to try 

new cosmetic brands? 

Yes 12 12 

No 4 4 

Maybe 13 13 

Total 29 29 

Female 

Would you be willing to try 

new cosmetic brands? 

Yes 29 29 

No 5 5 

Maybe 24 24 

Total 58 58 

Total 

Would you be willing to try 

new cosmetic brands? 

Yes 41 41 

No 9 9 

Maybe 37 37 

Total 87 87 
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Would you be willing to try new cosmetic brands? * What are the factors 

when you decide to purchase cosmetic products? (please select all that 

apply)-Packaging * What is your gender? Crosstabulation 

Count 

What is your gender? What are the 

factors when 

you decide to 

purchase 

cosmetic 

products? 

(please select 

all that apply)-

Packaging 

Total 

1 

Male 

Would you be willing to try 

new cosmetic brands? 

Yes 1 1 

Maybe 1 1 

Total 2 2 

Female 

Would you be willing to try 

new cosmetic brands? 

Yes 9 9 

Maybe 8 8 

Total 17 17 

Total 

Would you be willing to try 

new cosmetic brands? 

Yes 10 10 

Maybe 9 9 

Total 19 19 
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Would you be willing to try new cosmetic brands? * What are the factors 

when you decide to purchase cosmetic products? (please select all that 

apply)-Brand * What is your gender? Crosstabulation 

Count 

What is your gender? What are the 

factors when 

you decide to 

purchase 

cosmetic 

products? 

(please select 

all that apply)-

Brand 

Total 

1 

Male 

Would you be willing to try 

new cosmetic brands? 

Yes 4 4 

No 2 2 

Maybe 2 2 

Total 8 8 

Female 

Would you be willing to try 

new cosmetic brands? 

Yes 20 20 

Maybe 10 10 

Total 30 30 

Total 

Would you be willing to try 

new cosmetic brands? 

Yes 24 24 

No 2 2 

Maybe 12 12 

Total 38 38 
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Would you be willing to try new cosmetic brands? * What are the factors 

when you decide to purchase cosmetic products? (please select all that 

apply)-Price * What is your gender? Crosstabulation 

Count 

What is your gender? What are the 

factors when 

you decide to 

purchase 

cosmetic 

products? 

(please select 

all that apply)-

Price 

Total 

1 

Male 

Would you be willing to try 

new cosmetic brands? 

Yes 11 11 

No 4 4 

Maybe 8 8 

Total 23 23 

Female 

Would you be willing to try 

new cosmetic brands? 

Yes 22 22 

No 3 3 

Maybe 13 13 

Total 38 38 

Total 

Would you be willing to try 

new cosmetic brands? 

Yes 33 33 

No 7 7 

Maybe 21 21 

Total 61 61 
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Appendix 11: Comparison five within SPSS 

 

Case Processing Summary 

 Cases 

Valid Missing Total 

N Percent N Percent N Percent 

Did you get any proffesional 

facial/cosmetic treatment 

during the last month? * 

How much money do you 

spend monthly on cosmetics 

in dollars ? * What is your 

gender? 

101 60.8% 65 39.2% 166 100.0% 

 

 

Did you get any proffesional facial/cosmetic treatment during the last month? * How much money 

do you spend monthly on cosmetics in dollars ? * What is your gender? Crosstabulation 

Count 

What is your gender? How much money do you spend monthly 

on cosmetics in dollars ? 

Total 

$1- 

$10 

$11-

$20 

$21-

$30 

$31-

$40 

$41-

$50 

$51 

- 

Male 

Did you get any proffesional 

facial/cosmetic treatment during the 

last month? 

Yes 1 1 1 1 0 0 4 

No 12 13 5 1 1 2 34 

Total 13 14 6 2 1 2 38 

Female 

Did you get any proffesional 

facial/cosmetic treatment during the 

last month? 

Yes 0 1 3 0 1 1 6 

No 8 13 19 8 5 4 57 

Total 8 14 22 8 6 5 63 

Total 

Did you get any proffesional 

facial/cosmetic treatment during the 

last month? 

Yes 1 2 4 1 1 1 10 

No 20 26 24 9 6 6 91 

Total 21 28 28 10 7 7 101 
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Appendix 12: Comparison six within SPSS 

 

Which of these factors do you particulary look for in cosmetics including night creams? Tick no 

more...-Latest innovation * Do natural products appeal to you ? * What is your gender? 

Crosstabulation 

Count 

What is your gender? Do natural 

products appeal 

to you ? 

Total 

Yes No 

Male 

Which of these factors do you particulary look for in cosmetics 

including night creams? Tick no more...-Latest innovation 
1 9 1 10 

Total 9 1 10 

Female 

Which of these factors do you particulary look for in cosmetics 

including night creams? Tick no more...-Latest innovation 
1 10 

 
10 

Total 10  10 

Total 

Which of these factors do you particulary look for in cosmetics 

including night creams? Tick no more...-Latest innovation 
1 19 1 20 

Total 19 1 20 

 

Which of these factors do you particulary look for in cosmetics including night creams? Tick no 

more...-Special offer or promotion * Do natural products appeal to you ? * What is your gender? 

Crosstabulation 

Count 

What is your gender? Do natural 

products appeal 

to you ? 

Total 

Yes No 

Male 

Which of these factors do you particulary look for in cosmetics 

including night creams? Tick no more...-Special offer or 

promotion 

1 12 2 14 

Total 12 2 14 

Female 

Which of these factors do you particulary look for in cosmetics 

including night creams? Tick no more...-Special offer or 

promotion 

1 17 

 

17 

Total 17  17 

Total 

Which of these factors do you particulary look for in cosmetics 

including night creams? Tick no more...-Special offer or 

promotion 

1 29 2 31 

Total 29 2 31 
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Which of these factors do you particulary look for in cosmetics including night creams? Tick no 

more...-Special benefits (e.g vitamins,sun protection, natural ingredients * Do natural products 

appeal to you ? * What is your gender? Crosstabulation 

Count 

What is your gender? Do natural 

products 

appeal to you ? 

Total 

Yes No 

Male 

Which of these factors do you particulary look for in cosmetics 

including night creams? Tick no more...-Special benefits (e.g 

vitamins,sun protection, natural ingredients 

1 12 2 14 

Total 12 2 14 

Female 

Which of these factors do you particulary look for in cosmetics 

including night creams? Tick no more...-Special benefits (e.g 

vitamins,sun protection, natural ingredients 

1 41 

 

41 

Total 41  41 

Total 

Which of these factors do you particulary look for in cosmetics 

including night creams? Tick no more...-Special benefits (e.g 

vitamins,sun protection, natural ingredients 

1 53 2 55 

Total 53 2 55 

 

 

Which of these factors do you particulary look for in cosmetics including night creams? Tick no 

more...-Pleasant odor * Do natural products appeal to you ? * What is your gender? 

Crosstabulation 

Count 

What is your gender? Do natural 

products appeal 

to you ? 

Total 

Yes No 

Male 

Which of these factors do you particulary look for in cosmetics 

including night creams? Tick no more...-Pleasant odor 
1 16 2 18 

Total 16 2 18 

Female 

Which of these factors do you particulary look for in cosmetics 

including night creams? Tick no more...-Pleasant odor 
1 23 

 
23 

Total 23  23 

Total 

Which of these factors do you particulary look for in cosmetics 

including night creams? Tick no more...-Pleasant odor 
1 39 2 41 

Total 39 2 41 
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Which of these factors do you particulary look for in cosmetics including night creams? Tick no 

more...-Own label * Do natural products appeal to you ? * What is your gender? Crosstabulation 

Count 

What is your gender? Do natural products 

appeal to you ? 

Total 

Yes 

Male 

Which of these factors do you particulary look for in 

cosmetics including night creams? Tick no more...-Own 

label 

1 2 2 

Total 2 2 

Female 

Which of these factors do you particulary look for in 

cosmetics including night creams? Tick no more...-Own 

label 

1 2 2 

Total 2 2 

Total 

Which of these factors do you particulary look for in 

cosmetics including night creams? Tick no more...-Own 

label 

1 4 4 

Total 4 4 

 

 

Which of these factors do you particulary look for in cosmetics including night creams? Tick no 

more...-Well-know brand * Do natural products appeal to you ? * What is your gender? 

Crosstabulation 

Count 

What is your gender? Do natural 

products appeal 

to you ? 

Total 

Yes No 

Male 

Which of these factors do you particulary look for in cosmetics 

including night creams? Tick no more...-Well-know brand 
1 9 1 10 

Total 9 1 10 

Female 

Which of these factors do you particulary look for in cosmetics 

including night creams? Tick no more...-Well-know brand 
1 26 

 
26 

Total 26  26 

Total 

Which of these factors do you particulary look for in cosmetics 

including night creams? Tick no more...-Well-know brand 
1 35 1 36 

Total 35 1 36 
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Which of these factors do you particulary look for in cosmetics including night creams? Tick no 

more...-Attractive packaging * Do natural products appeal to you ? * What is your gender? 

Crosstabulation 

Count 

What is your gender? Do natural products 

appeal to you ? 

Total 

Yes 

Male 

Which of these factors do you particulary look for in 

cosmetics including night creams? Tick no more...-Attractive 

packaging 

1 6 6 

Total 6 6 

Female 

Which of these factors do you particulary look for in 

cosmetics including night creams? Tick no more...-Attractive 

packaging 

1 6 6 

Total 6 6 

Total 

Which of these factors do you particulary look for in 

cosmetics including night creams? Tick no more...-Attractive 

packaging 

1 12 12 

Total 12 12 

 

 

Which of these factors do you particulary look for in cosmetics including night creams? Tick no 

more...-Brand seen in advertisement * Do natural products appeal to you ? * What is your gender? 

Crosstabulation 

Count 

What is your gender? Do natural 

products appeal 

to you ? 

Total 

Yes No 

Male 

Which of these factors do you particulary look for in cosmetics 

including night creams? Tick no more...-Brand seen in 

advertisement 

1 5 3 8 

Total 5 3 8 

Female 

Which of these factors do you particulary look for in cosmetics 

including night creams? Tick no more...-Brand seen in 

advertisement 

1 4 

 

4 

Total 4  4 
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Total 

Which of these factors do you particulary look for in cosmetics 

including night creams? Tick no more...-Brand seen in 

advertisement 

1 9 3 12 

Total 9 3 12 

 

Which of these factors do you particulary look for in cosmetics including night creams? Tick no 

more...-Hypo-allergenic * Do natural products appeal to you ? * What is your gender? 

Crosstabulation 

Count 

What is your gender? Do natural products 

appeal to you ? 

Total 

Yes 

Male 

Which of these factors do you particulary look for in 

cosmetics including night creams? Tick no more...-Hypo-

allergenic 

1 7 7 

Total 7 7 

Female 

Which of these factors do you particulary look for in 

cosmetics including night creams? Tick no more...-Hypo-

allergenic 

1 32 32 

Total 32 32 

Total 

Which of these factors do you particulary look for in 

cosmetics including night creams? Tick no more...-Hypo-

allergenic 

1 39 39 

Total 39 39 

 

 

Which of these factors do you particulary look for in cosmetics including night creams? Tick no 

more...-Not tested on animals * Do natural products appeal to you ? * What is your gender? 

Crosstabulation 

Count 

What is your gender? Do natural 

products appeal 

to you ? 

Total 

Yes No 

Male 

Which of these factors do you particulary look for in cosmetics 

including night creams? Tick no more...-Not tested on animals 
1 6 1 7 

Total 6 1 7 

Female 

Which of these factors do you particulary look for in cosmetics 

including night creams? Tick no more...-Not tested on animals 
1 19 

 
19 

Total 19  19 
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Total 

Which of these factors do you particulary look for in cosmetics 

including night creams? Tick no more...-Not tested on animals 
1 25 1 26 

Total 25 1 26 

 

 

 

 

 

 

Which of these factors do you particulary look for in cosmetics including night creams? Tick no 

more...-Brand I always buy * Do natural products appeal to you ? * What is your gender? 

Crosstabulation 

Count 

What is your gender? Do natural 

products appeal 

to you ? 

Total 

Yes No 

Male 

Which of these factors do you particulary look for in cosmetics 

including night creams? Tick no more...-Brand I always buy 
1 6 3 9 

Total 6 3 9 

Female 

Which of these factors do you particulary look for in cosmetics 

including night creams? Tick no more...-Brand I always buy 
1 26 

 
26 

Total 26  26 

Total 

Which of these factors do you particulary look for in cosmetics 

including night creams? Tick no more...-Brand I always buy 
1 32 3 35 

Total 32 3 35 

 

 

Which of these factors do you particulary look for in cosmetics including night creams? Tick no 

more...-Fragrance free * Do natural products appeal to you ? * What is your gender? 

Crosstabulation 

Count 

What is your gender? Do natural 

products appeal 

to you ? 

Total 

Yes No 

Male 
Which of these factors do you particulary look for in cosmetics 

including night creams? Tick no more...-Fragrance free 
1 1 1 2 
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Total 1 1 2 

Female 

Which of these factors do you particulary look for in cosmetics 

including night creams? Tick no more...-Fragrance free 
1 11 

 
11 

Total 11  11 

Total 

Which of these factors do you particulary look for in cosmetics 

including night creams? Tick no more...-Fragrance free 
1 12 1 13 

Total 12 1 13 

 

 

 

Which of these factors do you particulary look for in cosmetics including night creams? Tick no 

more...-Exclusive/luxury brand * Do natural products appeal to you ? * What is your gender? 

Crosstabulation 

Count 

What is your gender? Do natural products 

appeal to you ? 

Total 

Yes 

Male 

Which of these factors do you particulary look for in cosmetics 

including night creams? Tick no more...-Exclusive/luxury 

brand 

1 2 2 

Total 2 2 

Female 

Which of these factors do you particulary look for in cosmetics 

including night creams? Tick no more...-Exclusive/luxury 

brand 

1 7 7 

Total 7 7 

Total 

Which of these factors do you particulary look for in cosmetics 

including night creams? Tick no more...-Exclusive/luxury 

brand 

1 9 9 

Total 9 9 

 

 

Which of these factors do you particulary look for in cosmetics including night creams? Tick no 

more...-Other * Do natural products appeal to you ? * What is your gender? Crosstabulation 

Count 

What is your gender? Do natural 

products appeal 

to you ? 

Total 

Yes No 

Male 

Which of these factors do you particulary look for in cosmetics 

including night creams? Tick no more...-Other 
1 3 2 5 

Total 3 2 5 
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Female 

Which of these factors do you particulary look for in cosmetics 

including night creams? Tick no more...-Other 
1 1 

 
1 

Total 1  1 

Total 

Which of these factors do you particulary look for in cosmetics 

including night creams? Tick no more...-Other 
1 4 2 6 

Total 4 2 6 

 
 
 

Appendix 13: Comparison seven within SPSS 

 

Case Processing Summary 

 Cases 

Valid Missing Total 

N Percent N Percent N Percent 

Would you be willing to try new cosmetic brands? * How 

much money do you spend monthly on cosmetics in dollars 

? * What is your gender? 

101 60.8% 65 39.2% 166 100.0% 

 

 

Would you be willing to try new cosmetic brands? * How much money do you spend monthly on 

cosmetics in dollars ? * What is your gender? Crosstabulation 

Count 

What is your gender? How much money do you spend monthly on 

cosmetics in dollars ? 

Total 

$1- 

$10 

$11-

$20 

$21-

$30 

$31-

$40 

$41-

$50 

$51 

- 

Male 

Would you be willing to try 

new cosmetic brands? 

Yes 4 7 3 2 0 1 17 

No 3 2 1 0 0 1 7 

Maybe 6 5 2 0 1 0 14 

Total 13 14 6 2 1 2 38 

Female 

Would you be willing to try 

new cosmetic brands? 

Yes 2 7 16 3 2 3 33 

No 3 1 0 0 0 1 5 

Maybe 3 6 6 5 4 1 25 

Total 8 14 22 8 6 5 63 

Total 

Would you be willing to try 

new cosmetic brands? 

Yes 6 14 19 5 2 4 50 

No 6 3 1 0 0 2 12 

Maybe 9 11 8 5 5 1 39 

Total 21 28 28 10 7 7 101 
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Appendix 14 Tourist arrivals on The ABC-islands 

Appendix 14A 

 

 

source: 11: Onecaribbean-Aruba, 2011 p 10-12 
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Appendix 14B 

Figure 13: Tourist arrivals by main markets 2010 

 

source: 12 Onecaribbean-Bonaire, 2011 p30-32 
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Appendix 14C 

Figure 14: Tourist Arrivals by main markets 2010 

 

source: 13 Onecaribbean-Curacao, 2011 p46-48 
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Appendix 15 Interview Aruba 

Name: Jeanine Meyers 

Country of origin: Aruba 

Gender: Female 

Occupation: Owner of beauty salon on Aruba.  

1. What are the most successful/sold products? 

The most successful and sold products are Sun-blockers, Hydrating gel & Face-cream , Pigment 
Creams, treatment, Anti-aging serums. 

2. What are the most demanded treatments? 

Anti-Aging Facial Treatment, regular & French pedicure, Pigment treatment for men & women, 
Cleansing Care for men & women, Exfoliation treatment   

3. How much clients do you receive weekly on average? 

25 – 30 clients each week on average 

4. With which brands are your currently working with in the saloon? 

Henriette Faroche  

5. Which brands do you currently sell to final clients? 

Henriette faroche, Payot and Bioderma 

6. Which brands would you like to see on the market in Aruba? 

Neoderma 

7. Did you work with these brands before? 

Yes, with the brand Neoderma. The brand Neoderma was distributed on the Aruban market one year 
ago, but the distributor is no longer active. Therefore, the brand is known and the demand for it still 
exists.   

8. What is your primary target market? 

My target market is mainly local middle aged women from 30 to 50 years old.   

9. What are the demographics of your clientele?  

Local woman: 65% (middle/upper class, 30 – 50 years old, employed/housewives)  

Local men: 15% (middle/upper class, 20 – 35 years old, employed/students) 

International Tourists: 20% (middle/upper class, 20 – 50 years old) 


