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ABSTRACT

In today’s fast-paced world, where the echoes of environmental consciousness and
sustainability reverberates louder than ever, the pharmaceutical industry particularly the
cosmetic one is witnessing a profound transformation. At the forefront of this evolution lies the
emergence of “green” cosmetics — a revolutionary concept that not only embodies sustainability
but also reshapes consumer perceptions and preferences in the pharmaceutical landscape. In
the reality where beauty meets sustainability, this concept has captured both the industry
insiders and eco-conscious consumers.

Green cosmetics, often referred to as biocosmetics/ eco-cosmetics/ eco- friendly cosmetics/ or
sustainable cosmetics, represent a departure from conventional beauty products by embracing
natural, organic formulations, derived from renewable plant and bacteria sources. These eco-
friendly alternatives not only prioritize the well-being of consumers. Beyond their botanical
origins, these cosmetics promote transparency in production and packaging, striving for
biodegradability and low-waste management practices.

The image of green cosmetics extends far beyond mere aesthetics, tapping into a growing
global consciousness surrounding sustainability. With increasing awareness of environmental
degradation and the adverse effects of conventional effects on the consumer health and skin,
interest in green cosmetics continues to surge. Studies have shown that individuals are
increasingly drawn to products that encourage ethical sourcing, cruelty-free, vegan practices,
and, minimal environmental footprint. This evolving mindset underscores the need for the
cosmetic industry to embrace sustainable practices and offer products that resonate with
sustainable consumers. The theory of planned behaviour has often been used by researchers to
analyse the behaviour of customers in the current market. Developed by Icek Ajzen, the virtue
of'this theory is to analyse human behaviour regarding certain actions. According to this theory,
certain factors like perceived behaviour, control, behaviour intentions, subjective norms and
attitude towards the behaviour affect human actions.

Against this backdrop, it is crucial to understand the significance of green cosmetics in
advancing sustainability efforts within the pharmaceutical sector. Thus, this study aims to look
into consumer perceptions, preferences, and purchasing behavior considering the efforts made
by industries to practice sustainability.
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CHAPTER ONE: INTRODUCTION

1.1 BACKGROUND

In recent years, sustainability has been prioritised across several industries and the
pharmaceutical industry is no exception where the sector has undergone a massive
transformation with the introduction of green cosmetic products and formulations( also called
eco-cosmetics, sustainable cosmetics, eco-friendly cosmetics), which are nothing but cosmetic
products derived from natural biodegradable ingredients and produced using environment-
friendly, sustainable practices utilizing eco-friendly packaging and avoiding toxic chemicals
that harm environment(Lin et al., 2018). Therefore, this study aims to explore various factors
that contribute to the increasing popularity of green cosmetic products and how these products
garners concern, awareness and a shift in the consumer preferences regarding green cosmetic
products. Owing to the Internet and access to social media platforms consumers are well aware
of the adversities brought about by the traditional cosmetic formulations and practices.
Therefore, this research can highlight various aspects ranging from ecological, and economic,
to psychological and other factors that contribute to rapidly transforming consumer perceptions
and preferences. The development of green cosmetic formulations is a subject of research and
development closely aligned with technological innovation and the actual intent of the

organisations and the industry at large to contribute to sustainable practices.

In 2019, the market for organic cosmetics was predicted to be valued at US$ 17601.4 million
whereas, in four years, the market witnessed a growth accounting for 3.90% and generated US$
2941.3 million in new revenue (FutureMarketlnsightsinc, 2023). The market size of green
cosmetics was estimated to be $37.9 billion in 2023 and is expected to grow with a CAGR of
5.1% between the years 2024 to 2032 (GlobalMarketInsights, 2023). In response to consumer
desire for more natural and environmentally friendly solutions, conventional cosmetics
companies and beauty brands are incorporating organic lines into their product offerings.
Simultaneously, Gen Z and millennials, seem to be drawn to ethical and sustainable companies
in a desire to support socially responsible enterprises and make ecologically mindful decisions
which have further contributed to this emerging trend. This research, therefore, aims to explore
the various initiatives taken by the pharmaceutical industry to curb the adverse implications of
the industry. Similarly, consumer preference and demand towards different products are a
constantly transforming paradigm and therefore it is important to comprehend the factors that
regulate the consumer shopping behaviour, preference, and their perception of green cosmetic

formulation amongst others therefore serves as an important purpose and driving force for
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conducting this research. Simultaneously, the policies and regulations implemented by the
government across different nations are a potential contributor to this increasing popularity. In
addition to this, the industry has grown even more as a result of regulatory organizations' drive
for tougher guidelines and ingredient transparency in cosmetic products. The industry is
growing as a result of emerging market groups including Gen Z and millennials actively

searching out sustainable and ethical companies.

1.2 RESEARCH PURPOSE

The “concept of Green cosmetics” is a widely recognized notion these days, affecting the
purchasing behavior of consumers and their attitude in general towards the environment in
addition to sustainability practices adopted by pharmaceutical companies concerning the same.
This idea has been gaining a lot of attention recently with people changing their perspective
towards the more environmentally friendlier approach and being environmentally conscious
about their choices. Hence, various studies have been conducted on the topic to understand the
importance of green cosmetics and their impact on consumers in society. However, examining
several pieces of literature on the topic of “green cosmetics” reveals some gaps in geographical
representation, participant demographics, sampling methodologies, motivating this study to
thoroughly investigate the rise of green cosmetic formulations and their role in promoting
sustainability practices. Thus, the purpose of this study is to evaluate the overall environmental
impact of green cosmetics, identify factors shaping purchasing behavior, consider the benefits,
drawbacks, regulatory frameworks associated with the concept of green cosmetics. Thus, to
explore these areas profoundly to derive an extensive understanding of technical, ecological,

psychological and other aspects that leverage the popularity of green cosmetics.

1.3 OVERVIEW OF THE PROBLEM

There are several negative aspects associated with traditional cosmetics and their formulations.
According to the findings of (Kumari ef al., 2023)several adverse reactions have been linked
to traditional cosmetics, including conjunctivitis, acne, photo-allergic/toxic reactions, contact
dermatitis, hypo- or hyper pigmentation, itching, corrosive scalp injuries, abrupt hair loss, nails
coming free from the nail bed, and irritation of the oral mucous membrane. Various harmful
components and hazardous chemicals used in cosmetics are included in beyond permitted
limits. These chemicals may cause major adverse eftfects on the skin and may also infiltrate the
skin and other organs causing carcinogenicity. Moreover, there have been environmental
implications associated with traditional cosmetics which are increasing the popularity of green

cosmetic formulation. Therefore, it is important to explore the sustainable initiatives taken up
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by the pharmaceutical industry the ongoing trends in it and their implications on user

preference.

1.4 SIGNIFICANCE OF AND JUSTIFICATION FOR THE STUDY

The significance of this research is associated with its effectiveness in exploring the
multifaceted impact of green cosmetics including social, environmental, and economic factors.
Additionally, by exploring the perceptions and preferences of the customers the study provides
insight into the market dynamics which in turn can provide the sustainability strategies to be
adopted by the industry or the organisations. Furthermore, the significance of this study is also
related to the findings that can offer pharmaceutical businesses useful insights to improve their

sustainability programs and connect their offerings to changing consumer demands.

According to a survey conducted by Statista, the demand for natural and organic ingredients in
beauty products is on the rise and as much as 52% of the consumers have expressed their
preference for green products (Petruzzi, 2024).The USA market for green cosmetics has been
accounted for 6.44% growth by the year 2028 (Statista, 2024). It is expected that by the same
time, the UK market would also see similar trends of development. Thus, it can be concluded
that the overall global market for green cosmetics is rising and is developing profitable
scenarios. Therefore, the increasing consciousness of the possible detrimental consequences of
the synthetic chemicals used in traditional cosmetics, especially in the wake of the epidemic
has brought about a significant shift in consumer preferences. Due to increased awareness and
a broader concern for the sustainability of the environment, there is a rising market for eco-
friendly cosmetic products. Furthermore, the industry is expanding as a result of the growing
appeal of clean-labeled and green cosmetics, which are considered to be safer and healthier

since they include natural components.

According to the reports published by the Global Market Estimates, the green cosmetics market
is expected to grow at a CAGR of 5.1% from 2024 to 2029 (Global Market Estimates,
2024)Therefore, it is important to identify the factors that contribute to the popularity of green
cosmetic products. The cosmetics industry is one of the biggest sectors with astounding
probabilities for further growth and development and therefore the organisations in this
industry must opt for sustainable practices as this industry is one of the biggest contributors to
plastic pollution as well as contributors to water use, ocean pollution, and wastewater. In this

context, the findings of this research can be beneficial in further research and development
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initiatives taken by the governments and the pharmaceutical industries to develop products that

are not only eco-friendly but are gentle on the skin.

1.5 SCOPE OF THE STUDY

Further scope of research can further dig into an in-depth analysis of consumer behaviour
which in turn can contribute to studies on behavioural psychology as well as explore the
implications of socio-economic factors on customer preference. Moreover, additional research
on the same could delve into the potential impact of emerging technologies like blockchain
technology, artificial intelligence, sustainable packaging solutions, and other advancements on
the enhancement and innovation of green cosmetic formulations. The study is to be conducted
on a global scenario, analysing the situation of green cosmetics business from internationally
operative organisations along with obtaining feedback from consumers across the world on the
topic. Moreover, corporate social responsibility is intrinsically associated with any industry and
the organisation within it and further studies can therefore explore the CSR initiatives taken by

the pharmaceutical industry.

1.6 AIM AND OBJECTIVES

The aim of the research is to explore the emerging trend of “green” cosmetic formulations and
the way they contribute to sustainability practices in the pharmaceutical industry considering

their impact on consumer perceptions and preferences.

1. To examine the current sustainability initiatives and practices within the pharmaceutical
industry and assess the environmental impact of traditional cosmetics in comparison to
green alternatives.

2. To investigate how consumers perceive “green” cosmetics in a pharmaceutical context
and understand the consumer attitudes, beliefs, and awareness regarding sustainability
in cosmetic products.

3. To identify the factors influencing consumer choices in the pharma sector and analyze
how the availability of green cosmetic formulations influences consumer purchasing
behavior.

4. To evaluate the overall environmental impact and specific benefits and drawbacks
associated with the adoption of “green” cosmetic formulations in the pharmaceutical

industry.
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5. To investigate the existing regulations and standards related to “green” cosmetics in the
pharma and assess the role of regulatory frameworks in promoting or hindering
sustainable practices and explore potential innovations and advancements that could

further enhance sustainability in the pharmaceutical industry.

1.7 RESEARCH QUESTIONS

This Research is aimed to answer the following questions:

1. To what extent do “green” cosmetic formulations contribute to the sustainability
practices in the pharmaceutical sector and how does the environmental impact of green
cosmetics differ from conventional cosmetic formulations?

2. How do consumers perceive and evaluate “green” cosmetic formulations and what
factors influence their preferences and decision-making?

3. What is the impact of the adoption of “green” cosmetics, on consumer purchasing

behavior?

1.8 RESEARCH HYPOTHESES

The hypotheses incorporated in the study are based on the research questions and objectives,

which are described as follows:
HI: Significant Factors affecting green cosmetics consumer behavior and purchase.

e H, - There are no significant factors influencing consumer perceptions and preferences
of green cosmetics over traditional cosmetic formulations.
e H, - There are significant factors influencing consumer perceptions and preferences for

green cosmetics over traditional cosmetic formulations.
H2: Impact of green cosmetics on consumer purchasing behavior.

e H,— Adoption of green cosmetics has no effect on consumer purchasing behavior.

e H.- Adoption of green cosmetics has an effect on consumer purchasing behavior.

1.9 METHODOLOGY

A thematic analysis method will be employed to derive themes and codes from data collected
from interviews of industry managers who are employed for a period over 2 years in the

pharmaceutical sector. This study shall employ a deductive thematic approach combined with

16




a primary data collection method and a pragmatist philosophy to employ both quantitative and
qualitative methods. The study will be aligned with the abductive research approach to include
both inductive and deductive elements. Quantitative data is to be obtained from surveying 100
participants across the globe through the implementation of a Five-graded Likert Scale. Several
validation tests will be incorporated through the IBM SPSS software including Exploratory
Factor Analysis (EFA), Composite Reliability (CR) as well as Convergent validity analysis and
Average Variance Extracted values (AVE).

1.10 STRUCTURE OF THE STUDY

The overall dissertation is categorized into five main sections which consists of different
chapters ranging from 1 to 5 in order to ease the course of the research, where the first chapter
provides an outlook into the research objectives, aims and purpose that serves as a guide for
exploring the topic more intently. The hypotheses developed in this chapter are aimed through
analysis of existing research materials the findings of which constitute the content of the second
chapter which is the literature review. The third chapter is methodology which highlights the
methods and tools employed in the collection of primary data. It also highlights the ethics that
are to be maintained as well as the data analysis method that will be used in the study.
Furthermore, the results acquired from the findings constitute the content of the fourth chapter
which is the results and findings chapter where a detailed analysis of the results is generally
included and this research will follow suit. Subsequently, in the last chapter, an overall
conclusion drawn from the findings of this research as well as from previous research will be
included. Similarly, based upon the findings certain recommendations will be provided that
shall contribute to the studies and innovations related to green cosmetic formulation and propel

the investigation further.
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CHAPTER TWO: LITERATURE REVIEW

2.1 INTRODUCTION

This is the second and most crucial chapter of this dissertation, as a proper literature review
based on the research objectives has been carried out for this study. This chapter critically
reviewed some existing pieces of literature such as academic journals or articles related to this
specific topic aligning it with the research objectives and questions. This chapter also provides
a literature search summary where the justification for choosing those specific literatures is
stated. This study has made a theme based secondary literature review, which has allowed the
study to get familiarity with the recent knowledge in the chosen topic, along with the

boundaries and limitations of the same.

2.2 THEORETICAL FRAMEWORK
Theory of Planned Behaviour (TPB)

The theory of planned behaviour has often been used by researchers in order to analyse the
behaviour of customers in the current market. Developed by Icek Ajzen, the virtue of this theory
is to analyse human behaviour regarding certain actions. According to this theory, certain
factors like perceived behaviour control, behaviour intentions, subjective norms and attitude
towards the behaviour affects human actions(Sok et al., 2021). This is significant when it
comes to purchasing decisions that are made by individuals. In the present scenario where the
generation Z customers reign, the marketers have segmented the customer base and
concentrated on drawing conclusions from the different behaviours the former portray towards
a brand or product(Djafarova and Foots, 2022). Thus, the theory clearly states that individuals'

behaviours would be influenced by their intentions towards an activity.

From information stated above, it is quite clear that the purchasing behaviour of customers is
in fact influenced by their intention towards using green cosmetics. The fact that customers are
concerned about their health as well as the environment further influences their decision to
purchase healthy cosmetics(Asih et al., 2020). According to the study made by Khan et al.,
(2021), the theory of planned behaviour inquiries the action of an individual, based on the goals
that they have in their mind. Thus, in this case, the goal of customers would be to buy cosmetic
products that are safe for their skin as well as safe for the environment. Purchasing behaviour
of customers often differs based on the situation and aim of the target group. Erul et al. (2020)
stated that the attitude of individuals, whether positive or negative influences their behaviour

towards the purchasing intentions. Their behaviour to engage in certain purchasing activities
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thus is influenced by the positive or negative attitude customers may have towards green

cosmetics.

In addition to the concepts of attitude, the subjective norms in a society also influence the
behaviour of customers in case of their purchasing behaviour. Subjective norm or societal
pressure often acts as a force that influences purchasing decisions of customers regarding a
product (Ngah et al., 2020). Thus, if society develops a pressure to accept green cosmetics over
the regular cosmetic products that have been sold until now, most of the individuals in the
society would be willing to accept the norm, being resident within the society. Wang and Wong
(2020) have also stated that the subjective norm is a significant force in society that acts as a
motivating force behind the actions of individuals. Important figures in the life of these
individuals frequently impact their behaviour when it comes to buying green cosmetics or other

sustainable products.

»| Attitude Toward
Behavior

~
Subjective Norm 4{ Intention Behavior

A

| Perceived /

Behavior Control

Figure 1: Theory of planned behaviour (Source:(Prayoga et al., 2021))

The rate of satisfaction that customers achieve on using a certain product affect customer’s
purchasing decision. This in turn, influences their decisions to make multiple purchases of the
same products, due to their intense satisfaction of the product (Abbasi et al., 2021). Thus, if
customers were highly satisfied with using green cosmetics based on their quality, price and
affordability, they would be willing to make repeated purchases of the product. This has an
impact on their behavioural control as well. In cases where they identify any form of risk that
may result from using a green/ non-green product, they would be willing to control their usage

of the product, to protect their health. The capability of behavioural control holds power over
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the attitude of an individual to achieve a certain goal too. This could be related to a major shift
towards consumption of green cosmetics over chemical products to improve environmental
sustainability(Sok et al.,2021). Hence, it can be concluded that the theory of planned behaviour
is significant in directing the purchasing decisions of customers. The factors acting within the
society as well as within the individuals themselves act as impetus behind their intention to
purchase a product once or repeatedly. It is possible to identify, using the theory of planned
behaviour, the decisions taken by customers in order to adopt green cosmetics consumption.
Analysing their behaviour helps marketers to plan the future steps that can be taken for

enhancing the preference of customers towards such sustainable products.

Value-Belief-Norm Theory (VBN)

The value-belief-norm theory is mainly known as the theory of environmentalism, which
assumes that values affect the pro -environmental attitude through pro-environmental beliefs
and personal standard. The theory has also suggested that the individual’s action has been
influenced by their own personal values and beliefs regarding the consequences of their actions
and norms of the social environment(Majeed et al., 2023). According to Canlas et al. (2022)
there is a huge significance of the value-belief-norm theory in assuming pro environmental
behavior. The author has revealed that this VBN theory of environment has its cassava chain
of five components, which include, values, new environment, paradigm, awareness of

repercussion, ascription of accountability to self-belief and personal norms.

Environmental

Altruistic Values
\‘ Ascription to Activism
Mew responsibility

Egoistic Values [———.  gcological Environmental
Paradigm
Traditional Values |— Fraenwran mental
Awa reness of

Citizenship

Personal Norms [, Policy Support

Gpeﬂnesst\o consequences
change Private-Sphera
Behawviors

Figure 2: Framework of pro-environmental behavior based on the VBN model
(Source:(Canlas and Magtolis, 2022))

The components, which has been mentioned previously, has been shown in Figure 2.2.1. VBN
model has its extensions to the belief regarding the potential future world conditions and
predicts that egoistic, social-altruistic, and biosphere value orientations influence in what way

people cognitively structure beliefs about unfavourable environmental consequences.
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In contrast to this, Hong et al. (2024) opined that, there is a clear relationship between the VBN
theory and the assumption of green consumption behaviour. This author has explored this
specifically among the Chinese youth. It has been revealed that all the components and
variables of this theory such as values, beliefs and norms have its enormous impact upon the
customer perception regarding the green consumption. The promotion of ecological awareness
and accountability can really develop green values and trust among people. It ultimately
strengthens the individual's personal norms and so motivates them to switch to green products.
Every individual might hold their own values regarding the environment such as concern for
pollution, plants and ethical consumption(Hong et al., 2024). All these values can drive them

to have green consumption and eco-friendly practices embedded into their daily life.

As per the view of Canlas and Molino-Magtolis (2022) there are two proper definitions of VBN
theory, one is a behaviour swap or a behaviour that alters or shifts the framework and vitality
of the ecosystem implying that behaviours influenced by values, beliefs or norms have huge
impact on ecosystems, while the intent-oriented distinctness refers to behaviours that are
undertaken with the conscious willingness to change or ease the environmental concerns. The
consumers who have been prioritizing sustainability consumption might be inclined towards
the purchase of green products or taking green services. It has been remarked by Chunhua et
al. (2023) that the application of the VBN theory can be the most effective one to realize the
consumer’s desire to use autonomous delivery vehicles. The study has found that the increasing
emission from the transportation fuel vehicles is negatively affecting the environment more
than before. Currently the autonomous delivery vehicle can be the alternative tool and most of
the consumers in general have supported this for their significant contribution in reduction of
environmental pollution and increasing the delivery efficiency(Chunhua et al., 2023). This
value belief norms theory in autonomous delivery can really provide a comprehensive
understanding of the customer decision-making process with respect to their intention to use
autonomous delivery vehicles. This theory grounded in the NAT takes a wider belief about the
biosphere caused by human actions. This theory casually explains the beginning of
environmental understanding at the individual level according to an individual's personal
values. Additionally, norms within a specific social groups or committees can really affect the
customers’ perception and preferences regarding the green products and if there is a prevailing
social norm which values sustainability and environmental responsibility, the individuals are
more likely to be inclined over the adoption of green products and consumption of eco-friendly

services (Majeed ef al., 2023)
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Therefore, this theory has allowed this research topic to allow an in-death realization of the

factors impacting the customer perception.

2.3 LITERATURE SEARCH SUMMARY

No.

Source

Reference

Justification

Ambuja Solvex.

Beauty, 1. (2021)

Green cosmetics are better for
the skin as well as for the
environment. In order to reduce
the harmful impacts of chemical
cosmetics, adoption of green
cosmetics would be a positive
trend.

susupport.com

Single Use Support. (2021)

The biopharma industry is
capable of utilizing supply
chain enhancements in order to
reduce negative impacts on
society. Providing affordable
drugs to society enhances
environmental sustainability as
well.

Researchgate

Kaur, H. and Baranidharan, S.,
(2024).

Deceitful marketing practices
regarding the cosmetics
industry is in heavy prevalence.
Joint effort of stakeholders is
necessary for reducing the
impacts of greenwashing in the
green cosmetics industry.

Elsevier

Rocca, R. et al. (2022)

Sustainability paradigm affects
the cosmetics industry. The
factors that influence a
customer's purchasing decision
often have significant
managerial implications as well.

Google Scholar

Franca, C. and Ueno, H.
(2020)

Green cosmetics are developed
based on the concepts of green
chemistry, in order to reduce
harmful substances.
Regulations on applying such
practices in multiple nations
have been analyzed.
Limitations, perspectives and

23




processes to overcome
challenges can be understood
from the study, relevant to green
cosmetics application.

MDPI

Limbu, Y.B. and Ahamed,
A.F.M.J. (2023) (15)

Growth in the green cosmetics
industry has allowed marketers
interest in enhancing the field
for better sales. However, the
behavior of customers has
become a significant aspect for
analysis in order to enhance
effective brand value.

Google Scholar

Szaban, M. (2023)

Attitude and purchase intention
of customers influence their
behaviour towards using green
cosmetics.  Health-conscious
people are more concerned
about such factors before
making a purchase.

Wiley

Tiscini, R., Martiniello, L. and
Lombardi, R., (2022)

Circular economy and
environmental information play
an important role in developing
regulatory  frameworks  for
products sold in the market.
Such guidelines are important to
be followed by framework
setters in order to ensure
productions of green cosmetics
would not harm the economy or
the environment.

Google Scholar

Sharma, M., Trivedi, P. and
Deka, J., (2021).

The level of awareness in
customers  influences their
decision to purchase green
cosmetics. Environment
sustainability and  health
consciousness influence
purchase decisions further.
Geographical constraint acts as
a limitation.

10

Google scholar

Shimul et al., (2022).

This article has been chosen for
this particular research study
because it has been conducted
based on green cosmetics. The
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study has also investigated the
consumer  perception  and
attitude towards green
cosmetics. The study has
revealed that subjective norms
have a significant positive effect
on the consumers’ buying
intention for green cosmetics.
The practitioners need to try to
enhance the customers’
knowledge regarding the use of
green cosmetics. Hence, this
study has also figured out that
the significance of perceived
behavioural control and health
consciousness were negligible.
Therefore, it has been expected
that the information regarding
the green cosmetics and
customer perception can help
this study.

11

Google Scholar

Podgorska et al., (2021)

The selected article has
executed its research based on
the concept of natural and
conventional cosmetics. This
study has depended and put its
focus on mercury exposure. It
has not only entered into the
human body through respiratory
tract and digestive system but
also through skin. This chemical
has been used in cosmetics for a
longer period of time. For this
reason, the research article has
evaluated the Hg content in 268
arbitrarily chosen cosmetics:
Natural and conventional, for
face and also body. The content
of the article, and really put
valuable insights within this
research work.

12

Google Scholar

Alhoperah et al., (2023)

This article has been chosen for
this research study because the
study was specifically based on
sustainability in pharma. The
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aim of this research was to
explore the ideation of
sustainability within the
pharmaceutical sector. The
study has particularly focused
on the adoption of green
initiatives and environmental
responsibilities,  which  is
closely related to  this
dissertation topic. This study
has revealed that motivation has
played a huge role within the
pharmaceutical companies to
priorities sustainability and also
to highlight major areas through
which the green products can
have their effect. However, the
finding of the article can
provide important factors for
this particular research study.

13

Google Scholar

Suphasomboon and
Vassanadumrongdee, (2022).

This article has been selected
for this study because this
article has executed the research
based on the sustainability
consumption of green
cosmetics. This study can really
provide great help to this
particular study because this
research study also investigates
the customer perception. The
findings of the article suggested
that green purchase intention
has its mediating significance in
the connection within the
functional value and intention.
The findings of the article also
provide insights regarding the
customer perception and their
sustainable usage of green
cosmetics and personal
products.

26




14

Google Scholar

Derqui et al., (2021)

The chosen article identifies
that the Community pharmacies
play an important analytical
societal role towards
sustainability. The agenda of
that study was to develop an
exploratory evaluation of 95
community  pharmacies in
Spain, calculate their
connection with renewable
practices and evaluated these
practices in light of the COVID-
19. The findings of the study
have suggested that the
incorporation of the sustainable
practices within the community
pharmacist need to be motivated
by both the policymaker and
pharmaceutical firms. These
findings can provide important
insights regarding the adoption
of green and sustainable tools in
pharma companies.

15

Google Scholar

Dini and Laneri, (2021)

The article is selected for
making secondary data analysis
because the research was
executed based on the ecology
and sustainability issues. The
study has identified that most of
the consumers in recent days are
opting for green cosmetics as
they have a serious concern
regarding the environment and
also want to contribute
positively for reduction of
pollution. The findings of this
article can really help the study
to build secondary analysis and
literature review. Additionally,
the article has also figured out
that consumers now have their
preferences for makeup and
cosmetics that have declined
which ultimately increase the
skin care products. However,
the finding of this article can
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provide important and valuable
information for this particular
research study.

Table 1: Literature search summary (Author)

2.4 CRITICAL LITERATURE REVIEW
2.4.1 Adoption of Sustainability Practices in Pharma

According to Derqui et al. (2021), the pharma companies need to improve their adoption of the
green practices within pharmacies by enthusiastically involving the community. It is necessary
that during the pandemic crisis companies should prioritize sustainability largely and
implement the prevention measures against such predicaments. Rocca et al. (2022) opined that
sustainability is the major aspect of today's cosmetic industry and has an immense impact. It
has been also identified from the study that the sustainability paradigm has its huge effect
within the cosmetic industry. The study revealed that the future cosmetic industry mainly
depends upon incorporating more sustainability approaches such as involving more natural
ingredients and authentic environmentally friendly processes within the manufacturing of the
products. It was also comprehended that; the pharmaceutical firms have been taking several
approaches to navigate their impact upon the environment and in 2005 the huge number of
pharma stakeholders came together to devise approaches aimed at promoting environmental
conservation. The adoption of sustainability in pharma might include some strategies like the
introduction of a circular economy, which can decrease the waste and reduce the gas emission.
Additionally, the remodification of their supply chain can also improve the sustainability
adaptation and incorporation of standardized metrics can also increase their positive

contribution towards the environment (Single Use Support, 2021)
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Figure 3: The comparison between the life cycle-assessment of single-use and conventional
(durable) facilities (Source: Single Use Support, 2021)

As per the research, study executed by Alhoperah et al. (2023) the sustainability approach and
pharmaceutical industry has their close relation because both the term has received attention
from the consumers, policy makers and organizations. It is revealed that environmental
sustainability has been a key and major focus of the pharmaceutical companies, with respect to
cleaner production, involving green supply chain and green raw materials into the production
through managing the waste. Jamwal et al. (2020) opinionated that, today’s time and the
increasing rate of global competition has forced all the manufacturing companies including
pharma company to adopt sustainable products, a raw material in the manufacturing system.
The industry has been using various sustainable initiatives in order to cover all aspects, which
include the environment, social and economic. Al-Awamleh et al. (2022) noticed that the supply
chain is also another major important factor, which needs to be adopted by the pharma
companies in order to adopt sustainability. The author has identified that the green supply chain
has its major five dimensions in each of these that need to be adopted by the pharma companies

for sustainability.

According to Khan and Ali (2022), the pharma company can face serious issues in adopting
sustainability such as sustainable supply chain. The issue of funding and resources, lack of
collaboration and marketing challenges need to be faced by the companies while incorporating

the sustainable supply chain.
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Weaver et al. (2022) remarked that the application of emerging technologies could really help
the pharmaceutical manufacturing companies to mitigate effectively various issues within the

incorporation of sustainability into their industry.

2.4.2 Effects of Conventional cosmetics

Conventional cosmetics have been observed to be beneficial in numerous ways, compared to
the traditional cosmetics prevailing in the market. According to Franca and Ueno (2020), the
usage of toxic chemical materials in traditional cosmetics was not only harmful for the skin of
users; the production process also affected the environment. Podgodrska et al. (2023) stated that
dumping the residue from making cosmetic products had become a severe challenge of
mitigation. The usage of conventional cosmetics has reduced this issue to a major extent. The
global market of cosmetics has seen a rise in purchase of green cosmetics because of increased
consumer consciousness(Zhou et al., 2021). However, there is still prevalence of illegal
purchase of chemical-based cosmetics that is affecting the environment. Grappe et al. (2021)
have stated that challenge remains as to how cruelty free conventional products are yet not
reliable. Green cosmetics are generally safe on the skin of individuals(Sharma et al., 2021).
This encourages the purchase intentions of customers and hence often the purchase of

conventional cosmetics increases.

The certification of cosmetics products increases the trust of customers towards the brand. This
increases the sale of production of conventional cosmetics in the industry(Barros and Barros,
2020). In addition to this, the production of conventional cosmetics uses technological factors
that are less aggressive to the environment. The increased purchase of green cosmetics in the
industry has enhanced the production of the products in the industry (Jaini et al., 2020);(Dini
and Laneri, 2021)). According to the theory of planned behavior, subjective norms in the
society have played an important role in influencing the purchase decision of customers. The
practice of using green cosmetics has increased the adoption of such products in society, which
has a positive effect environmental sustainability as well ((SITUMORANG et al., 2021)).

Thus, the environmental sustainability is also protected, in addition to the health of customers.

The increased usage of green cosmetics has proven to be beneficial to keep a control on the
climate change as well. It is expected that the future cosmetics trends will continue practices
that would be effective in retaining environmental sustainability (Moslehpour et al., 2023).

Non-toxic and environmentally friendly raw materials that have been adopted in producing
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green cosmetics have been highly beneficial for the environment, over the benefits to
consumers skin care. The marine environment has massively benefited by the adoption of green
cosmetics and sustainable production processes(Dini and Laneri, 2021). The amount of waste
that is disposed of in oceans often affects the marine ecosystem. Usage of a sustainable
production process reduces the amount of waste and chemicals that could affect the marine
ecosystem. Hence, the adoption of conventional cosmetic products over traditional products

would be profiting for the environment as well as the users.

2.4.3 Consumer Perceptions and Preferences- Green Cosmetics

According to Beauty (2021), the green cosmetics are beneficial for the skin care as they are
harmless to the skin unlike most of the chemical products. The composition of the green
cosmetics includes natural oil, plant products and it combines some good bacteria. All these
are crucial for skin care. This is the reason that most of the customers have preferred them and
purchasing of green cosmetics became a trend among consumers. Synthetic and chemical
product might provide instant results but they are proven to damage skin in long run which is
another reason for consumers to switch into the purchase of green cosmetics. In contrast to that,
Limbu and Ahamed (2023) the green cosmetic industry has been growing immensely in recent
times and evidence that, today’s customers have provided serious concern regarding the
conventional products. Through the development of PRISMA guidelines applying the theory
of planned behavior, the findings revealed that all the customers' lifestyle has been linked with
green purchase desire and behavior. Szaban (2023) remarked that, health concern and
appearance perception are the major two factors, which have its significant impact upon the
customer perception and purchase intention regarding the green personal products. AL-Haddad
et al. (2020) opined that, there are several factors, which affected the customer purchase
intention and perception about the green cosmetics such as the brand loyalty. According to
Suphasomboon and Vassanadumrongdee, (2022) the perceived value theory can be the best
suitable for investigating the customer's perceptions and their purchase intention regarding the
green cosmetics. The study has revealed that the ethical concern of the customers has its
positive impact upon the pick-up of green cosmetics and personal care products. The
organizations have been considering the customer’s ethical concern as an important factor and
recognized as the most crucial green purchasing antecedents. It has been also explored through

the study that customers have their purchase intention towards some products because of their
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ethical contribution towards the environment. Shimul (2021) explored that, the perceived
behavioral control did not have its huge impact upon the customer preferences or perception
regarding green cosmetics. It has been also revealed that the subjective norm has its huge effect
upon the customers purchase intention on the green cosmetics and their behavior towards the

consumption of green products.

On the contrary, as per the view of Lili et al. (2022) not only the subjective norm and brand
loyalty has affected the customers’ perception and preferences towards the green cosmetics it
also includes the celebrity attractiveness, celebrity trustworthiness and celebrity cause. The
study has revealed that the brand equity also has its impact on the desire to purchase the green
cosmetics and it has increased the sales of green cosmetics. Patak et al. (2021) remarked that,
the major antecedents of the green purchase willingness or the consumers’ preferences towards
the green cosmetics were the environmental concern, green lifestyle and the knowledge of the
product. All these have influenced the consumers to increase the volume of purchasing green

skin care products and cosmetic products.
2.4.4 Merits and Demerits of Sustainable Cosmetics

The merits and demerits associated with the usage of green cosmetics influence the decision of
customers to purchase such products. One of the major benefits that green cosmetics provide
to customers is the benefits for usage. Generally, green cosmetics are safe for the skin and thus,
many customers have begun preferring them over traditional products(Alhoperah et al., 2023).
The lack of presence of chemical materials makes it much more attractive to the customer base,
compared to other traditional chemically made products. In addition to this, the usage of
conventional cosmetic products also reduces the threat to the environment. The products can
be easily washed off and reduce the impact on the environment (Mago et al., 2023);(Alhoperah
et al., 2023). This protects the ecosystem in multiple manners, as the production or discarding

process of cosmetics will not harm the ecosystem.

Generally, green cosmetics are developed based on the ethical guidelines that have been
developed for the production process (Islam and Akter, 2020);(Arnesdotter et al., 2021). This
assures that the quality of the product is not compromised and it would not harm the users.
Information on the benefits that green cosmetics provide to the environment and society must
be further clarified to increase the usage of such products (Khan and Salim, 2021);(Tiscini et
al., 2022). This would ensure that the industry would be growing at a faster pace that would

benefit the industry, the users as well as the environment.
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However, in spite of the benefits that green cosmetics have, there are numerous demerits that
green cosmetics possess to the environment and society. One of the challenges would be the
lack of regulations that surround the manufacturing process. This provides an opportunity for
many businesses to greenwash the eyes of customers, making it a challenge to develop trust in
society(Riccolo, 2021). Multiple deceitful practices are prevalent in the industry that affect the
success of green cosmetics(Kaur and Baranidharan, 2024). In addition to this, another
challenge that the green cosmetics industry is yet to overcome is the price of products. Often,
conventional cosmetics products are priced higher than traditional products, due to the type of
materials that are used for the production process ((Patnaik et al., 2021);(Kurnia and
Mayangsari, 2020)). This proves to be challenging since it is not attractive for customers who
are willing to buy affordable products, this can hurt the sales and market position as well.
However, most customers are willing to pay a higher price for quality products, and hence this
challenge would not be a significant barrier to overcome. Moreover, the absence of synthetic
preservatives can lead to shorter shelf lives for green cosmetics, necessitating careful
management of storage and distribution channels(Huang et al., 2020; Pop et al., 2020).
Variability in product efficacy, arising from differences in the quality and sourcing of natural
ingredients, may also pose challenges for consumers seeking consistent results(Mintel, 2022).
Regulatory complexities, including the lack of standardized certification criteria, limited
availability, transportation emissions, skilled labour, their durability, structural integrity,
weather resistance, end-of-life considerations(Jewell, 2024), and the risk of misleading
greenwashing practices, further complicate the landscape(Ghazali et al., 2017);(COSMOS,
2024). Thus, it can be concluded that green cosmetics have their benefits and challenges of

usage that affect their presence in the industry.

2.4.5 Regulations governing Green Cosmetics

Over time more extensive research has been developed on the regulation of green cosmetics by
(Bozza et al., 2022)which discusses major regulatory changes surrounding green cosmetics
ranging from the establishment of ISO 16128, Regulation (EC) No 834/2007 to certain
certifications for organic products (COSMOS and NATURE), vegetarian or vegan
certifications like ICEA and VEGANOK and so on. According to (Bozza et al., 2022), the
prevention of pollution and preservation of the environment has been growing through green

chemistry. There are various legislation frameworks for example ISO 16128 which is
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specifically for green cosmetics. This legislation framework has involved life cycle assessment,
complex West management and policy development to improve the environmental concern. In
contrast to that, Riccolo (2021) opined that, there is a huge lack of proper rules and regulations
regarding the manufacturing of green cosmetics and the restriction of greenwashing of
cosmetics in the US. The study has found the statistics that 80% of millennials believe that
buying eco-friendly products can improve their quality of life and 66% consumers spend their
money on a sustainable brand. This rapid shift towards the environmental concern products
really needs some proper regulations of preventing greenwashing cosmetics. Karamanidou et
al. (2021) remarked that, there are various regulations regarding the green cosmetic such as
cosmetic regulation 1223/2009 that already entails the particular provisions on metallic
nanomaterials and cosmetics incorporating authorized nanomaterials which have been
repeatedly commercialized in the European Union. Article 16 of the cosmetic regulations has
served as instructions for the future growth of Nano enhanced products within the green

cosmetic markets (Ferreira et al., 2023)

As per the view of Sukhnandan (2021) within the African continent, the government of South
Africa has implemented regulations for green cosmetic manufacturing according to the food,
cosmetics and disinfectant act of 1972. It has been observed that the cosmetic market of the
UK needs to be aligned with the regulation 1223 /2009 (Jarius G, 2023). Additionally, there is
another trade association named the cosmetic toiletry and perfumery association for the UK
cosmetic and personal care industry; it has included all the other cosmetic claims involving
article 20 of both the UK and EU cosmetic products regulation (CTPA, 2020). Though these
standards exist, there is a clear diversity among the labelling and packaging of such products
contradicting the purpose of the regulations imposed. This in turn could lead to poor quality

products entering the market and potentially causing risk to consumer health.

2.5 LITERATURE GAP

The literature on “Green Cosmetics” reveals several notable gaps and shortcomings, pointing
to the need for further research and exploration. Firstly, there is concern regarding the possible
misinterpretation of results due to subjects being reluctant to genuinely reflect their attitudes
towards green cosmetics, as observed in some studies. Moreover, most of the research has been
conducted in specific or limited geographical conditions implying that the subjects taken for

the study are natives from those particular regions, indicating the necessity for studies
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involving larger and more diverse populations, possibly spanning different countries.
Furthermore, previous studies have predominantly focused on female participants, highlighting
the need for more research on male consumer’s attitudes and behaviours towards green

cosmetics.

Another significant gap is the use of non-probability-based convenience sampling methods and
varying statistical tools, leading to potential variability in outcomes. Additionally, it has been
noted that there is a lack of comparative studies between non-green consumers and green
consumers, which could provide valuable insights into the differing perceptions and behaviours
of these gaps. Moreover, the ambiguity surrounding the contents, labelling, and sourcing of
raw materials for green cosmetics, as well as consumer’s general knowledge of these products,

remains a topic requiring further investigation.

Similarly, in the context of the pharmaceutical industry, research on green cosmetics is notably
lacking. While some studies have explored factors such as customer perception and
preferences, there is limited literature on the impact of supply chain dynamics, and celebrity
endorsements on the consumer attitudes. Also, gaps exist regarding the environmental effects
of engineered nanoparticles in the cosmetic products and the implementation of sustainable

consumption practices and design principles in the industry.

2.6 CONCEPTUAL FRAMEWORK
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Figure 4: Conceptual Framework (Author)
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2.7 SUMMARY

It can be summarized from the above literature review that the article, which has been chosen
for the review, has its capabilities to provide an in-depth knowledge regarding the study. Every
theme has produced a critical analysis through available literature. It has been identified that
the implementation and adoption of sustainability within the pharma company can increase the
consumer's perception regarding green products, though they need to maintain the prosper
legislation and regulations amended by the government. Lack of existing literature on specific

areas has been considered as a gap.
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CHAPTER THREE: METHODOLOGY

3.1 INTRODUCTION

The methodology chapter provides a clearer understanding of the assessment of all the
procedures and methods utilized in the current study. This chapter delves into the research
approach, philosophical stance, population and sampling. These elements indicate the
procedure of gathering essential data to achieve the desired research outcome. This section also
discusses a number of significant components, such as the collection of databases alongside
the data analysis process. Including a pilot study and ethics consideration boosts the quality of
this study as it upholds ethical standards by keeping the participants information confidential

and secure.

3.2 RESEARCH DESIGN

A research philosophy is an opinion on how information about a particular phenomenon should
be obtained, examined, and used. In this study, a quantitative research plan technique will be
utilised to answer two questions posed by the research (is.cityu.edu.hk, 2020). Specifically,
survey methodology has been chosen as the quantitative research approach. Additionally,
quantitative method is established to evaluate the factors of that has a significant impact on
consumer behaviour towards acquiring green products and the dedication of the brand also

called as brand loyalty.
3.2.1 Pragmatism philosophy

The philosophical stance, known as pragmatics or pragmatism asserts that a theory or thesis is
correct if it proves effective in practice, emphasizing that the real-world effects of embracing
a concept as the measure of its significance, whereas ideas deemed impractical are to be
discarded (McDermid, 2016). Therefore, this study uses pragmatism philosophy to evaluate
the sustainable behaviour in the pharmaceuticals industry and its impact on consumer
perception and preference. This research design incorporates tactical choices based on "what
will work best" to obtain responses to the topics under inquiry, is a typical hallmark of
pragmatic studies (McDermid, 2016). This approach empowers pragmatic investigators to

execute studies in a new and exciting manner to address research challenges.
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3.2.2 Abductive approach

The clarification of the “surprising facts” or “puzzles” is the focus of the research procedure in
the abductive approach. Once an investigator comes across an empirical phenomenon that
defies characterisation by the current body of ideas, “surprising facts” or “puzzles” may arise
(Hurley et al., 2021). Using an abductive technique, the investigator aims to explain “surprising
facts” or “puzzles” that are recognised at the beginning of the study's execution by selecting
the “best” interpretation from a variety of alternatives(Conaty, 2021). Hence, a combination of
quantitative and intellectual reasoning can be used by the investigator when clarifying
"surprising facts" or "puzzles" to examine the pattern of “Green Cosmetic” trends and their
methods to obtain suitability. Compared to a deductive technique, an abductive method does
not entail the prior choice of a theory that will be then tested and proven by the creation of
hypotheses(Vila-Henninger ef al., 2024). Additionally, abductive approach does not deal with
developing and defending theory by the analysis of empirical facts from “secure observations”
of isolated occurrences, which is the case with inductive analysis(BRM, 2024). This is because

abductive approach may be used to determine novel concepts or extend current ones.
3.2.3Descriptive design

Academics and researchers utilise descriptive study design as a strong tool to collect data about
a certain population or topic. This kind of study offers a thorough and precise image of the
traits and actions of a certain group or chosen subjects. According to Sirisilla (2023),
descriptive research generates significant discoveries that can guide future investigations and
helps investigators figure out especially problematic ones by the means of observation and data
collection on a certain topic. Due to such characteristic, this study uses descriptive design to
establish a cause-and-effect relationship. Descriptive research aims to characterise the
connections, developments, and patterns found in the data while presenting an exhaustive and
precise depiction of the sample or phenomena under study(Doyle et al., 2020). Descriptive
research produces data that may be used as a starting point for subsequent investigations and
as a basis for more study. Important findings and perspectives on a certain subject can be
obtained through descriptive research, which can then be used to guide future research

endeavours, programme choices, and policy selections.

3.3 POPULATION AND SAMPLING

Sampling is the process of selecting a subset of an audience to simulate the complete

population. The sample should always be considered a true representation of the community
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under study. This implies that it should be error-free, having a minimum number of errors
possible, and not include any changes or contradictions. Sampling ensures that researchers are
employing the latest and most accurate information available from a community and assists
them to stay organised(Andrade, 2021). A web-based form was employed for conducting the
survey among 100 people chosen at random worldwide who meet certain inclusion and

exclusion criteria.

All successful sampling strategies are built on random sampling, which rules out any form of
choosing that involves volunteerism or selecting groups of individuals who tend to be
agreeable. Traditionally, a basic random sample was chosen from the aforementioned number
of people by giving each person a numeric value, and then specific numbers were selected
using the number generator tables included in most statistics courses. The sample size will be
determined by the researcher with the use of the “Krejcie and Morgan Table”’(Bukhari, 2021).
In this case, the researcher determines that for a population of 130 individuals, a sample size
of 97 would be appropriate. However, for simplicity and practicality, the researcher decides to
round up the sample size to 100. This means that the study will involve selecting 100

individuals from the population of 130 for analysis, rather than analysing every single
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Table 2: Estimating Sample Size Using the Krejcie & Morgan Table

(Source:(Bukhari, 2021))
3.4 RESEARCH INSTRUMENTS

A research instrument is a device one may use to gather, quantify, and examine information
about the subjects of interest. While evaluating individuals, customers, students, instructors,
employees, and more, these instruments are most frequently utilised in the fields of social
science, healthcare, and academia. The 5-point Likert scale will be employed in this study
method to evaluate opinions and behaviours of the consumers for opting towards “Green”
purchasing(Voxco, 2023). This is a five-point rating scale comprised of two extreme ends and
a neutral choice connected to intermediary response alternatives. As an illustration, consider
the terms strongly agree, agree, neutral, disagree, and strongly disagree (Lionello ef al., 2021).
It denotes a neutral stance and is a rather basic scale. Furthermore, contrasting extremes,

positive or negative reviews are very simple to learn.

Respondents can more readily deliver concise, relatable responses when given fewer
alternatives. It will also facilitate the sampling of a wide audience's responses. This instrument
will provide more choices that would present a realistic picture and prevent data
fabrication(Lionello et al., 2021)Yet, an abundance of alternatives might occasionally cause
responders to become fatigued and sidetracked. Perhaps this could also affect how the crowd
reacts. This demonstrates that people who are watching will not grow neutral once they use a
S-point Likert scale(Voxco, 2023). Additionally, this could render it easier for first responders

to consider the possibilities and select the one that best suits their needs.

3.5 DATA COLLECTION

The data collection approach that is followed for research defines the method that is to be used
in order to collect information for future analysis. The data collection method describes the
process that is to be employed in order to gather relevant information for the study(Cleave,
2023). Such methods can be of two types, primary or secondary data collection. In the case of
this study, a primary approach is to be followed, to enhance the quality of information that has
been collected. Primary data can be either quantitative or qualitative and this study is using

both the approaches for collecting data through mixed methods.

Primary data collection consists of raw data that is collected normally in numerical form from
the respondents, who have been identified as samples for the study. The benefit of collecting

raw data from the respondents through the quantitative data collection process is that authentic
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and accurate information can be gathered from the respondents using the survey (Mohajan,
2021). The respondents generally provide responses based on the experience they have in actual
scenarios, thus assuring the quality and authenticity of the information collected. Quantitative
data collection follows a process of using close-ended questions for the data collection process,
thus retaining the accuracy of the data collected. This makes it a highly suitable process for

data collection since the information is collected easily and can be easily interpreted as well.

In addition to this, the qualitative approach of data collection is also followed, that allows
collecting data through interviews(Ivan, 2021). A semi-structured interview process is to be
adopted for the study. The objective of using an interview as a process of data is to gather in
depth information from the respondents. Open-ended questions are developed that allow the
selected respondents to provide detailed information that may not be covered through survey
data. Interview is to be conducted in order to enhance the basic understanding that may be
gained from data collected through the survey. The interview is to be conducted over Zoom,
and data may be audio recorded in order to keep track of information for future transcription

with a duration of 25-30 mins.

3.6 DATA ANALYSIS

The data analysis process adopted for the study describes the approach followed in order to
interpret the information that has been collected from the respondents(Calzon, 2021). In the
case of this study, a mixed-method data collection process has been followed, where data has
been collected from two different types of respondents. A quantitative approach is to be
followed for analysing the data collected using surveys while a qualitative analysis approach

is to be followed for interpreting the information collected from the interview process.

Quantitative data analysis process is effective in analysing and interpreting the figure-based
data that have been collected from the survey process. Statistical approaches are to be adopted
in order to analyse the collected data through interpreting the information accordingly(Jansen
and Warren, 2020). Consequently, the SPSS software will be utilized to analyse the data
collected from the survey, particularly for figure-based information. Adopting SPSS offers the
advantage of efficiently processing and interpreting such data. An inferential analysis process
is to be followed that would be effective in interpreting the relationship between the variables
in the study and prove the assumptions made through the hypotheses. This can be achieved by
conducting the regression analysis(Bhat, 2019). Along with this, a principal component

analysis would be conducted to analyse the correlation between the variables.
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In addition to this, to ensure the validity of the questionnaire, tests like Exploratory Factor
Analysis (EFA) and Composite Reliability (CR) are to be carried out. Composite Reliability is
effective in ensuring the internal consistency of the methods, based on the standards of
Cronbach Alpha, obtaining a minimum value of 0.70. This would be effective in ensuring the
reliability of adopting the Likert-scale for the study(Frost, 2022). Convergent validity test is to
be conducted for ensuring how two tests are measured for the same variable, while Average

Variance Extracted values (AVE) describes the relativity of the variables.

The interview data is to be analysed following the thematic data analysis approach. This
approach would allow development of themes based on the responses that have been collected
from the managers of business organisations dealing with green cosmetics. The themes would
be able to provide a broader understanding on the concept of green cosmetics and the way they
are being adopted in the industry(Crosley, 2021). The thematic analysis would be conducted
by looking for trends and patterns, basically codes and themes that is evident from the interview

conducted, in order to analyse the pattern that is prevailing in the industry.

3.7 PILOT STUDY

The objective of conducting a pilot study is to ensure that the methods selected for the study
would be satisfying the necessities of the research. It is a small-scale feasibility test conducted
in order to ensure the effectiveness of the methods used in the study(Sikmus, 2023). Conducting
the pilot test would be effective in analysing the research design and approach that have been
selected for the study. This test would also be able to remove any form of complexity that may
be affecting the quality of the data. Normally, the sample for the pilot test is selected from the
original sample for the study and it comprises 10% of the sample. However, in this case, 10%
of the total sample would be very small as other criteria demands the minimum sample for pilot
study should be at least 30 individuals. Hence, for this study, 30 individuals satisfying the

criteria of the study have been selected for conducting the pilot study.

3.8 ETHICAL CONSIDERATION

It is necessary that ethical practices for the research be considered while conducting a study, in
order to assure the quality. The participants were made aware of the research objectives that
are being approached. This allowed the participants to provide their informed consent towards
the research. The voluntary participation of the respondents assured that no biassed or coerced
data would be affecting data quality of information collected. In addition to this, all data

collected would be kept confidential, in order to protect any sensitive data that may have been
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used for the study. This includes data that have been collected using the survey or the interview,
since semi-structured interviews would require collected data over audio applications. No
pressure is to be provided to interview respondents any information that they feel to be sensitive
or critical for public declaration. Above all, the regulations under the Data Protection Act 2018

are to be followed while collecting and analysing information for the study.

3.9 SUMMARY

The chapter has provided an in-depth description for the methods that have been used in order
to collect and analyse information. The benefits of adopting the pragmatism philosophy and
abductive research approach have been clearly discussed. In addition to this, the effectiveness
of using a mixed method approach in analysing the data can be understood from the study as
well. The criteria that have been defined for the pilot study would be effective in analysing the
correctness of the questionnaire and make necessary changes prior to applying it before the

actual study.
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CHAPTER FOUR: RESULTS AND DISCUSSION

4.1 INTRODUCTION

In the ever-evolving industry of cosmetics, staying ahead is given the most importance.
Preferences of the customer, technology and regulations have been continuously reshaping the
future. Personalization and sustainability happen to be leading the way, with the products that
are eco-friendly along with tailored offerings. The regulations of the government enhance the
impact on the environment, while the personalization is driven by the desire for people to
achieve more for themselves. The specific trends showcase the responsibility and innovation
of the industry and they include personalization through sustainability, natural and active
ingredients, environment-friendly and clean beauty, along with cosmetic solutions that are
infused with dynamic technology. Recently, the industry of cosmetics seemed to have been
shifting towards the usage of natural and sustainable active ingredients with significance in
terms of the beauty products. This discernible drift seems to be reflecting a growing preference
of the customer for formulations in the makeup and skincare, which emphasise the aesthetic
appeal along with offering the tangible health benefits. The specific transformation is driven
by numerous core aspects and is also supported by the innovative technologies that reshape the

landscape of the cosmetics.

4.2 SURVEY DATA ANALYSIS

Individuals unanimously agreed to take part in the survey, indicating their grasp of its cause
and their willingness to make contributions. This high level of agreement shows that the
introductory message effectively communicated the voluntary nature and confidentiality
assurances of the survey, fostering belief and cooperation amongst individuals. Their united
consent additionally ensures the integrity of the data amassed, because it shows proper

engagement with the study technique.

4.2.1 Section A: Demographics

Analyzing the demographic records, furnished treasured insights into the developments of the
survey contributors. With one hundred and one responses, the distribution across age groups
illustrates a big majority (74.3%) falling within the 18-30 years bracket, followed by 31-50
years (16.8%), and a smaller percentage (8.9%) aged 51-60 years. This distribution suggests a
predominantly younger respondent base, indicative of potential trends in consumer conduct

amidst this age cohort. Additionally, more youthful demographics regularly showcase super
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selections and attitudes, specially towards products like cosmetics, wherein tendencies and

sustainability worry also can wield significant role.

What is your | Frequency Percent Valid Cumulative | Validation
age? percent percent
18-30years 75 74.3 74.3 74.3
31-50 years 17 16.8 16.8 91.1

Validated
51-60 years 9 8.9 8.9 100.0
Total 101 100.0 100.0

Table 3: Frequency Table (Age)

(Source: Author)

In terms of gender illustration, the statistics portrays a slightly higher proportion of female
respondents (66.3%) in comparison to male respondents (30.7%), with a negligible percent
opting no longer to disclose their gender (selected no longer to say: 2%) and a respondent
figuring out as Transwoman. This gender distribution aligns with traditional market
inclinations within the cosmetics industry, in which female clients historically dominate the
market. However, the presence of male and non-binary respondents underscores the

significance of inclusivity and variety in understanding patron options comprehensively.

What is Frequency | Percent Valid Cumulative | Validation
your percent percent

gender?

Female 67 66.3 66.3 66.3

Male 31 30.6 30.6 96.9

Prefer not to 2 1.9 1.9 98.8

say Validated
Transwoman 1 0.9 0.9 99.7

Total 101

Table 4: Frequency Table (Gender)
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(Source: Author)

Inspecting nationality, the statistics exhibits a numerous array of backgrounds amongst subjects
participating in the study. The most important section incorporates individuals of Asian descent
(60.4%), followed by Europeans (16.8%), Indians (5%), and American (5%). Other
nationalities such as Brazilian, Australian, Canadian, Latin American, African, and Australian
each represent a smaller portion of respondents. This worldwide instance shows that the survey
captures insights from diverse range of cultural contexts, highlighting the capability

universality or cultural specificity of attitudes within the course of green cosmetics.

What is Frequency | Percent Valid Cumulative | Validation
your percent percent

nationality?

Asians 62 61.3 61.3 61.3

Europeans 17 16.8 16.8 78.1

Indians 5 4.9 4.9 83

Americans 5 4.9 4.9 87.9

Latin 4 3.9 3.9 91.8 Validated
Americans

Australians 3 2.9 2.9 94.7

Canadians 2 1.9 1.9 96.6

Africans 4 3.9 3.9 100.5

Total 101

Table 5:Frequency Table (Nationality)
(Source: Author)

Furthermore, the survey assessed individuals' proficiency in English, a necessary detail for
accurate facts collection in an English-language survey. Out of 101 responses, the
overwhelming majority (96%) noted being well-versed in English, with only a small minority
(4%) indicating otherwise and a participant opting not to disclose their language proficiency.
This high proficiency in English guarantees that language obstacles do no longer considerably
affect the validity of the survey facts, thereby improving the reliability of the findings and
bearing in thought broader generalizations throughout numerous player backgrounds.
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Minimum Frequency Percent Valid Cumulative | Validation
proficiency in percent percent

English

Yes 97 96.0 96.0 96.0

No 4 3.9 3.9 99.0 Validated
Total 101 99.9 99.9

Table 6: Frequency Table (English proficiency)

(Source: Author)

To recapitalize, the demographic analysis provides a complete grasp of the survey participants,
which includes their age distribution, gender representation, nationality, and English
proficiency. These insights are essential for contextualizing the subsequent survey responses
and interpreting the findings within applicable demographic contexts. Moreover, they offer
treasured implications for marketers and researchers on the lookout for understanding customer
behavior and picks in the cosmetics organization, especially regarding inexperienced cosmetic
products and sustainability responsibilities.

4.2.2. Section B: How do consumers perceive and evaluate “green” cosmetic formulations
and what factors influence their preferences and decision-making?

The data provided in section B of the survey addresses research query 2: How do clients
understand and compare "inexperienced" splendor formulations, and what elements have an
effect on their options and decision-making? Through ten unique questions, the survey delves
into various factors that form clients' attitudes in the path of innovative cosmetics like that of

green ones.

Q1 Do you think that the price of green cosmetics of the consumers affects their intentions towards
green cosmetic formulation?

101 responses

@ Stronglydisagree
@ Disagree

Neutral
@ Agree
@ Stronglyagree

Figure 5:Q1 Do you think that the price of green cosmetics affects the consumer preferences
and perceptions? (Author)
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The first question investigates the characteristic of price in customers' inclination towards the
route of green splendor formulations. The responses unveil a spectrum of perspectives, with
47.5% agreeing that product charges impact their intentions, even as 29.7% remain
independent. This shows that while a substantial part of customers thinks about price when
evaluating eco-friendly cosmetics, there is also a huger section whose intentions may be
endorsed through specific factors. This locating underscore the importance of pricing strategies
in promoting green cosmetics, further to the need to cope with potential fee barriers to wider

adoption.

Q2 Do you feel that the consumer beliefs and values affects consumer preferences towards the

green cosmetic formulation?
102 responses

@ Strongly disagree
@ Disagree
Neutral
@ Agree
@ Strongly agree

‘

Figure 6: Q2 Do you feel that the consumer beliefs and values affects consumer preferences
towards the green cosmetic formulation? (Author)

Next, the survey examines the impact of customer beliefs and values in light of innovative
sustainable cosmetics. The records shows that a sizable majority (42.2%) agree that values and
beliefs play a significant function, with an additional 21.6% expressing sturdy settlement. This
emphasizes the indispensable significance of aligning green cosmetics offerings with
consumer’s values and ideals, as perceived compatibility can directly affect consumer grasp
and buying selections. Producers that prioritize transparency and ethical practices in line with
such qualities can also moreover advantage a competitive benefit in the market for

inexperienced cosmetics.
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Q3 Do you think that increased availability of green cosmetics influence customers' decision to
purchase?

101 responses

® Stronglydisagree
@ Disagree
Neutral
@ Agree
@ Stronglyagree

——*
9.9%

Figure 7:Q3 Do you think that increased availability of green cosmetics influences
customers' decision to purchase? (Author)

The third question explores an impact of enhanced availability of inexperienced cosmetics on
customers' purchase picks. Responses display that over half of the participants (52.5%) agree
that availability influences their desire-making, indicating a functionality correlation among
accessibility and purchaser call for. This highlights the importance of distribution channels and
retail availability in the use of the adoption of eco-cosmetics. Manufacturers that boom their
reach and make their products more available to customers can also furthermore enjoy extra

success in capturing marketplace percent.

Q4 Do you believe that concerns of health would influence customer purchasing behavior of green
cosmetics in the near future?

101 responses

@ Strongly disagree
@ Disagree
Neutral
@ Agree
@ Strongly agree

Y
N

Figure 8:Q4 Do you believe that concerns of health would influence customer purchasing
behavior of green cosmetics in the near future? (Author)

Similarly, the next question investigates the concerns about health and its effect on purchasing
pattern of individuals in the time to come. The data illustrates that a huge majority of

51




participants agree (48.5%) with this notion, with a further 26.7% remaining neutral, and 11.9%
expressing strong agreement. Another percentage (9.9%) disapprove, with an even smaller
portion robustly disagreeing. This indicates that a considerable portion of consumers believe
in the health benefits associated with organic cosmetic formulations, where such a factor

contributing to its increased demand in the society.

Q5 Do you think that green cosmetics have been considered to be environmentally sustainable
ensuring consumer acceptance?

100 responses

@ Stronglydisagree
@ Disagree
Neutral
@ Agree
@ Stronglyagree

_
4

Figure 9:Q5 Do you think that green cosmetics have been considered to be environmentally

sustainable ensuring consumer acceptance? (Author)

The fifth question examines consumers' perceptions of green cosmetics as environmentally
sustainable. A majority of respondents (55%) take shipping of as authentic with this statement,
emphasizing the importance of sustainability as a key motive pressure of customer appeal. This
suggests that customers prioritize environmental issues on the same time as comparing
inexperienced cosmetics, underscoring the want for producers to undertake sustainable
practices in sometime throughout their supply chains. Companies that prioritize sustainability
and speak their environmental efforts efficaciously may resonate more with customers looking

for green choices.
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Q6 Do you agree that the materials used for green cosmetics influence consumer perception of
green cosmetics?

101 responses

® Stronglydisagree
@ Disagree
Neutral
@ Agree
@ Stronglyagree

Figure 10:Q6 Do you agree that the materials used for green cosmetics influence consumer

perception of green cosmetics? (Author)

The subsequent query in the survey assesses the effect of raw materials incorporated in
cosmetics on customer perception. The effects display that a majority (55.4%) agree that
substances have an impact on understanding, highlighting the importance of detail transparency
and inexperienced formulations. Manufacturers that prioritize natural and sustainable factors

may lure customers seeking for more impenetrable and environmentally exquisite options.

Q7 Do you agree that the packaging of green products influences the perception of customers?

101 responses

@ Stronglydisagree
@ Disagree
Neutral

@ Agree
@ Stronglyagree

N

Figure 11:Q7 Do you agree that the packaging of green products influences the perception of
customers? (Author)

Moreover, the effect of packaging on client perception of inexperienced merchandise like that
of green purchasing is evaluated in the above question. Responses propose that a massive
segment (45.5%) agree that packaging of organic cosmetics influences perceptions on the

same, suggesting that organic packaging designs can decorate the appeal of green cosmetics.
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Manufacturers that invest in sustainable packaging solutions won't solely reduce their
environmental footprint but also attract environmentally conscious customers seeking new

picks in the industry.

Q8 Do you agree that the available product information influences green cosmetics perception for
customers?

101 responses

® stronglydisagree
® Disagree
Neutral
® Agree
@ Strongly agree

S

Figure 12:Q8 Do you agree that the available product information influences green
cosmetics perception for customers? (Author)

The 8th question examines the sway of product details on clients' appreciation of green
cosmetics. The data reveals that a majority (58.4%) agree that product facts affect perception,
indicating that apparent and informative labeling can enhance client faith and self-faith in
inexperienced cosmetics. Manufacturers that provide complete product records, together with
information on factors, sourcing, and sustainability practices, may bring together more potent

relationships with customers.

Q9 Do you agree that the awareness customers have on green cosmetics influences their
purchasing decisions?

100 responses

@ Stronglydisagree
@® Disagree
Neutral
@ Agree
@ Strongly agree

Figure 13:Q9 Do you agree that the awareness customers have on green cosmetics
influences their purchasing decisions? (Author)
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Additionally, the survey explores whether or not consumer awareness of green cosmetics
impacts their shopping choices. The chart depicts that a massive majority (50%) reflect on
consideration on this assertion, highlighting the importance of client training and awareness
campaigns to drive adoption. Producers that invest in advertising and advertising efforts to
raise reputation of clean beauty cosmetics and their advantages can increase purchaser interest

and engagement.

Q 10 Do you agree that perceived behavior control influences customer purchasing behavior
regarding green cosmetics?

100 responses

® stronglydisagree
® Disagree

Neutral
® Agree
@ Stronglyagree

Ny

Figure 14:Q 10 Do you agree that perceived behavior control influences customer
purchasing behavior regarding green cosmetics? (Author)

Subsequently from the last question in the second section, the impact of perceived behavior
control on green customer purchasing conduct is evaluated. Nearly half of the population agree
to the statement, 36% being neutral and less than 10% disagreeing. This implies that perceived

behavior control plays a role in shopping behavior.

In conclusion, the analysis of section B gives treasured insights into people's perceptions and
preferences concerning organic cosmetics. The data underscores the importance of items such
as price, values and beliefs, availability, eco-labeling, sustainability, materials, packaging,
product data, patron attention, and perceived conduct manipulate in shaping customer attitudes
and shopping for alternatives. Producers that recognize and cope with those factors effectively
can be better placed to capitalize at the growing call for eco-aesthetic cosmetics and

differentiate themselves in an aggressive market landscape.

4.2.3 Section C: Impact of the adoption of “green” cosmetics, on consumer purchasing
behavior
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Phase C of the survey delves into study question 3: what is the impact of the adoption of "green™
cosmetics on purchaser looking for behavior? Utilizing nine precise questions, the survey seeks
to recognize how customers apprehend the adoption of eco-cosmetics and its functionality
implications for his or her searching for preferences.

Q1 Do you feel that the brand marketing strategies adopted by companies influences consumer

purchasing behavior?
102 responses

@ Strongly disagree
@ Disagree
Neutral
® Agree
@ Strongly agree

N

Figure 15:Q1 Do you feel that the brand marketing strategies adopted by companies
influences consumer purchasing behavior? (Author)

The first question in this section enquires the subjects regarding the influence of brand
marketing strategies on customer shopping behavior. The results indicate that a significant
portion of respondents (47.1%) agree with this statement, with 39.2% expressing a passive
decision and a 7.8% strongly affirming the statement. This suggests that consumers
acknowledge the impact of brand marketing tactics on their purchasing choices. Also, effective
marketing campaigns, branding techniques, and communication strategies can shape consumer

perceptions, build brand loyalty and gain competitive advantage.
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Q2 Do you think that the adoption of “green” cosmetics will reduce the presence of conventional
cosmetics products in the market?

101 responses
i

® Stronglydisagree
@ Disagree
Neutral

@ Agree
@ Stronglyagree

17.8%

Figure 16:0Q2 Do you think that the adoption of “green’ cosmetics will reduce the presence
of conventional cosmetics products in the market? (Author)

The next question, investigates whether or not the adoption of green cosmetics will lessen the
presence of traditional splendor products within the marketplace. Outcomes reveal that a big
part of respondents (33.7%) think about this point, with a further 17.8% expressing robust
agreement. This indicates that client’s faith in the growing recognition of green cosmetics will
motive a decline in the name for traditional cosmetic products. This kind of fashion need could
have huge implications for the cosmetics companies, doubtlessly prompting them to invest

more heavily in sustainable product traces to meet changing purchaser choices.

Q3 Do you believe that several factors influence customer preferences and perceptions to opt green
cosmetics over conventional cosmetics?

102 responses

@ Strongly disagree
@ Disagree
Neutral
@ Agree
@ Strongly agree

Figure 17:Q3 Do you believe that several factors influence customer preferences and
perceptions to opt green cosmetics over conventional cosmetics? (Author)

The next question in the survey tries to find out whether there are several factors in play when

it comes to consumer preferences and perceptions towards innovative sustainable cosmetics in
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comparison to traditional ones. It was evident from the survey that a majority of the population
believed in the idea with 52.9% agreeing suggesting that many factors like the availability,
pricing, packaging, environmental impact, behavioral control, subjective norms and many

more factors do indeed effect consumer perceptions regarding purchase of green cosmetics.

Q4 Do you believe that the attitude of customers towards eco-friendly cosmetics play an important

role in their purchase
102 responses

@ Strongly disagree
@ Disagree
Neutral
® Agree
@ Strongly agree

D

Figure 18: Q4 Do you believe that the attitude of customers towards eco-friendly cosmetics
play an important role in their purchase (Author)

In the next question which addresses the factor called attitude and its hold on people’s buying
choices, it was unveiled that a notable percentage of the population agreed that attitude does
matter, followed by around 31% remaining impartial and more than 10% strongly concurring
with the same. This consolidates the fact the people’s attitude towards eco-cosmetic products

play a huge role in their purchasing behavior.

Q5 Do you believe that the satisfaction received from using green cosmetic products would
increase purchasing patterns?

101 responses

® stronglydisagree
® Disagree
Neutral

® Agree
@ Stronglyagree

v

Figure 19: Q5 Do you believe that the satisfaction received from using green cosmetic
products would increase purchasing patterns? (Author)
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However, the fifth query examines whether or not satisfaction from using sustainable beauty
aids can also increase shopping for styles. Outcomes reveal that a majority of respondents
(51.5%) side with this assertion, with an additional 22.8% expressing strong settlement. This
shows that clients recognize inexperienced cosmetics as offering tangible advantages that make
a contribution to average satisfaction and loyalty. Manufacturers that supply terrific cruelty-
free earth-friendly cosmetic products may additionally moreover foster more consumer loyalty

and repeat purchases, along with the use of prolonged-time period boom and achievement.

Q6 Do you agree that behaviour of customers towards the environment would be developed once
green cosmetics are widely accepted in the market?

100 responses

® stronglydisagree
® Disagree
Neutral
® Agree
@ Strongly agree

Y

Figure 20:Q6 Do you agree that behaviour of customers towards the environment would be
developed once green cosmetics are widely accepted in the market? (Author)

The aforementioned question tries to explore whether the public’s environmental attitudes
should evolve in parallel with the widespread popularity of green cosmetics. The chart
demonstrates that a majority of respondents (45%) trust this announcement, with an additional
29% expressing strong consent to the same. This implies that customers discern adoption of
green cosmetics as potentially bringing about first-rate adjustments in customer behavior,
which encompass prolonged environmental interest and responsibility. Makers that align
themselves with sustainability obligations may also furthermore appeal to clients looking for

to make more environmentally conscious selections.
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Q7 Do you agree that the concern for self-image would influence consumer purchasing decision
regarding green cosmetics?

100 responses

® Stronglydisagree
@ Disagree
Neutral
@ Agree
@ Stronglyagree

Figure 21:Q7 Do you agree that the concern for self-image would influence consumer
purchasing decision regarding green cosmetics? (Author)

This query is on the concept of self-image and if it could sway consumer purchasing opinions
regarding green cosmetics. The responses display that a majority of subjects (39%) consider
this statement, subsequently 36% expressing robust agreement. This suggests that customers
view green cosmetics as not only environmentally friendly but also as a reflection of their
pondered non-public values and self-image. Manufacturers that characterize themselves as
socially responsible and environmentally aware resonate extra with clients seeking for to align

their purchases with their non-public values.

Q 8. Do you agree that the concern for brand loyalty influences consumer-purchasing decision
regarding green cosmetics?

100 responses

® stronglydisagree
® Disagree
Neutral

® Agree
@ Strongly agree

S

Figure 22:Q 8. Do you agree that the concern for brand loyalty influences consumer-
purchasing decision regarding green cosmetics? (Author)

Additionally, this question investigates whether or not worries of brand loyalty have an effect

on patron purchasing for choices regarding green cosmetics. Findings show that more than 40%
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of the population consent on this assertion, with 38% expressing solid agreement. This suggests
that customers rate brand loyalty when it comes to eco-cosmetics, who pick to shop from
trusted producers with mounted reputations for superb quality and sustainability. Producers
that put money into constructing sturdy relationships with their customers can experience extra

loyalty and advocacy, leading to sustained increase and profitability.

Q 9. Do you believe that consumer purchasing behavior has an affect on adoption of green

cosmetics?
101 responses

@ strongly disagree
@ Disagree
Neutral
@ Agree
@ Strongly agree

—

Figure 23:Q 9. Do you believe that consumer purchasing behavior has an affect on adoption
of green cosmetics? (Author)

In the long run, consumer purchasing behavior in society have an effect on shopping for
alternatives to traditional cosmetics such as green ones. From the data obtained it’s clear that
more than 42% of the participants agree to this notion, while 37% being unbiased about it and
14% completely agreeing with the statement. Understanding how purchasing behavior of
shoppers intersect with individual choices and values can help manufacturers develop more

targeted marketing strategies and product offerings that resonate with their target market.

Thus, upon examining the above dataset, it becomes very evident that thorough attention is
required to analyse various aspects of respondent’s perspectives. The incorporation of different
variables such as age, gender alongside attitudinal statements, highlights the comprehensive
nature of the survey design. This multifaceted approach enables a nuanced understanding of
strategies within organizations embracing green cosmetics, a topic increasingly pertinent in

contemporary discussions on sustainability and consumer behavior.

The frequency table and pie charts illustrate insights into the distribution of responses, painting

a vivid picture of opinions towards eco-friendly cosmetics.
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4.3 RELIABILITY AND VALIDITY

In this study, several assessments were carried out to ensure the reliability and validity of the
questionnaire employed in the survey. They ranged from Exploratory Factor Analysis (EFA)
to finding Average Variance Extracted (AVE) values.

An EFA is simply a statistical method in which underlying structure of a set of variables are
identified and by grouping the variables into factors, it is able to explore relationship between
variables(Watkins, 2018). Through EFA, it is possible to uncover underlying dimensions or
constructs that explain the observed correlations among variables. Hence in this research, it
helped to figure out the key factors in the questions about attitudes, green purchasing behavior,
perceived control over behavior, subjective norms, and environmental concerns thereby

narrowing the questions into a smaller set.

Methods called Principal Component Analysis and Rotation Varimax were employed in the
study. While the PCA focuses on preserving maximum variability as possible implying that it
identifies new variables which is designed in such a way that it subsequently maximises
variance although maintaining independence from one another (uncorrelated factors) with a
criterion that variables should have factor loadings above 0.5 to be considered statistically
significant(Jolliffe and Cadima, 2016). On the other hand, Rotation Varimax specifically aims
to maximize the variance of the squared loadings within each factor, leading to a solution where
each variable tends to have a high loading on one factor and close to zero loadings on other
factors. Thus, making it easier to interpret the factors clearly as each factor becomes more
distinct and representative of a specific underlying dimension as mentioned above(Rosler and

Manzey, 1981).

Furthermore, Composite Reliability (CR), a test used to sum up the internal consistency
reliability for latent variables in such a model, and also assesses the extent to which the
observed variables reliably measure the underlying construct. It is calculated as the ratio of
ratio of the squared sum of factor loadings to the sum of squared factor loadings and the squared

sum of error variances(Alexander, 2019).
CR=YA%/{3A* + %(1—2%)}

Where A — factor loadings

62




The acceptable values for composite reliability were found as more than the required minimum
value of 0.70, which indicated that each component shared resemblance and were statistically

significant.

Subsequent to this, a Convergent Validity test was also conducted which was determined with
the help of AVE values. Where the former is a test that examines the relationship between two
measures intended to assess the same construct and latter assesses the extent to which the
observed variables explain the variance in the latent variable they intended to measure. It is
calculated as the average of the squared factor loadings for the observed variables associated

with a latent variable divided by the sum of number of items(Analysis INN, 2020).
AVE= YA%/N
Where N- total number of items

Often, AVE values range from 0 to 1, with greater values indicating higher convergent validity

and a threshold of 0.5 or higher is deemed acceptable for the study.

Lastly, Cronbach’s Alpha was also computed which is another statistical test for estimating the
reliability of Likert-scale survey questions, which measures hidden or unobservable variables

and close relationship between a set of items as a group(Statistics How To, 2024).

o = N-c
VH(N=1)-C
Where: N = the number of items.
C = average covariance between item-pairs.
v = average variance(Frost, 2022).
Any value above 0.70 is generally acceptable for Cronbach’s alpha, which has been achieved
here in this study.

Research Question 1:

Variables Factor Loading a, CR, AVE

How do consumers perceive and evaluate “green” cosmetic o =0.766 CR=0.939 AVE=0.610
formulations and what factors influence their preferences and
decision-making?

Do you think that the price of 0.860
green cosmetics affects the
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consumer preferences and
perceptions?

Do you feel that the consumer
beliefs and values affect
consumer preferences towards
the green cosmetic
formulation?

0.739

Do you think that increased
availability of green cosmetics
influences customers' decision
to purchase?

0.845

Do you feel that green
cosmetics are widely accepted
by customers due to their eco-
labelling?

0.816

Do you think that green
cosmetics have been
considered to be
environmentally sustainable
ensuring consumer
acceptance?

0.802

Do you agree that the materials
used for green cosmetics
influence consumer perception
of green cosmetics?

0.740

Do you agree that the
packaging of green products
influences the perception of
customers?

0.719

Do you agree that the available
product information influences
green cosmetics perception for
customers?

0.775

Do you agree that the
awareness customers have on
green cosmetics influences
their purchasing decisions?

0.787

Do you agree that perceived
behavior control influences
customer purchasing behavior
regarding green cosmetics?

0.719

Table 7: EFA table with CR, factor loadings, AVE, Cronbach's alpha table for hypothesis

1(Author)

Research Question 2:

Variables

Factor Loading

o, CR, AVE

consumer purchasing behavior?

What is the impact of the adoption of “green” cosmetics, on

a=0.754 CR= 0.926 AVE=0.585
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Do you feel that the brand 0.754
marketing strategies adopted by
companies influences consumer
purchasing behavior?

Do you think that the adoption 0.727
of “green” cosmetics will
reduce the presence of
conventional cosmetics
products in the market?
Do you believe that concerns of 0.837
health would influence
customer purchasing behavior
of green cosmetics in the near
future?

Do you believe that the attitude 0.780
of customers towards eco-
friendly cosmetics play an
important role in their purchase
Do you believe that the 0.793
satisfaction received from using
green cosmetic products would
increase purchasing patterns?
Do you agree that behaviour of 0.770
customers towards the
environment would be
developed once green cosmetics
are widely accepted in the
market?

Do you agree that the concern 0.649
for self-image would influence
consumer purchasing decision
regarding green cosmetics?
Do you agree that the concern 0.779
for brand loyalty influences
consumer-purchasing decision
regarding green cosmetics?
Do you agree that subjective 0.789
norms in the society influences
purchasing decision of
customers regarding green
cosmetics?

Table 8: EFA table with CR, factor loadings, AVE, Cronbach's alpha table for hypothesis
2(Author)

4.4 HYPOTHESIS TESTING

4.4.1 Hypothesis 1

“H1: There are significant factors influencing consumer perceptions and preferences for green

cosmetics over traditional cosmetic formulations”
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As mentioned earlier, this study included reliability and validity tests for the survey
questionnaire which comprised of EFA, and principal component analysis to acquire a group
of factors which are further utilized to determine the relationship/correlations between

variables in addition to carry out linear regression analysis to confirm the research hypothesis.

A regression analysis method is usually used to validate the research hypothesis and to prove
it as true. By utilising the linear regression model the examination of links between the
dependent variable in the hypothesis to the independent variable factors in the research. These
findings showed that several factors which gave value of p<0.05 have significant impact on
consumer perceptions and preferences of green cosmetics over conventional cosmetics and has

an effect on the adoption of green cosmetics purchasing behavior.

The results from the analysis portrayed that there are several factors involved which affects the
selection of green cosmetics with respect to conventional chemical cosmetic formulations
showing 39.6% of variation. The significance value was also calculated which amounted to
0.00 which reflects high standard of significance. Variables including subjective norms, brand
loyalty, self-image, satisfaction, attitude, conventional cosmetics influence, eco-labelling,
marketing, eco-packaging, sustainability initiatives, and availability also was displayed to have

a positive direct proportionality from the B coefficient calculated.

Hypotheses Indicators Validation

H1: There are significant R2=0.396 Validated
factors influencing consumer | Sig=0.000
perceptions and preferences
for green cosmetics over
traditional cosmetic
formulations.

H2: Adoption of green R2=0.309 Validated
cosmetics has an effect on Sig=0.000

consumer purchasing

behavior.

Table 9: Hypthesis testing and validation (Author)
4.4.2 Hypothesis 2

“H2: Adoption of green cosmetics has an effect on consumer purchasing behavior”

According to the findings of the regression analysis for the second hypothesis, it can be clearly
understood that consumer purchasing behavior has profound influence on adoption of green
cosmetics. The analysis indicates 30.9% variations on the dependent factor. The significance

value of 0.000 was also deliberated, which pointed to very high level of significance. Also,
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independent variable including brand loyalty, self-image, attitude, customer awareness, health
concern, brand marketing strategies, sustainability initiatives, price, beliefs and values is
directly proportional to the shopping behavior of consumers and their willingness to switch to
eco-friendly alternatives given that positive f values are obtained with significant p values of

<0.05.

4.5 QUALITATIVE DATA ANALYSIS

A qualitative study was carried out to answer the research question, to what extent do “green”
cosmetic formulations contribute to the sustainability practices in the pharmaceutical sector
and how does the environmental impact of green cosmetics differ from conventional cosmetic
formulations, using the interview method. In this study, two managers of different cosmetic
companies were employed, who were interviewed for about 20-25 minutes. Each of them was
welcomed first, then given the informed consent form and participant information leaflet to be
filled. Following this, the interview questions regarding sustainability associated with green
cosmetics was asked. For carrying out the thematic analysis, the data obtained from the
interviews are grouped into subthemes which is then allocated to broad themes. Five main
themes were identified based on the empirical data which are Environmental Impact
Assessment, Sustainability initiatives by the industry, Barriers and challenges associated with
the adoption of green cosmetics, perception of stakeholders, and lastly comparison with
conventional practices. Excerpts from the interview of both the respondents are included in this

section to exemplify themes.

67




Water
consumption,
energy
consumption,
waste diversion
rates, recycling
programs, carbon
footprint reductions
and emission
tracking
Renewable energy
resources, energy
efficiency measures,
responsibly sourced
ingredients and
sustainable raw
materials, reusable,
biodegradable
packaging

Employee
skepticism,
process
changes,
budget
allocations,
cost-effective
solutions

Collaborative
approach,
partnership
opportunities,
open
communication,
transparent
practices

\\

damage, pollut

Figure 24: Thematic Analysis (Author)

Resource
consumption

Waste
generation

Environmental impact
assessment of GC

Carbon
footorint

Renewable
energy
investments

Sustainable
sourcing

Sustainability initiatives by
the industry

Eco-friendly
packaging

Resistance to

change

Economic

Barriers and challenges

constraints

Stakeholder

engagement

Transparency and
communication

Stakeholder perceptions

Environmental
benefits

Production
processes

68

Comparison with
Conventional cosmetics




4.5.1 Environmental Impact Assessment

Both the managers expressed their views on the harmful effects of conventional chemical
formulations on the environment and the possibility to replace them with sustainable
alternative, the “green cosmetics”. 3 sub themes have been identified within the theme which

are waste generation, carbon foot print and resource consumption.

In regard to waste generation both the managers were concerned about minimising waste
generation which is one of the prime motives for their sustainability practices. Recycling and
waste reduction programs were the steps taken by manager 1 whereas waste diversion was

found to be an effective technique for Manger 2.

Carbon foot print reduction by making investments in renewable energy and switching to
processes with lower emissions which in case of green cosmetics is highly effective was

considered as a motivation for this eco-friendly initiative by both the managers.

According to Manger 2: “To evaluate our success in terms of sustainability, we monitor several
indicators. These include lowering the carbon footprint, using less energy and water, diverting
waste, and the application of reusable materials. ”

Resource consumption is another sub theme where both managers consider water tracking and
energy consumptions as key metrices. Manger 1 optimized green cosmetic supply chains for
efficiency and monitored energy and water usage to make it to minimum as a part of his

sustainability initiative.
4.5.2 Sustainability initiatives by the industry

Both the managers described the initiatives their companies have implemented to promote
sustainability. Within this theme, 3 further subthemes were explored which are renewable
energy investments, ethical sourcing, and eco-friendly packaging.

With respect to the first subtheme of renewable energy investments, it was observed that both
the mangers expressed their positive views towards it, where manager 1 accepts investing in
renewable energy sources just like manager 2 talks about incorporating sustainable

technologies for green cosmetics including energy-saving measures.

Similarly in the case of ethical sourcing both managers have emphasised the significance of
sourcing sustainable and natural ingredients for the production and processing of green

cosmetics.
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The subtheme of eco-friendly packaging has also gained positive views from both the
managers. Where manager 1 discusses prioritising eco-friendly packaging materials suitable
for sustainable cosmetics, manager 2 describes the need to invest in eco-friendly packaging
practices to mitigate environmental degradation.

According to Manager 1. “Absolutely. Sustainability is at the middle of our business
organization ethos. we have followed a multi-faceted approach that consists of investing in
renewable strength resources, optimizing our deliver chain for overall performance, and
prioritizing eco-friendly packaging substances. Additionally, we've got carried out strong

recycling and waste reduction programs across all our centres .
4.5.3 Barriers and Challenges

It was clearly observed from the data that both the managers or their respective companies
faced many challenges in regards to the adoption of green cosmetics. Although similar barriers
were encountered by both of them. There were mainly two challengers assumed as subthemes
within this broad theme of barriers and challenges in green cosmetic formulations. They are
primarily resistance to change and economic constraints. It was understood that both managers
acknowledged the fact that they came across some difficulty from employees regarding new

sustainability practices. This can be easily derived from the following excerpt,
Manager 1 quoted that,

‘Resistance to change is not unusual, specifically when it comes to adopting new sustainability
practices. we've got encountered a few skepticism and problems among employees, mainly
concerning changes to current approaches or workflows. To deal with this, we've prioritized
worker education and engagement, presenting training durations, open forums for
communicate, and possibilities for feedback. Through this method of addressing issues head-
on and emphasizing the advantages of sustainability, we've been in a position to overcome

resistance and foster a way of life of shared responsibility.’
Similarly, Manager 2 said,

‘In order for dealing with any issues or critiques, an open communication is essential. Although
there has been some opposition from staff members used to conventional procedures, we have
discovered that communication and education are useful strategies for dispelling doubt. We
have been enabled to cultivate a supportive and compassionate culture inside our organization

by offering retraining and emphasizing the advantages of sustainability.’
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In the context of economic constraints, it was found that both respondents mentioned the
challenge of aligning economic resources with the sustainability goals and the need to

implement strategic approaches to integrate sustainability cost-effectively in the company.
4.5.4 Stakeholder Perceptions

It was understood that both the respondents expressed their positive feelings towards the idea
of engaging stakeholders and take their perspectives into consideration for the sake of
sustainability establishment. This theme identified two further subthemes; Stakeholder

engagement and Transparency and communication.

Both the respondents showed a pragmatic view on the importance of engaging stakeholders for
the success of sustainability initiatives. Where manager 1 talks about a collaborative approach
involving suppliers, customers, employees, community members, which includes partnership
opportunities; manager 2 addresses that training programs, workshops, and collaborative
projects to involve employees at all levels is implemented. With this in mind, it can be
understood that both of them realise that fostering open communication and shared goals with

stakeholders helps in building support and commitment for sustainability practices.

Similarly, in the case of transparency and communication, both the factors are crucial to gain
stakeholder interest and support. Manager 1 emphasised the importance of transparency, of
how all the stakeholders are informed of all the decisions, whereas Manager 2 discussed about
open communication and welcoming feedbacks from the people at stake.

This can be recognised from the following excerpt example:

According to Manager 2, ‘In order to promote sustainable practices across our entire
organization, stakeholder participation is essential. By means of training programs,
workshops, and cooperative projects, we engage staff members at every one stages with
sustainability activities. To guarantee compatibility with our sustainability objectives, we also
collaborate extensively with partners and suppliers. In addition, we interact with our clients
by being open and honest concerning our sustainability activities, and we welcome their

comments and involvement.’
4.5.5 Comparison with Conventional cosmetics

In the final theme of Conventional cosmetics, it was evident from the interview that both

respondents were completely aware of the harmful effect of chemicals incorporated in
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traditional cosmetics, although these chemicals can make cosmetics more impactful and
efficient at the cost environmental damage. Two subthemes were identified which are

environmental profits and Production processes of green cosmetics.

Taking the first subtheme into consideration, both the respondents expressed their views on
conventional cosmetics and its demerits at the same time highlighting the benefit of green
cosmetics. Both of them emphasised the use of natural, renewable ingredients in sustainable
cosmetics, which reduces pollution and environmental harm. This implies that these natural
components are less likely to persist in the environment and cause damage compared to
chemicals used in conventional cosmetics. The focus on biodegradable components aligns with
broader environmental goals of reducing carbon footprint, and supporting ecosystem health.

Furthermore, talking about the production process, it was derived that by adopting more
sustainable production process by incorporating green raw materials, and such, green cosmetics
can reduce long-term environmental damage caused by toxic synthetic ingredients in the

conventional cosmetics.

To exemplify, manager 1 said, ‘7 believe green cosmetics are designed in such a way that it
minimizes harm to the environment by using eco-friendly ingredients and processes. These
formulations typically avoid harsh chemicals that can persist in the environment and harm
ecosystems. Additionally, the production of eco-cosmetics as we call them often involves more
sustainable practices, such as reducing waste and energy consumption. Conventional chemical
cosmetics, on the other hand, frequently involve synthetic compounds that can be toxic to

wildlife and contribute to long-term environmental damage.’

To recapitulate, green cosmetic formulations significantly contribute to sustainability practices
in the pharmaceutical sector by reducing environmental impact, fostering renewable energy
investments, overcoming barriers, engaging stakeholders, and offering substantial benefits over
conventional cosmetics. The detailed thematic analysis elucidates the strategic considerations

and practical companies take to implement sustainability into their operations.
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CHAPTER FIVE: CONCLUSIONS AND RECOMMENDATIONS

5.1 OVERVIEW

The aim of this research was to investigate the emerging trend of green cosmetic formulations
and how they contribute to the sustainability practices in the pharmaceutical industry
considering their impact on consumer preferences and perceptions. This research aimed to
understand the environmental impact of such sustainable cosmetics over traditional ones. Other
objectives of the research included investigation of how consumers perceive green cosmetics
and understand their attitudes, beliefs, awareness regarding the same. This research also aimed
to analyse the overall impact of green cosmetics and their benefits and drawbacks associated
with their usage. Lastly, the study strived to investigate the current regulations and standards
related to the eco-cosmetics and explore potential innovations and advancements that could

further enhance sustainability in the pharma sector.

Taking the first objective into consideration, which was the assessment of environmental
impact of green cosmetics over conventional cosmetics and current sustainability practices in
the pharma industry. This objective was achieved with the help of a qualitative interview
method used on two managers working in GC companies to understand their point of view, the
company’s actions taken to achieve sustainability, and to determine the different sustainability
initiatives like eco-labelling, green packaging switching from toxic synthetic chemicals to
naturally derived biodegradable components for the manufacture of green cosmetics. A
thematic analysis was conducted to interpret the data obtained from the interview transcript

using different codes and themes.

Following this the second objective which was the determination of the consumer behavior,
their thoughts, beliefs, values, attitude and several other factors which do play a significant role
in consumer preferences and perception regarding green cosmetics was accomplished. This
objective carried through on the solid basis of two theories, Theory of Planned behavior (TPB)
and Value-Belief-Norm theory (VBN), which provided strong factors that could potentially
influence the consumer purchasing behavior. The factors like attitude, perceived behavior
control, subjective norms, environmental concern, personal values and beliefs were the most
noteworthy factors along with green cosmetic pricing, availability, raw materials, brand loyalty,
brand marketing strategies, self-image, consumer awareness, packaging, eco-labelling and
more possessing certain degree of importance too. This was conducted with the aid of a

quantitative survey carried out in 101 participants, using a 5-point Likert scale questionnaire
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whose reliability was determined by employing EFA, PCA, Convergent validity tests using
AVE, and Cronbach’s alpha methods. Subsequently, hypothesis testing was carried out based
on these findings using a linear regression model to confirm the research hypotheses, where
both the null hypothesis was rejected indicating that there are different factors influencing
consumer preferences and perceptions and that consumer purchasing behavior has an effect on

the adoption of green cosmetics.

In the case of all other research objectives, like the benefits and drawback associated with green
cosmetic consumption, determination of overall environmental impact of eco-cosmetics, the
regulations and standards in place or the lack of them that governs them are all thoroughly
evaluated using a comprehensive literature review method. From the literature review, it was
perceived that there are both merits and demerits associated with green cosmetics. To be
precise, where merits include natural components which are safe to use for skin and
environment, the environmental responsibility it provides only enhances its appeal; the
demerits comprising of exorbitant price range, their limited availability, lack of consumer
awareness, their durability and structural integrity, and more cannot be ignored. Hence,
strategies should be put in place to overcome these drawbacks so that green cosmetics can
reach its full potential. Similarly, the overall environment effect of green cosmetics can be said
to be positive because of a plethora of reasons ranging from utilizing sustainable ingredients,
followed by sustainable manufacturing process to their eco-packaging and eco-labelling
practices leaving an indisputable image on the society and its ecosystem can be gathered from
the literature review. Finally, a detailed overview of the current regulations, certifications and
standards implemented which reigns over the usage of green cosmetics has been obtained from
the review of literature. This suggests that regulation of sustainable cosmetics is an area of
active development, reflecting the growing consumer demand for sustainable and safe
products. While significant progress has been made through certifications and regional
regulatory frameworks, challenges like lack of standardization and the risk of greenwashing
remain. Hence, greater harmonization of regulations and enhanced consumer education is

crucial in supporting sustainable growth of green cosmetics industry.

5.2 LIMITATIONS AND RECOMMENDATIONS

While this study successfully met all its objectives, it did encounter some limitations. Firstly,
the survey has been limited to a hundred participants, considering it was a big target to achieve

from academic point of view. Still, a larger number of participants across different continents
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would have helped to provide more comprehensive and accurate results. Another limitation
which hindered the quality of research was the time constrains due to which only two
respondents were interviewed which might have limited the depth of understanding research
objectives from an industrial perspective. Lastly, due to the limitations of academic skills and
resources, there may be instances of subjective bias and a lack of proficiency in research
methods during the data collection and analysis process resulting in some potential factors may
not have been uncovered from the empirical data. The variables used in the study such as “green
cosmetics” and “purchasing behavior” might be subjected to different interpretations which

might have led to measurement errors and ambiguity in the results.

For the future research, a longitudinal study can be conducted by evaluating sustainability and
eco-friendly cosmetic practices over time. Interviewing a wider population of stakeholders
including customers, suppliers, and regulatory bodies can also be considered to have a take on
their view and opinions. An in-depth study of companies who practices specific sustainability
initiatives can also be done. Moreover, there is an opportunity to extend the study by
incorporating technology such as block chain or life cycle assessment tools into it which can

enhance transparency and traceability in green cosmetic supply chains.
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APPENDIX 1

CONSENT FORM

Dear respondents,

I am a student at Griffith College and as a part of my coursework I will be conducting research
on “The emerging trend of “green” cosmetic formulations and how they contribute to
sustainability practices in the pharmaceutical industry considering their impact on consumer
perceptions and preferences”. I would kindly request you to invest 10-15 minutes of your
valuable time to participate in this survey and respond to the questions. All responses will be

kept confidential.

1. I [insert participant name] voluntarily agree to participate in this research study

2. Tunderstand that even if I agree to participate now, I can withdraw at any time or refuse
to answer any question without any consequences of any kind

3. T understand that I can withdraw permission to use data from my [interview/survey]
within two weeks after the interview, in which case the material will be deleted.

4. T have had the purpose and nature of the study explained to me in writing and I have
had the opportunity to ask questions about the study

5. Tunderstand that participation involves [details]

6. I understand that I will not benefit directly from participating in this research

7. Tunderstand that all information I provide for this study will be treated confidentially

8. I understand that in any report on the results of this research, my identity will remain
anonymous. This will be done by changing my name and disguising any details of my
interview which may reveal my identity or the identity of the people I speak about.

9. Tunderstand that disguised extracts from my interview may be quoted in [list].

10. If data is coming from within one company or specifically pertaining to one company

11. I understand that if I inform the researcher that myself or someone else is at risk of
harm, they may have to report this to the relevant authorities - they will discuss this
with me first but may be required to report with or without my permission

12. Tunderstand that signed consent forms and original audio recordings will be retained in
[specifics] - until [duration]

13. T understand that a transcript of my interview in which all identifying information has

14.

15.

been removed will be retained for [specific relevant period].

I understand that under freedom of information legalisation I am entitled to access the
information I have provided at any time while it is in storage as specified above.

I understand that I am free to contact any of the people involved in the research to seek

further clarification and information.
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Researcher Details

Name: Reshma Benny

Degree Programme: Pharmaceutical Business and Technology
College Details: Griffith College Dublin

Contact mail: reshmabenny245@gmail.com

Signature of participant
[Full Name — Printed]

Signature of research participant

TR PR Date

Signature of researcher

I believe the participant is giving informed consent to participate in this study

e e PR Date

Signature of researcher
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APPENDIX 2

INTERVIEW QUESTIONS TO ANSWER RESEARCH QUESTION 1:

Interview questions for managers

1. What are the strategies that have been implemented by the organisation in order to retain
sustainability?

2. How is it possible to remain updated on the recent sustainability trends that have been
taking place regarding green cosmetics in the pharmaceutical industry?

3. What are the key metrics of sustainability that you consider as managers to ensure
success of green cosmetics products?

4. How have you been able to engage stakeholders in practice for the sustainable practices
for producing green cosmetics?

5. How have you been able to meet financial resources with sustainability needs on
producing green cosmetics?

6. Have you faced criticism from the employees regarding the sustainability approaches
and how have you overcome the situation?

7. Is it difficult for integrating green practices in operations by abiding with the
environmental regulations regarding sustainability practices?

8. What measures do you adopt in order to measure the rate of success in the sustainable
practices adopted for the organisation?

9. How have you been able to promote a culture of sustainability within the organisation?

10. How was it possible to integrate sustainability principles into the overall business
decision making process?

APPENDIX 3
SURVEY QUESTIONNAIRE

The responses are to be collected based on the Five-point Likert scale that is developed below
for the questions developed against the three independent variables and dependent variable:

1 = Strongly Disagree, 2 = Disagree, 3 = Neutral, 4 = Agree and 5 = Strongly Agree
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Section A: Demographic Questions

What is your age?

e 18-30 years

e 31-50 years

e 51-60 years

What is your gender?

e Male

e Female

Are you well-versed in English?

®o Yes

e No

What is your Nationality?

e Indian

e Furopean

e Other Asian Country

e American

e Australian

e African

e (Canadian

If Yes, Specify--

If Yes, Specify--
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SECTION B- RQ2: How do consumers perceive and evaluate “green” cosmetic formulations
and what factors influence their preferences and decision-making?

Q1 Do you think that the price of green cosmetics of the consumers affects their intentions
towards green cosmetic formulation?

e Strongly disagree

e Disagree
e Neutral
o Agree

e Strongly agree

Q2 Do you feel that the consumer beliefs and values affects consumers preferences towards
the green cosmetic formulation?

e Strongly disagree

e Disagree

e Neutral

e Agree

e Strongly agree

Q3 Do you think that increased availability of green cosmetics influence customers' decision
to purchase?

e Strongly disagree

e Disagree

e Neutral

e Agree

e Strongly agree

Q4 Do you believe that concerns of health would influence customer purchasing behavior of
green cosmetics in the near future?
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Strongly disagree

Disagree

Neutral

Agree

Strongly agree

Q5 Do you think that green cosmetics have been considered to be environmentally sustainable

ensuring consumer acceptance?

Strongly disagree

Disagree

Neutral

Agree

Strongly agree

Q6 Do you agree that the materials used for green cosmetics influence consumer perception of
green cosmetics?

Strongly disagree

Disagree

Neutral

Agree

Strongly agree

Q7 Do you agree that the packaging of green products influences the perception of customers?

Strongly disagree

Disagree

Neutral

Agree
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e Strongly agree

Q8 Do you agree that the available product information influences green cosmetics perception

for customers?

e Strongly disagree

e Disagree
e Neutral
o Agree

e Strongly agree

Q9 Do you agree that the awareness customers have on green cosmetics influences their

purchasing decisions?

e Strongly disagree

e Disagree
e Neutral
e Agree

e Strongly agree

Q 10 Do you agree that perceived behavior control (the extent to which person beliefs that he
or she can carry out a certain behaviour) influences customer purchasing behavior regarding

green cosmetics?

e Strongly disagree

e Disagree

e Neutral

e Agree

e Strongly agree
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SECTION C- RQ3: What is the impact of the adoption of “green” cosmetics, on consumer
purchasing behaviour?

Q1 Do you feel that the brand marketing strategies adopted by companies influences consumer
purchasing behavior?

e Strongly disagree

e Disagree
e Neutral
o Agree

e Strongly agree

Q2 Do you think that the adoption of “green” cosmetics will reduce the presence of
conventional cosmetics products in the market?

e Strongly disagree

e Disagree

e Neutral

e Agree

e Strongly agree

Q3 Do you believe that several factors influence customer preferences and perceptions to opt
green cosmetics over conventional cosmetics?

e Strongly disagree

e Disagree

e Neutral

e Agree

e Strongly agree

Q4 Do you believe that the attitude of customers towards eco-friendly cosmetics play an
important role in their purchase?

94




e Strongly disagree

e Disagree

e Neutral
® Agree
e Strongly agree

Q5 Do you believe that the satisfaction received from using green cosmetic products would

increase purchasing patterns?

e Strongly disagree

e Disagree
e Neutral
o Agree

e Strongly agree

Q6 Do you agree that behaviour of customers towards the environment would be developed
once green cosmetics are widely accepted in the market?

e Strongly disagree

e Disagree
e Neutral
e Agree

e Strongly agree

Q7 Do you agree that the concern for self-image would influence consumer purchasing

decision regarding green cosmetics?

e Strongly disagree

e Disagree

e Neutral
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® Agree

e Strongly agree

Q 8. Do you agree that the concern for brand loyalty influences consumer-purchasing
decision regarding green cosmetics?

e Strongly disagree

e Disagree
e Neutral
o Agree

e Strongly agree

Q9 Do you believe that consumer purchasing behavior has an effect on adoption of green
cosmetics?

e Strongly disagree

e Disagree
e Neutral
® Agree

e Strongly agree
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