

Introduction-Research Background
The UK cosmetics market was worth £9,379 million in 2016 (at retail sales price), one of the top five largest markets in the EU (CTPA, 2017). In recent years, the cosmetic industry has witnessed a fluctuation in consumer behaviour, that has now become more consistent, with a particular interest in ‘ethical’ purchasing. Ethical environmental factors such as animal testing, ethical production and manufacturing, sustainability is now affecting the way the cosmetic industry markets, produces and retails its products. 
There is a correlation between ethics and cosmetic company behaviour that is influencing key decision making, that is imperative to the success of the company. Consumers are becoming more aware of ethical issues and ethical sourcing, considering these factors within their consumer behaviour and purchase choices. A staggering 66% of UK consumers agree with the following statement; "it is important to me that retail companies are clear about where they source their raw materials, components or ingredients from" (STATISTA, 2016).There are several concepts in marketing ethics to consider (See Figure 1). In addressing these issues, studies have been undertaken from two key perspectives: the normative approach, which aims to prescribe ethical standards and offer guidelines regarding marketing practice; and the positive approach, which aims to describe and understand ethical practices through empirical work (Parsons & Maclaran, 2009).
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Figure 1: Marketing Ethics
      Source: (Parsons & Maclaran, 2009)

In an online survey regarding the moral stance of Americans regarding medical testing on animals in 2016, 53 percent of respondents stated that they think medical testing on animals is morally acceptable, while 4 percent said it depends on the situation (STATISTA, 2016). This entailed a majority of the population for animal testing, with only 43% opposed. According to Forbes (2017) Avon is ranked 2nd Top Global Cosmetic Company with Estee Lauder also in 8th place. In relation to this both these companies are listed top of the PETA Organization list of Companies that Test on animals (PETA, 2017). It can be argued that despite the organizational use of animal testing, this is not influential on consumer to purchase these cosmetics.

Never the less in an interview with Jenny Fine of Beauty inc, Kat Von D of the eponymous beauty company talked about how the barriers to entry have been lowered, creating a competitive threat to the established players. “It’s like music, everyone can do it now so in order to succeed you actually have to be f**king good.” She also talked about how customers have changed. Referring to the growth of the cruelty-free market she said, “millennials really do care.” (Kestenbaum, 2017). In correlation to this Kat Von D’s cosmetic range prides itself with the motto “Kat Von D Beauty never tests on animals—and never will.” As a vegan and animal activist, Kat Von D is committed to creating hyper-performance beauty products that are completely free of animal-derived ingredients, and never tested on animals (Kat Von D, 2017). Kat Von D Cosmetics has currently created an exclusive collaboration with supplier’s brand ‘Debenhams’ to launch the beauty brand into the UK and ‘Smashed all forecasting sales’ (Khambay, 2017). This comparison conveys the potential of a cruelty free organizations potential to enter the market.


Research Rationale

The researcher has noticed an expanding influence on the ethical factors of cosmetic sales with a growing trend in cruelty free and sustainable brands. In March 2013, a new European Union (EU) law was fully implemented that made it illegal to sell animal-tested cosmetics in Europe, even if the testing was done outside Europe (PETA, 2017).It is evident that ethical perspectives are now becoming evidently more influential in the retail market and particularly in cosmetics industry. Recently leading brand NARS, decided to expand their target market to China, this was backlashed by a huge quantity of consumers threatening to boycott the brand should they pursue the deal, despite the threat NARS decided to continue the venture releasing the statement “We firmly believe that product and ingredient safety can be proven by non-animal methods, but we must comply with the local laws of the markets in which we operate, including in China” (Butterly, 2017). Butterly (2017) states that according to a US report, China had an "estimated $50 billion [£39bn] in domestic sales" of beauty products in 2015 and the market is growing regardless of it Animal testing requirements as represented in China Association of Fragrance Flavor and Cosmetic Industries (CAFFCI).  

Other ethical factors include sustainability and ethnic consideration in product development. Examples of these include MAC’S ‘Back to Mac Programme’ which has proven successful in encouraging recycling. These programmed offers consumers the opportunity to take 6 used MAC containers instore in exchange for a new lipstick which is proving an excellent incentive. Pop Icon Rhianna has also recently launched her own cosmetics line offering over 40 foundation shades. This was inspired by her opinion that the cosmetic industry does not offer products suitable for all ethnicities, with particular marketing aimed at the Caucasian audience. This will be another element of ethics to be researched within project.  

The object of this research is to investigate the consideration of ethical factors in the cosmetic industry and critically analysis its influence on behavior on consumer purchases. The aim is to critically evaluate the current ‘ethical’ performance of western region cosmetic industries and critically evaluate literature which examines current ethical models and research.


Research Methodology
Saunders et al defines research as a process that people undertake in a systematic way in order to find out things, thereby increasing their knowledge. Two phrases are important in this definition: ‘systematic way’ and ‘to find out things’. ‘Systematic’ suggests (Saunders, et al., 2012). Saunders et al (2012) defines the importance of a research ‘Onion’ centralizing the data in the middle of the diagram, to depict the issues underlying the choice of data collection techniques and analysis procedures. Consequently, there are important outer layers of the onion that you need to understand and explain rather than just peel and throw away! (Saunders, et al., 2012).
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			Figure 2. Source: Saunders et al (2012)-The Research Onion


Of this survey, it has been identified that the most suitable choice of elements for the research onion regarding the topic would be to combine:
· Cross sectional
· Mixed Methods
· Survey, ethnography, archival research
· Objectivism & pragmatism
· 
The process of mixed research - involving 'mix[ing] or combin[ing] quantitative and qualitative research techniques, methods, approaches, concepts or language into a single study' (Johnson & Onwuegbuzie 2004: 17) - has developed a long way since Campbell and Fiske (1959) coined the term multiple operationalism, wherein more than one method is used as part of a validation process to help ensure that the variance explained culminates from the underlying phenomenon or trait and is not a function of the method (Onwuegbuzie, et al., 2009). This will be demonstrated using a survey and interview. In example of triangulation methods can be seen in (figure 3).
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				Figure 3 (Source: Bramble et al, 2008)
Qualitative and Quantitative methods will be used to avoid prejudice and inconsistency. Surveys were chosen as they are easily accessible, easy to encourage participation and less time-consuming resulting in higher participant levels. Surveys also prove an easier source of finding research as targeting makeup professionals could be difficult, especially if the professionals work for a company in relation to the project. Anonymous surveys are more likely to generate truthful answers in this respect.  

Although a majority of the research will be based on qualitative research, this will be transferred into numerical value in the form of charts and diagrams to illustrate findings. Offering a mix of both qualitative and Quantitative research methods results in richer, more thorough data.

Reliability and validity 

To ensure in depth, consistent and reliable research, a variety of research methods will be conducted to achieve unbiased and impartial findings.
 
Quantitative data will be interpreted using two surveys, which will be issued to target two separate Consumers, the public consumers and makeup professionals. The surveys will be carried out using survey monkey and published online. There A will be minimum of 50 participants for the consumer survey to ensure a richer quality of data and 10 makeup professional participants. This is due to the difficulty in sourcing makeup professionals to contribute. The exact research methodology will be used for both targets results in a more consistent result and provides the opportunity to directly compare both targets to analyse any patterns and inconsistencies. This is also more likely to achieve an impartial comparison. There will be 15 questions ranging from ethical behaviour on animal testing, ethical product ranges and sustainability. The exact questions will be applied to both surveys. All surveys will outline a disclaimer prior to participation. 
Qualitative data will be applied through the method of Interviews, to again analysis the contrast in consumer behaviour (General Public) Vs Consumer Behaviour (Makeup Professionals). This will distinguish any patterns, trends and comparisons. There will be 10 Questions given exactly to both targets. These targets will include customers who have their makeup done, beauty bloggers and professional makeup artists in both the freelance and company based roles. All interviews will require constant forms and disclaimers. There will be a minimum of 2 participants for each target. 
All other research will be carried out using literature in the form of academic articles, journals, textbooks and internet resources such as websites to ensure huge contribution through academia. 

Resource and Time Management
This project will require commitment and time management, due to family and work commitments. Therefore, it is imperative to monitor and estimate approximate workloads in order to achieve the project deadlines. The following schedule has been created to monitor progress and time management, the grey areas are the target deadlines and the yellow areas signify contingency time should it be necessary (See figure 4).
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				Figure 4-Time Management Schedule 

Due to working in the makeup industry for the last three years, it has been recommended to use personal contacts to encourage participation of research through their contacts. Participants will include members of the general public, beauty bloggers and makeup professionals, varying from freelancers to company based roles.  A majority of the research will be conducted with technological resources using personal and university computer and internet access. The surveys will be designed using the Survey Monkey website and anonymity will be key. An extensive literature review will be conducted with the use of the university’s public and online library. Literature used will include journals, articles, books and reports using databases such as Marketline. Interviews will be located in Swansea and over the phone, therefore no costs will be incurred for the participation of this research.
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