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A B S T R A C T  A R T I C L E   I N F O  

People‘s health awareness has extended from the food industry to the personal beauty 

industry. Consumers have increased their interest in natural ingredients, sustainable 

packaging, and other green elements of cosmetics. This research explores consumer 

attitudes toward green cosmetics. Data were collected through qualitative research 

instruments (focus groups) since the research aimed to discover in-depth consumer 

attitudes and feelings. There were 30 British females who agreed to be respondents in 

five focus groups. They were divided into five focus groups. The key findings of this 

research were the prevailing neutral attitudes toward green cosmetics due to the lack of 

knowledge and confusing market standards.  The majority of respondents viewed price  

and performance as the most important factors when choosing cosmetics instead of 

green elements. However, given the growing awareness of natural and organic 

ingredients and green production, most respondents admitted the potential change of 

present neutral attitudes to be more supportive in the future. Green cosmetics is a new 

trend in the personal beauty industry. This study ascertains the consumer attitudes 

toward green cosmetics and calls for clearer green standards and regulations in the 

industry as well as advanced biotechnology to extract natural ingredients. 

  

Keywords:  
consumer attitudes; green 

cosmetics; affective cognitive 

components 

 

  

 

 

Article History:  
Received: 11 September 2018; 

Accepted: 16 November 2018;
  

 

© 2018 The authors.Published by CADDO GAP Press USA. This is an open access article under the Creative Commons AttributionNonCo mmercial 4.0 

 

1. INTRODUCTION 

According to Organicmonitor(2010) andPackaging Digest(2010), cosmetic firms regard green formulations, 

resource efficiency, and life-cycle assessments of their products as primary concerns when drafting sustainability 

blueprints. The cosmetics summits that centre on sustainable issues have drawn cosmetic consumers‘ attention to 

factors such as natural ingredients and environmental packaging, as well as ethical issues. Despite the economic 

challenges, the Natural and Organic Show held by Diversified UK attracted 600 exhibitors and 7352 attendees 

(Yeomans2012). The positive feedback increased industry professionals‘ confidence in the growth of the green 

cosmetics market. The UK‘s cosmetic and beauty industry is increasingly affected by the food market because 

people extend their awareness from what they eat to what they put on their skin to ensure a healthy 

lifestyle.Mintel(2009) indicated that just over four out of ten (41%) British females frequently check the label on 

the packaging about ingredients of the cosmetics they use. The common concern concentrates on potential risks 

of harmful chemicals to human health and the possibility of skin irritation. Powerful chemicals might pollute the 

environment. Influenced by the health trend, a growing number of consumers demand healthier cosmetics that 

will be gentle on the skin and minimise the harm to the environment. Empirical evidence suggests that more 

consumers in Europe are becoming more environmentally responsible in terms of their habits and lifestyles 
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(Stone et al.1995).Minte‘s (2018) investigation showed that50% of British consumers favour cosmetics made 

from natural ingredients. This figure is the highest in Europe. 

Motivated by favourable demand, hundreds and thousands of companies and suppliers are now producing 

and selling cosmetic products which they claim are ‗green‘ and better for the user and the environment (Green 

Choices2012).Mintel(2010) suggests that a constant innovation campaign about natural and organic ingredients 

will help maintain growth in the UK‘s beauty products industry that is worth £6.7 billion. 

However, there are obstacles that could destabilise consumer confidence, including the lack of regulation 

and misleading marketing information (Mintel2010). Different standards and abundant cosmetics boasting green 

concepts confuse enthusiastic consumers. Consumers are confused by the different standards and exaggerated 

marketing of green cosmetics. They find it difficult to select green cosmetic products.Mason(2012) found that 

cosmetic consumers purchase benefits, not features. Therefore, they pay more attention to functions rather than 

detailed ingredients. In addition, a study indicates that the UK Society of Cosmetic Chemists in 2008, when 

focusing on the natural versus synthetic debate (Bird2009), was concerned that the media was spreading the 

message that the natural ingredients were inherently safer. 

Consequently; cosmetic chemists fought hard against the idea that natural ingredients are inherently safer 

than their synthetic counterparts. Ingredients should be chosen on safety and efficacy regardless of its natural or 

synthetic makeup. Some companies overstate the merits of natural ingredients vis-à-vis synthetic ingredients to 

protect the reputation of the industry.Mintel(2010) found that a third of British women favoured the alternative 

natural route to improving their appearance, including turning to organics and avoiding chemicals in ingredients 

and beauty products. Consumers are confused since the concept of ‗natural‘ and ‗organic‘ varies and is 

inconsistent. 

Several studies claim that there has also been a progressive increase in the environmental consciousness of 

customers, and the concern regarding the environment has moved from a fringe to a mainstream issue 

(Kalafatiset al.1999). Ethical consumers have emerged and their major concerns are buying products that are not 

harmful to the environment and society. They emphasise nutritional value, health, and the quality of food (Wier 

and Calverley2002). Their attitudes affect their response to related products and situations (Schiffman and 

Kanuk2007;Peter and Olson2008;Rice1995).Attitudes can be persistent but are sometimes affected by particular 

circumstances and vary from situation to situation. Attitude formation includes emotional and social influences 

such as personal experience, social network, and marketing techniques (Kaplan et al.2011;Schiffman and 

Kanuk2007). 

A lot of research has been conducted in the UK regarding buying cosmetics, but very limited studies have 

explored the formation of consumer attitudes toward green cosmetics.  Accordingly,  this study determines 

consumer attitudes toward green cosmetics in the UK market. To  this end,  the research addresses the following 

questions: (1) How do British female consumers define green cosmetics? (2) What are the consumer attitudes 

toward green cosmetic products and the value of natural ingredients? (3) What are the key factors influencing 

current attitudes and the formation process? 

 

2. REVIEW OF RELEVANT WORK 

2.1 Definition of Green Cosmetics 

Green cosmetics is defined as being a multifaceted construct for the preservation of the environment, 

minimisation of pollution, responsible use of non-renewable resources, and animal welfare and species 

preservation (McEachern and Mcclean2002). Green or environmentally-friendly products are broadly defined as 

products that will not pollute the earth or deplete natural resources and can be recycled or conserved 

(Shamdasani et al.1993). A study indicated that green cosmetics were natural cosmetics containing botanicals 

and fruit-based formulae (Csorba and Boglea2011). Over time,  the context  has broadened as products that 

support sustainability increase. The European Cosmetics Standards Working Group launched the Cosmetics 

Organic and Natural (COSMOS) Standard (D‘Amico2008).For further progress, the COSMOS standard 

certification was officially launched in February 2011, which is trying to be an internationally recognised 

standard. The similarities of the above studies emphasise that using green cosmetics is a lifestyle of treating self-

care and treating the environment with respect. 

2.2 Factors Influencing the Formation ofAttitude 

Although green consumption is a new lifestyle, the literature shows consumers‘ concerns when buying 

cosmetics. The Cosmetic Toiletry and Perfumery Association (CTPA2018) summarised that consumer attitudes 

toward product attributes including functions, ingredients, packaging, fragrance, and price influenced purchase 

behaviour.Costello(2011) found that around a quarter of British women placed low importance on the breakdown 

of the ingredients of their cosmetics, and instead focused on product functions.Ma and Yang(2018) found that 
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Chinese females purchase cosmetic products relying on quality, price, and delivery. Dealing with the cognitive 

components of attitudes, Dimitrova et al.(2009) indicated that consumers‘ cognition could be learnt and changed 

through product marketing. To summarise, consumer attitudes vary from person to person due to internal factors 

like different psychological and emotional feelings and external factors like family preference and social and 

cultural status. Given that green cosmetics is a new trend with immature certification standards, consumer 

attitudes can be influenced through marketing techniques on the basis of honest descriptions of product attributes 

and attractive promotions. 

 

3. RESEARCH METHODS 

This study adopted a qualitative research design as it is better suited to explore in-depth consumer attitudes 

toward green cosmetics by quantifying the data using statistical analyses (Malhotra2009). 

Furthermore,Krueger(1994) pointed out that attitudes and perceptions relating to concepts or products were 

developed to some extent by interactions with others.Albrecht et al.(1993) suggested that people influenced each 

other‘s opinions, and in the course of the discussion, the opinion of an individual might strengthen or shift. As 

such, the moderator could discover more about change and the influencing factors. 

Kitzinger(1995) defined  the focus group as a form of group interview that was conducted by a moderator 

to generate communications between respondents to collect data. The advantages  of focus groups are the active 

interactions among informants, including comments, shared attitudes, and experiences; more flexible structured 

questions; and a closer relationship between the moderator and informants. Therefore, focus groups have 

chemistry and a dynamic that are greater than the sum of the members, and they offer more excitement than 

other research techniques (Keown1983).Keown(1983) illustrated three steps in focus group research, including 

pre-research issues, focus group research issues, and post-research issues. In the research design, the objectives 

of this research are to understand the definition of green cosmetics in the minds of consumers, what are 

consumer attitudes toward green cosmetics, and what factors will influence the formation of attitude. The 

questions related to the research objectives were raised in a semi-structured questioning method to ensure the 

coherence of discussion while permitting some flexibility to lighten up the atmosphere (Neumark-Sztaineret 

al.1999). 

 

4. DATA COLLECTION 

British female consumers became the target respondents of this research because they are traditional users 

of cosmetic products (Costello2011). The interview was held at a university discussion room. The environment 

was comfortable and quiet, refreshments were provided to motivate members, and every participant was 

expected to be able to make eye contact with the moderator and each other to exchange feelings and attitudes 

(Buber et al.2004;Kitzinger1995). The time duration was around one hour, and the process was videotaped for 

future data analysis. 

Table1presents the demographic profile of the research respondents. The group members were segmented 

based on demographic and socioeconomic factors such as age, occupation, and lifestyle. 

Based on the UK female cosmetics consumer age structure, two groups of respondents were chosen from 

the 20–35 group, two from the 36–50 group, and one group from those aged 51–65. Each group consisted of six 

members for a total of 30 respondents. 

The detailed moderator outline would be useful to guide the process of the focus group discussion. The 

group introduction and semi-structured interview guide were involved in this study. The focus groups began with 

the moderator‘s self-introduction and welcoming session. After that, the moderator introduced an overview of 

green cosmetics and the aims of the research. Every respondent received a short survey to record their personal 

information. They could enjoy refreshments and become familiar with other members in the group (Flamm and 

Agrawal2012). After the introduction, the main part started by asking the definition of green in the minds of 

consumers, and individual contributions were encouraged before beginning the group discussion. Ethical issues 

were explained to the respondents. 

This study opted for a manual data analysis method because the qualitative software required time and 

skills to learn and the foundation of data analysis including data familiarisation and categorisation could not be 

eliminated using computer software.Robson(1993) pointed out that     the aim of data analysis was data 

reduction. The structure of analysis should be systematic and consistent (Krueger and Casey2000). Researchers 

should begin by watching the recorded focus group sessions, transcribe the conversations and discussions, and 

then read notes to remember the nonverbal information for a broad overview of the data. Secondly, they should 
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write memos in the margin of the transcript to identify ideas. Based on this initial reading, a classification system 

for major topics and issues is developed and material in the transcript related to each topic is identified. Colour-

coded brackets or symbols could be used to mark different topics within the text. The coded material may be 

phrases, sentences, or long exchanges between individual respondents. The only requirement is that the material 

is relevant to the particular category with which it has been identified. The next move was to categorise the 

deceptive statements in terms of similarities and differences. Each topic is treated in turn with a brief 

introduction. The transcribed text is used as supporting material and incorporated within an interpretative 

analysis. Finally, the researcher could use tables and arrange quotes to form an appropriate context (Miles and 

Hubermann1994). 

Table 1.The profile of the focus group respondents. 
 

Socio-Demographic Attributes of Interviewees Number %  

Age   

21–35 13 43.3 

36–50 11 36.7 

51–65 6 20 

Occupation   

Retail store staff 4 13.3 

White collar 6 20 

Teacher 4 13.3 

Hospital staff 3 10 

Student 11 36.7 

Housewife Self-employed 2 6.6 

Income per year   

Below £ 15,000 9 30 

£ 15,000–20,000 11 36.7 

£ 20,000–25,000 9 30 

Above £ 30,000 1 3.3 

 

 

5. FINDINGS 

5.1 Consumer Definitions of Green Cosmetics 

To answer the question ―How do British female consumers define and measure the standards of green 

cosmetics?‖ The majority of respondents had heard of green cosmetics and had some awareness of the topic. 

However, their definitions of green cosmetics differed. A few respondents were unsure about the definition and 

did not understand the real meaning of green. 

I‘m interested in green cosmetics, what is particular green? (Respondent 1, 32 years, retail store staff) 

I have heard of , but I don‘t know much about it. (Respondent 15, 55 years, teacher)  

Several respondents strongly associated green cosmetics with natural and organic cosmetics, and some 

respondents were inclined to the environmentally-friendly production of cosmetic products. The remaining 

respondents agreed and added ethical elements such as no animal testing and Fairtrade. 

Green cosmetics are made of natural ingredients, no harmful chemicals. They do not pollute the 

environment. (Respondent 29, 25 years, student) 

I think it‘s basically the production of the cosmetics, and the packaging that causes as little harm as possible 

to the environment, recyclable, and is sustainable. (Respondent 25, 36 years, university teacher)  

In addition, a number of respondents discussed brands that can be categorised as green cosmetics, among 

which the Body Shop was mentioned most frequently. Most respondents agreed that it was the closest brand to 

green cosmetics, and valued their campaigns against animal testing, ethical trade, and environmental protection. 

However, some cautious respondents discovered that the ingredients of the Body Shop‘s cosmetic products were 

not 100% natural as it contained some harmful chemicals. Therefore, they did not trust the brand. Other green 

cosmetics brands were specified during the focus groups such as Burts Bees, Origin, Aveda, Elemis, Kiehl‘s, and 

Lush. Some local private label products can also be grouped into green cosmetics brands and supported by some 

respondents because they believed green cosmetics should be small instead of international. 
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Well, I want to say the Body Shop; there are not loads of packaging and no animal testing. I think the Body 

Shop is green. (Respondent 9, 60 years, retail store staff) 

I bought some face food from a local shop, which is lavender, it did work quite well. (Respondent 20, 48 

years, white collar) 

However, there existed some cautious opinions about the Body Shop, such as distrust and dissatisfaction of 

its performance. 

I found out the Body Shop tries to make out as a green brand, but there are different labels and different 

warnings. Some of the make-ups are not so clear. (Respondent 3, 46 years, retail store staff) 

5.2 Consumer Attitudes toward Green Cosmetics 

As for ―What are consumer attitudes toward green cosmetics?‖, although the majority of participants were 

aware of green cosmetics, levels of interest were generally low among British women, especially in the 
current depressed UK economic climate. On the whole, the majority of respondents held neutral attitudes 

toward green cosmetics; they did not buy cosmetics because they are green but checked the benefits, 
including the performance, quality, price, and promotions. 

5.3 The Tri-Component Model 

According to the tri-component model, consumer attitudes were analysed in three parts. Each part is a key 
component of exploring consumer attitudes toward green cosmetics. 

5.4 Affective Components 

Affective components are concerned about emotional feelings. After researching, most respondents said they 

would like to support green cosmetics emotionally because they are kind to the environment and safe to use. 
The following quotes advocate green cosmetics: 

Green cosmetics are good for the environment and your skin. (Respondent 9, 50 years, retail store staff) 

I think it is a reasonable thing to do. You should be good to the environment whenever you can. (Respondent 
29, 25 years, student) 

However, some respondents had little concern about green cosmetics compared to normal cosmetic brands 
because they paid most attention to the performance of the product instead of green elements. 

If I saw something and it‘s green cosmetics, it‘s good, but it doesn‘t influence me. I‘m not going to buy it 
because it‘s green. I think green cosmetics don‘t work very well, compared to more established ones, 
because they got people, bigger brands like Dior and Chanel, they got quite a lot of money to spend on, to 

make it very good, to develop it, and make it outstanding. Because green cosmetics I feel, are quite new, 
which don‘t have the sort of technology to make it work as well. (Respondent 17, 23 years, student) 

5.5 Cognitive Components 

Cognitive components deal with consumer knowledge of the topic. Some respondents had strong supportive 

attitudes toward green cosmetics because they had adequate knowledge of green cosmetics and they differed 
in their measurement standards for differentiating green cosmetics from normal cosmetics. 

I read the magazine called Natural, which reported a list of companies, you know good companies, Lush is 

one of them. I always look at the labels, what‘s recyclable and I‘m very careful about what I buy. 
(Respondent 9, 50 years, retail store staff) 

I want to buy more actually , I think I understand now, and encourage more people to use if I really 
understood what green products were. (Respondent 20, 48 years, white collar) 

However, the major problem facing the green  cosmetics  industry  was  that  consumers  lacked sufficient 
knowledge of the standard of green cosmetics. On further analysis, neutral cognitive components also 
influenced the conative components concerning the likelihood or behavioural tendency. 

I don‘t know much about green cosmetics, I don‘t know what‘s in it. If I know, I would like to support it, but 
now I‘m not sure. If there is something in the market with reasonable price, all natural, I will probably go for 

it. (Respondent 23, 32 years, white collar) 

When I searched online, some brands said they were green cosmetic brands, but when you looked at the 

product, there‘s no way you could tell whether it‘s green or not. (Respondent 27, 23 years, student) 

 



Multicultural Education 

• Vol. 01, 2018 253 

5.6 Conative Components 

Conative components focus on behavioural tendency. When respondents take action to buy cosmetic 

products, they considered the price and performance. 

I think I should be more conscious about that, to be 100% honest, I care more about the price and 

performance. I know I should care more about whether it‘s green or not, but it‘s not something that I think 
about. (Respondent 25, 36 years, university teacher) 

If I can support myself, I will try to buy more green cosmetics. But now I can‘t, so I just care more about the 
price. (Respondent 27, 23 years, student) 

5.7 Factors Influencing the Formation ofAttitudes 

The answers to the question ―What are the key factors influencing current attitudes and the formation 
process?‖ are summarized in the following three main parts. 

5.8 Knowledge about Green Cosmetics 

Lack of knowledge formed neutral attitudes toward green cosmetics. Most respondents were unclear about 
the standards of green cosmetics: 

I think I just don‘t know about green cosmetics, I can‘t really see the benefits. I haven‘t seen any advertising 
on television or articles. (Respondent 2, 36 years, white collar) 

Not much choice as well, I‘m aware of advertises. (Respondent 20, 48 years, businesswoman) 

5.9 Lifestyle and Personal Experience 

Lifestyle had a great influence on forming the respondents‘ attitudes. Some respondents were very conscious 

of environmental issues, and they felt responsible for purchasing environmentally- friendly products. 

My greatest concern is animal cruelty; I‘m a vegetarian though so that goes together actually. I recycle 

everything, and I‘m very careful about what I buy. (Respondent 9, 50 years, retail store staff) 

I get results from natural skin cares, so I support it. (Respondent 7, 22 years, student) 

5.10 Mass Media and Family or Friends’Recommendation 

Nowadays, different marketing strategies and media spread messages efficiently and effectively.  

Part of it is because my mom supports it, part of it, I read books about it in college. Influences from people 

that I know and from books and magazines. (Respondent 29, 25 years, student) 

I tried different things, and I usually go for what my friends recommended. (Respondent 22, 64 years, 
teacher) 

The above are the main influences that form the present attitudes of consumers toward green cosmetics, their 
knowledge, and lifestyle. The social surroundings and media also contributed to the formation of the present 

attitudes. 
 

 

6. DISCUSSION 

6.1 Consumer Definitions of Green Cosmetics 

The majority of respondents considered that the lack of sufficient knowledge available in publications 

contributed to their definition of green cosmetics, and they were looking forward tomore developed green 

cosmetic brands and industry. Most respondents defined green cosmetics from the following aspects:  

 Natural ingredients (16 respondents) 

 No harmful chemicals (6 respondents) 

 Minimum recyclable packaging (11 respondents) 

 No animal testing (3 respondents ) 

 Organic (6 respondents) 

 Fairtrade (3 respondents) 
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The respondents defined green cosmetics in terms of being safe for consumers and respectful to the 

environment. Compared with the definition from previous studies, definitions from the consumers shared 

similarities and covered the same essential aspects. The definition of green cosmetics developed from natural 

ingredients and extended to the environmental footprint of the product throughout the product‘s life-cycle 

(Doyle2011). On further analysis, consumers‘ definitions focused on natural ingredients, while some paid more 

attention to the green packaging and production. Only a few respondents considered both dimensions.  

The findings of this research showed that the respondents had a general understanding of green cosmetics 

and their definitions reflected the limited knowledge they learnt from life experience and mass media. Overall, 

consumers were conscious of the ingredients and the environmental impacts of their cosmetics. What they 

considered was not only limited to the actual products and packaging but also included the production process 

that was seldom disclosed by the manufacturers in the past. The above findings agreed with the report ofGreen 

Choices(2012), which emphasised that hundreds and thousands of manufacturers produce and sell cosmetic 

products which they claim were ‗green‘ because of the favourable consumer demand. In addition, the findings 

shared similarities withOrganicmonitor(2012) which demonstrated that the cosmetics industry was getting 

greener by considering sustainability during production. 

However, few respondents were able to point out the precise standard of the specific percentage of natural 

ingredients required. Therefore, the findings of this research revealed a gap in knowledge between consumer 

definitions and the COSMOS standard (D‘Amico2008). The standard specifically covered the ingredient source 

aspect, product aspect, manufacturing aspect, and environmental impact aspect (Payne2011). The majority of 

respondents found it difficult to trace the origin and processing of the ingredients of cosmetics. What they could 

do was check the labels on the packaging, hoping to find some recognisable certifications to approve the 

greenness of the cosmetics. Some respondents believed the tree or leaf mark as a symbol of green cosmetics, 

while most regarded these marks as marketing strategies that were not reliable. 

6.2 Consumer Attitudes toward Green Cosmetics 

Cognitive Components 

Cognitive components centred on consumer knowledge and beliefs. Previous researches demonstrated that 

consumers who had more environmental knowledge were more inclined to act positively  when  supporting  

green  products  (Polonsky  et  al.2012).  Knowledge  was  considered a key element during the formation  

process  of  consumer  attitudes  (Ajzen  and  Fishbein1977). The results of this research also revealed that 

respondents who held strong supportive attitudes toward green cosmetics had a richer knowledge of green 

cosmetics, including integrated consumer definitions and exact measurement standards of green cosmetics. A 

higher motivation for advocating environmental protection and being green consumers would lead to stronger 

supportive attitudes. Those respondents had some characteristics of green consumers, whomHailes(2007) argued 

would integrate environmental protection with their daily purchase. Because of the strong 

environmentalconsciousness, those green respondents said they would like to acquire more knowledge of green 

cosmetics from different sources such as magazines and articles as well as the internet. 

However, respondents with high green consciousness accounted for a small number of the total 

respondents. The prevailing feelings of respondents were the lack of sufficient knowledge of green cosmetics. 

Therefore, awareness of the specific definition and measurement standards of green cosmetics needed to be 

developed. 

Affective Components 

Affective components emphasized consumer feelings and emotions. Hailes(2007) found that green 

consumers believed their purchasing behaviours would make a difference to the environment and they were 

responsible for preserving the environment no matter how little their contribution was. Preserving the 

environment was a responsibility for every citizen of the world. According to Akehurst et al.(2012), socio-

demographic and psychographic influences were vital aspects of determining green consumers. Typical green 

consumers came from the above average social-economic class and were psychologically concerned about 

environmental protection. 

The results of this research agreed that some respondents considered buying green cosmetics as an 

important part of responsible buying behaviour because green cosmetics were safe for the users and minimised 

the damage to the environment. Psychologically, those respondents believed that  an individual could only make 

minimal contributions to protecting the environment, but the little contribution would accumulate to make a 

better world. Most respondents agreed that purchasing green cosmetics was a part of supporting environmental 

issues, but different people had different motivations. Some respondents viewed cosmetics without animal 

testing as a top concern because of their lifestyle as vegetarians and animal lovers. Some respondents paid more 

attention to natural ingredients and recyclable packaging. Therefore, the research showed that the same 

supportive attitudes could have different motivations and emotions through effective components analysis.  



Multicultural Education 

• Vol. 01, 2018 255 

Conative Components 

Conative components focus on consumer behaviour tendency. Several respondents associated green 

cosmetics with expensive brands. From their understanding, all natural ingredients equalled higher cost and 

price. A number of respondents did not trust the cheaper brands that boasted their products as ‗green‘ cosmetics. 

They preferred that green cosmetics involved luxury appeal, sustainable and natural production, and 

environmentally friendly campaigns. Some respondents associated green cosmetics as expensive spa products 

such as Elemis products. According to Elemis‘ official website (Elemis2018), Elemis was committed to 

understanding the earth‘s natural resources, because its philosophy emphasised the connection of nature and 

technology for a greater difference. Since those respondents had supportive attitudes, they said they would like to 

pay extra for green cosmetics, but they also admitted that the depressed economic climate reduces their 

enthusiasm for paying extra to some extent. This research confirmed that being green consumers and supporting 

green cosmetics required sufficient financial support. Some respondents commented that it was very difficult for 

consumers who lived on daily wages to purchase green cosmetics frequently since most green cosmetics targeted 

the higher market. 

Referring to the results of past research (Kim and Seock2009), this research appealed to the positive 

relationship between the level of education and income and environmental consciousness. Respondents who had 

a higher education and good jobs would have more interest in green cosmetics thanks to their awareness of green 

cosmetics and financial support. On further analysis, based on the results, the vital factors when choosing 

cosmetics were similar to those listed by the Cosmetic Toiletry and Perfumery Association (CTPA2018), which 

summarised the product attributes that influenced actual purchase included functions, price, ingredients, 

packaging, and fragrance. The majority of respondents took price and performance as priorities for choosing 

cosmetics, especially during timesof economic recession. Therefore, the greenness of the cosmetics did not 

contribute to the tendency of buying cosmetics. 

Factors Influencing the Formation of Attitudes 

The findings of this research agreed with the findings ofSchiffman and Kanuk(2007), who emphasised the 

sources of influence on attitude formation, which include personal experience, social networks, and marketing 

techniques. Since there was no special course on green cosmetics, most respondents gained knowledge through 

personal experience or social networking. Internal and external influences contributed to consumer attitudes 

toward green cosmetics. Based on the results, the factors influencing the formation of attitudes could be divided 

into the following categories. 

Personal Experience and Lifestyle 

The finding of this research agreed that one common way of forming attitudes was from past experiences 

(Argyriou and Melewar2011). Past experiences provided an unconscious way of learning and forming related 

attitudes. In this research, the past experiences included the experience of using different cosmetics and the 

lifestyle that respondents advocated. Personal experience and lifestyle did influence the formation of consumer 

attitudes. In order to choose the most suitable cosmetics, some respondents did not stop trying different brands 

and products until they found their favoured brands or products. Once they tried a presumed green cosmetic 

brand such as the Body Shop and did not find the performance satisfying, they did not have supportive attitudes. 

Therefore, through personal experience of using cosmetics, those respondents who paid more attention to 

performance and price did not put green aspects as top priorities. 

However, other respondents were concerned with environmental protection and animal cruelty, or they 

were vegetarians. Their green lifestyles stimulated supportive attitudes toward green cosmetics. These findings 

align with those ofKim and Seock(2009), which discussed consumers‘ level of environmental consciousness 

would affect the formation of attitudes. Because cosmetic products played an important role in female 

consumers‘ daily life, respondents who had certain awareness about green cosmetic or chemicals would focus on 

natural ingredients, while others who were interested in green production would concentrate on recyclable 

packaging, and ethical respondents would centre on no animal testing andFairtrade. 

Media and Marketing Techniques 

Marketing communication mix is an effective tool when gaining market share in the competitive market 

(Kotler and Armstrong2009). Based on the findings of this research, the majority of respondents formed their 

attitudes by the influence of media and advertising. Trustworthy sources included relevant articles about green 

cosmetics in leading fashion magazines, reviews of cosmetic products by consumers and professionals in the 

cosmetic field, and advertising on television or other channels. The respondents pointed out that there were 

insufficient sources to acquire knowledge about green cosmetics. As such, they had little understanding of green 

cosmetics. In addition, some advertising was exaggerated, which aroused respondents‘ caution and distrust. 

The findings revealed that the consumers had a strong demand for honest advertising of green cosmetics, 

which did not appear in the past research. Some argued that the term green cosmetics are bandied around and 
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used freely by cosmetics companies. Getting green certification demonstrates the reassurance that ingredients 

and products meet specific standards instead of merely a marketing exercise. Since the green cosmetics industry 

has a huge potential growth (Mintel2010), consumers were longing for honest advertising that contained the 

information about the natural ingredients and green production process rather than the gorgeous effects of 

cosmetics. Consumers were eager to find the available green cosmetics brands in the UK and they welcomed 

more famous and certified green cosmetics brands and products. In appealing to consumer demand, marketers 

should use a creativemarketing communication mix that emphasizes the purity and natural appeal to popularise 

green cosmetics in the UK market. 

Social Surrounding 

According to Shavitt(1990), attitudes express values, preferences, and self-perceptions to people around 

them. Attitudes have a value-expressive function and facilitate interpersonal communication (Argyriou and 

Melewar2011). Most respondents acknowledged that they preferred trying the products or brands that their 

friends or family members recommended, especially those who had expertise  in cosmetics or had good skin. 

Word of mouth is influential and leads to favourable attitudes and willingness to try and purchase. Consumers 

would like to share the experience of using cosmetic products and brands with other consumers, and word of 

mouth happens when consumers give advice and/or opinions (Romaniuk2012). 

 

7. CONCLUSIONS 

Consumers‘ definitions of green cosmetics generally considered natural ingredients and environmental 

protection. Buying cosmetics was both a personal and environmental issue. Cosmetics should perform will and 

treat the environment with respect. From the cognitive component, British females differ when measuring the 

greenness of cosmetics. A total of 16 respondents defined green cosmetics as cosmetics made of natural 

ingredients, 11 regarded minimum recyclable packaging as green, no harmful chemicals, and organic cosmetics 

were mentioned by 6 respondents respectively, and 6 respondents emphasised ethical issues such as Fairtrade 

and no animal testing. 

Although green cosmetics have become a heated discussion topic by the media and cosmetic 

manufacturers, for UK female consumers, green cosmetics is an emerging market and needs more time to grow.   

There exists a gap between consumer knowledge and the current market situation   of green cosmetics. 

Therefore, most consumers hold neutral attitudes at present. They demand honest advertising of green cosmetics 

in the mass media including television, leading magazines, and the internet. 

Furthermore, the green cosmetics industry should pay attention to the influences of consumer attitude, 

including knowledge, lifestyle, and mass media. According toNewman(2006), although growth in natural and 

organic cosmetics is strong, the challenges cannot be ignored, including accurate definitions and enforcement, 

sustainability, credibility, and marketing. In coping with the inferior performance of green cosmetics, bigger 

brands can introduce a new range of products with an established and trustworthy brand.   More effective 

marketing efforts are expected to emphasise   the standard of green cosmetics and publish the globally 

recognised label to identify green cosmetics. Additionally, celebrities with a positive image could be invited to 

advocate healthy and responsible behaviour of using green cosmetics to create a trend in the UK. Being green 

needs time and financial support and government support could be effective in developing the green cosmetic 

industry. 

 

8. IMPLICATIONS 

The literature supports that product knowledge might be gained through interpreting and integrating 

information from past usage experience and memory (Peter and Olson2008). This research narrowed the 

attitudes research to a rather specific green  cosmetics  context.  Focus  group  research provides a natural setting 

for data collection and can obtain data on nonverbal behaviour (Marshall and Rossman2006). Therefore, 

different opinions and subtle attitudes were encouraged. 

As for the practical implications, this research will benefit the development of the green cosmetic industry 

in the UK. This research identified several steps for developing the green cosmetics market, including 

understanding the target consumers and improving upon weaknesses, as well as diagnosis of marketing 

strategies. Since marketers have been provided clues of understanding consumer attitudes, they will be able to 

develop green cosmetic products that consumers need, supplemented with attractive marketing strategies such as 

pricing strategy and promotion, honest advertising,and convenient purchase channels.Lutz(1975) found that 

attitude-change strategies are effective  to deal with the present prevailing neutral attitudes. These efforts 

hopefully contribute to a more promising green cosmetics industry in the UK. 
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9. LIMITATION AND FURTHER STUDY 

The main limitation of the research was the data collection. Some of the respondents would guess the 

purpose of this research and tried to appeal to other group members. They were reluctant to reveal their true 

attitudes and followed other group members. Due to the limited time and insufficient training of the moderator, 

possible misinterpretations might exist. Moreover, cultural differences and misunderstandings might exist during 

data collection, so more focus groups are needed to maximise the accuracy and integrity of this focus group 

research. 

Future research could adopt a quantitative methodology (via a survey, for example) to assist the finding of 

this research and represent larger segments of the population. Moreover, there are increasing numbers of male 

consumers of cosmetic products. As such, we suggest considering male respondents and their attitudes toward 

green cosmetics, which might form more complete research. Since consumer attitudes might change with the 

development of a green cosmetic industry, we suggest conducting another research on the same topic in two 

years to compare with the current research results and analyse the development of consumer knowledge and the 

stability of current consumer attitudes. 
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