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“Demand quality, not just in the products you buy, but in the life of the person who made it”
 – Orsola de Castro (Co-founder of Fashion Revolution Day)
Modern cosmetics has its origins in the theatre, opera and ballet (where features, particularly facial, needed to be enhanced for the distant audience) and the in the colour film industry (where the colour limitation of the film medium itself required facial enhancement, particularly lip colour). In that era, make-up artists, such as Helena Rubenstein, Elizabeth Arden and Max Factor, held sway. It was these personalities who went on to create the early cosmetic manufacturing companies for the masses. The Rubenstein, Arden and Max Factor brands are still in existence today, (the current Max Factor advertising strap-line is “The make-up of make-up artists”). However, cosmetic ingredients were in short supply in the 1940’s (being used for other purposes “for the war effort”). When cosmetics became available in the 1950’s, it was still the province of the rich and famous as disposable income of the working class was very limited. At that time women were generally housewives and the need for facial enhancement was considered unnecessary. However, as the role of women evolved, firstly as factory workers, and, more recently, as business executives and entrepreneurs, the use of cosmetics changed from a luxury item to a necessity (hence the much-used quote “I wouldn’t be seen dead without my make-up”). It is a strange modern concept that celebrities are now turning being seen in public without make-up as a virtue (e.g. Helen Mirren).
However, cosmetics of one type or another has played an important part in history across the millenniums. Some forms were associated with ritual or battle, particularly the American Indians and Aborigines and Maoris of the Southern Hemisphere. Other forms depicted regal status, as in China and Mongolia. In Japan, the geishas made great use of make-up to distinguish themselves from ordinary working women. In medieval England, skin whitening was a sign of status (as the lower classes would have darker skin from working in the fields with exposure to the sun).
However, archaeology has established that cosmetics were used in both Egypt and Greece over 5,000 years ago (Cosmetics Info, 2018) and cosmetics is even mentioned in the Old Testament (books of Kings and Ester), assumed to be about 840 BCE.
In Ancient Egypt both men and women used cosmetics. Scientists, working with archaeologists, have now been established that this use had some medical benefits, particularly to combat eye infections from desert flies and the cruel drying effect of the hot sun. However, in the absence then of medical science as we now know it, the ancient Egyptians thought that it was the magic of the Gods that prevented disease.
In recent years, consumers have become more conscious of where their products come from and are doing more to become ethical and sustainable. The more conscious consumers are ‘trying to see through the fog of advertising’ (Tudatos Vasarlo, 2017) and to ask important questions when buying products. These questions include:
· What is the real purpose or value of the product? 
· Does it promote child labour or any other form of human suffering in a faraway country?
· Does it support a company that uses genetic modification or produces cosmetics using animal testing?  
· Is the product worth the little pleasure we gain from it or just more trash? 
· Did we buy something that is healthy, was it produced in an environmentally responsible way and is the company outstanding, ethical, and responsible?
The aim of this research is to identify whether there has been an increase in consumers becoming more consciously aware of where their products come from, what they are made of and the effects it has on sustainability and the environment. The primary and secondary research that has been carried out will help identify and justify why consumers have become more conscious and what changes they are making when buying products from the cosmetics industry. This research project will look at businesses such as The Body Shop, Lush, Bumble and Bumble etc. and how they have reached global success within the cosmetics industry while still being a sustainable and ethical company. This paper will also look at what now makes a cosmetic ethical, what are the defining factors in the eyes of both the businesses and consumers, and what has changed over the last few decades.
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[bookmark: _Toc513542813]Introduction
There are strong indications that many consumers are switching towards more socially and environmentally responsible products and services, reflecting a shift in consumer values indicated in several countries (Oliver M. Freestone, 2008). More and more ethical cosmetics companies are appearing within the industry. Companies like Lush Cosmetics and The Body Shop have grown exponentially over the last few years. Further reports suggest that between 2017 and 2023 the market for ethical cosmetics will grow an additional 6.1% (Whitehouse, 2017). 
The chosen research topic looks to demonstrate the ethical progression within the cosmetics industry and a change in practices for a cosmetic to be classed as ethical. The research project will include a literature review of secondary research and an analysis of the primary research that was carried out by the researcher. This research proposal will look to help achieve the aims and objectives mentioned below. These aims and objective hope to investigate and demonstrate ethical progression within the cosmetic industry. 
The quantitative approach that the researcher has used has allowed trends to be identified with consumers and further analysis of this primary research has allowed correlations to be identified between both the primary and secondary research. The methodology chapter of this research proposal gives an in-depth explanation to the methods used by the researcher when carrying out the research and the composition of this research project.
[bookmark: _Toc513542814]Aims and Objectives
These aims and objectives below have set out the path that the researcher will follow in order to clearly investigate the topic of ethical progression within the cosmetics industry. 
[bookmark: _Toc513542815]Aim: To identify what is an ethical cosmetic.
[bookmark: _Toc513542816]Objective: To understand what consists of an ethical cosmetic and clearly identify what ethics are
There are complexities when defining ethics. This aim looks to clearly identify what ethics are as well as what an ethical cosmetic is. 
[bookmark: _Toc513542817]Aim: To identify what factors make a cosmetic ethical.
[bookmark: _Toc513542818]Objective: To understand what factors must be considered by businesses and consumers for them to deem a cosmetic ethical.
There are a variety of factors that can make a product ethical and in order to demonstrate ethical progression has occurred these factors must be identified and explained. 
[bookmark: _Toc513542819]Aim: To investigate and explain negative practices within the cosmetic industry.
[bookmark: _Toc513542820]Objective: To clearly identify the negative practices that are occurring within the cosmetics industry and why they are unethical and the effects that these practices are having on the industry. 
There are a variety of practices in place that are motivating consumers to purchase cosmetics from businesses such as Lush Cosmetics and The Body Shop and put further strain on business who adopt such negative practices. This paper also aims to identify what effects these negative practices are having on the industry as well as the world. 
[bookmark: _Toc513542821]Aim: To identify how cosmetics are becoming more ethical.
[bookmark: _Toc513542822]Objective: To identify and explain what is being done to replace the negative practices and what new practices are or could be brought in to make cosmetics more ethical in the future.
This aim is to identify what is being done to replace the negative practices that are currently in place within the cosmetics industry in certain countries e.g. animal testing. To identify if there are more ethical alternatives to these practices that can be implemented within the industry. 
[bookmark: _Toc513542823]Aim: To identify who buys ethical cosmetics.
[bookmark: _Toc513542824]Objective: To identify who purchases ethical products and if there is a specific consumer segment that feels most targeted by companies such as Lush Cosmetics and The Body Shop.
This aim looks to see which consumer segment has been targeted most by companies such as Lush Cosmetics and The Body Shop. 
[bookmark: _Toc513542825]












Literature Review
The topic that I have chosen to research is “Ethical Progression in the Cosmetics Industry”. It will look at the variety of factors a business must take into consideration for them to be classed as an ethical cosmetic manufacturer. This part of the research project will look at a critical evaluation of what ethics are and what makes a product ethical within the cosmetics industry, and what defines an ethical cosmetic. This will look at what factors businesses take into consideration to make their products ethical and to what standard does a product become ethical and sustainable. A range of literature has been used to evaluate the industry including journals, published papers, articles etc. to identify the many factors that can affect a business ethically.
[bookmark: _Toc513542826]What are ethics?
Webster’s dictionary defines ethics as ‘the discipline dealing with what is good and bad and with moral duty and obligation’ (Merriam-Webster, 2018).
It has been said there are five main principles when looking at ethics, that help us solve ethical dilemmas in everyday life, these are:
1. Do No Harm
2. Make Things Better
3. Respect Others
4. Be Fair
5. Care (Childress, 1979)
These principles can also be applied to, and provide guidance in, business, health care, law and education therefore they are widely known (Weinstein, 2017). 
“Corporate executives and business owners need to realize that there can be no compromise when it comes to ethics, and there are no easy shortcuts to success. Ethics need to be carefully sown into the fabric of their companies.” - (Wadhwa, 2018).
Ethics look at the moral right and wrong and, when applying it to a business or an organisation, it looks at and scrutinises the way a business operates in every aspect. Whether it be, do they sell ethical products? Do they source and buy supplies from ethical traders? Do they pay their suppliers a fair amount for the product they are getting? It analyses every aspect, beginning with raw materials through to the final product that we, as consumers, purchase both locally and online. However, the application of ethics is not a constant. What is unethical today may well have been considered entirely ethical 50 years ago and issues considered ethical today may well become unethical in decades to come. The application of ethics is also both geographic and cultural. Ethical considerations differ between the UK/EU, USA and China, the three major cosmetic markets.
[bookmark: _Toc513542827]What are cosmetics?
The legal definition of a cosmetic is as follows: ‘A "cosmetic product" shall mean any substance or preparation intended to be placed in contact with the various external parts of the human body (epidermis, hair system, nails, lips and external genital organs) or with the teeth and the mucous membranes of the oral cavity with a view exclusively or mainly to cleaning them, perfuming them, changing their appearance and/or correcting body odours and/or protecting them or keeping them in good condition.’ (Pettitt, 2017).
Despite popular belief, items such as shampoo, conditioner, shower gel, toothpaste, collectively called “toiletries” and eau de parfum, eau de cologne, commonly called “perfumes” all come under the cosmetic umbrella. This is precisely why the governing body is called the Cosmetics, Toiletries and Perfumery Association (CTPA), and is widely regarded by governments, European and international stakeholders and the media alike as the credible voice of a responsible UK industry (CTPA, 2018). 
[bookmark: _Toc513542828]Ethics in the Cosmetics Industry
When asked, ‘What makes a product ethical within the cosmetics industry?’, factors that many consumers would cite would be:
· Vegan
· Vegetarian
· Cruelty free
· Eco-friendly
However, there are a variety of other factors, as well as those mentioned above, that businesses need to take into consideration when they strive to be sustainable or ethical. Some of these other factors that businesses need to take into consideration would include the quality of the ingredients, the carbon footprint of the product, are the ingredients sourced and bought ethically? Is the appropriate labour used? Is the product labelled correctly? Are the organisations complying with the myriad of legislation that affects them? As ethics progress these questions and factors will change and expand.
[bookmark: _Toc513542829]Animal Testing
Looking at the majority of literature available the most prevalent issue that seems to be a running trend throughout them is that of animal testing. The issue of animal testing has been a hot topic in pop culture for many years (Bauer, 2014), instigated by the founder of the Body Shop, Anita Ruddick. Most notably the controversy surrounding global makeup brand MAC and their approach to animal testing. MAC are known for being stringently anti-animal testing in all areas they sell, with the exception of China. MAC advertise themselves as anti-animal cruelty but, due to China’s rigorous testing policies on cosmetics, all cosmetics need to be tested on animals in order to be fit for purpose and sale. Therefore, MAC are legally obliged to test on animals to sell their products to the Chinese market. To assist consumers to clearly identify those cosmetics brands which are tested on animals, PETA have released a cruelty free cosmetics list, which can be accessed online.  
People for the Ethical Treatment of Animals (PETA) is the largest animal rights organization in the world, with more than 6.5 million members and supporters (PETA, 2018). PETA have a ‘Beauty without Bunnies’ program to promote cosmetic businesses who do not test on animals (PETA, 2018). This program allows businesses to receive accreditation by a worldwide organisation that they are a cruelty free business. Looking at animal testing in the cosmetics industry and the negative aspect of it, it contradicts the first of the five main principles of ethics, ‘Do No Harm’ (Childress, 1979), that was previously mentioned. 
Looking at how animal testing has changed over the years, it is clear to see that there have been many positive changes. From the banning of the practice within the UK and European Union, to the activism of individuals and organisations around the world. However, there is still some way to go, as many companies such as MAC operate within the Chinese market and despite their declaration of anti-animal testing methods they are required to, by law, to have their products for the Chinese market tested on animals. The ending of animal testing is a commendable achievement in EU cosmetics production, however it remains an essential element in human clinical and medical research (Hajar, 2011). 
[bookmark: _Toc513542830]Vegan and Vegetarian
The PETA ‘Do Not Test’ list mentioned above also includes information that clearly shows businesses that makes or strictly sells vegan products (PETA, 2018). Lush Cosmetics are a popular British cosmetics company that sell completely vegetarian products with approximately 80% of their products also being vegan. Lush use products such as lanolin, honey, egg whites etc. in some of their products and therefore cannot be classed as a completely vegan company. However, as previously mentioned, Lush advocate themselves as cruelty free company and that all of their ingredients are gathered in a way that does not harm any animal whatsoever. 
One of the major arguments in favour of the use of animal products such as lanolin, honey and egg whites, is that the animal is not harmed in any way and these ingredients are simply by-products (although it can be argued that honey and egg-whites are the products for which bees and chickens are bred and not by-products). Therefore, organisations such as PETA should have no concerns with products that contain ingredients, such as these, that are cruelty free and ethically sourced and obtained. A more cynical observer would state that organisations such as PETA, who claim that animals should not be domesticated in any way and should remain wild, but also advocate rescuing pets, are contradictive and display “crackpot” philosophies. Therefore, this could lessen their credibility in the world of ethics in cosmetic production and distribution. These philosophies are no less “crackpot” than the people who talk to plants, such as The Prince of Wales (Evans, 2013). 
[bookmark: _Toc513542831]Halal Cosmetics
This part of the literature review looks at how some cosmetics are permitted or lawful under Sharia Law. Sharia law is Islam's legal system. Sharia law acts as a code for living that all Muslims should adhere to, including prayers, fasting and donations to the poor (BBC News, 2014). According to the World Halal Forum 2013 the global Halal market was estimated to be worth US$2.3 trillion and is expected to increase to US$10 trillion by 2030 (Halal World Food Exhibition, 2014). In Islam ‘halal’ means ‘permissible’, and when applied to beauty products it requires that they contain no alcohol, no animal ingredients and no animal testing (Brown, 2013). However, this is a fairly modern addition to Islamic teachings, as when the Koran was initially written, animal testing was non-existent and therefore not an ethical issue.
British Halal makeup company Pure Halal Beauty (PHB) promotes handmade products using only natural and organic ingredients, that is free from synthetics or harmful ingredients and this credo is applied to not only the product range but also the manufacturing process and facilities (Brown, 2013). This was one of the first companies of its kind in Europe, and since then more Halal businesses have entered the market, for example, Amara, Royal Cosmetics and Hasna Halal Cosmetics. Not only do they promote Halal acceptable make-up, but it is also organic, vegetarian, cruelty and alcohol free. Creating cosmetics that are permissible in a variety of religions means that businesses are following Childress’ The Five Principles of Ethics. In respecting consumer’s needs for ethical cosmetics, the businesses are respecting that it is not only how the product works but what is in it that matters to consumers, whether it be personal choice or through religious ideals. 
Taking into consideration that religion can be a major factor when a consumer is selecting a cosmetic is important to the business as they can use this to target new markets as well as improve their relationship with both their current customers and possible new customers. 
[bookmark: _Toc513542832]Eco-friendly
This part of literature review looks at the eco-friendliness of the ingredients in the products that are within the cosmetics industry. It will look at the impact that the cosmetics industry has on the environment as well as ingredients that are used in cosmetics. 
A major media storm in regard to eco-friendly cosmetics is that of micro-beads. Micro-beads have been a major contributor to the gathering scourge of plastic in the North Pacific Ocean or “Plastic Island”. Microbeads are the tiny little bits that you can find in shower gels, face scrubs, exfoliating body scrubs or toothpastes (Bhunjun, 2018). At one stage plastic wasn’t an issue, the major issue was animal testing, but as animal testing has gradually been rejected by an expanding list of countries as mentioned above, the effect that waste is having on the planet has come to the forefront of ethics within the cosmetics industry (although the waste plastic from all industries, particularly food, is equally on the activist’s list). A study is currently underway by Swansea University into the use of ground-up whelk shells (a waste by-product from a Ceredigion fishing company) as an ingredient in face washes as an environmentally friendly alternative to micro-beads. The shells themselves do not come under the dangerous substances list as they do not contain any dangerous metals, meaning they would be a very viable alternative, however there may be an issue with the fact that it would not be a vegan alternative as the shells are essentially the by-products of animals. This shows that academic institutions, such as Swansea University, are playing their part in the ethical progression of cosmetics (BBC News Wales, 2018). 
Palm oil is another example of an emerging issue in the cosmetics industry. The replacement of the rainforest by the planting of palm oil trees is having a devastating effect on the Sumatran Orangutan population where their habitat is rapidly disappearing (Rainforest Rescue, 2018). In order to combat the devastating effect palm oil harvesting and production causes in the Far East, Lush Cosmetics recently initiated a fundraising campaign for the replenishment of the Sumatran Rainforest to its original state, therefore re-establishing the natural habitat for the Orangutan population and encouraging the numbers to grow (Letten, 2017). Companies such as Lush Cosmetics and The Body Shop use coconut oil, extra-virgin olive oil and rapeseed oil, as a greener alternative to palm oil, which have been sourced ethically and are cruelty free (Lush Cosmetics, 2018). It was recently announced that Iceland, one of the UK’s biggest frozen food supermarket chains, have decided to ban palm oil from their own branded foods (BBC News, 2018). This could start a reaction from consumers who will ask the question, ‘If Iceland can do it, why not L’Oreal or other cosmetics companies?’. This announcement will possibly act as a catalyst for cosmetics manufacturers to re-evaluate the need for palm oil in their products. 
Another company that has recently come to the forefront of eco-cosmetics in the UK is Katie’s Heart. This small business innovated a new method of manufacturing cosmetic glitter. Previously, much of the cosmetics industry used micro sized plastic, however due to the previously mentioned issues of “Plastic Island”, the use of micro sized plastics has become unethical and harmful to the environment. Katie’s Heart have revolutionised cosmetics glitter by producing the product from recycled wood shavings (biodegradable) as well as producing their own vegan adhesive and eco-friendly brushes. All the ethical ramifications have been considered by this company when producing their products and they are a prime example of an ethical cosmetic manufacturer. 
[bookmark: _Toc513542833]Packaging and Labelling
One of the most prominent topics currently is the reduction of waste in order to combat increased global warming and to minimise the use of landfill sites. Sites such as “Plastic Island” in the North Pacific Ocean are forcing more and more businesses to answer the question “Where is my waste is going?”. Businesses within the cosmetics industry are trying to reduce the amount of waste that they produce in order to become more ethical. 
Lush Cosmetics have an in-house closed loop recycling plant called the Green Hub. As not all of their products are ‘naked’, or packaging free, Lush encourage customers to return their black pots to local branches in exchange for a free gift. These black pots are then loaded onto the vans that deliver their fresh products and head back to Poole, Dorset. Here, the pots are chipped down, washed and dried at the Green Hub and then melted and reformed by an external manufacturer. Lush hope to bring this process in-house in the future with increased returns of black pots (Ahlquist, 2018). However, black plastic is a problem for commercial recyclers (they cannot be detected by the sorting machines), so any non-returned black pots adds to the problem.
Of particular concern is plastic and glass bottles. The UK Government has announced its intention to develop a “Deposit Returns Scheme” for the collection of this waste. Such schemes are already in use in other countries, such as Sweden and Canada (Carrington, 2018). This is a measure that will hopefully reduce the amount of waste going to landfill. However, it is not the solution to recycling itself, since it is only a financial incentive to gain the raw material. The scope of the legislation has yet to be decided. It has been disclosed in the past that plastic, segregated by householders and collected separately, has still ended up going to land-fill.
More and more consumers are now starting to take notice of the excess amount of packaging that companies use with their products. The issue of packaging and labelling is closely linked to that of being eco-friendly and carbon footprint. Businesses are aiming to reduce the amount of plastic that they produce in order to be more sustainable, more ethical and reduce the amount of waste they contribute to landfills as well as “Plastic Island”, estimated to cover approximately 1.6 million square kilometres. It is hard for many cosmetics companies to be able to keep their waste down to a complete minimum, as many products that they sell require some sort of packaging for sanitary purposes. However, the majority of the businesses in the cosmetics industry are guilty of overpacking their products purely for aesthetic purposes.
Recycling of waste plastic, glass and paper shouldn’t necessarily be industry specific, but co-operation between industries could result in the waste of one becoming the raw materials for another, for example, recycled packaging from the cosmetics industry could be used to create PVC windows or pipes for plumbing, after all “One man’s trash is another man’s treasure”.
[bookmark: _Toc513542834]Carbon Footprint
The issue of carbon emissions in cosmetics is that of a complex nature. In order to clearly identify the carbon footprint of a cosmetic every ingredient will have to be traced back through its distribution system, its manufacture and ultimately to its original source, calculating how much carbon dioxide is emitted at each step of the way. It is the same for every packaging component, such as bottles, caps and labels, how the consumer uses the product, and how the empty bottles are collected and recycled (CTPA, 2018). 
[image: http://3.bp.blogspot.com/-IRabVw0-7Xs/UHyXM2iBqhI/AAAAAAAAAaQ/oLILYxjjrvM/s320/CarbonFreight.jpg]One of the biggest concerns regarding carbon footprint is the amount of carbon emissions produced when transporting the ingredients. When procuring ingredients, local products obviously have a lower carbon footprint. Foreign ingredients naturally have a higher carbon footprint. However, such ingredients that are vital to the manufacturing of certain products may be, by their very nature (e.g. only grown in the tropics), unavailable in the local area. This is due to factors such as hotter and drier climates required for products such as cocoa trees, coconut trees, vanilla pods etc. When companies are required to source their products from foreign countries, it is a concern how these ingredients will be transported. The graph below shows the CO2 emissions per ton for each mode of transport.  It is clear to see that the carbon emissions produced when using air transport vastly exceeds that of road, rail and sea combined. Therefore, unless speed is an absolute requirement, air transport should be avoided.
(CelloMom, 2012)
A concept that has been recently introduced when transporting cargo has been good transport management practice to wherever possible. This utilises available transport and minimises the running of vehicles whilst they are empty. This practice involves businesses loading waste, recyclables and other materials onto their now-empty delivery trucks and sending the materials back to the distribution centre. This is referred to as “return loads”. Independent haulage companies have employed this method for decades to maximise their profits.
Companies such as Lush aim to not only reduce their carbon footprint from sourcing local ingredients, a practice they have adopted from their founding, but they also utilise the “return loads” concept, as mentioned above. They load the empty containers that customers have brought into store, along with packaging, recyclables and other materials to be taken to the Green Hub, their -in-house recycling centre in Poole, Dorset (Ahlquist, 2018). The Body Shop also ensure that all their delivery packaging is 100% recyclable and encourage their customers to upcycle or recycle (The Body Shop , 2018), therefore reducing the amount of CO2 the company produce. These methods of carbon footprint reduction are vital to ensuring the wellbeing of not only those involved in the supply chain, from supplier to business to consumer, but also to the environment and the world for future generations. 
The Body Shop also have a scheme in place reduce their environmental footprint. The Body Shop say “Part of being a truly sustainable business is being honest and transparent about what we’re doing, and allowing you to make informed decisions about what you buy and its effect on the environment.” (The Body Shop, 2018). During the Research and Development stage of making their products they review all product formulas against four main environmental areas:
· Biodegradability – this is how easily the product breaks down and can be assimilated by natural processes. 
· Water Footprint – this is the volume of water would be needed to dilute a product to a level where is would have no impact on water standards.
· Renewable Natural Origin – this is a measurement of how natural the origin of the ingredients. 
· Green Chemistry – these are ingredients that come from environmentally friendly processes.
The Body Shop favour ingredients that are classified as readily biodegradable. They also strive to ensure that they have a low water footprint value and low eco-toxicity. Also, in order to have minimal synthetic ingredients The Body Shop aim to increase the levels of ingredients that they use from natural origin.  The Body Shop follow the 12 principles of ‘green chemistry’, which focuses on ingredients that have a minimal impact on health as well as the environment. The Body Shop take all of these principles into consideration when create and developing their cosmetics and if an ingredient is produced in accordance with the 12 principles then it is labelled as an ingredient from green chemistry. 
[bookmark: _Toc513542835]Labour and Mica-mining
“Nearly a decade after child labour in mica mining came to light, the cosmetic industry’s progress on cleaning up its supply chain for the glittery mineral has been slow and tricky” - (Bengsten & Paddison, 2016)
Mica has been used not only in cosmetics but also in paint for both the automobile and construction industry for many years. This mineral is mainly sourced from the rural areas of Indian and adds a shimmer to beauty products, such as blusher, eye shadow, lipsticks etc. This mineral has been mined by children as young as 10 years of age, who hammer the flakes from the mountainside. 
The negative connotations associated with Mica mining does not originate from the mineral as a material, as it is not itself unethical, however the method used to obtain the Mica is of major concern. As stated, above, child labour is often used in the mining of the mineral and is used to illegally mine thousands of kilograms of the mineral. This is most relevant in India, especially in Jharkand and Bihar. Officially, they record that they are only responsible for around 25% of the worlds Mica production (Irvine, 2017). Unofficially, it is a vastly different story. Over 20,000 children are reported to be working in the mines, around 90% which are illegal. In addition, 90% of deaths in the mine go unreported whether they be adult or children (Bengsten & Paddison, 2016). The use of this mining is highly unethical and is an issue that has been slow to resolve. Companies such as Lush have decided to boycott Mica in its products completely, however acknowledge that this has been a difficult decision to enact, as Mica is not a direct ingredient, and used by their suppliers in a mix of other ingredients.
Other companies such as Body Shop, Estee Lauder and L’Oreal have instead focused their attention on child-friendly villages, as an attempt to resolve the issue of child mining. This was part of a scheme launched in 2010 that aimed to get 500 children in the region into school as opposed to working in the mines. Despite this scheme, the fact that child labour in Mica mining has not been eradicated over the decade demonstrates that these schemes have not gone far enough, and child labour remains a prevalent issue within the cosmetics industry.
In addition, companies such as Lush, Body Shop, and Bumble and Bumble operate on the basis that they pay a living wage rather than minimum wage. They ensure that this approach is taken with the suppliers as well, so that they not only pay the suppliers the right amount of money, but that all those employed by the supplier earn a living wage. 
Companies such as Lush reward their staff as part of their employment. Lush has a fund that grant wishes for staff, which incentivises staff and ensures they are happy within the working environment (Lush Fresh Handmade Cosmetics, 2017). Most companies, including Lush, the Body Shop and Bumble and Bumble Ltd offer further incentives for their staff, such as discounts on products and the giving away of any products contained in faulty packaging (Davies, 2017). This in turn is beneficial for the business, because if the staff know and utilise the products themselves, it will be easier for them to sell these products and offer a personal touch to any recommendation. 
[bookmark: _Toc513542836]EU Legislation
The cosmetics industry within the EU is large and continuously growing due to the nature of the industry. Cosmetics generates large economic value and due to the way society functions now, where self-image is prioritised, is likely to continue to grow. As such, the cosmetics distributed within the EU are highly regulated, to ensure they comply with ethical and legal obligations imposed by the EU (Commission, 2018). Most of the EU regulations are a result of the deliberations of the Scientific Committee on Consumer Safety (SCCS) or the Scientific Committee on Consumer Products (SCCP) on whether the ingredients in certain cosmetics are harmful or may need to be reduced, capped or completely removed for safety measures (CTPA, 2018). 
All products marketed in the EU must be registered in the Cosmetics Products Notification Portal before placed on the market. The regulations and legislation imposed by the EU ensures there is a ban on animal testing for cosmetic purposes (European Commission, 2018). 
There are a variety of other laws (Directives) or regulations that businesses must contend with to sell their products within the EU market, including:
· Aerosol legislation
· Alcohol legislation
· Packaging and packaging waste
· Dangerous substances legislation (CLP) (CTPA, 2018)
· Registration, Evaluation, Authorisation and Restriction of Chemicals (REACH)
· Labelling and advertising
REACH is administered by the European Chemical Agency (ECHA) and applies to not only cosmetics but all chemical wherever used within the EU. As the ECHA, SCCS and SCCP are continually evaluating chemicals in relation to human health the EU regulations relating to the cosmetics industry will continue to grow or be amended. 
[bookmark: _Toc513542837]Summary
All the factors mentioned above play into what a business must consider when aiming to produce an ethical cosmetic. Many of these factors have been at the forefront of the media as of the last few decades and until there is a change in certain factors such as animal testing and mica-mining there will always be issues that appear in social media. However, there has been progression not only from businesses but from governing bodies and academic institutes, such as the EU in their ban on animal testing for cosmetic purposes and the interest from academia in ethical alternatives for mica.  

[bookmark: _Toc509052798][bookmark: _Toc513542838]Methodology
This research proposal aims to evaluate ethics and their progression within the cosmetics industry, such as what factors a business must take into consideration in order for their products to be considered ethical. It will not only consider the products but also how the business operates, ethically and sustainably, and how companies such as Lush Cosmetics and The Body Shop produce their products, including what ingredients are used in them, how they are packaged and distributed and how consumers feel about ethical cosmetics and the companies that produce products such as these. 
This chapter of the research proposal will consider the methodology of the project. I will reflect at how the research project was carried out. Also, this chapter will evaluate whether any aspect of the project could have been carried out more efficiently or effectively. The primary research carried out considers consumers perspective of cosmetics and the ethics surrounding the industry. The project deliberates over the ethics within the cosmetics industry and with the growing concern of ethics within the business world in general, there are a variety of secondary sources such as journals, published papers, websites, articles and so on that give ample information and data. The use of academic journals allows the researcher to acquire more up-to-date, current and well-researched information compared to that of textbooks. These journals have been validated by experts in the field before being published to ensure the credibility of the information. Journals from professional bodies such as the Cosmetics, Toiletries and Perfume Association (CPTA) also have the marks of credibility from reputable professional bodies.  
[bookmark: _Toc509052800][bookmark: _Toc513542839]Organisation of Study
As a result of carrying out an initial proposal, I was able to organise the study and allow myself an established timescale of how the project would be conducted. This allowed me to stay on track and provided a set amount of time to gather secondary research and to carry out my primary data collection. When writing my initial proposal for this research project, a GANTT table was used to organise time and scheduled rota. 
When putting together the method in which data would be gathered, there were certain factors that had to be taken into consideration. The first was which platform would best suited to create my questionnaire. There are a variety of survey generators that were available to use. However, many required fees or limited the amount of questions that could be used. I have had previous experience using sites such as Survey Monkey, however, this site was unsuitable I this instance due to a limit being placed on the amount of questions that could be asked. In order to minimise the limitations that had become apparent when using the popular sites, I concluded that Google Forms would be the most suitable platform. Google Forms allowed me to create survey with a variety of styled questions. It provided the option to choose long or short answers, as well as being able to rank the importance of some of the factors that were mentioned in the Literature Review above. Using Google Forms allowed me unrestricted and easy access as I had already had a Gmail account and it was a free service. 
[bookmark: _Toc509052801][bookmark: _Toc513542840]Data Collection Process
When collecting the data for my primary research, I utilised various platforms of social media to reach a large range of people which in turn would provide my research with a wider scope and not so parochial. I used sites such as Facebook, Twitter and LinkedIn to obtain these results. Using social media sites such as these enabled me to reach a wider audience in comparison to if I had handed out paper copies of the questionnaire. My connections through these sites have allowed me to reach a broader target audience and receive a high quantity of replies. Using social media sites to publish the questionnaire also enabled my friends to share the survey even wider and reach individuals that are not in my immediate social circle.  
[bookmark: _Toc509052802][bookmark: _Toc513542841]Ethical Considerations
One of the ethical considerations that arose during the collection of the primary data, was that of anonymity. For the data to remain anonymous, a link was publicly posted to sites such as Facebook, Twitter and LinkedIn. Those who completed the questionnaire were not asked to disclose their name, location, occupation or any other major defining factors. However, when constructing the questionnaire, in order to have some data to compare to other statistics that have been published, some general demographic questions had to be applied e.g. gender, age range, income. This could have potentially been problematic, as asking for details regarding income can be a sensitive subject area, however due to the anonymity of the questionnaire there was not a way to easily identify which data belonged to which recipient. The question of income was to identify if there was any correlation between consumers income and their willingness to pay the 5-10% more for an ethical product. 
Another ethical consideration that had to be taken into account were the ethics forms. These forms offer protection to each participant in my study and enhances the quality and integrity of my primary research. The ethics forms that each participant filled out prior to taking part in my questionnaire allowed me to not only protect participants from discomfort, whether it be physical or mental, but it also offered me protection. I allowed me to carry out a legitimate investigation. Using ethics forms were a vital part of the research as it protected the University, the researchers and anyone else involved in the primary data collection process. It also protects the University’s reputation and prevents claims of negligence.
[bookmark: _Toc509052804][bookmark: _Toc513542842]Limitations and Barriers
One of the limitations that became apparent when considering how to collect my primary data, is what platform would be best suited to create the questionnaire, as considered above. As many were subscription only sites, I was limited in what options were available to me. In addition, there were additional limitations on the free sites, such as Survey Monkey, which would only allow you to have a limited amount of questions before fees were incurred. A further barrier that arose when creating the questionnaire was that I had not previously used Google Forms to design a questionnaire. In order to overcome this barrier, I researched use of these forms and considered YouTube tutorial videos which demonstrated how certain questions could be styled to have a variety of input methods, such as, whether it be a long or short answer, a checkbox, or a simple yes or no. 
On reflection, if I had another opportunity to conduct the research again, I would ensure that I had released my survey questionnaire at an earlier date. This would have allowed me to gather an even larger range of responses and have a wider answer pool from which to gather statistics. Also, altering my method of data collection from qualitative to quantitative rendered the initial GANTT chart obsolete. Changing from qualitative to quantitative data collection would result in either a new GANTT chart or a new schedule. 
[bookmark: _Toc509052799][bookmark: _Toc513542843]Selection of Research Method
When reflecting on how the data was gathered, I initially sought to undertake qualitative data collection and perform interviews with the managers of businesses within the local area from Lush and The Body Shop, as well as local makeup artists. However, after considering various issues that arose from this collection method, such as the time constraints of physically going out and gathering this information from the managers of stores such as Lush Cosmetics or the Body Shop when the information they would have provided is readily available online. The majority of these businesses would have a press release of information that has all the relevant information. Therefore, I altered my focus from the business perspective to the consumer perspective in order to gain a more rounded perspective of the industry and the consumers within it. Businesses have published an inordinate amount of information that is freely available, however there is not as much secondary information form the view point of the consumers. By changing to a quantitative data collection process, such as the online questionnaire that was used in this research project, I was able to gather more information from consumers compared to undertaking qualitative data collection such as interviews. Quantitative data collection has been proven to show statistical data in which statements can be drawn. Statistical analysis allows us to derive important facts from research data, including preference trends, differences between groups, and demographics (Demetrius Madrigal, 2012).
[bookmark: _Toc509052803][bookmark: _Toc513542844]Reflection
When considering the data collection process and the methodology of how the data was collected, I consider the collection process a success. By thoroughly researching all options available to me, I was able to identify the need to change the method of collection from quantitative to qualitive with enough time to gather sufficient responses via the questionnaire.
There were various limitations and barriers that arose throughout the data collection process, such as which platform would be best suited to collect the most data, and how I would be able to use this questionnaire to reach the largest amount of people. I was able to use various free and suitable resources that were available to me, and as a result reach a large amount of people. As discussed above, the use of social media allowed me to reach a wide range of people, including those outside my social circle, and therefore consider perspectives that might not have been available to me otherwise.
As discussed above, although I was able to alter my collection method in time to obtain sufficient data, I could have released the questionnaire earlier on in the process, allowing me to gather a greater amount of data. While the data gathered was sufficient for my research purposes, a larger amount of responses is always beneficial, and if I had released the questionnaire sooner, then I would have had a greater response pool from which to draw my results. 
[bookmark: _Toc513542845]
Presentation of Results
This section of the research proposal aims to look at the statistical analysis of the results collected from the primary research survey. Using Google Forms to create the survey allowed me to accumulate a total of 113 responses. The number of participants in such a short time period has shown that the use of quantitative data collection was a success despite the limitations and barriers, mentioned above. The use of quantitative data has allowed me to gather and analyse a large group of responses. Using the platform Google Forms, 113 responses were collected in total from a range of participants. After the data collection period, the findings from the 113 answered surveys were analysed by the IBM SPSS Analysis Software. One of the limitations of using this IBM software is that it cannot handle an extremely large data set (Statistics Solutions, 2018), but due to the amount of responses that were received it was the ideal software to statistically analyse the data. Also, as some of the questions that were constructed for the primary data were too complex it required the data for Finding 6 to be put through an Excel spreadsheet with all the answers to be separated and presented through as a bar chart. For the reason above more than one statistic presentation tool was used in this research project.
[bookmark: _Toc513542846]Finding 1
The table below shows that out of 113 participants, 91% of participants were female and 9% of participants were male.
	Have you ever bought products from businesses such as Lush * Gender Crosstabulation

	Count  

	Gender
	Total

	Female
	Male
	

	102
	9
	113


Crosstabulation 1.1
[bookmark: _Toc513542847]Finding 2
[image: ]
Crosstabulation 2

The pie graph above of the crosstabulation of age range and the participants in the primary data shows that the majority of participants were in the 18-24 bracket at 37.84%, those ages between 25-34 made up 21.62% of participants. 18.92% made up those between ages 35-44. The smallest groups were 45-54 at 12.61%, 55-64 at 6.31% and 65+ making up 2.70% of participants. 
[bookmark: _Toc513542848]Finding 3

	Income * Age Crosstabulation

	Count  

	
	Age
	Total

	
	
	18-24
	25-34
	35-44
	45-54
	55-64
	65+
	

	Income
	
	2
	0
	0
	0
	0
	1
	0
	3

	
	£12,000-19,000
	0
	7
	6
	5
	7
	2
	2
	29

	
	£20,000-29,000
	0
	4
	5
	4
	0
	2
	0
	15

	
	£30,000-39,000
	0
	1
	4
	4
	0
	0
	1
	10

	
	£40,000-49,000
	0
	0
	3
	3
	1
	0
	0
	7

	
	£50,000+
	0
	0
	0
	0
	3
	0
	0
	3

	
	Under £12,000
	0
	30
	6
	5
	3
	2
	0
	46

	Total
	2
	42
	24
	21
	14
	7
	3
	113


Crosstabulation 3
The graph above shows what incomes bracket each participant was in with a cross tabulation of age. There was a margin of error with this question as 3 people out of the 113 participants did not answer the question as to what their income was. This error made up 2.7% of the answers for this question. 
[bookmark: _Toc513542849]Finding 4 

	Income * Wouldyoubewillingtopay510moreforaproductthatwasde * Age Crosstabulation

	Count  

	Age
	Wouldyoubewillingtopay510moreforaproductthatwasde
	Total

	
	
	No
	Yes
	

	
	Income
	
	2
	
	
	2

	
	Total
	2
	
	
	2

	18-24
	Income
	£12,000-19,000
	
	1
	6
	7

	
	
	£20,000-29,000
	
	0
	4
	4

	
	
	£30,000-39,000
	
	0
	1
	1

	
	
	Under £12,000
	
	4
	26
	30

	
	Total
	
	5
	37
	42

	25-34
	Income
	£12,000-19,000
	
	1
	5
	6

	
	
	£20,000-29,000
	
	1
	4
	5

	
	
	£30,000-39,000
	
	0
	4
	4

	
	
	£40,000-49,000
	
	1
	2
	3

	
	
	Under £12,000
	
	1
	5
	6

	
	Total
	
	4
	20
	24

	35-44
	Income
	£12,000-19,000
	
	2
	3
	5

	
	
	£20,000-29,000
	
	1
	3
	4

	
	
	£30,000-39,000
	
	1
	3
	4

	
	
	£40,000-49,000
	
	1
	2
	3

	
	
	Under £12,000
	
	0
	5
	5

	
	Total
	
	5
	16
	21

	45-54
	Income
	£12,000-19,000
	
	4
	3
	7

	
	
	£40,000-49,000
	
	0
	1
	1

	
	
	£50,000+
	
	0
	3
	3

	
	
	Under £12,000
	
	2
	1
	3

	
	Total
	
	6
	8
	14

	55-64
	Income
	
	
	0
	1
	1

	
	
	£12,000-19,000
	
	2
	0
	2

	
	
	£20,000-29,000
	
	0
	2
	2

	
	
	Under £12,000
	
	1
	1
	2

	
	Total
	
	3
	4
	7

	65+
	Income
	£12,000-19,000
	
	
	2
	2

	
	
	£30,000-39,000
	
	
	1
	1

	
	Total
	
	
	3
	3

	Total
	Income
	
	2
	0
	1
	3

	
	
	£12,000-19,000
	0
	10
	19
	29

	
	
	£20,000-29,000
	0
	2
	13
	15

	
	
	£30,000-39,000
	0
	1
	9
	10

	
	
	£40,000-49,000
	0
	2
	5
	7

	
	
	£50,000+
	0
	0
	3
	3

	
	
	Under £12,000
	0
	8
	38
	46

	
	Total
	2
	23
	88
	113


Crosstabulation 4
This crosstabulation above not only shows how many consumers said that they would pay 5-10% more for a product that was ethical, but it also indicates the income bracket for each respondent and their age group. Out of 113 responses 77% agreed that they would pay the 5-10% increase in price for an ethical cosmetic 20.3% stated they would not pay the 5-10% increase. There was an error of two that has been previously mentioned in Finding 3, as three participants did not divulge their income status. This made up 2.7% of the participants. 
[bookmark: _Toc513542850]Finding 5 Chart 1

The chart above indicates what the most and least important factors were when participants purchased ethical cosmetics. The most important factors as a majority were the ethics behind the product, the cost, and the ingredients used. 
[bookmark: _Toc513542851]Finding 6 
The graph displayed below indicates what genders felt what factors should be considered a minimum to make a product ethical. As previously mentioned the majority of the participants were female. The most common factors that were considered the bare minimum with participants were:
· Eco-friendly 
· Vegan
· Cruelty Free

Chart 2




[bookmark: _Toc513542852]Analysis
Following the primary data collection process, it was clear to see that the use of quantitative data was the way to go forward for this research project. The results of the crosstabulation in the SPSS software will allow me to draw conclusions and comparisons to my secondary findings. The intention of undertaking such an analysis is to gather more in-depth insights to the ethical progression in the cosmetics industry. There will be a justification for each question before each analysis in order to clarify why these questions were asked. 
[bookmark: _Toc513542853]Finding 1 
When asking consumers if they had bought from ethical brands such as Lush Cosmetics or The Body Shop, it was to identify not only if they did but also why as well as why not. Asking for participant’s gender allowed me to break my responses down into two pools, ‘Male’ and ‘Female. Asking a demographic characteristic question has allowed me to identify if the Cosmetics Industry was predominantly female. Looking at the results from the first crosstabulation, it was clear to see that even when surveying consumers of ethical cosmetics, it is predominantly female consumers that shop at companies such as Lush Cosmetics and The Body Shop. 
[bookmark: _Toc513542854]Finding 2
The pie graph labelled ‘Crosstabulation 2’ above, indicates the age range of the participants who completed the survey. Asking this type of question has allowed me to identify which age range felt that they were mostly targeted by companies such as Lush Cosmetics or The Body Shop. The majority of participants were in the age ranges of 18-24 and 25-34, meaning that the primary research participants were Millennials. 
[bookmark: _Toc513542855]Finding 3 
Asking participants about their income was to identify not only the income by age range but also to identify whether consumers with a more disposable income were willing to pay more for ethical cosmetics which is discussed in Finding 4. This question was posed to participants to find if there was any correlation between age and income as it would be assumed that the older the participant the higher their earnings and the larger the disposable income.
[bookmark: _Toc513542856]Finding 4 
This analysis looks to correlate participants income with their willingness to spend more of their disposable income on ethical cosmetics. The majority of those who said ‘Yes’ to paying a 5-10% increase in ethical cosmetics were in the ‘Under £12,000’ income bracket. This finding is unusual as it would be assumed that those who are within the lowest income bracket do not have the disposable income compared to that of other income brackets therefore decreasing their buying power. However, Crosstabulation 3 indicates that 68.4% of those in the ‘Under £12,000’ income bracket were ages between 18-24 and a further 13.1% were in the 25-34 age range. This shows that 81.5% of those who were willing to pay the 5-10% increase were Millennials. 
[bookmark: _Toc513542857]Finding 5 
When analysing Chart 1 it was clear to see that the most important factor for the majority was the ethics behind a product. This indicates that most of the participants were aware of ethical cosmetics and that it plays an important role in their buying process. 
The second most important factor identified in Graph 1 was cost. This was asked as previously mentioned ethical cosmetics can cost anywhere between 5-10% more compared to non-ethically branded cosmetics. 
The third most important factor that participants chose was that of the ingredients used in ethical cosmetics. As spoken about above there are many ingredients that can be branded unethical in the cosmetics industry such as micro-beads, mica, palm oil etc. 
[bookmark: _Toc513542858]Finding 6 
The finding from this crosstabulation indicates what factors consumers would consider a product to have to be considered an ethical cosmetic. As previously mentioned the most common factors that were considered the bare minimum by participants were:
· Eco-friendly 
· Vegan
· Cruelty Free
These are some of the most factors that have come to light in the primary research as well as the secondary research. These factors have been discussed above in the Literature Review. The most prominent of all of the factors was eco-friendly. This indicates that the majority of consumers who participated in the primary research survey felt that for a cosmetic to be labelled as ethical by the manufacturer it needs to be eco-friendly, vegan and cruelty free. 




[bookmark: _Toc513542859]Final Discussion
Both the primary and secondary research has now been examined and summarised in the Analysis Chapter of the research project. The methods used to undertake the research project have been outlined in the Methodology Chapter. The chapter of the research proposal looks at whether there is any correlation between what has been found in the Analysis Chapter of this proposal and any information that has been found in the Literature Review. 
When carrying out primary research to identify the gender of those who participated it was clear to see that not only from these results but also from the results of secondary research that it is a predominantly female targeted industry as 91% of participants in the primary research were female. The result from the primary research could have been influenced by the stigma that cosmetics are solely for women (Chen, 2017) despite the fact that throughout history cosmetics have been used by both men and women, as mentioned in the Abstract chapter of this research project. This stigma could have affected the male audience into not completing the survey as they feel it wasn’t applicable to themselves. The cosmetics industry, including that of ethical businesses, gear their products towards women and it is evident as research from Euromonitor shows that per capita male consumers spend only $6.50 on cosmetics products whereas women spend $58.50 (Chen, 2017). This stark contrast shows that the industry is predominantly female, and this is reflected in the primary data as well as out of those who answered 91% were female. This indicates that even when surveying, women feel that cosmetics are geared to them rather than a male audience. 
Studies show that more companies in the cosmetic industry are targeting their products to younger women and the results of this survey crosstabulation would agree. Research shows that businesses are targeting their products to Millennials as they make up the second largest consumer market (CoreSight Research, 2018). Millennials are made up of consumers aged between 16-36, making up 59.46% of participants in the primary research. Millennials are spending more each year on luxury good such as cosmetics making them the ideal target audience.
[bookmark: _GoBack]Research shows that despite Millennials (consumers between 16-36) having less money and financial security in comparison to older generations, such as Generation X (ages 36-50) and Baby Boomers (ages 51-70), they are more likely to progress on their chosen career ladder furthering their income, therefore their spending power will increase over the years. The Millennial demographic are not only significant in size as well as growing disposable income but also because they are more socially conscious consumers. They are influenced by factors such as ethics and sustainability when purchasing products, making them the perfect target consumer market for companies such as Lush Cosmetics and The Body Shop. As the “selfie generation,” millennials have made makeup the fastest-growing cosmetics category globally, according to L’Oréal. In the coming years, millennials will be more likely than older generations to buy all-natural beauty products (CoreSight Research, 2018).
Companies such as L’Oreal have stated that younger consumers are fuelling the drive for companies such as themselves to start adopting more ethical and sustainable practices in their companies (Hancock, 2017). As previously mentioned above, despite Millennials low income, their spending power and desire for ethical and sustainable goods will continue to grow, making them not only the largest consumer segment but also the most desirable consumer segment to target ethical cosmetics to. Forbes described Lush Cosmetics the ‘place to be’ for Millennials and Gen Z’s as it speaks to the environment and other social concerns that this audience care about (Loeb, 2017). 
	This could indicate why more ethical and sustainable cosmetics companies are appearing in the industry. The bar chart labelled Chart 3 shows the increase in sales revenue per year from ethical cosmetics in the UK alone. The increase in sales revenue indicates why consumers are becoming more aware of the ethical factors discussed above and as to why the majority of the respondents stated that ethics were the most important factors. This increase in sales revenue in ethical cosmetics could be due to more companies such as Katie’s Heart appearing in the industry offering ethical products that are in high demand e.g. ethical glitter and why other companies such as Mac are facing severe backlash for their practices now more than ever. 
It is a common feeling among consumers that it is costly and “highbrow” to purchase ethically. But if price is the most important consideration overall for consumers it must be concluded that this is the most important barrier for the purchase of ethical goods (Ethical Consumer, 2018). However, it can be argued that is the mere perception of being ethical makes a product seem more expensive. Chart 3

The results of this statistical analysis and the secondary research shows that due to the increasing awareness of unethical ingredients in the cosmetics industry more consumers are making the conscious decision to shop for products that contain ethical ingredients. 
Consumers are becoming more socially aware of the impact that these products are having on the environment, and mass media coverage of issues such as “Plastic Island” are motivating consumers to boycott businesses and their products and driving the government to pass laws to prevent these unethical practices. As mentioned the majority of the global cosmetics industry does not practice animal testing, however there are still a number of countries who have made a legal requirement for any cosmetics not produced in China to be testing in animals. However, as the majority of countries deem it an unacceptable practice it raises the question as to why the Chinese government and such others like it make it mandatory. It would be safe to assume that there is no longer a need for animal testing to still occur in the current industry but until the laws are changed by countries such as China, MAC Cosmetics and other businesses who wish to market and sell their goods in those markets, animal testing will remain in practice albeit an unethical and unnecessary one. 
Looking at what consumers felt should be the bare minimum for a cosmetic to be considered ethical the top three results were: 
· Cruelty Free
· Eco-friendly 
· Vegan
These are the main factors that have been at the forefront of ethical progression in the cosmetics industry as well as the media. As mentioned in the Literature Review companies like Mac Cosmetics and L’Oreal have come under fire over the last few decades due to the animal testing policies that they have adopted when manufacturing cosmetics. More research shows, both primary and secondary, that consumers, specifically Millennials, are more socially conscious of where their cosmetics come from and are more inclined to shop with businesses such as Lush Cosmetics, The Body Shop etc. 
The most significant factor that was chosen for this question by participants was eco-friendly. More eco-friendly cosmetics are appearing within the industry over the last few years. Due to the major media storm, mentioned previously, about “Plastic Island” and mica-mining in India, consumers are becoming more aware and businesses are being forced to make changes. The government have also started to take notice of these issues, and since micro-beads have been banned from use in cosmetics making the industry within the EU progress to a more ethical stance. Also, companies are taking more initiative to ensure that they are as eco-friendly as possible, whether it be the use of closed-loop recycling, like Lush Cosmetics, ensuring all their products are biodegradable and environmentally sound, like Katie’s Heart, or using easily renewable ingredients in their products to lower their carbon footprint, like The Body Shop has done. 
The second factor chosen by participants in the primary research was Vegan, meaning that participants felt that for a product to be considered ethical it needed to be Vegan friendly, meaning that there can be no animal products or by-products in the products. The majority of ethical brands are vegetarian such as Lush Cosmetics and The Body Shop.  However, there is controversy even within these brands as to why certain animal by-products cannot be used in cosmetics such as lanolin, honey and egg whites, when they have not harmed the animals when procuring the ingredients and veganism looks at . Companies like Lush are doing more to ensure that they bring as many vegan products into their stores, but for some of their staple products they do require to use ingredients such as honey for its softening and nourishing properties. As veganism continues to grow the demand for products such as those sold in Lush Cosmetics or The Body Shop continues to grow also. These companies and other more mainstream brands will need to find vegan alternatives in order to appeal to this ever-growing consumer segment.
[bookmark: _Toc513542860]
Conclusion 
Looking back at the research that has been carried out, both primary and secondary, it is clear to see that it would be impossible for a cosmetics business such as Lush and The Body Shop etc to become truly global businesses. This is due to some countries, particularly China, who still insist on animal testing for cosmetic products, whereas the United Kingdom and other European Union countries have banned the use of animals in cosmetic testing completely. The governments in all markets have started to take notice of the negative effects the cosmetics industry is having on the environment. The use of micro-beads has contributed to “Plastic Island” and have therefore banned the use of these nano-plastics in cosmetic products. This shows that there has been substantial ethical progression within the cosmetics industry, but there is still some way for the industry to go. 
This may change in the decades to come as those countries that currently insist on animal testing, may relax their stance on this issue. This could very well result in there eventually being a global market within the cosmetics industry. There is already research underway to find alternative to animal testing but until these methods have been tried and tested it is unlikely that China’s stance will change on animal testing and the legislation that surrounds it. Academic institutions have also started to take an interest in the ramifications the cosmetics industry is having on the world, such as the amount of legal and illegal mining of mica in India.
The results show that the Millennial generation spend more on cosmetics than other generations. One factor, not considered here, which may require research is how the changes in life-style have changed. For the Baby Boom generation, where university education was relatively cheap (no tuition fees and expected parental contributions) and, although quite difficult, aspiration to home ownership was an achievable goal (by the foregoing of luxuries like cosmetics and holidays). Today, Millennials, loaded down with massive university education debts, and experience house prices far above their wildest aspiration, will instead spend their money on beauty products, dining out and holidays instead of saving for a house deposit.
[bookmark: _Toc513542861]Recommendations
One of the first recommendations that has been made would be to ensure that the cosmetics industry becomes more ethical is that, when sourcing ingredients, such as mica, companies should be able to clearly identify through the supply chain that it has come from an ethical source. If a company cannot clearly identify that the ingredients were procured ethically they should either look to source them more ethically e.g. using the whelk shells to create the mica rather than utilising supplies who use child labour and illegally export the ingredients.
Another recommendation that some researchers have made is that major companies, such as MAC, should put further pressure on countries such as China to make animal testing illegal by removing themselves from the Chinese market. Although this recommendation would mean that MAC would lose a significant amount of profit, as the Chinese market is the biggest in the world, this would also cause the Chinese Government to act to ensure that their economy stays stable. However, implementing this recommendation would make MAC a much more ethical company and more attractive to consumers because, as mentioned in Finding 6, Cruelty-Free was the most common choice for a product to be considered ethical. This will therefore benefit MAC as their loss from the Chinese market will be replaced by the numerous consumers in the UK/EU and American market who would purchase cosmetics from the company as they would no longer be testing their products on animals. 
The next recommendation that has been made is for companies to use renewable ingredients in the place of ingredients such as palm oil which has caused devastation in rainforests all over the world. Companies like Lush Cosmetics and The Body Shop use renewable ingredients such as bamboo shoots in place of micro-beads. With their success and price range it would not cause major profit disruption with other businesses such as L’Oreal. Using the renewable ingredients will allow the business to be considered more ethical and therefore attract a larger consumer segment, as well as benefit the world environment. 
Both the primary and secondary research that has been analysed has allowed the researcher to achieve the aims and objectives mentioned above in the Introduction chapter of this research proposal. Although the research has shown that there has been dramatic progression of ethics within the cosmetics industry it is also clear to see that until certain practices deemed unacceptable in the eyes of the law there will still be practices like animal testing and the use of palm oil in cosmetics. Also, there are some practices that need to be closely monitored and regulated by the authorities, and global businesses, in countries such as India where the illegal export of mica is still finding its way into the mainstream cosmetics industry across the globe, making it significantly more difficult for businesses to remain ethical. 
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Count of What is the acceptable minimum for a product to be called ethical? (Please tick all that apply)

Total	all of the above	Cruelty Free	Eco-friendly	Fair-trade	Organic	Recyclable Packaging	Vegan	Vegetarian	1	8	69	7	4	5	15	2	
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