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ABSTRACT 

                 Sustainability has been a popular business strategy among organisations looking to 

safeguard the environmental, social, and commercial spheres. It is anticipated that the demand 

for organic and natural items would expand as consumers become more conscious of 

environmental issues, and the organic certification process is anticipated to play a significant 

role in connecting customers with environmentally conscious companies. It may assist green 

cosmetic businesses in ways beyond merely demonstrating the use of organic components. This 

research paper explores how the sustainable certification of cosmetic products influences the 

buying behaviour of consumers. The data was collected through a structured questionnaire using 

a purposive sample of 225 consumers and analyzed using SPSS. The results of linear regression 

analysis indicates that organic certification has a major influence on consumers buying behavior 

of organic cosmetic products. The results of the study highlight how crucial organic certification 

is in shaping consumer behaviour and imply that it is still relevant. The results serve as a 

valuable guide for socially conscious marketers that hope to influence the next generation of 

consumers towards pro-social consumption practices. They also supplement existing studies on 

green consumerism. It is emphasized how crucial sustainable certification is as a powerful 

marketing tool. 

Keywords: Organic cosmetics, Sustainability, Buying behavior, Organic certification. 

 

http://www.starresearchjournal.com/
mailto:farsanahamza.c@gmail.com


Farsana / Star International Journal, Volume 13, Issue 2(2), February (2025) ISSN: 2321-676X  

8 
 

INTRODUCTION 

                  The cosmetics industry has been 

under substantial scrutiny for dishonest and 

careless business practices, including using 

animals in product testing, releasing 

chemicals into the environment, obtaining 

components unethically, and using 

unsustainable materials. Consumers are 

becoming more cognizant of and searching 

for goods that exhibit a stronger 

commitment to ethics and sustainable 

environmental preservation. Half of them 

would pay more for products and services 

that encourage social responsibility. 

                    The green movement is more 

prevalent in the global economy today than 

it has ever been; consumers are choosing to 

wear green clothing, drive green 

automobiles, eat green, and even use green 

cosmetics. According to Allied Market 

Research (2016), people's purchasing power 

has increased recently, particularly in urban 

areas of both developed and emerging 

nations. The sustainable development of 

human health and an environmentally 

balanced living environment is now of 

utmost importance to the industrial, 

academic, and governmental sectors. 

Encouraging green buying is primarily about 

achieving full sustainability and minimizing 

the harmful effects that items have on the 

environment (Hailes, 2007; Liobikienė & 

Bernatonienė, 2017). The environmental 

impact of products is a growing concern for 

consumers particularly those that are used 

on a regular basis. Because the markets for 

natural and organic products have grown 

significantly, customers' decisions to 

purchase products with green names are 

likely greatly influenced by the organic 

certification system. It could be 

advantageous for green cosmetic 

manufacturers if they provide verified 

information on the organic content of their 

goods. When it comes to organic cosmetics 

with eco-labels and other green items, 

consumers hardly comprehend the meaning 

of the terminology used to define and 

guarantee them (Cervellon and Carey, 

2011). Given the global proliferation of 

green cosmetics, which is being fuelled by 

the need for more environmentally friendly 

foods and the paucity of data regarding 

consumer behaviour, it is necessary to look 

into consumer perceptions of green 

cosmetics and the labels that attest to their 

green origin. To meet the demands of 

businesses to project a good and socially 

responsible image, a number of certification 

systems have been developed to guarantee 

adherence to regulations on animal testing, 
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biodiversity and the environment, or the use 

of Fair-Trade practices. Cosmetic brands 

and ingredient manufacturing companies are 

facing numerous difficulties due to an 

increasing number of ethical labels. 

            Consumers' awareness of how their 

everyday purchasing decisions affect the 

environment and their health has grown in 

recent years. The rapid depletion of minerals 

and natural resources is another factor 

contributing to the growing concern. As a 

result, cosmetics made from natural 

ingredients are selling better. Businesses are 

moving towards sustainability mostly due to 

growing customer awareness. Organic 

certification informs consumers about the 

effects on the environment and health, which 

influences their decision to purchase natural 

cosmetics. When making purchases, buyers 

consider the environment and future 

generations, according to research by 

(Amberg, 2018). According to a CTPA 

(Cosmetic Toiletry and Perfumery 

Association) survey, when consumers are 

making a purchase, they consider factors 

including pricing, ingredients, packaging, 

and aroma.  

                 The use of natural materials, 

particularly in cosmetics, has gained 

popularity due to the negative environmental 

and health impacts of synthetic materials. 

Marketing trends now favor natural 

cosmetics linked to a balanced diet and 

healthy lifestyle. However, many cosmetics 

contain harmful substances like triclosan, 

phthalates, parabens, and oxybenzone, 

which can leak into water supplies and 

disrupt ecosystems. Proper disposal of 

plastic packaging also contributes to 

environmental damage. Research has shown 

that lifestyle, health consciousness, 

awareness, and purchasing intention 

influence consumers' desire to purchase 

sustainable cosmetics. The role of product 

recyclables and organic components in 

influencing consumers' decisions to 

purchase eco-friendly cosmetics is still 

unknown. The purpose of this article is to 

determine what influences consumers' 

decisions to purchase eco-friendly 

cosmetics. 

            In the middle of a rising body of 

research on the subject, this work adds to the 

corpus of knowledge already available by 

studying the elements that effect customers' 

purchase decision for organic cosmetics. 

Thus, this study looks into how organic 

certification affects consumers' decisions to 

purchase organic cosmetics. 

REVIEW OF LITERATURE 
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In recent years, debates over the significance 

of organic certification in the market for 

eco-friendly goods are only getting begun. 

Lee et al., (2020) found that certification 

reputation positively impacted certification 

trust, attitude towards the product, and 

congruence between the product and 

certification. Newerli-Guz (2012) suggests 

that consumers are greatly impacted by good 

perceptions of natural or organic 

components and certification standards. 

Ahmed Abdul Kareem et al., (2023) found 

that the relationship between natural 

skincare purchasing intention, 

environmental concerns, and natural 

package design was mediated by the product 

safety certificate. Lilibeth Borges and 

Amalia Paananen (2020) discovered that 

eco-certification information significantly 

impacts consumers' purchases of green 

cosmetics. 

                      Anil Kumar et al., (2023) 

discovered that buyers' propensity to spend 

more for ecologically friendly green items, 

as well as their perception of behavioural 

control, attitude, and subjective standards, 

are all greatly impacted by eco-labels. 

Massoud et al (2023) found that green 

purchase intention is positively correlated 

with eco-innovation and green products. 

Vishal Kumar Laheri (2020) discovered that 

for some green product categories, 

facilitators such as health, environmental 

friendliness, certification, minimal use of 

pesticides, superior quality, and recyclability 

significantly influenced consumer purchase 

intentions. Atkinson and Rosenthal (2014) 

found that when a product bearing an eco-

label, it is certified to demonstrate that the 

promises made about it such as its natural 

components, veganism, or environmental 

friendliness are true. Zhang and Zhou (2019) 

discovered that customers who are ignorant 

about green cosmetics or who just know a 

bit about them frequently worry that the 

goods' claims are false. These customers 

typically choose eco-labels that have 

verified information. Rashid (2009) notes 

that when evaluating the environmental 

implications of a product they want to buy, 

Malaysian customers respond favourably to 

the eco-label, saying that "the eco-label will 

definitely be the crucial factor that will push 

them to make the right purchase choice." 

Rahbar and Wahid (2011) further show that 

consumers' perceptions of eco-brands and 

their degree of faith in eco-labels and eco-

brands have a significant influence on their 

actual purchasing behaviour. According to 

Chakrabarti and Baisya (2011), the details 

about the certification procedure had an 

impact on consumers' intentions to purchase 
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organic food items. It has been demonstrated 

that circular eco-labels encourage consumers 

to make purchases (Xu et al., 2012). 

Customers will view goods that are 

environmentally friendly more favourably if 

they see an eco-label. More and more 

consumers are affected by eco-labels while 

making purchases due to favourable 

opinions about products with eco-labels and 

favourable sentiments about eco-labels in 

general (Nguyen & Du, 2010; Hino, 2012). 

In order to enhance confidence and 

legitimacy, obtaining a third-party 

certification for environmental labelling is 

crucial (Gorton et al., 2021). Eco-label 

presence has been demonstrated to 

positively influence consumers' intentions to 

make green purchases (Harun et al., 2014). 

According to research by Chen & Lee 

(2015), customers' intentions to buy 

Starbucks supplies were influenced by 

various kinds of green claims. Cardoso 

(2022) conclude that the inclination to 

purchase cosmetic items is more strongly 

influenced by an eco-label certification. 

When it comes to Generation Z's green 

cosmetic purchases, eco-labeling and 

certification have a noticeable and beneficial 

impact (Nguyen et al., 2021). In another 

study by Anilkumar and Basu (2023), eco-

labels have a significant influence on 

consumers' willingness to spend extra for 

environmentally friendly products. 

THEORETICAL FRAMEWORK 

Consumer behaviour has changed 

significantly in the last few decades, with an 

increasing focus on environmental and 

health concerns. Consumers are increasingly 

considering environmental preservation and 

the requirements of future generations while 

making decisions (Amberg and Csaba, 

2018). The use of cosmetics has grown in 

popularity all around the world, but accurate 

statistical data to determine actual 

consumption is lacking. Nonetheless, there 

is a serious health risk associated with the 

general public's ignorance about cosmetics 

use, particularly in underdeveloped nations 

(Bilal et al, 2016). Consumer demand and 

behavior have changed in the last several 

decades as a result of environmental 

protection and green marketing trends. In 

addition to considering environmental 

protection, consumers are growing more and 

more interested in leading green lifestyles 

since they stand to gain directly from using 

green products. Many industries are 

implementing green efforts. Examples 

include using renewable energy for 

production and manufacturing, as well as the 

development of waste-free, environmentally 
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friendly packaging (Nguyen et al, 2019). 

The cosmetics sector is looking for 

sustainable ways to maintain the 

fundamentals of the circular economy while 

also increasing bio-efficiency. The global 

market for eco-friendly skincare products is 

growing at the fastest rate in comparison to 

other green cosmetics (Jacky chin et al, 

2018). 

 Organic and natural personal care 

products have seen a sharp rise in demand in 

recent years on a global scale. Because there 

is not a clear law governing eco-labelling 

items, a lot of businesses that promote 

themselves as "green" have grown. Because 

of this, some businesses decide to designate 

a product as "organic" even if it only has 1% 

organic content. The major certification 

bodies for natural and organic products 

(ICEA and CCPB in Italy, ECOCERT and 

COSMEBIO in France, BDIH in Germany, 

and Soil Association Organic Standard in 

the UK) have developed various private 

standards in order to address the lack of 

specific regulations for natural and organic 

cosmetics and to ensure the authenticity of 

bio-labelled products. There is no 

consistency among them even if they are all 

motivated by the same idea. It became clear 

that all of the previously relevant 

requirements needed to be harmonised into a 

single, standard certification scheme. 

Consequently, COSMOS and NaTrue 

certifications were developed. The Italian 

organisations CCPB, BioAgriCert, Ecocert 

Italia, Certiquality, the European Bio-

Inspecta (Switzerland), and EcoControl 

(Germany) collaborated to create the 

COSMOS standard, while BDIH, ICEA, 

ECOCERT, COSMEBIO, and the Soil 

Association worked together to create the 

NaTrue standard. 

                      Manufacturers and consumers 

use eco-labels for diverse reasons. More 

information is available to consumers on 

how their actions affect the environment. 

Utilising eco-labels will encourage 

consumers to make eco-friendly purchases. 

Additionally, producers will be compelled to 

limit the environmental effect of their goods 

(Gallastegui, 2002). Several factors 

determine whether or not consumers pay 

attention to these eco-labels. A multitude of 

factors determine how an eco-label affects a 

buyer's purchasing behavior including label 

comprehension, label trust, and label 

recognition (Thøgersen, 2000). Customers' 

perceptions of eco-labels' credibility 

determine how they affect their green 

purchasing decisions (Sønderskov & 

Daugbjerg, 2011). According to Teisl, 

Rubin, and Noblet (2008), the presentation 
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of ecological information and the 

consumer's capacity to comprehend and act 

upon it are two elements that determine an 

eco-label's efficacy. When an eco-label 

attracts the consumer's attention and 

influences their buying choice, it is 

considered successful. When consumers are 

sufficiently informed about the label's 

design and significance, they will pay 

attention to it (Nguyen & Du, 2010). 

Hameed et al. (2018) claim that eco labels 

influence customers' environmentally 

conscious behaviour in a beneficial way. 

Figure 1 illustrates the conceptual 

framework of the study. 

 

Figure 1: Conceptual Framework 

 

                                                    H1 

 

MATERIALS AND METHODS 

Sample size 

The study used 225 data points from 

respondents, both male and female. The 

author sought to contact individuals between 

the ages of 18 and 42 who either used or 

knew about sustainable cosmetic products in 

order to get samples. 

Sampling Technique 

The research design adopted in this 

study is empirical in nature. To obtain 

samples that fit the requirements, the study 

employed purposive sampling, a non-

probability sampling technique. A 5-point 

Likert scale questionnaire was used to gather 

225 sample datasets in order to achieve the 

study objective. Both men and women with 

an attraction for sustainable cosmetics. The 

intercept survey approach was used which 

worked very well in shopping centers (stores 

and malls), to collect in-person samples. The 

author reached out to current and 

prospective consumers of eco-friendly 

cosmetics, asking them to complete a paper 

survey. Mostly data was gathered from 

Palakkad town. Both primary and secondary 

data were used in the study. To support the 

information, secondary data was also used in 

Organic certification Buying Behaviour 
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this research which is gathered from various 

books, journals, articles and website 

Statistical Technique. 

After testing the reliability of the 

collected data, 225 respondents were 

selected and analyzed using linear regression 

analysis and percentage analysis. 

Table 1 presents the demographic 

characteristics of the respondents. The 

majority of participants (61%) were 18-26 

years old. Concerning the participant’s 

educational background, most participants 

(37%) held a bachelor degree. The vast 

majority (99%) of the participants used the 

internet daily. Online green cosmetics 

shopping frequency was highest among 

those who had taken part in online shopping 

only once a month (47%). 

 

Table 1 Demographic profile of respondents 

Demographic Profile of the Respondents No of 

respondents 

(n=225) 

Percentage % 

Age 

18-26 138 61% 

27-34 years 47 21% 

35-42 years 40 18% 

Gender 

Male 84 37% 

Female 141 63% 

Marital status 

Married 70 31% 

Unmarried 133 59% 

Divorced 22 10% 

Educational status 

School level 26 12% 

Plus two 28 13% 
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Graduate 84 37% 

Post-graduate 68 30% 

Professional degree 19 8% 

Occupation  

Student 97 43% 

Government employee 26 12% 

Private employee 34 15% 

Business 20 9% 

Housewife 29 13% 

Others 19 8% 

Internet Usage frequency 

Once a day 223 99% 

Once a week 2 1% 

Once a month 0 0% 

Not even once a month 0 0% 

Online organic cosmetics shopping frequency 

Less than once in six months 60 27% 

Once every six months 20 9% 

Once every three months 38 17% 

Once a month 107 47% 

Once a week 0 0% 

Amount spend for purchasing cosmetics per month 

Up to 1000 135 60% 

1001 – 2000 61 27% 

2001- 3000 20 9% 

Above 3000 9 4% 
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Source: Primary Data 

RESULTS 

To measure the factors that were part of the 

investigation, multiple-item measures were 

developed. Participants were asked to rate 

how much they agreed or disagreed with a 

number of items evaluating the study's 

variables on a 5-point Likert scale (1 being 

strongly disagreed and 5 being strongly 

agree). Statements from previous research 

were used to gauge the investigation's 

structures. Table 1 presents the survey 

statements that were part of the 

questionnaire. A research comprising of 225 

people assessed the validity of the 

questionnaire. Furthermore, the Cronbach 

alpha range for dependability was 0.777 to 

1, signifying good to outstanding reliability. 

 

 

Table 2: Reliability Statistics 

Sl No Factor Cronbach** No of items 

1 Organic certification .764 4 

2 Buying behaviour .855 5 

**Cronbach Alpha values of 0.70 or more are acceptable (Nunnally, 1978). 

Hypothesis Testing 

For data analysis, SPSS was utilized. 

The Linear Regression Model was utilized 

to test the hypotheses. The objective of the 

linear regression analysis is to examine the 

impact of organic certification on customers' 

purchasing decisions of sustainable 

cosmetics in the Mannarkkad region. 

Multiple-item scales were created to 

quantify the variables that the study focused 

on. A 5-point Likert scale (1=strongly 

disagree to 5=strongly agree) to indicate 

how strongly they agreed or disagreed with a 

group of statements measuring the variables 

of the study. Therefore, we established the 

hypothesis that organic certification 

influences consumers’ decision towards 

buying organic cosmetics. According to the 

results, the decision to buy organic 

cosmetics products is positively correlated 

with organic certification, which are 

statistically significant (see Table 2).  
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Table3: Regression results 

Independent 

Variable 

Beta t p R R2 F 

Organic 

certification 

.794 19.488 .000 .794 .628 379.799 

Dependent variable: Buying behavior 

Table 3 presents the results of hypothesis 

testing. The hypothesis predicted that 

organic certification is strongly correlated 

with organic cosmetic buying behavior. The 

results shows that a significant correlation 

was found between organic certification and 

buying behavior, (β = 0.794, S.E. = .049, 

t=19.488, p < 0.001) suggesting that when 

making a buying decision, customers' 

awareness of organic certification may have 

an impact. 

DISCUSSION 

Businesses' industrial operations 

frequently have a detrimental effect on the 

environment and contribute to climate 

change. Protecting and preserving the 

delicate balance of the planet and 

minimising environmental damage are 

pressing issues and vital business 

responsibilities. An increasing number of 

businesses are starting to work on 

developing green products in light of this 

growing concern. Green product design, 

production, and marketing are quickly 

becoming the newest industrial trends. The 

literature highlights that there is a noticeable 

increase in the importance of organic 

certification among producers and 

consumers. This is because it may identify 

things that are valuable while also helping to 

lessen the negative environmental effects of 

such products. On the other hand, a turning 

point has been reached in determining how 

consumers assess eco labelling's 

applicability in the current market 

environment. The aim of the symbols used 

in place of eco-labels was to inform 

customers about the environmental impact 

of purchasing cosmetics. 

The study emphasizes the 

importance of organic certification logos 

towards consumer buying behaviour. This is 

in consistent with prior research of Houston 

(2012), who found that eco-labels provide 

information, and that information increases 

customer understanding. According to Bleda 

and Valente (2009), the primary goal of eco-
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labels is to enlighten customers and foster 

their faith in environmentally friendly 

products. Trust in eco-labelled items can be 

strengthened by both customer 

understanding and the information supplied 

by the eco-label. Customers' intentions to 

make green purchases are aided by this trust. 

Numerous eco-labels simply provide visual 

descriptions with very little textual content. 

Only genuine eco-labels assist customers in 

making wise purchases. The eco labels' 

informational content provides insight into 

the product's composition and environmental 

compatibility (Grolleau, 2007). According to 

Teisl et al., (2008), the purpose of the eco-

information given to customers cannot be 

fulfilled unless they notice, accept, 

comprehend, and apply this information 

when making decisions about what to buy. 

It's critical to raise awareness and educate 

the public in order for the organic 

certification programme in the field of green 

marketing to be effective (Simi, 2009). 

However, certificates support the 

development of customer confidence during 

the purchase process. 

The organic cosmetic industry is 

predominantly favored by younger 

consumers, particularly those aged 18-26, 

who comprise 61% of the respondents. This 

indicates a significant opportunity for 

marketers to tailor strategies that resonate 

with this age group by leveraging social 

media platforms, influencers, and current 

trends. Additionally, it is crucial to also 

address the needs of older demographics, 

specifically those aged 27-42, by 

emphasizing product benefits that cater to 

age-related concerns, such as anti-aging 

properties and family-friendly formulations. 

A balanced marketing approach that appeals 

to both younger and older consumers can 

enhance engagement and drive sales in the 

organic cosmetics market. 

CONCLUSION 

The purpose of this study was to investigate 

whether organic certification influences 

customers' buying behaviour towards eco-

friendly cosmetics in Palakkad district, 

utilizing a sample of 225 individuals. The 

results validated study hypothesis. The study 

brought to light that organic certification 

significantly influences green cosmetics 

buying behaviour, supporting the theoretical 

model. These results suggest that marketers 

and policymakers should emphasize 

transparency and education regarding 

organic certification to enhance consumer 

confidence. Additionally, targeted marketing 

strategies should address generational 
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differences to improve organic product 

adoption. 

  

IMPLICATIONS 

             This research offers novel 

viewpoints on sustainable certification 

communication from an academic 

standpoint. It is significant since the 

category of cosmetic products has received 

little study attention, and there is a 

knowledge gap on the influence that 

certification has on customers. As this had 

not been the focus of any particular research, 

it required examining the impact of 

displaying certified logos on purchase 

intention. This study demonstrated the 

significance of featuring vegan logos on 

packaging, since consumers who had been 

aware of organic certification  

were more likely to make a purchase 

As a result, producers now have even 

greater incentive to invest in these 

environmental labelling features. The 

findings' accompanying implications for 

business offer direction to organizations, 

legislators, and marketers that want to 

improve customers' comprehension of and 

confidence in ecological labels. 

              The study indicates that enhancing 

label design, which includes elements like 

material, information, graphics, and 

placement will provide practitioners with 

practical advice on how to make ecolabels 

that are both more functional and 

aesthetically pleasing. This can improve 

label identification and streamline consumer 

decision-making. Our research indicates that 

the existing customer base is shifting more 

in the direction of sustainable cosmetics and 

away from synthetic cosmetics. Therefore, 

foreign companies that now serve the Indian 

market can investigate the consumer drift in 

more detail and step up their efforts to 

manufacture sustainable cosmetics. Global 

players should adjust their marketing tactics 

to target this consumer category and 

transition to eco-friendly products in light of 

this trend, which is becoming increasingly 

prevalent worldwide. 

            Transparency in communication is 

essential in building consumer trust. 

Business owners should provide customers 

with thorough information about the 

standards that underpin their ecolabels, their 

sourcing practices, and their environmental 

impact reduction programs in order to help 

customers verify the authenticity of ecolabel 

claims. Asking customers to select one 

product over another should not cause them 
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anxiety; instead, it should assist them in 

realizing the benefits of purchasing "green" 

products. Organizations can be guided by 

the study's findings regarding activities that 

can increase trust in their ecolabelling 

initiatives. These measures include 

transparent audits, verification by trusted 

organizations, and certification based on 

evidence. By using these tactics, 

practitioners can raise consumer awareness, 

foster trust, and enlighten them about the 

value and meaning of organic certification. 
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