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Introduction
This chapter introduces the context, rationale, and scope of the study on Hong Kong consumers’ purchase intentions and actual behaviours toward green beauty products. The discussion begins by defining the concept of green beauty as applied in the present research, followed by an overview of global and local market developments that have heightened interest in environmentally sustainable beauty practices. Subsequent sections present the motivation for conducting the study and identify critical gaps in the existing literature, particularly within the Hong Kong context. The chapter then articulates the core research questions, overarching aim, and specific objectives, with a focus on integrating the Theory of Planned Behaviour alongside constructs, environmental concern and perceived value. The study’s limitations are also acknowledged, and the chapter concludes with a summary and a visual illustration of the proposed research framework.

1.1 [bookmark: _Toc194798122][bookmark: _Toc194798249][bookmark: _Toc194798344]Green Beauty
Green Beauty is an approach to beauty that integrates environmental sustainability, health-conscious formulations, and ethical practices (Lin et al., 2018). This concept emphasizes the use of natural, biodegradable ingredients, eco-friendly packaging, and production processes that minimize environmental impact (Cervellon & Carey, 2011). Green Beauty also aligns with ethical principles such as cruelty-free testing, fair labour practices, and sustainable resource use, while prioritizing the wellness of individuals and the planet (Kim & Seock, 2019). The movement serves as a shift toward mindful consumerism, where beauty is redefined as both a personal and environmental responsibility.

1.2 Research Background
In recent times, sustainability and eco-friendly initiatives have significantly reshaped the global beauty industry (Suphasomboon & Vassanadumrongdee, 2022). With heightened awareness of environmental consequences linked to purchasing behaviour, consumers are increasingly gravitating towards green beauty products (Martins, 2024). The global market for sustainable beauty solutions was valued at USD 176.6 million in 2023 and is projected to grow to USD 326.8 billion by 2031, representing a compound annual growth rate (CAGR) of 8.26% from 2024 to 2031 (InsightAce Analytic, 2024) (Figure 1-1). Green beauty products, characterized by their use of natural ingredients and sustainable manufacturing processes, provide a more ethical and environmentally responsible alternative to traditional cosmetics and skincare, which often rely on harmful chemicals and contribute to environmental degradation. According to GlobalData (2024), increasing environmental awareness is shaping consumer behaviour across the Asia-Pacific region, with many individuals opting for products that are both gentle on the skin and environmentally friendly. In Hong Kong, this shift toward sustainable practices is particularly evident (Statista, 2024), as consumers place greater emphasis on minimizing the environmental impact of beauty and personal care routines. Additionally, the local beauty industry is strongly influenced by global trade trends, with innovations such as personalized product lines and e-commerce platforms creating new opportunities for sustainable growth (Arendse, 2024).
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Beauty Conglomerates – Initiatives and Global Impact
In response to evolving market demands, leading global beauty corporations are increasingly embedding environmental responsibility within core strategic frameworks. Comprehensive sustainability programs have emerged across regions, reflecting a coordinated industry shift. In Western markets, L’Oréal Group has set concrete environmental targets for 2030, including the use of 100% recycled or bio-based plastic packaging and the operation of all sites as carbon-neutral facilities (L’Oréal Group, 2024). The Estée Lauder Companies applies a proprietary green chemistry methodology to systematically enhance the sustainability profile of formula development (The Estée Lauder Companies Inc., 2024). In Asia, Japanese cosmetics leader Shiseido has committed to achieving 100% sustainable packaging by 2025, introducing initiatives such as the ULTIMUNE FOUNTAIN refill service and biodegradable cosmetic containers (Shiseido Company Limited, 2024). South Korea’s Amorepacific has gained international recognition through an MSCI ESG Rating of AA (Remarks 1) and continued inclusion in the Dow Jones Sustainability World Index (Amorepacific, 2024) (Remarks 2). These quantifiable goals signify an industry-wide movement toward environmentally conscious product development, including sustainable packaging, carbon-neutral manufacturing, ethical ingredient sourcing, and low-impact formulations. Backed by measurable targets and technological innovation, the beauty sector demonstrates a structured approach to aligning product innovation with environmental stewardship. Given the global reach and brand diversity within each conglomerate (Table 1-1), sustained commitment to sustainable beauty practices holds strong potential to generate wide-ranging positive environmental outcomes.
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Digital Access - Revolutionizing Hong Kong's Green Beauty Shopping Experience
The growth of e-commerce and online shopping plays an increasingly crucial role in the accessibility and availability of green beauty products in Hong Kong. According to Statista Market Insights (2024), the total beauty market revenue is expected to reach USD 2,534.37 million by 2029, up from USD 2,300.51 million in 2024, showing a 10.2% growth in overall market value (Figure1-2). This growth is reflected in consumer spending patterns, with average revenue per capita projected to rise from USD 306.84 in 2024 to USD 338.27 by 2029 (Figure 1-3), marking a 10.2% increase in beauty product expenditure, including green alternatives. A significant driver of this growth is the digital transformation in the beauty sector. The Offline/Online Split data shows that online revenue share is projected to grow from 10.8% in 2024 to 15.3% by 2029, representing a 41.7% increase in online market share over five years. Looking at the longer-term trend, the online channel has shown remarkable growth, more than doubling from 7.4% in 2018 to a projected 15.3% by 2029, demonstrating a sustained shift in consumer preferences toward digital purchasing (Figure 1-4). This digital transformation has made green beauty products more accessible than ever, as online platforms offer consumers a vast selection that might not be found in physical stores. The rise in online shopping convenience further bolsters the appeal of green beauty products (Arendse, 2024). E-commerce platforms offer comprehensive product descriptions, user feedback, and rating systems, empowering consumers to make informed purchasing choices. Moreover, green beauty brands can leverage digital marketing strategies, including social media campaigns and online advertisements, to effectively convey their values and highlight the advantages of their products to a wider audience (Pop, Saplacan & Alt, 2020).
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1.3 Research Motivations
The impetus for this research arises from the evolving landscape of Hong Kong's green beauty market, where understanding consumer decision-making processes has become increasingly crucial. While Rakuten Insight (2024) documents a broader shift in Hong Kong's consumer attitudes towards sustainable products, the specific dynamics within the beauty sector remain understudied.
Overall Market Landscape in Hong Kong
An extensive market analysis encompassing 1,199 Hong Kong participants, notably dominated by younger demographics with 83% aged 18-49, reveals substantial changes in purchasing patterns linked to sustainability considerations (PIE Strategy & Echo Asia, 2024). The significance of this transformation is highlighted by consumer feedback indicating that 57% find current sustainability efforts by their preferred brands inadequate and notably, 49% have either stopped or reduced purchases from brands that showed insufficient focus on sustainability (Figure 1-5). Although 78% of consumers demonstrate willingness to invest in sustainable options, their acceptance of price premiums typically remains constrained within a 10% threshold above conventional alternatives (Figure 1-6).
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Contemporary research in sustainable consumption patterns reveals a notable gap in understanding the beauty sector's unique characteristics, particularly regarding how value perception, ethical awareness, and community influence shape purchasing choices. The post-pandemic period has witnessed a marked evolution in consumer preferences, with heightened attention to environmental, social, and governance (ESG) considerations in product selection (Jiang, 2024). Market analyses indicate that while sustainability information influences 97% of general purchase considerations, with approximately 70% of consumers prioritizing sustainable choices when faced with comparable price and quality options (Jiang, 2024), the specific application of these preferences within the beauty sector demands dedicated exploration. This research priority is reinforced by emerging trends in Hong Kong's beauty marketplace towards sustainability-conscious consumption (Lim, 2024). 

The beauty industry's ongoing transformation manifests in the expanding presence of environmentally conscious products, including the growth of vegan cosmetics from both global and local manufacturers (Suchetana, 2024). Market research has identified key obstacles in sustainable product adoption, with affordability considerations affecting 62% of consumers, product range limitations impacting 45%, and brand authenticity verification challenging 41% of potential buyers (PIE Strategy & Echo Asia, 2024) (Figure 1-7). However, the beauty sector's distinct characteristics necessitate a focused examination of how these challenges specifically influence consumer behaviour within this market segment.
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While general market data indicates that 77% of Hong Kong consumers believe individual purchasing decisions can influence environmental and social change (PIE Strategy & Echo Asia, 2024), this study specifically focuses on the green beauty sector, where consumer behaviour patterns may differ significantly from broader sustainable consumption trends. By narrowing the scope to green beauty products in Hong Kong, this research aims to provide targeted insights into this specialized market segment. The resulting analysis is expected to support beauty industry stakeholders developing strategies to balance sustainability initiatives with market competitiveness in Hong Kong's unique consumer landscape.

1.4 Research for Existing Gaps
While consumer awareness and the popularity of green beauty products continue to rise, there is still a notable gap in understanding the key factors that shape purchase intentions and behaviours within the distinctive context of Hong Kong's market. Much of the existing research has centered on Western markets, leaving a significant void in exploring Hong Kong's unique cultural, social, and economic dynamics. Furthermore, the absence of a universally accepted definition or clear criteria for terms such as "green," "sustainable," and "eco-friendly" adds to the complexity (Cervellon & Carey, 2011), making it challenging for both consumers and businesses to navigate the market effectively

Heightened global focus on environmental sustainability has sparked growing interest in eco-friendly products, including green beauty offerings (Kim & Seock, 2019). Nevertheless, despite increased awareness, these products have not yet attained mainstream acceptance in Hong Kong. Limited understanding of consumer attitudes, subjective norms, perceived behavioural control, environmental concerns, and perceived value associated with green beauty items highlights a significant research gap, affecting both academic studies and practical strategies in the industry.

To address these research gaps, this study poses the following key research questions:
i. What specific combinations of factors drive green beauty product purchase intentions and behaviour in Hong Kong’s market environment?
ii. How do consumer attitudes, subjective norms, perceived behavioural control, environmental awareness, and perceived value interact to shape purchase intentions?
iii. To what extent do purchase intentions serve as a mediating variable between these predictors and actual purchase behaviour?
iv. What role do demographic characteristics (age, gender, education, income, and profession) play in moderating these relationships?
v. What factors contribute to the gap between purchase intentions and actual purchase behaviour for green beauty products among Hong Kong consumers?

1.5 Research Aim and Objectives
The following research aims and specific objectives guide this investigation, providing a structured framework for examining green beauty consumption patterns in Hong Kong.

a. Research Aim
This study seeks to analyse the determinants shaping consumers' intentions and actual behaviours regarding the purchase of green beauty products in Hong Kong. Guided by the Theory of Planned Behaviour (TPB), the research focuses on identifying the primary predictors of purchase intentions and delves into the mediating and moderating factors that impact the progression from intentions to actual behaviour.

b. The objectives of this study are outlined as follows:
i. To investigate how the components of the Theory of Planned Behaviour (attitude, subjective norms, and perceived behavioural control) affect consumers' intentions to purchase green beauty products.
ii. To evaluate the influence of environmental concern and perceived value on purchase intentions.
iii. To explore the mediating role of purchase intentions in the relationship between psychological predictors and actual purchasing behaviours.
iv. To examine how demographic factors such as age, gender, education, income, and profession moderate the link between purchase intentions and actual behaviours.
v. To offer actionable recommendations to key stakeholders, including beauty brands, marketers, policymakers, and the government, to facilitate the adoption and promotion of green beauty products in Hong Kong.

By achieving these objectives, this study aims to bridge the gap in understanding green consumer behaviour and to develop practical strategies for advancing sustainable consumption within Hong Kong’s beauty industry.

1.6 Research Limitations
Although this study seeks to provide thorough insights into the factors affecting green beauty purchase intentions, several limitations should be noted. First, the study’s primary focus on Hong Kong consumers may restrict the applicability of the findings to other regions with distinct cultural and market dynamics. Furthermore, the use of self-reported data may result in potential measurement biases, as participants could exaggerate their environmental awareness and sustainable purchasing behaviour (Podsakoff et al., 2003; Fisher & Katz, 2000). Additionally, given the evolving nature of consumer behaviour, the determinants of purchase intentions may shift over time, underscoring the need for ongoing research to account for changes in market conditions and consumer preferences (Solomon et al., 2012).

A further limitation stems from the inherent complexity of the green beauty market itself. The diversity of products and varying interpretations of terms such as "green", "sustainable" and "eco-friendly" can lead to inconsistent consumer understanding and differential purchasing decisions (Kim & Chung, 2011; Joshi & Rahman, 2019). This variability in product definitions and consumer interpretations may affect the precision of the findings and the development of broadly applicable conclusions. Furthermore, the findings of this study should be interpreted in light of external influences that play a crucial role in shaping consumer behaviour. These factors include broader macroeconomic conditions (Turcu & Brancu, 2023), shifts in regulatory policies (Bozza et al., 2022), and the role of marketing strategies (Iqbal et al., 2023) within the green beauty industry.



1.7 Summery
This study is designed to not only expand academic understanding but also provide practical value for businesses in Hong Kong's green beauty sector. By identifying the factors that influence consumers' purchasing intentions, companies can create products and marketing strategies that resonate with the principles and preferences of environmentally conscious consumers. Aligning with these values has the potential to strengthen brand loyalty, elevate customer satisfaction, and foster the sustainable growth of Hong Kong's beauty market. To facilitate effective research, the framework is illustrated in Figure 1-8 and adheres to the timeline outlined in the Gantt Chart (Appendix A).
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Literature Review
Chapter 2 critically reviews academic literature on green beauty product consumption, focusing on psychological and contextual factors that influence purchase intention and behaviour. Building on Chapter 1, it explores theoretical and empirical contributions shaping the study’s framework. The Theory of Planned Behaviour (TPB) is examined as the foundation, highlighting the roles of attitude, subjective norms, and perceived behavioural control. To reflect sustainable beauty consumption, the model is extended with environmental concern and perceived value. The chapter also analyses the link between purchase intentions and behaviour, emphasising intention’s mediating role. Demographic factors, including age, gender, education, income, and profession, are considered as potential moderators influencing these relationships. These variables inform the research model presented in Table 2-1. By systematically reviewing existing studies, the chapter identifies conceptual and empirical gaps, particularly within the Hong Kong context, and establishes a solid basis for the hypotheses and methodology in later chapters.
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2.1	Theory of Planned Behaviour
Developed by Icek Ajzen in 1985, the Theory of Planned Behaviour (Figure 2-1) provides a comprehensive framework for understanding human behaviour across diverse contexts, including decisions related to consumer purchases. TPB identifies three key factors that play a crucial role in shaping an individual's intention to perform a particular action: attitudes toward the behaviour, subjective norms, and perceived behavioural control. This section explores the foundational principles of TPB, showing how these components collectively influence consumers' intentions to purchase green beauty products and the subsequent actions they take.
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2.1.1	Attitude
As a fundamental psychological construct, attitude serves as a key driver in consumer decision-making processes (Ajzen & Fishbein, 2005).

2.1.1.1	Definition of Attitude towards Green Beauty Products
Attitude refers to the degree to which an individual holds a favourable or unfavourable evaluation of a specific behaviour (Lupindo, Madinga & Dlamini, 2024; Kim & Chung, 2011). In the green beauty context, it reflects consumers' beliefs about the value and benefits of using such products (Limbu & Ahamed, 2023) and is shaped by psychological tendencies toward product evaluation (Chen & Chai, 2010). These attitudes are influenced by perceived environmental, ethical, and health-related benefits (Ghazali et al., 2017; Han, Yu & Kim, 2019). Positive attitudes are often driven by sustainability awareness and ethical production, creating emotional commitment to green purchasing (Lee, 2008). Additional influences include product aesthetics, perceived efficacy (Lin et al., 2018), corporate responsibility, and emotional responses to eco-friendly offerings (Han, Yu & Kim, 2019; Liobikienė & Bernatonienė, 2017; Yadav & Pathak, 2016), as outlined in Table 2-2.
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2.1.1.2	Construct and Measurement
Attitude towards green beauty products can be measured using multi-dimensional scales that assess consumers' perceptions of product attributes such as environmental friendliness, safety, and quality (Kim & Chung, 2011; Ghazali et al., 2017). These items are typically rated on Likert scales, ranging from strongly disagree to strongly agree, with studies employing either 5-point or 7-point scales (Sweeney, Soutar, & Johnson, 1999; Lin et al., 2018). This methodology assesses the extent of concurrence with statements regarding green beauty products by evaluating beliefs and attitudes specific to the product (Alwitt & Pitts, 1996; Chan & Wong, 2012). Han, Yu & Kim's (2019) measurement approach was selected for this research due to its comprehensive 7-point Likert scale that uniquely captures how corporate environmental responsibility influences consumer attitudes, offering a more holistic perspective that connects institutional sustainability practices with individual purchasing decisions in the beauty sector (Table 2-3).
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2.1.2	Subjective Norms
In the social context of consumer behaviour, subjective norms play a crucial role in shaping individuals' intentions through interpersonal influence (Cialdini & Goldstein, 2004).

2.1.2.1	Definition of Subjective Norms
Subjective norms refer to an individual's perception of social pressure to engage or not engage in a specific behaviour (Ajzen, 1991; Fishbein & Ajzen, 1975). In the context of green beauty consumption, they reflect whether consumers believe that important others, such as family members, friends, or peers, expect them to purchase environmentally friendly beauty products (Kim & Chung, 2011; Tarkiainen & Sundqvist, 2005). These norms are shaped by perceived expectations from referent groups and the individual's motivation to comply with those expectations (Tarkiainen & Sundqvist, 2005). Research shows that individuals are more likely to adopt sustainable behaviours if they believe others support these choices (Lee, 2008; Pudaruth, Juwaheer, & Seewoo, 2015). In green beauty purchasing, peer influence and social approval significantly affect decisions, with reference group opinions playing a notable role (Lupindo, Madinga, & Dlamini, 2024; Pudaruth, Juwaheer, & Seewoo, 2015), as summarised in Table 2-4.
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2.1.2.2	Construct and Measurement
Subjective norms are typically measured by asking respondents to rate how much people important to them believe they should engage in a behaviour (Xu et al., 2022). They are also assessed by gauging perceived social pressure from one’s social circle to purchase green beauty products (Gupta, 2021). Likert scales are commonly used to quantify the influence of social norms (Limbu & Ahamed, 2023), often ranging from strongly disagree to strongly agree on a 5-point or 7-point scale (Lee, 2008). This method captures both normative beliefs and motivation to comply with social expectations (Tarkiainen & Sundqvist, 2005). For this study, a five-item scale adapted from Pudaruth, Juwaheer, and Seewoo (2015) was used. Their 7-point Likert scale specifically targets eco-friendly cosmetics and effectively measures social influence dimensions relevant to green beauty product consumers (Table 2-5).
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2.1.3	Perceived Behavioural Control
As consumers face various obstacles and opportunities in their purchase decisions, their sense of control becomes a critical factor (Bandura, 2010).

2.1.3.1	Definition of Perceived Behavioural Control
Perceived behavioural control refers to an individual’s perception of how easy or difficult it is to perform a specific behaviour (Ajzen, 1991; Taylor & Todd, 1995). In green beauty consumption, PB reflects consumers’ perceived ability to purchase and use eco-friendly products, influenced by availability, affordability, and knowledge (Limbu & Ahamed, 2023; Moser, 2015). The construct includes internal control factors like self-efficacy and informed decision-making, as well as external factors such as product accessibility and financial resources (Kim & Chung, 2011; Anchliya et al., 2023). Moser (2015) highlights that PBC is shaped by how well consumers believe they can overcome barriers like high costs or limited access. Research shows that consumers with greater PB are more likely to act on their intentions, especially when they perceive sufficient resources and opportunities (Ghazali et al., 2017; Joshi & Rahman, 2019), as summarised in Table 2-6.
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2.1.3.2	Construct and Measurement
Perceived behavioural control can be assessed through measures that determine how challenging or straightforward consumers find purchasing green beauty products. This evaluation encompasses internal elements like self-efficacy and confidence, alongside external considerations such as access to resources and situational limitations. (Al Mamun et al., 2018; Sharma & Foropon, 2019). These items are typically rated on Likert scales, ranging from strongly disagree to strongly agree, with studies employing either 5-point or 7-point scales (Kim & Chung, 2011; Ghazali et al., 2017). Moser's (2015) measurement approach offers a well-balanced 5-item scale using 7-point Likert measures that effectively captures both market-based obstacles and personal capacity factors influencing environmentally friendly purchasing decisions. This approach provides a comprehensive assessment of consumers' perceived ability to purchase green beauty products through measuring control beliefs and facilitating factors (Joshi & Rahman, 2019) (Table 2-7).
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2.2	Extended TPB Variables
While the original Theory of Planned Behaviour provides a robust framework, researchers have identified additional variables that enhance its predictive power in the context of green beauty products. This section examines two key extensions: Environmental Concern (EC) and Perceived Value (PV), which have demonstrated significant influence on consumers' green purchase intentions.

2.2.1 	Environmental Concern
As environmental challenges intensify in today's world, the degree of consumers' ecological concern has become a critical driver of green consumption behaviours (Dunlap & Jones, 2002).

2.2.1.1	Definition of Environmental Concern
Environmental concern reflects the degree to which individuals recognize environmental challenges and endorse measures to tackle them (Ajzen, 1991; Taylor & Todd, 1995; Kaiser & Byrka, 2020). This recognition plays a critical role in shaping attitudes and behaviours toward sustainable products, especially regarding green beauty purchases (Nguyen, Lobo, & Greenland, 2021; Kim & Chung, 2011). Environmental concern incorporates three key dimensions: cognitive awareness, emotional dedication, and behavioural intentions, embodying value-driven attitudes that guide environmentally responsible actions (Lee, 2009; Stern, 2000). Studies indicate that people with heightened levels of environmental concern are more inclined to adopt eco-conscious consumption habits and exhibit stronger intentions to buy green beauty products (Joshi & Rahman, 2019; Limbu & Ahamed, 2023) (Table 2-8).
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2.2.1.2	Construct and Measurement
The assessment of environmental concern often involves scales designed to gauge the extent of individuals' awareness of environmental issues and the perceived significance of taking action to mitigate them (Dunlap & Jones, 2002; Kim & Chung, 2011). This evaluation incorporates both general environmental awareness and specific concerns regarding the ecological impact of beauty products. Data is commonly collected using Likert scales, which offer valuable insights into the intensity of an individual's environmental values (Bamberg & Möser, 2007; Ghazali et al., 2017). For this study, a five-item, 7-point Likert scale has been adopted, drawing from Lee's (2009) methodology, which effectively captures ecological awareness and environmental responsibility (Joshi & Rahman, 2019; Limbu & Ahamed, 2023) (Table 2-9).
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2.2.2 	Perceived Value
In the competitive beauty market, consumers' value assessment has become increasingly important, particularly for premium-priced green products (Zeithaml, 1988).

2.2.2.1	Definition of Perceived Value
Perceived value is defined as a consumer's holistic assessment of a product's usefulness, determined by comparing the perceived benefits gained against the costs incurred (Hanss & Böhm, 2012). Within the realm of green beauty, perceived value incorporates aspects such as functional advantages, emotional fulfilment, and the social esteem associated with using environmentally friendly products (Zhuang, Luo, & Riaz, 2021; Kim & Chung, 2011). This multidimensional construct includes both monetary and non-monetary aspects, particularly relevant for green beauty products where consumers weigh environmental benefits against premium pricing (Biswas & Roy, 2015). Research indicates that perceived value significantly influences consumer decision-making processes, especially for sustainable and eco-friendly products (Lin, Lobo & Leckie, 2017). Studies have shown that consumers' evaluation of green beauty products is shaped by their assessment of quality, price, and environmental benefits (Chen & Chang, 2012; Limbu & Ahamed, 2023) (Table 2-10).
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2.2.2.2	Construct and Measurement
Perceived value is commonly measured using scales that assess consumers' evaluation of benefits received versus costs incurred when purchasing green beauty products (Chen & Chang, 2012; Kim & Chung, 2011). This includes measuring both functional value dimensions such as quality and performance, as well as emotional and social value components related to environmental benefits. Responses are typically collected using Likert scales, which capture the strength of consumers' value perceptions across multiple dimensions (Lin, Lobo & Leckie, 2017; Zhuang et al., 2021). For this study, we employ Kim and Chung's (2011) five-item, 7-point Likert scale approach, which effectively captures the multidimensional nature of perceived value in organic personal care products while providing sufficient response granularity (Biswas & Roy, 2015; Limbu & Ahamed, 2023) (Table 2-11).

[image: ]


2.3	Behavioural Outcomes
Consumer behavioural outcomes represent the culmination of psychological processes and external influences in the green beauty product context (Carrington et al., 2014). This section examines two critical behavioural outcomes: purchase intention, which reflects consumers' planned future actions, and actual purchase behaviour, which represents their real marketplace choices. Understanding the relationship between these outcomes is crucial for both theoretical development and practical marketing strategies (Sheth et al., 2011).

2.3.1 	Purchase Intentions
Purchase intentions serve as a critical precursor in consumer decision-making processes for green beauty products, bridging the gap between attitudes and actual buying behaviour (Kumar et al., 2021).

2.3.1.1	Definition of Green Beauty Products Purchase Intention
Purchase intention represents an individual's willingness and readiness to purchase a specific product or service (Ajzen, 1991; Fishbein & Ajzen, 1975, 2010). In the context of green beauty products, purchase intention refers to consumers' expressed likelihood of buying environmentally friendly beauty products over conventional alternatives (Newton et al., 2015; De Canio et al., 2021; Liobikienė & Bernatonienė, 2017). This intention is shaped by various factors including environmental consciousness, product efficacy, and perceived benefits (Kim & Chung, 2011; Ghazali et al., 2017). Purchase intention serves as a proximate determinant of actual purchase behaviour, reflecting consumers' conscious plans and motivations to engage in green beauty product consumption (Wang et al., 2019; Yadav & Pathak, 2017). Research indicates that stronger purchase intentions for green beauty products are associated with higher likelihood of actual green purchase behaviour, though this relationship may be moderated by factors such as availability, price, and situational constraints (De Canio, Martinelli & Endrighi, 2021; Kumar et al., 2021) (Table 2-12).
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2.3.1.2	Construct and Measurement
Purchase intentions are commonly measured using scales that assess consumers' likelihood, willingness, and plans to purchase green beauty products (Ajzen, 1991; Fishbein & Ajzen, 2010; Wang et al., 2019). These measurements employ multi-item scales evaluating aspects like purchase probability and consideration (Wijekoon & Sabri, 2021; Paul et al., 2016). Responses use standardized Likert scales, typically 5-point to 7-point formats (Liobikienė & Bernatonienė, 2017; Kumar & Ghodeswar, 2015). Items often include temporal elements and behavioural indicators such as willingness to seek out green products (Hsu et al., 2017; Ghazali et al., 2017; Yadav & Pathak, 2017). Liobikienė and Bernatonienė's (2017) approach was selected for this study as their five-item scale with 7-point formats effectively captures multiple dimensions of green purchase intention, offering reliability and cross-cultural applicability relevant to the green beauty market (Table 2-13).
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2.3.2 	Purchase Behaviour
This represents the final stage in the consumer decision-making process, manifesting as the observable actions in the marketplace for green beauty products (Ghazali et al., 2017).

2.3.2.1	Definition of Green Beauty Products Purchase Behaviour
Purchase behaviour refers to consumers’ actual actions and decisions when acquiring products or services (Ajzen & Fishbein, 1980), specifically in this context, choosing environmentally friendly beauty products over conventional ones (Ghazali et al., 2017). This behaviour is influenced by psychological and social factors, including sustainability attitudes, health consciousness, and environmental awareness (Kim & Chung, 2011; Liobikienė & Bernatonienė, 2017). Product-specific attributes such as natural ingredients, ethical certifications, and sustainable packaging, along with contextual factors like availability, price sensitivity, and situational conditions, also play key roles (Kumar et al., 2021). Purchase behaviour represents the outcome of decision-making, shaped by the interplay between personal values and market realities (Joshi & Rahman, 2019). Although social influence, self-efficacy, and environmental concern support green purchasing, actual behaviour may be limited by affordability and access (Taufique & Vaithianathan, 2018). Understanding these behavioural drivers and barriers is essential for designing effective strategies to promote sustainable beauty product consumption (Table 2-14).
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2.3.2.2	Construct and Measurement
Purchase behaviour is commonly measured using multiple approaches that assess consumers' actual buying patterns of green beauty products (Joshi & Rahman, 2019; Kumar et al., 2021). This includes measuring both self-reported purchase frequency and actual purchase records, employing various measurement tools such as surveys, retail data, and market research databases (Lin et al., 2018). The measurement typically utilizes either 5-point or 7-point Likert scales to evaluate purchase frequency, product categories chosen, and monetary expenditure on green beauty products (Liobikienė & Bernatonienė, 2017). Liobikienė and Bernatonienė's (2017) five-item, 7-point Likert scale was selected for this study due to its comprehensive coverage of green cosmetics consumption patterns and strong reliability in cross-cultural contexts. Researchers often combine survey data with objective purchase records from retail databases for enhanced validity (Lin et al., 2018). While descriptive statistics provide baseline understanding, advanced analytical techniques help uncover complex relationships between predictors and actual purchase behaviour (Joshi & Rahman, 2015; Ghazali et al., 2017).
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2.4	Mediating Effect of Purchase Intention to Purchase Green Beauty Products
The investigation of mediating effects in consumer behaviour models enables researchers to uncover the complex mechanisms and pathways that link consumers' psychological antecedents to their eventual marketplace actions (MacKinnon et al., 2007).

2.4.1	Theoretical Framework of Purchase Intention as a Mediator
Mediating effect refers to the process or mechanism through which one variable (the independent variable) influences another variable (the dependent variable) via an intermediary or mediator variable (Baron & Kenny, 1986; Hayes, 2018). In the context of green beauty products, purchase intention serves as a mediating variable that explains how various antecedent factors such as attitudes, subjective norms, perceived behavioural control, environmental concern and perceived value influence actual purchase behaviour (Wang et al., 2019; Kumar et al., 2021). This mediating role suggests that psychological and social factors influence green beauty product purchases by shaping purchase intentions (Kim & Chung, 2011; Ghazali et al., 2017). Understanding this mechanism is crucial, as it helps explain the indirect pathways through which consumer motivations and perceptions shape final purchase decisions. However, the strength and significance of this mediation may vary depending on contextual and demographic factors (De Canio, Martinelli & Endrighi, 2021; Yadav & Pathak, 2017) (Table 2-16).

[image: ]


2.4.2	Operationalization of the Mediating Role
Building on the theoretical foundation, this section examines how the mediating role of purchase intentions has been empirically measured in prior studies. The mediating effect of purchase intentions is frequently investigated to clarify its role between antecedent variables and actual purchase behaviour in the green beauty context (Wang et al., 2019; Kim & Chung, 2011). Previous studies have employed diverse methodologies, from traditional surveys to sophisticated analytical models, to evaluate how purchase intentions bridge the relationship between antecedents and behaviour (De Canio, Martinelli & Endrighi, 2021; Ghazali et al., 2017). Measurement items typically assess the strength of relationships between constructs and the statistical significance of indirect effects through purchase intentions (Yadav & Pathak, 2017). To improve validity and reliability, researchers often use a combination of measurement tools and analytical techniques when evaluating this mediating mechanism in green beauty product consumption (Kumar et al., 2021).



2.5	Demographic Factors
Demographic factors are fundamental characteristics that segment consumers into distinct groups and influence consumer purchasing decisions in the marketplace (Kotler & Armstrong, 2018). This section examines the demographic variables relevant to green beauty product consumption, the corresponding measurement approaches, and the hypothesized relationships with purchase behaviour.

2.5.1	Definition of Demographic Factors
Demographic factors refer to measurable socioeconomic characteristics that influence consumer behaviour, particularly in green beauty product consumption (Peter & Donnelly, 2003; Sharma & Foropon, 2019). These attributes provide statistical insights into how consumers make purchasing decisions (Solomon, 2019). This study examines five key variables:
a. Age – generational differences,
b. Gender – male and female consumers,
c. Education – formal academic achievement,
d. Income – purchasing power and economic status,
e. Profession – occupational categories.

These factors shape not only initial purchase intentions but also long-term patterns in sustainable beauty consumption (Yadav & Pathak, 2016). They help identify distinct consumer segments with varying levels of green product engagement. By analysing these variables as moderators, researchers can better understand segment-specific behaviours, enabling more targeted marketing and product strategies (Nguyen et al., 2019; San et al., 2021), as summarised in Table 2-17.
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2.5.2	Construct and Measurement
Demographic factors are measured using structured questionnaires designed to capture key socioeconomic characteristics of green beauty consumers (Peter & Donnelly, 2003; Solomon, 2019). Gender and profession are recorded as categorical variables, while education is measured on ordinal scales, and age and income on interval scales (Sharma & Foropon, 2019; Malhotra, Nunan, & Birks, 2020). Standardized demographic classifications are applied for consistency, with age grouped into cohorts, income into brackets, and education by academic levels (Nguyen et al., 2019; Diamantopoulos et al., 2003). Professions are categorized by sector. This study incorporates validated measurement scales from previous research to ensure reliability (San et al., 2021). Descriptive statistics are used to summarise distributions, while inferential methods such as independent t-tests (e.g., gender) and ANOVA (e.g., age, income, education) are applied to assess the influence of demographics on green beauty purchase patterns (Yadav & Pathak, 2016; Malhotra, Nunan, & Birks, 2020) (Table 2-18).
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2.6	Associations Among Key Constructs in Green Beauty Purchase Behaviour
This section examines the established relationships between the primary constructs in the theoretical framework for green beauty consumption. The following subsections systematically analyse the empirical evidence documenting the associations between these key variables, providing a comprehensive understanding of how they interact within the consumer decision-making process.
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2.6.1	Association of AT and INT
Empirical studies consistently show a strong positive relationship between attitudes toward green beauty products and purchase intentions. Yadav and Pathak (2016) found that attitudes significantly influenced green purchase intentions among Indian youth (β = 0.448, p < 0.001). Similarly, Kim and Chung (2011) confirmed this relationship among U.S. consumers of organic personal care products. Ghazali et al. (2017) highlighted that environmental consciousness and beauty involvement positively shaped attitudes, which in turn influenced purchase intentions. Liobikienė and Bernatonienė (2017) also found that positive attitudes toward green cosmetics strongly predicted purchase intentions across European markets. Supporting this, Hsu et al. (2017) reported a significant association between attitudes and purchase intentions (β = 0.31, p < 0.001), particularly among environmentally conscious consumers. These findings reinforce the robustness of the attitude–intention link in the green beauty context (Table 2-19).
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H1:
Consumers with positive attitudes toward green beauty products are significantly more likely to form strong purchase intentions.



2.6.2	Association of SN and INT
Extensive research confirms a significant relationship between subjective norms and purchase intentions for green beauty products. Xu et al. (2022) found that subjective norms positively influenced purchase intentions among Chinese consumers (β = 0.386, p < 0.001). Similarly, Gupta (2021) reported that subjective norms were key predictors of green beauty intentions among millennials. This association appears consistent across cultures. Limbu and Ahamed (2023) showed that peer and family pressure significantly shaped intentions to buy green cosmetics. Kim and Chung (2011) also found that subjective norms meaningfully contributed to consumers' intentions to purchase organic personal care products. Tarkiainen and Sundqvist (2005) further revealed that this influence strengthens when consumers perceive strong social expectations from their reference groups regarding environmentally conscious consumption. These findings collectively highlight the importance of social influence in shaping green beauty purchase intentions (Table 2-20).
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H2:
Social expectations and norms positively shape consumers’ intention to purchase green beauty products.



2.6.3	Association of PB and INT
A substantial body of literature supports a significant relationship between perceived behavioural control and green beauty purchase intentions. Al Mamun et al. (2018) found that PBC significantly influenced green purchase intentions among low-income households (β = 0.382, p < 0.001). Similarly, Sharma and Foropon (2019) reported that consumers’ perceived ability to purchase green products strongly predicted intention. Ghazali et al. (2017) highlighted those factors such as price and product availability shape perceived control, which in turn influences intention. Kim and Chung (2011) also confirmed that PBC was a strong predictor of organic personal care product purchase intentions in the U.S. (β = 0.287, p < 0.001). Joshi and Rahman (2019) further supported this, finding a significant association between PBC and green product intentions (β = 0.342, p < 0.001), particularly when consumers had sufficient resources and access (Table 2-21).
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H3:
Perceived Behaviour Control exerts a positive influence in shaping purchase intentions


2.6.4	Association of EC and INT
Research consistently shows a significant positive relationship between environmental concern and purchase intentions for green beauty products. Kim and Chung (2011) found that environmental concern significantly influenced purchase intentions for organic personal care products in the U.S. (β = 0.325, p < 0.001). Ghazali et al. (2017) reported similar findings (β = 0.298, p < 0.001), linking environmental awareness to green purchase intention. Joshi and Rahman (2019) observed a strong effect of sustainability-related concern on purchase intentions (β = 0.356, p < 0.001). Kaiser and Wilson (2019) confirmed this relationship between environmental concern and sustainable behaviours (β = 0.301, p < 0.001). Nguyen, Lobo, and Greenland (2021) found that high environmental consciousness strengthened the association (β = 0.312, p < 0.001). Supporting this, Limbu and Ahamed (2023) concluded that environmental concern strongly predicted green cosmetic purchase intention (β = 0.334, p < 0.001) (Table 2-22).
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H4:
The consistent significance of environmental concern across studies highlights its positive importance as a motivational factor in sustainable beauty consumption.


2.6.5	Association of PV and INT
Numerous studies confirm a significant positive relationship between perceived value and green beauty product purchase intentions. Chen and Chang (2012) found that green perceived value significantly influenced environmentally friendly product intentions among Taiwanese consumers (β = 0.347, p < 0.001). Biswas and Roy (2015) reported similar findings (β = 0.315, p < 0.001). Lin, Lobo, and Leckie (2017) noted that functional and emotional value dimensions significantly shaped green brand intentions (β = 0.382, p < 0.001). Zhuang et al. (2021) and Wang and Hazen (2016) confirmed that perceived value strongly predicted green product intentions (β = 0.329 and β = 0.343, respectively, p < 0.001), particularly when consumers perceived strong quality–price alignment. Konuk et al. (2015) further supported this with findings showing a strong predictive effect (β = 0.367, p < 0.001). Collectively, these studies highlight perceived value as a key driver of green purchase intention (Table 2-23).
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H5:
Perceived value demonstrates a positive correlation in predicting purchase intentions for green products.



2.6.6	Association of INT and PUR
Empirical research consistently shows a significant positive relationship between purchase intention and actual purchase behaviour for green beauty products. Joshi and Rahman (2019) reported that intention significantly predicted green product purchases (β = 0.389, p < 0.001). Liobikienė and Bernatonienė (2017) found that stronger intentions led to more frequent eco-friendly cosmetic purchases (β = 0.375, p < 0.001). Kumar et al. (2021) confirmed this link in organic skincare purchases (β = 0.298, p < 0.001), particularly among environmentally conscious consumers. Taufique and Vaithianathan (2018) also observed a strong intention–behaviour relationship (β = 0.356, p < 0.001). Ghazali et al. (2017) further supported this, showing that intention remained a significant predictor (β = 0.334, p < 0.001) even under situational constraints. These findings highlight purchase intention as a reliable predictor of green beauty behaviour (Table 2-24).
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H6:
Purchase intentions consistently demonstrate a positive relationship with actual green product purchases.



2.6.7	The Mediating Role of Purchase Intention in Green Beauty Product Purchase Behaviour
A growing body of literature has identified purchase intention as a critical mediator in the relationship between various psychological, social, and environmental factors and actual green beauty product purchase behaviour. For instance, environmental consciousness has been found to positively influence purchase intention, which in turn enhances the likelihood of purchasing green beauty products (Wang et al., 2019; Kim & Chung, 2011; De Canio, Martinelli & Endrighi, 2021). This suggests that individuals with stronger environmental values are more inclined to translate their intentions into action. Similarly, consumer knowledge plays a pivotal role; well-informed consumers are more likely to exhibit strong purchase intentions, leading to increased engagement with green beauty products (Ghazali et al., 2017). Furthermore, social influence and perceived value are also influential, as they indirectly affect purchase behaviour through the mediating role of purchase intention (Yadav & Pathak, 2017; Kumar et al., 2021). These findings highlight the importance of targeting intention-forming factors in marketing and educational strategies aimed at promoting sustainable consumption (Table 2-25).
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H7:
Purchase intention serves as a positive mediating mechanism linking antecedent factors to actual purchase behaviour.




2.6.8	Demographic Variables and Hypothesized Relationships
Numerous empirical studies have demonstrated that demographic variables have significant direct effects on purchase behaviour for green beauty products. Peter & Donnelly (2003), in their study of consumer segments, found that age significantly influenced green purchase behaviour, with younger consumers exhibiting higher purchase frequency (β = 0.286, p < 0.001). A comprehensive study by Nguyen et al. (2019) established that gender had a significant impact on green purchase behaviour, with females demonstrating higher purchase volumes (β = 0.298, p < 0.001). The influence appears particularly pronounced across different education levels, as Sharma & Foropon (2019) found that higher education levels were associated with increased green product purchases (β = 0.342, p < 0.001). Similarly, Solomon (2019) revealed that income levels directly affected purchase behaviour, with higher-income consumers showing greater actual spending on green products (β = 0.312, p < 0.001). San et al. (2021) revealed that professional background influenced green product purchase behaviour (β = 0.276, p < 0.001), particularly among those in environment-related sectors. This was further supported by Yadav & Pathak (2016), who established that demographic factors collectively impacted sustainable consumption patterns (β = 0.334, p < 0.001) (Table 2-26).
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2.7	Summary
This chapter provided a comprehensive review of the literature on green beauty product purchase intentions and behaviour, grounded in the TPB. Core TPB constructs, AT, SN and PB, were found to have strong positive relationships with purchase intentions. The review also explored extended TPB variables, such as EC and PV, which consistently influence purchase intentions across different cultural and market contexts. Further, the literature affirmed the link between INT and actual PUR, emphasizing the mediating role of intention in translating psychological and contextual factors into behaviour. Additionally, demographic variables such as age, gender, education, income, and profession were shown to impact green beauty purchase behaviour, with younger, female, well-educated, and environmentally engaged consumers being more likely to purchase.

Based on these insights, eight hypotheses (H1–H8) have been formulated to test the relationships among these variables in the context of green beauty consumption. These hypotheses form the basis for the empirical methodology presented in the next chapter. This review contributes to the existing knowledge by synthesizing current findings and identifying areas for further research. It establishes a robust theoretical framework to better understand the complex drivers of green beauty product purchases and offers practical insights for marketers and industry stakeholders.

Research Methodology
This chapter outlines the research methods used to examine green beauty purchase intentions and behaviours in Hong Kong. A mixed-methods approach was adopted to address the research objectives through a combination of qualitative and quantitative techniques. The chapter presents the research model, hypothesis testing, data collection, and analysis methods, ensuring rigour and ethical compliance.

The design integrates focus group discussions and a structured survey to provide both exploratory and confirmatory insights (Creswell & Plano Clark, 2023). This framework supports a comprehensive understanding of green beauty purchase intentions and behaviour while reflecting the cultural and social context of Hong Kong.

3.1	Research Model with Hypotheses
The theoretical foundation of this study is built upon the Theory of Planned Behaviour (TPB) (Ajzen, 1991), supplemented by additional constructs relevant to environmental consumerism. The research model analyses the connections among essential variables such as attitude, subjective norms, perceived behavioural control, environmental concern, and perceived value, which act as predictors of purchase intentions and behaviours for green beauty products (Chen & Tung, 2014; Hassan, Nadzim & Shiratuddin, 2020). The conceptual framework is depicted in Figure 3-1, and detailed explanations of each component are provided in Table 3-1. The model extends traditional TPB by incorporating environmental concern and perceived value as additional predictors, reflecting recent developments in sustainable consumption research (Kumar et al., 2021). This extension aligns with contemporary frameworks for analysing sustainable consumer behaviour (Joshi & Rahman, 2019) and addresses calls for more comprehensive models in green marketing research (White et al., 2019).
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3.2	Triangulation
Triangulation refers to the use of diverse methods or data sources within a study to develop a well-rounded understanding of a phenomenon (Denzin, 2009). This study adopts methodological triangulation by combining quantitative and qualitative approaches, strengthening the reliability and credibility of its findings (Jick, 1979; Noble & Heale, 2019). By integrating perspectives from focus group and survey, the triangulation strategy mitigates biases associated with single-method designs and enables cross-verification of data (Harrison, Reilly & Creswell, 2020; Morse & Niehaus, 2019). Following established guidelines for mixed-methods research (Figure 3-2), this approach ensures a robust examination of consumer behaviour in the green beauty market while accounting for its unique cultural context (Molina-Azorin & Fetters, 2020). Ultimately, this comprehensive framework provides a nuanced and valid understanding of the factors influencing green beauty product purchase intentions and behaviours.
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3.3	Quantitative and Qualitative Research
This research utilizes a mixed-methods approach, integrating both qualitative and quantitative techniques to investigate the factors and demographic characteristics that affect purchase intentions and behaviours related to green beauty products (Ghazali et al., 2017; Harrison, Reilly & Creswell, 2020). Following a sequential exploratory design (Morse, 2019), the qualitative phase informs the development of the quantitative survey, ensuring more robust and contextually grounded findings (Kim & Seock, 2019). This design aligns with recent methodological practices in consumer behaviour research and supports a comprehensive understanding of sustainable consumption patterns (White et al., 2019).
3.3.1	Qualitative Research
The qualitative phase, guided by Denzin (2009) and Braun and Clarke (2021), employs focus group discussions to explore consumer motivations, perceptions, and obstacles concerning green beauty products. These insights are instrumental in shaping the quantitative survey, enhancing its clarity, relevance, and alignment with behavioural constructs (Malhotra, 2019). Themes from prior research such as attitudes, environmental concern, and social influence (e.g., Yadav & Pathak, 2016; Joshi & Rahman, 2015) were incorporated into the focus group guide to ensure theoretical consistency.

3.3.2	Quantitative Research
The quantitative phase applies a structured survey to test hypothesized relationships and demographic effects (Creswell & Plano Clark, 2017). Sampling procedures follow business research standards, and the questionnaire includes validated scales adapted from Kim and Chung (2011), Ghazali et al. (2017), Wang et al. (2019), and Yadav and Pathak (2016), ensuring content validity (Sekaran & Bougie, 2020). A pilot test assessed the instrument’s reliability and clarity. Secondary data from the Census and Statistics Department, HKSAR informed the sampling framework. This strengthened the generalisability of findings. The integration of both methods provides depth and breadth in understanding consumer behaviour (Saunders et al., 2019).



3.3.3	Overall Process
This mixed-methods follows a sequential process integrating both primary data collection and secondary data analysis (Figure 3-3). Focus group findings inform questionnaire design, which undergoes pilot testing before final survey administration (Harrison et al., 2020). This systematic progression from qualitative exploration to quantitative validation ensures methodological rigor while capturing both the depth and breadth of consumer perspectives on green beauty products.
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3.4	Focus Group
Focus group discussions were conducted as a key qualitative component to explore consumer purchase intentions and behaviours related to green beauty products, following established guidelines (Stewart & Shamdasani, 2014). Participants were recruited for demographic diversity to ensure broad insights, and the session involved eight participants, consistent with recommended group sizes (Krueger & Casey, 2021; Liamputtong, 2019). The protocol incorporated projective techniques and scenario-based prompts to uncover subconscious motivations and purchase barriers (Belk, 2019). Data collection involved audio recording, transcription, and detailed field notes, with analysis using frequency counts and thematic coding (Silverman, 2020; Hennink, 2013; Creswell & Creswell, 2017). A 30-minute session was conducted on 17 November 2024 in Cantonese to promote natural expression (Cortazzi et al., 2011). This culturally sensitive approach enabled clearer articulation of views on green beauty concepts and product experiences (Van Nes et al., 2010), supporting the design of relevant survey items and refinement of the research framework (Liamputtong, 2010) (Appendix B; Figure 3-4).
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3.5	Questionnaire Survey Method
The questionnaire survey represents a crucial quantitative component of this research, designed to systematically measure key variables and test hypothesized relationships regarding green beauty product purchase intentions and behaviour.

3.5.1	Development and Theoretical Foundation
The structured questionnaire was designed based on insights gathered from the literature review and focus group discussions (Hair, Page & Brunsveld, 2019). This approach ensures methodological rigor and contextual relevance in assessing the research constructs. The questionnaire encompasses key variables, including attitude, subjective norms, perceived behavioural control, environmental concern, perceived value, purchase intention, and purchase behaviour. To align with the context of green beauty products, items were adapted from established and validated scales in existing studies. Additionally, demographic details were incorporated to provide a comprehensive profile of the respondents (Malhotra, Nunan & Birks, 2020).

3.5.2	Questionnaire Development Process
The questionnaire development follows a systematic approach recommended by DeVellis (2020), incorporating multiple rounds of expert review and pilot testing. Particular attention is paid to construct validity and reliability, with measurement items adapted from previously validated scales in sustainable consumption research (Joshi & Rahman, 2019). The questionnaire undergoes rigorous translation and back-translation processes following Brislin's (1980) guidelines for cross-cultural research to ensure linguistic and cultural equivalence, particularly critical for implementation in the Hong Kong context.

3.5.3	Questionnaire Structure and Content
The questionnaire is structured into sections, each addressing specific constructs relevant to the research model (Creswell & Creswell, 2017). The initial sections measure key variables related to green beauty product consumption: attitudes, capturing consumers' beliefs and evaluations through items adapted from established environmental behaviour scales (Han, Yu and Kim, 2019); subjective norms, assessing the influence of social pressure using validated measures (Pudaruth, Juwaheer and Seewoo, 2015); and perceived behavioural control, evaluating the perceived ease or difficulty of purchasing green beauty products (Moser, 2015). Additional sections examine environmental concern, capturing respondents' awareness of environmental issues (Lee, 2009); perceived value, assessing the value attributed to green beauty products (Kim and Chung, 2011); and purchase intention and actual purchase behaviour using validated scales (Liobikienė and Bernatonienė, 2017). The final section collects demographic information including age, gender, education, income, and profession to provide an in-depth understanding of the respondents (Malhotra, Nunan and Birks, 2020). A summary is provided in Table 3-2.

[image: A screenshot of a document

AI-generated content may be incorrect.]





[image: A screenshot of a survey

AI-generated content may be incorrect.]

3.5.4	Measurement Scale Design
The measurement employs Likert-scale items, ranging from 1 (Strongly Disagree) to 7 (Strongly Agree) (Figure 3-5), following recommendations from scale development literature (DeVellis & Carolyn, 2021; Krosnick & Presser, 2009). This seven-point scale format is chosen over five-point alternatives to provide greater response variance and better reliability, as supported by psychometric research (Finstad, 2009). Each construct is measured using multiple items to enhance reliability and validity, with typically 6 items per construct as recommended by measurement theory (MacKenzie, Podsakoff & Podsakoff, 2011). For demographic variables, the measurement approaches are summarized in Table 3-2.
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3.5.5	Pilot Test Process 
The implementation process begins with a pilot test, following sample size recommendations for preliminary scale validation (Hill, 1998). The pilot test assesses question clarity, comprehension, and preliminary reliability through item analysis and internal consistency measures. Response patterns are analysed for potential ceiling or floor effects, and item-total correlations are examined to identify potentially problematic items (DeVellis, 2020). The pilot test also includes cognitive interviews with a subset of respondents to gather detailed feedback on question interpretation and response processes (Willis, 2011). 

The pilot test (Appendix C) was conducted over a period of nine days, from January 2 to January 11, 2025 and a detailed discussion of Pilot Test is presented in section 3.6.



3.5.6	Question Refinement
Based on the pilot test results, refinements to the questionnaire are made through a systematic review process. This includes adjustments to item wording to enhance clarity, modifications to scale formats where necessary, and potential elimination or revision of items showing poor psychometric properties (Churchill & Iacobucci, 2022). The refined questionnaire undergoes expert review by academics in consumer behaviour and sustainability research, as well as practitioners in the beauty industry, to ensure content validity and practical relevance.

3.5.7	Final Survey Implementation
The final survey proceeded with the full sample, incorporating quality control measures to ensure response validity (Podsakoff, MacKenzie & Podsakoff, 2012). All items were set as mandatory within Google Forms, ensuring complete responses and minimising missing data. Platform settings encouraged thoughtful participation. Data collection followed standardised procedures to minimise administration bias, with basic response validation involving screening for completeness and manually reviewing exported data for anomalies such as straight-lining (Krosnick, 2017). This sequential approach ensured the collection of dependable data to evaluate the research hypotheses and meet the study objectives concerning green beauty purchase intentions and behaviours.

The final survey (Appendix D) was conducted between January 13 and February 21, 2025, across 40 days. Further survey details are provided in Section 3.7.

3.6	Pilot Test
A pilot test (Appendix C) was conducted over nine days, from January 2 to January 11, 2025, to validate the research instrument and procedures before full-scale implementation. Following van Teijlingen and Hundley (2002), the questionnaire was administered to a small sample to assess feasibility, reliability, and initial validity. Cognitive interviewing techniques (Willis, 2011) supported the refinement process, providing qualitative feedback to guide adjustments.

3.6.1	Initial Questionnaire Development
The initial questionnaire included 42 items across seven constructs: AT, SN, PB, EC, PV, INT, and PUR (Table 3-3; Appendix C). Items were adapted from validated scales, with each construct initially measured using six items on a seven-point Likert scale. Based on pilot testing, five items per construct were retained to optimise reliability (DeVellis & Carolyn, 2021) and reduce redundancy. Items captured key dimensions of green beauty consumption, and their clarity, relevance, and psychometric quality were evaluated before the final survey (DeVellis, 2016; Hair et al., 2019).
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3.6.2	Target Population, Sampling Method and Sample Size
The target population and sampling method for the pilot test align with those employed in the main study, which are detailed in sections 3.7.1 and 3.7.2 respectively. Following the guidelines proposed by Cocks and Torgerson (2012), the pilot test sample size was set at 10% of the main study's calculated sample size (detailed in Section 3.7.3), i.e. 40 (round up). This proportion ensures adequate preliminary data for testing the instrument's reliability and validity while remaining resource efficient.

3.6.3	Data from the Pilot Test
A preliminary data collection phase was conducted from January 2, 2025 to January 11, 2025, employing a bilingual questionnaire (Traditional Chinese and English) distributed through digital channels. The pilot test yielded 56 valid responses, exceeding the minimum target of 40 responses required for preliminary instrument validation. This initial phase served to validate the questionnaire's effectiveness, linguistic equivalence, and technical functionality of the distribution method before proceeding with the full-scale study. The response rate and participant engagement demonstrated the feasibility of the chosen methodology for the subsequent main survey implementation.



3.6.4	Questionnaire Refinement and Scale Optimization
Following the pilot test feedback, the questionnaire length was identified as a potential barrier to response quality and completion rates (Rolstad, Adler & Rydén, 2011). To address this concern while maintaining measurement integrity, the questionnaire was streamlined by removing one item from each of the seven factors, reducing the total from 42 to 35 items (Table 3-4). The item reduction process followed a systematic approach combining both statistical and conceptual criteria (Hair et al., 2018). Specifically, items were selected for removal based on their impact on scale reliability as measured by Cronbach's Alpha coefficients, and consideration of item redundancy within each construct (DeVellis & Carolyn, 2021). The results demonstrated that the shortened scales maintained excellent reliability, with Cronbach's Alpha values ranging from 0.746 to 0.950 for individual constructs, and an overall reliability coefficient of 0.950 for the entire instrument. This optimization process resulted in a more efficient measurement instrument while preserving the strong psychometric properties of the original scales (Worthington & Whittaker, 2006).
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3.7	Final Survey
Following the successful completion and analysis of the pilot test, the final survey (Appendix D) was conducted between January 13 and February 21, 2025 (40 days in total) to gather comprehensive data for hypothesis testing and model validation. The refinements made based on pilot test feedback were incorporated into the final instrument, ensuring optimal measurement quality. This section details the methodological approach employed for the main data collection phase, including the target population definition, sampling procedures, and sample size determination. The systematic implementation of these research design elements aimed to ensure robust data collection for subsequent statistical analyses.

3.7.1	Target Population
The target population for this research comprises individuals in Hong Kong who purchase beauty products in general, without prior selection based on green beauty experience or interest. Recent demographic data published by the Census and Statistics Department, HKSAR (2024) estimates Hong Kong's population to be approximately 7.19 million. Of these, about 56% are aged between 18 and 60, representing the primary beauty consumer segment. This accounts for roughly 4.02 million potential consumers with varied levels of environmental consciousness and purchasing capacity. Eligibility required respondents to have basic familiarity with beauty products, enabling them to provide insights into their attitudes, perceptions, and behaviours regarding green beauty products.

3.7.2	Sampling Method
This research utilized a snowball sampling approach (Parker, Scott & Geddes, 2019) for participant identification and recruitment in the conclusive survey. Snowball sampling proves particularly valuable when accessing a broad, yet specific consumer group is challenging, as in the case of beauty product consumers with varied awareness or adoption of green beauty practices. This non-probability technique began with an initial group of respondents, who then referred additional participants from their networks, creating a cumulative recruitment effect (Baltar & Brunet, 2012). Leveraging social networks and trust relationships enhanced recruitment efficiency, helping to capture diverse perspectives across different levels of engagement with green beauty products. While acknowledging the limitations of non-random sampling, the method’s effectiveness in reaching a wide range of relevant beauty consumers justifies its selection for this study.
3.7.3	Sampling Size
To determine the appropriate sample size for this study, the standard formula in Table 3-5 for sample size determination was applied (Cochran, 1977; Mo & Chu, 2025).

Final Minimum Sample Size
A target sample size of 345 participants is therefore considered sufficient to ensure representativeness, precision, and reliability of the study results. This sample size is consistent with standard quantitative research practices and ensures the generalizability of findings to the wider population of green beauty consumers in Hong Kong. A detailed breakdown of the calculation is provided in Appendix E.
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3.7.4	Final Questionnaire
The measurement items used in the Pilot Test were retained for the Final Survey, with several questions eliminated based on the pilot test results (Table 3-4). This necessitated a systematic renumbering of the remaining items. The final questionnaire maintained all seven constructs but in a more streamlined format: AT, SN, PB, EC, PV, INT and PUR, each containing 5 items numbered from 1 to 5, as shown in Table 3-6 (Appendix D). This refinement enhanced the instrument's efficiency while preserving the integrity of the essential constructs for measurement.
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3.8	Data Analysis Techniques
This study employed multiple statistical techniques to analyse the data collected from the Final This study employed SPSS version 29 (Statistical Package for the Social Sciences) to analyse the quantitative data collected from the Final Survey and to test the research hypotheses. SPSS was used to conduct descriptive statistics, reliability analysis, and inferential statistical tests, selected for their appropriateness to the research objectives and data characteristics. The following sections present each analytical technique’s theoretical foundation, implementation process, and interpretative framework, ensuring analytical rigour and consistency.

3.8.1	Classification of Analysis Methods
This section provides a systematic overview of the three main categories of analysis methods employed in this study. This classification framework (Table 3-7) ensures a comprehensive approach to data analysis, combining both exploratory and confirmatory analytical methods to address the research objectives effectively (Sekaran & Bougie, 2020; Saunders, Lewis & Thornhill, 2023).
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3.8.2	Detailed Analysis Techniques and Implementation
This section provides an overview of the analytical techniques applied, organised sequentially across the research process (Hair et al., 2018; Field, 2024). Techniques are categorised into qualitative, descriptive, and inferential methods, covering their theoretical foundations, implementation procedures, and relevance to green beauty purchase intention research (Malhotra, Nunan & Birks, 2020; Tabachnick & Fidell, 2019). Mathematical formulations and diagnostic criteria are introduced where appropriate to ensure transparency. Table 3.8 summarises how each method contributes to understanding consumer behaviour, from demographic patterns to mediating relationships (Hayes, 2018; Kline, 2023). Attention is given to assumptions, interpretation guidelines, and technical requirements to ensure methodological rigour and research validity (Hair et al., 2018; Pallant, 2020; Anderson, Babin & Black, 2018).
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3.8.3	Analysis Techniques Application in Chapter 4
The analytical techniques employed in Chapter 4 are summarized in Appendix F, which presents their corresponding sections, types, and purpose.

3.9	Research Method Limitations
Although this study utilizes a strong methodology, certain limitations must be acknowledged. Firstly, relying on self-reported data collected through questionnaires may lead to social desirability bias, with participants potentially overstating their environmental concerns and green purchasing behaviours (Milfont, 2009). Secondly, the adoption of non-probability sampling technique, snowball method, may reduce the ability to generalize findings to the wider Hong Kong population (Ahmed, 2024). Thirdly, the study's cross-sectional design captures attitudes and behaviours at a specific point in time, which may overlook changes in consumer behaviour over time (Maguire & Geiger, 2015). To address these challenges, validated scales were used in designing the questionnaire, and methodological triangulation was applied through pilot testing and comparisons with findings from existing literature.

3.10	Research Ethics
This study follows established ethical principles by ensuring that participants provide informed consent and that their privacy and confidentiality are upheld. Ethical clearance has been granted by the relevant institutional review board, and participants are made aware of their right to withdraw from the study at any time without any repercussions.


3.11	Summary
This chapter has outlined the research methodology employed to investigate green beauty product purchase intentions and behaviours in Hong Kong. A mixed-methods approach was adopted, combining qualitative focus group discussions with quantitative survey analysis. The theoretical framework extends the Theory of Planned Behaviour by incorporating environmental concern and perceived value as additional predictors. The research process included focus groups, pilot testing, and a final survey. The analytical framework spans qualitative analysis, descriptive statistics, and inferential techniques, covering demographic patterns through to multiple regression. While acknowledging certain methodological limitations, the study implemented measures to enhance validity and reliability while maintaining strict ethical standards. This methodological foundation prepares the groundwork for Chapter 4, where the collected data will be analysed to examine factors influencing green beauty product purchase intentions and behaviours.

Data Description and Analysis
This chapter presents findings from the focus group and survey, offering combined insights into consumer behaviour and purchase intentions in Hong Kong’s green beauty market. These results form the basis for the discussion and conclusions that follow.

4.1	Data from the Focus Group
A focus group was held on 17 November 2024 to explore factors influencing green beauty product adoption in Hong Kong. The 30-minute session involved 8 participants and provided valuable input on consumer awareness, motivations, and barriers, helping to refine the survey design (Appendix B).

4.1.1	Participant Demographics
The focus group included 8 participants aged 18 to 60, representing different life stages. Gender was evenly split (4 males, 4 females). All held professional or managerial roles across sectors such as banking, marketing, IT, retail, and property, ranging from entry-level to senior management. This diverse background provided a wide range of perspectives and socioeconomic insights, enriching the discussion on green beauty product perceptions in the Hong Kong market.


4.1.2	Key Findings
The focus group revealed that while participants expressed interest in sustainable beauty products, their purchasing decisions were primarily driven by product functionality, perceived effectiveness, and trust in established brands. Sustainability features, such as eco-friendly packaging, were appreciated but remained secondary. Notably, price sensitivity emerged as a key barrier. Gender-based differences were observed, with female participants showing greater awareness and engagement compared to males. Participants also demonstrated limited proactive research into green credentials, instead relying on peer influence, brand familiarity, and promotional messaging. These findings highlight opportunities for gender-targeted marketing, value-focused positioning, and leveraging word-of-mouth to drive green beauty adoption. All are summarised in Figure 4-1.
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4.1.3	Implications for this Research
The focus group findings provided valuable direction for the subsequent quantitative analysis. They highlighted the need to examine the complex relationship between environmental consciousness and actual purchase behaviour, the significance of brand trust in purchase decisions, and the potential influence of gender on product perceptions. These insights guided the development of the quantitative research instrument and helped contextualize the statistical findings presented in the following sections.
4.2	Data from the Final Survey
The final survey was conducted over 40 days (January 13 to February 21, 2025) using a snowball sampling method. Bilingual questionnaires (English and Traditional Chinese) ensured accessibility and accuracy. Invitations were shared via instant messaging and social media, targeting Hong Kong residents aged 18 and above. Participants were encouraged to circulate the survey within their networks to broaden reach and diversity. 468 valid responses were collected (272 females and 196 males). Details are in Figure 4-2.
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4.2.1	Demographic Data 
As emphasized by Hair et al. (2019), demographic analysis provides essential context for consumer behaviour research and helps validate the generalizability of findings to the broader target population. Examining these characteristics helps ensure that survey findings are interpreted accurately within the target market, identifying trends, disparities, and correlations within the data (De Vaus, 2013).
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4.2.1.1	Age
The sample's concentration in the 26-45 age range (50.2%) represents a younger demographic compared to 28.3% of the same age group in the general population (Census and Statistics Department, HKSAR 2024). However, this age group is particularly valuable for green beauty research, as Ghazali et al. (2017) found that younger consumers are more receptive to organic personal care products and exhibit higher environmental consciousness in their purchasing decisions.
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4.2.1.2	Gender
The female majority (58.1%) slightly overrepresents women compared to Hong Kong's female population (54.6%) (Census and Statistics Department, HKSAR, 2024). According to Liobikienė and Bernatonienė (2017), women consistently demonstrate higher engagement with green cosmetics across different markets, making this distribution particularly relevant for understanding green beauty purchase behaviour.
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4.2.1.3	Education
The high proportion of respondents with tertiary education (50.2%) is nearly double that of Hong Kong's general population (26.5% with a degree or above) (Census and Statistics Department, HKSAR, 2024). Kim and Seock (2019) found that education level positively correlates with pro-environmental consumer behaviour and understanding of green product benefits. This suggests that this sample may demonstrate enhanced awareness of sustainable beauty products.
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4.2.1.4	Monthly Income
The sample skews toward higher-income individuals, with 56.8% earning HKD$20,001–60,000 monthly, above the city’s median of HKD$19,800 (Census and Statistics Department, HKSAR, 2024). This aligns with green beauty’s target market, as higher earners are more willing to pay price premiums (Cervellon & Carey, 2011). Hsu et al. (2016) also found income positively correlates with green skincare purchase intention, though price sensitivity remains a factor even among higher-income consumers.
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4.2.1.5	Profession
The sample has a high concentration of white-collar workers (44.4%), professionals (18.8%), and management/executive roles (14.6%), totalling 77.8%. This is notably higher than the 53.1% of employed persons reported in the 2024 HKSAR Government census (Census and Statistics Department, HKSAR, 2024). This overrepresentation suggests potential sampling bias. However, Liobikienė and Bernatonienė (2017) noted that occupation influences access to information about green products and purchasing capacity. Consequently, this professional-heavy sample may better fit the target market for green beauty products. 
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4.2.2	Summary of Demographic Data, Research Parameters and Research Implications 
The sample predominantly comprises young (26-45), well-educated females with higher education and income levels, notably diverging from Hong Kong's general demographics. While this suggests sampling bias, these characteristics align with the typical green beauty consumers identified in previous research, making the sample particularly relevant for understanding this market segment and offering valuable insights into consumer intentions and behaviour. Key research parameters include the overrepresentation of educated professionals and higher-income groups, though these characteristics may advantageously reflect the target market for green beauty products.



4.3	Cross-tabulation Analysis of Demographic Factors and Purchase Behaviour
Cross-tabulation analysis was employed to explore the relationships between demographic characteristics and green beauty purchase behaviour. This approach is valuable for examining categorical data and identifying associations between variables (Field, 2024). According to Pallant (2020), cross-tabulation effectively interprets interconnections between consumer characteristics and behavioural variables, especially in market segmentation. This study examined how green beauty purchase behaviour varied across age, gender, education, income, and profession, aligning with research identifying demographics as significant influencers of green purchase decisions (Kumar and Ghodeswar, 2015; Jaiswal and Kant, 2018). This method helps identify patterns and potential market segments, enhancing market segmentation strategies by identifying key consumer groups (Bell, Harley & Bryman, 2022; Malhotra & Dash, 2020).



4.3.1	Purchase Behaviour and Education
The cross-tabulation analysis reveals a notable relationship between education levels and green beauty product purchasing behaviour (PUR1). Among those with master's degree or above, 51.85% expressed agreement (comprising 22.22% partially agree, 28.40% agree, and 1.23% strongly agree within this education group) (Figure 4-8, Table 4-2). Significantly, "Agree" or "Strongly Agree" responses were exclusively found among university degree holders and above, with Master's Degree holders showing the strongest positive inclination toward these products within their education group, suggesting that advanced education may influence stronger intentions to green beauty products.
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4.3.2	Purchase Behaviour and Gender
Based on the gender cross-tabulation analysis of 468 respondents (272 females, 196 males), females generally show slightly higher positive inclination toward green beauty products across all PUR variables (Figure 4-9, Table 4-3). The gender gap becomes more pronounced in PUR4 (50% usage), where females (27.94%) show notably higher adoption than males (20.41%). Females consistently maintain around 26% positive responses across all PUR variables, while males' positive responses range from 20.41% to 26.02%, suggesting females have slightly more consistent and positive purchase intention and behaviour toward green beauty products. This finding aligns with prior research indicating gender differences in sustainability-related consumption patterns (Dlamini & Mahowa, 2024).
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4.4	Comparison of Highest and Lowest Mean Scores Across Each Factor
The study surveyed 468 respondents across multiple dimensions of green beauty product consumption behaviour. All variables were measured on a 7-point Likert scale, revealing several notable patterns.

4.4.1	Analysis of Means
The findings, arranged from highest to lowest mean values, provide key insights into consumer intentions and behaviours (Figure 4-10 and Table 4-4). The findings highlight strong influences from social norms and attitudes, moderate concern for the environment and perceived control, and reveal a notable gap between purchase intentions and actual purchase behaviour.
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4.4.2	Standard Deviations
The standard deviation analysis reveals differing levels of response consistency across constructs (Figure 4-11). PB showed the highest variation (SD = 1.215–1.262), suggesting diverse views on the ability to purchase green beauty products. PUR followed closely (SD = 1.203–1.237), reflecting variation in actual purchasing habits. In contrast, SN showed the lowest variation (SD = 0.967–1.007), indicating strong consensus on social influences. Other constructs PV, EC, AT and INT show moderate variation (SD = 1.04–1.17), reflecting fairly consistent perceptions overall.
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4.4.3	Interpretation and Implications
Table 4-5 summarises the results, revealing a clear hierarchy among green beauty factors: SN and AT rank highest, while PV and actual PUR are notably lower. This suggests that despite strong social influence and positive attitudes, consumers face challenges converting intent into action. The gap between highest-scoring dimensions (SN, AT) and lower PUR, along with moderate PB scores, points to structural barriers. These insights contribute to understanding the attitude–behaviour gap in sustainable beauty consumption
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4.5	Reliability Test
Reliability was assessed using Cronbach’s Alpha, with all constructs exceeding the 0.70 threshold, indicating strong internal consistency (Table 4-6). Alpha values ranged from 0.784 (INT) to 0.832 (PV), with EC (0.830), AT (0.804), SN (0.816), PB (0.823), and PUR (0.811) also demonstrating solid reliability. Although INT had the lowest score, it remained within the acceptable range. The overall scale reliability was excellent (α = 0.893) across all 35 items. These results are consistent with prior studies (Al Mamun et al., 2020; Ngo-Thi-Ngoc et al., 2024; Vania & Ruslim, 2023), confirming the robustness of the measurement instrument for this study.
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4.6	Factor Analysis
To assess the adequacy of the data for factor analysis, the Kaiser-Meyer-Olkin (KMO) test, Bartlett’s Test of Sphericity and Principal Component Analysis (PCA) were conducted. 

4.6.1	KMO Test and Barlett’s Test
The KMO value of 0.885 (Table 4-7) indicates excellent sampling adequacy, exceeding the 0.8 threshold recommended for factor analysis (Field, 2024; Kaiser, 1974), and confirms that the data is suitable for principal component analysis. Bartlett’s Test of Sphericity was also significant (χ² = 5733.908, df = 595, p < .001), indicating sufficient inter-variable correlations (Table 4-6). These results meet established methodological standards for consumer research (Tabachnick & Fidell, 2019) and provide strong justification for proceeding with factor analysis. Together, the high KMO score and significant Bartlett’s test support the construct validity of the measurement model (Field, 2024), laying a robust foundation for analysing the theoretical framework and ensuring the reliability and appropriateness of the constructs used in this study.
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4.6.2	Principal Component Analysis (PCA)
The study employed PCA with Varimax rotation to examine the underlying structure of the measurement items (Hair et al., 2019). The analysis revealed a seven-factor solution that explained 58.227% of the total variance, aligning with the theoretical framework (Tabachnick & Fidell, 2019). 

4.6.2.1	Total Variance Explained
Referring to Table 4-8, the first component, PV, emerged as the most prominent factor, with an eigenvalue of 7.608, explaining 21.737% of the variance. EC followed with an eigenvalue of 2.402 (6.862% variance), while PB was the third component with an eigenvalue of 2.298 (6.565% variance). PUR emerged as the fourth (eigenvalue = 2.213, 6.322% variance), followed by SN (2.081, 5.947%), AT (1.992, 5.690%), and INT (1.786, 5.103%) (Kaiser, 1960; Field, 2024).
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4.6.2.2	Scree Plot for Eigenvalues
The scree plot (Figure 4-12) showed a clear inflection after the seventh component, supporting the retention of seven factors (Cattell, 1966). This was consistent with Kaiser's criterion, which recommends keeping factors with eigenvalues above 1.0 (Kaiser, 1960). Components 8–35 had eigenvalues below 1.0, contributing minimally to variance (Hair et al., 2019). The rotated solution distributed variance more evenly across the seven components (7.792% to 8.668%), improving interpretability (Thompson, 2004; Pallant, 2020). All factor loadings exceeded 0.50, supporting good construct validity (Hair et al., 2019; Kline, 2023).
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4.6.2.3	Rotated Component Matrix
The Rotated Component Matrix (Table 4-9) showed clean loadings with suppressed cross-loadings below 0.40, indicating strong discriminant validity (Shrestha, 2021; Hair et al., 2019). The absence of significant cross-loadings confirms that items distinctly represent their respective constructs (Worthington & Whittaker, 2006), supporting the construct validity of the seven-factor model (Matsunaga, 2010).

All items had primary loadings above 0.65, exceeding the recommended 0.50 threshold (Tabachnick & Fidell, 2019). The highest loading was PB2 (0.785) and the lowest was AT3 (0.669), both within acceptable ranges. Compared with previous studies reporting loadings from 0.500 to 0.935, the current results are consistent, though some loadings were slightly higher or lower (Table 4-10).
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4.7	Correlation Test
Pearson’s correlation coefficient was employed to assess the strength and direction of relationships between variables (Field, 2024). Given the hypothesised positive associations, one-tailed significance tests were applied based on theoretical justifications (Pituch and Stevens, 2015). Statistically significant correlations were observed at the 99% confidence level (p < 0.01), confirming the predicted relationships (Field, 2024; Tabachnick and Fidell, 2019). Correlation strengths ranged from weak to moderate, consistent with Cohen’s (1988) classification (see Table 3-8 in Section 3.8.2).

All independent variables demonstrated significant but weak positive correlations with INT (Table 4-11). PV showed the strongest association (r = 0.231, p < 0.01), highlighting the role of environmental value, ethics, and perceived product quality. SN (r = 0.229) followed, reflecting peer and societal influences. PB (0.219) and AT (0.216) contributed modestly. EC had the weakest correlation (r = 0.198), indicating limited influence on intention.

The correlation between INT and PUR was highest (r = 0.233), reaffirming that intention predicts action, although the relationship remains moderate.

Overall, strengthening perceived value and social influence appears critical for promoting green beauty product adoption in Hong Kong.
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4.8	Simple Linear Regression Analysis
Simple linear regression was used to assess the individual predictive power of each independent variable on INT, as well as the effect of INT on PUR. Key regression results, including R² values and equations, are summarised in Figure 4-13.

Among the predictors of INT, PV showed the highest explanatory power (R² = 0.099), followed by AT (R² = 0.086), PB and SN (both R² = 0.076), and EC (R² = 0.050). All relationships were positive, though low R² values indicate limited explanatory strength, suggesting that no single factor strongly drives purchase intention.

The regression of INT on PUR returned an R² of 0.076, supporting intention as a predictor of behaviour, albeit modestly.

Overall, while each variable contributes to explaining green beauty purchase intention and behaviour, their limited individual impact implies that other factors such as brand awareness, product accessibility, and cultural influences may also play a significant role in shaping consumer decisions in the Hong Kong market.
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4.9	Regression Analysis
Multiple regression analyses were conducted in two steps to examine the hypothesized relationships. First, the influence of independent variables (IVs) on INT was tested. Second, the effect of INT on PUR was examined.

4.9.1	Multiple Linear Regression – Dependent Variable (INT5)
To identify the most influential predictors of purchase intention, a multiple linear regression was performed using the stepwise method. This approach systematically included significant variables to develop a model that best explains variance in purchase intention (Table 4-12).
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4.9.2	Multiple Linear Regression – Dependent Variable (PUR2)
To identify the key predictors of PUR, a multiple linear regression was conducted with PUR2 as the dependent variable. The stepwise method was applied to systematically include only statistically significant variables, resulting in a model that best explains the variance in actual purchasing behaviour (Table 4-13).
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4.10	Mediating Effect of Intention to Purchase Green Beauty Products
To assess whether INT mediates the relationship between independent variables (IVs) and green beauty product PUR, regression analyses were conducted following Baron and Kenny’s (1986) method, supported by residual diagnostics (Table 4-14).

Results indicate a partial mediation effect. While the direct effects of IVs remained significant, reduced beta values and the significance of INT suggest that purchase intention acts as a meaningful intermediary.

These findings support the TPB (Ajzen, 1991), showing that while AT, PC, and SN are important, intention is a central link between beliefs and action. However, modest R² values reflect the complexity of consumer decision-making and point to possible external barriers, such as price sensitivity and limited availability.

This pattern is consistent with previous research (e.g., Ghazali et al., 2017; Joshi & Rahman, 2015), underscoring the ongoing intention–behaviour gap and the need for interventions that better facilitate the conversion of intention into actual green beauty purchases.
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4.11 	Independent t-test
An independent samples t-test was conducted to examine gender differences in green beauty product purchase behaviour patterns. This statistical analysis compares the means between two unrelated groups (male and female respondents) to determine whether there is a statistically significant difference between these groups (Field, 2024). 

As shown in Table 4-15, female respondents (M = 3.79, SD = 1.249, N = 272) reported higher agreement than male respondents (M = 3.56, SD = 1.182, N = 196), suggesting greater adoption of green skincare products among women.
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Levene’s Test for Equality of Variances was conducted and found to be non-significant (F = 0.117, p = 0.732), indicating equal variances between male and female groups (Table 4-16). Therefore, the “equal variances assumed” row was used in the t-test interpretation. The t-test showed a significant gender difference, t(466) = -2.036, p = 0.042, with a mean difference of 
-0.233. This suggests that females are significantly more likely than males to report using green beauty products in over half of their skincare routines. These findings align with prior studies showing that women display stronger green beauty intentions and behaviours (Nguyen et al., 2019). Research also indicates that women often view such products as safer and more aligned with personal values, contributing to higher adoption rates.
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4.12	One-way Analysis of Variance (ANOVA)
One-way ANOVA was employed to examine differences in green beauty product choices across demographic segments. This statistical technique enables the assessment of mean differences between multiple groups simultaneously, providing insights into consumer segment variations (Hair et al., 2019). The analysis focused on key demographic variables to identify significant group differences in sustainable beauty consumption patterns (Field, 2024).

4.12.1	One-way Analysis of Education
A one-way ANOVA was conducted to examine the relationship between educational attainment and the transition to green beauty products (Field, 2024).

4.12.1.1	Descriptive Statistics of Education
The analysis included 468 respondents across five educational levels: Secondary School (n = 45), Certificate (n = 89), Diploma/Higher Diploma (n = 99), University Degree (n = 154), and Master’s Degree or Above (n = 81), as shown in Table 4-17.
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4.12.1.2 	ANOVA Table of Education
ANOVA results (Table 4-18) showed a significant difference in green beauty product adoption across education levels (F(4, 463) = 7.808, p < 0.001), indicating that education significantly influences adoption likelihood. The between-group variance (SS = 42.695) compared to within-group variance (SS = 632.919) suggests meaningful variation based on educational background. The higher mean square between groups (MS = 10.674) versus within groups (MS = 1.367) reinforces the robustness of the finding. This aligns with Kim and Choi (2005), who also reported education as a key factor in shaping pro-environmental consumer behaviour.
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4.12.1.3	Tukey’s HSD for Education
Tukey's HSD test (Table 4-19) revealed that respondents with Master's Degrees (M = 4.38, SD = 1.463) had significantly higher green beauty adoption rates than all other education levels. Mean differences ranged from 0.740 to 0.872 (p < 0.001). These results support Diamantopoulos et al. (2003), who linked higher education with greater environmental awareness and sustainable consumption. They also align with Laroche et al. (2001), who found that education influences willingness to pay more for green products. Straughan and Roberts (1999) further confirmed that education is a strong predictor of ecologically conscious consumer behaviour.
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4.12.2	One-way Analysis of Age, Income and Profession
One-way ANOVA results indicated no significant differences in green beauty product adoption across age, income, or professional groups. These findings are consistent with Diamantopoulos et al. (2003), who argued that education, rather than income or age, is a more consistent predictor of green product behaviour. Similarly, Laroche et al. (2001) found that income and profession had weak or inconsistent effects on environmentally friendly purchasing. These results support Straughan and Roberts’ (1999) view that psychological and environmental attitudes are stronger drivers of green consumption than most demographic characteristics, highlighting education as a more influential factor in this context.


4.13	Summary of the Research Findings
The research model (Figure 4-15 & Table 4-20) confirms significant positive correlations among all hypothesised relationships (p < 0.01). Perceived Value (r = 0.231) and Subjective Norms (r = 0.229) exhibited the strongest influences on purchase intention. Mediation analysis indicates that purchase intention partially mediates the relationship between the independent variables and purchase behaviour, with R² decreasing slightly from 0.115 to 0.113. Demographic analysis shows that Master's Degree holders report significantly higher purchase behaviour (mean differences = 0.740 - 0.872, p < 0.05), while female respondents also demonstrate higher green beauty purchasing compared to males (mean difference = 0.233, p < 0.05).
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1. 
Conclusion and Recommendations
This chapter presents the conclusions derived from the research findings and offers practical recommendations for promoting green beauty product adoption. It synthesises key insights from the focus group discussions and the final survey of 468 Hong Kong consumers, and outlines theoretical and practical implications, as well as future research directions to advance sustainable beauty practices.

5.1	Conclusions
The study identified key determinants of green beauty product purchase intentions and behaviour among Hong Kong consumers. Focus group discussions revealed a prioritisation of product functionality over sustainability, with notable gender differences in engagement levels. Social influence emerged as a major driver, with participants often relying on peer recommendations over independent research into environmental credentials. Survey findings, grounded in the Theory of Planned Behaviour and extended with environmental concern and perceived value, reinforced the role of attitudes, social norms, and perceived control. These insights contribute both theoretical and practical understanding and inform strategies for marketers, policymakers, and sustainability advocates, as detailed in the following sections.

5.1.1	Conclusion of Factor-Based Results
Regression analysis identified attitude, environmental concern, and perceived behavioural control as the strongest predictors of green beauty purchase intention, followed by perceived value and subjective norms. Purchase intention significantly predicted actual behaviour, although the moderate effect highlights a gap between intention and action. Mediation analysis confirmed that intention partially mediated the relationship between predictors and behaviour, suggesting other external influences. Gender and education exhibited significant effects, with female and more highly educated respondents reporting stronger purchase intentions, while age, income, and profession were not significant. These findings emphasise the need to target values and behavioural confidence rather than relying solely on demographic segmentation (Table 5.1).
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5.1.2. 	Responses to the five key research questions
The findings of this study provide structured responses to the five research questions outlined in Chapter 1. Attitude toward green beauty products, environmental concern, and perceived behavioural control were identified as significant predictors of purchase intention, reinforcing the relevance of the Theory of Planned Behaviour (Ajzen, 1991) in the Hong Kong context. Mediation analysis supported the partial mediating role of purchase intention between these predictors and actual behaviour, demonstrating both direct and indirect effects. Demographic variables, particularly gender and education, significantly moderated green beauty product adoption, with female and more highly educated respondents reporting stronger purchase tendencies. The study also highlighted a persistent intention–behaviour gap, largely influenced by price sensitivity, perceived product value, and trust in green product claims. This suggests that although consumers show increasing awareness and interest in sustainable beauty choices, practical barriers continue to limit full behavioural adoption. A detailed mapping of each research question to its corresponding findings is presented in Table 5-2.
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5.2	Recommendations
Based on the research findings, several key recommendations are proposed for industry stakeholders, policymakers, and consumers. These recommendations address the critical factors, challenges and opportunities identified in the study.

5.2.1	Strategic Marketing and Communication
Based on the regression analysis findings, marketing and communication strategies emerge as critical factors in influencing green beauty purchase intentions. The following recommendations focus on leveraging the strongest predictors identified in the study to enhance marketing effectiveness and consumer engagement.

5.2.1.1	Attitude-Focused Marketing Development – for “Attitude”
The research findings reveal attitude as the strongest predictor of purchase intention (β = 0.142), suggesting a critical need for focused marketing strategies. Companies should prioritize developing comprehensive consumer education programs that emphasize both personal and environmental benefits of green beauty products. This aligns with Kim and Seock's (2019) finding that informed consumers demonstrate stronger positive attitudes toward green products. Marketing communications should particularly emphasize the health advantages and effectiveness of natural ingredients, as these were identified as primary purchase drivers in the focus group discussions.

5.2.1.2	Environmental Communication Enhancement – for “Environmental Concern”
With environmental concerns demonstrating the second strongest influence (β = 0.134) on purchase intention, organizations must enhance their sustainability communication. As highlighted by Ghazali et al. (2017), consumers increasingly demand clear information about environmental impact and natural ingredient sourcing. Companies should invest in comprehensive sustainability reporting and transparent communication of their environmental initiatives, while ensuring proper certification and verification of green claims such as Highlight eco-labels such as ECOCERT, COSMOS (Ecocert Group, 2025) to build consumer trust.

5.2.1.3	Value Proposition Reinforcement – for “Perceived Value”
The moderate influence of perceived value (β = 0.120) indicates the need for stronger value proposition communication. Following Joshi and Rahman's (2015) argument, consumers require clear justification for premium pricing of green products. Organizations should develop comprehensive communication strategies that effectively demonstrate the long-term benefits and superior quality of green beauty products, supported by scientific evidence and transparent ingredient information.

5.2.2	Operation and Distribution
The analysis reveals significant barriers related to product accessibility and supply chain management that affect consumer purchase behaviour. These recommendations address the operational aspects necessary to overcome these barriers and enhance market penetration.

5.2.2.1	Accessibility Enhancement – for “Perceived Behavioural Control”
The significant impact of perceived behavioural control (β = 0.129) necessitates addressing accessibility and convenience barriers. Following Wang, Ma and Bai (2019) recommendations, organizations should focus on expanding distribution channels and optimizing pricing strategies to make green beauty products more accessible to different consumer segments. This is particularly relevant given the focus group findings regarding price sensitivity as a major purchase barrier.



5.2.2.2	Supply Chain Optimization
Companies should develop efficient supply chain management systems that ensure consistent product availability while maintaining environmental standards. As Cervellon and Carey (2011) emphasize, reliable product availability significantly influences consumer trust and purchase behaviour in the green beauty market.

5.2.3	Social Influence and Community Building
The study highlights the significant role of social influence and community factors in shaping purchase intentions for green beauty products. These recommendations focus on leveraging social dynamics and community engagement to enhance market adoption.

5.2.3.1	Social Media and Community Engagement – for “Subjective Norms”
The influence of subjective norms (β = 0.092), while smallest among the predictors, remains significant and indicates the importance of social influence in purchase decisions. Following Lee's (2008) findings on social influence in green purchasing, companies should leverage community building and peer advocacy through social media platforms and beauty community engagement.

5.2.3.2	Demographic-Specific Community Strategies – for “Education” & “Gender”
Marketing approaches should be tailored across different education and income levels. As Liobikienė and Bernatonienė (2017) suggest, educated consumers show higher engagement with green products, indicating an opportunity for detailed product information and scientific validation of benefits. The higher representation of female consumers (58.1%) suggests the need for gender-specific marketing strategies while developing inclusive approaches to expand the male consumer base.



5.2.4	Educational Initiatives
Focus group findings and regression analysis indicate substantial knowledge gaps regarding green beauty products and their certifications. The following recommendations address these educational needs to enhance consumer understanding and trust.

5.2.4.1 Certification Awareness
Focus group findings regarding limited awareness of green certifications suggest the need for enhanced consumer education about certification standards and their significance. This aligns with Chen and Chang's (2013) emphasis on the importance of reducing green consumer confusion and building trust through transparent certification processes in the green market.

5.2.4.2 Product Knowledge Enhancement
Organizations should develop comprehensive educational programs about ingredient benefits and environmental impact. As demonstrated by the regression model's explanatory power (R² = 0.124), multiple factors influence purchase decisions, requiring a holistic approach to consumer education.





5.3	Implications
Building upon the recommendations presented in section 5.2, this study yields significant theoretical and practical implications for both academia and industry stakeholders.

5.3.1	Theoretical Implications
This research contributes to theoretical understanding across four strategic areas (Table 5-3): marketing, operations, social influence, and education. It extends Ajzen’s (2020) Theory of Planned Behaviour by showing how attitude-based marketing influences green beauty consumption in Hong Kong. It also builds on Ghazali et al. (2017) by linking supply chain accessibility to consumer trust and intention. Social media’s role in community engagement supports and expands Chen and Chang’s (2013) findings on trust. Finally, the study enriches Cervellon and Carey’s (2011) work by highlighting how certification and education shape green product decision-making.
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5.3.2	Practical Implications
This research provides actionable guidance for key industry stakeholders across four strategic areas (Table 5-4). For marketers, the findings underscore the need to balance sustainability messaging with product efficacy in environmental communication strategies, aligning with Joshi and Rahman’s (2015) insights. Retailers and distributors are advised to adopt omnichannel approaches that improve accessibility, reflecting updated market needs and expanding on Lee’s (2008) work. In terms of social engagement, the study highlights the growing importance of digital strategies, supporting Hair et al.'s (2019) findings on social media’s influence. Finally, the results call for more effective educational and certification messaging to address knowledge gaps in green beauty consumption, advancing Malhotra and Dash’s (2020) framework.
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5.3.3	Further Implications
In addition to theoretical and practical insights, this research highlights broader considerations for key stakeholders in Hong Kong’s green beauty market (Table 5-5). Local brands hold significant potential for driving homegrown sustainable innovation, while international brands remain central due to Hong Kong’s import dependency. This underscores the need for strategic sourcing and alignment with sustainability standards. The government plays a critical role in setting clearer import regulations, supporting recycling efforts, and coordinating sustainability initiatives across the retail sector, particularly through consumer education and operational guidelines.

[image: ]

5.3.4	Summary of Implications
The theoretical and practical implications provide a foundation for the implementation plan detailed in section 5.4, ensuring that the recommendations are both academically grounded and practically feasible in the Hong Kong green beauty market. Furthermore, other implications emphasize opportunities for local brands to lead sustainable innovation, the importance of global brands and partnerships in green sourcing, and the pivotal role of government policies in advancing sustainability efforts across the sector.

5.4	Case Study: Green Beauty Marketing Plan Implementation in Hong Kong
Building upon the recommendations (Section 5.2) and their implications (Section 5.3), this section presents a detailed implementation plan using “EcoLux Beauty”, a hypothetical premium sustainable beauty brand, as a case study to demonstrate practical application in the Hong Kong market.

5.4.1	Case Assumption and Context
“EcoLux Beauty” represents an ideal case study for implementing green beauty marketing strategies in Hong Kong, with its established sustainability credentials and existing market presence. The brand's core values align with the identified consumer preferences for environmental responsibility, product transparency, and ethical sourcing. Hong Kong's market analysis reveals increasing environmental consciousness among consumers (as demonstrated in our findings, β = 0.142 for environmental attitudes) and growing demand for sustainable beauty products, particularly among the 25-45 age demographic.

5.4.2	Implementation Details 
Mock implementation plans, including budget allocation and Key Performance Indicators, are presented in Table 5-6.
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5.5	Limitations of Study Findings
While this study provides valuable insights into green beauty product purchase intentions and behaviour in Hong Kong, several limitations (Table 5-7) must be acknowledged to contextualize the findings and guide future research. First, the sample was skewed toward well-educated, higher-income females, potentially limiting generalizability across broader demographics. The use of cross-sectional data captures only a snapshot in time, making it difficult to assess changes in attitudes and behaviours over time. Additionally, although the regression model revealed significant relationships, its modest explanatory power suggests that other influential variables remain unexplored. The reliance on self-reported data may also have introduced social desirability bias, particularly concerning sustainability-related topics. Furthermore, the use of snowball sampling may have reduced sample diversity due to network effects. Finally, the study’s Hong Kong-specific context, while valuable, limits the direct applicability of findings to other regions. Future research could address these limitations by employing more diverse and representative sampling methods, longitudinal designs, and mixed-methods approaches. Comparative studies across different cultural contexts would also enhance the generalizability of the observed patterns and strengthen theoretical insights.
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5.6	Directions for Future Research
The proposed research directions in Table 5-8 address this study’s limitations and align with existing green consumer behaviour literature. To enhance demographic representativeness, future studies should explore underrepresented market segments, such as Generation Z, Millennials or lower-income groups in Hong Kong (Al Mamun et al., 2018; Singh et al., 2019). Longitudinal research is recommended to capture changes in attitudes and behaviour over time and to better understand the intention–behaviour gap (Kim & Chung, 2011; Carrington et al., 2014). Further exploration of product-level attributes, including ingredients, eco-labels, and packaging, may increase explanatory power (Al Mamun et al., 2020; Suphasomboon & Vassanadumrongdee, 2022). To reduce self-reporting bias, mixed-methods approaches such as interviews or experiments are advised (Creswell & Clark, 2017; Podsakoff et al., 2003). Probability-based sampling frameworks can also enhance generalizability over snowball techniques (Ahmed, 2024; Saunders et al., 2023). As social influence emerged as a key factor, future research could examine how influencers and online communities shape consumer behaviour (Lee, 2008; Pop et al., 2020). Additionally, green beauty should be explored within broader sustainable lifestyles, including eco-fashion and recycling behaviours (Moisander & Pesonen, 2002; Sharma & Foropon, 2019). Finally, further investigation into price sensitivity, retail channel preferences, and health versus environmental motivators would offer practical insights for industry stakeholders (Wang et al., 2019). Collectively, these directions will strengthen theoretical contributions and inform targeted strategies in the green beauty sector.
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5.7	Closing Remarks
This study examined the key psychological and demographic factors influencing green beauty purchase intention and behaviour in Hong Kong. By extending the Theory of Planned Behaviour with environmental concern and perceived value, the research provides a holistic understanding of what drives sustainable beauty consumption. The results confirmed that attitude, environmental concern, and behavioural control are significant predictors of intention, while intention itself moderately predicts actual behaviour, highlighting an ongoing intention–behaviour gap.

The partial mediation effect of intention suggests that other factors, such as accessibility or affordability, may affect consumers' ability to follow through. Gender and education were found to influence purchase intention, indicating the importance of tailoring communication strategies to specific consumer segments.

From a practical perspective, the findings support the use of targeted marketing strategies that reinforce trust, perceived value, and ease of action. Policymakers and brands can benefit from addressing barriers that hinder consumers from translating sustainable intent into actual purchases.

Despite limitations such as the use of cross-sectional data and non-random sampling, this research contributes to academic understanding and provides valuable insights for advancing green beauty consumption in Hong Kong’s evolving market.
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Figure 4-11. Standard Deviation Ranges by Factor (From Highest to Lowest)
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Table 4-5. Descriptive Statistics (From Highest to Lowest)

[Factors Tofal  Minimum Maximum  Mean
Responden

SNI Expectations from friends, family. other consumers. and =
influencers affect my o buy green beauty product i £ 7 | S

SN2 1 tend to buy green beauty products based on recommendations & = 8 PYRRN R
from my family members.

SN tend 0 buy grcen beauty products based on recommendations W " 5 B oo
from my friends.

BS jori v

4 The majority of people who matter to me believe I should buy o N B ™

areen beauty products.

s
My decision to purchase green beauty products an be influenced | = = T
by social media.

[AT1 | think green beauty products are healthier for me. 468 1 7 439 1.063

IAT2 | have a favourable view of green beauty products. 468 1 7 1.089

[ATS Despite their higher cost, I prefe green beauty products over e . = o
conventional ones.

AT% | believe that purchasing green beauty products is the right choice. | 468 1 7 440 | 1068

s i

[ATS Green beauty products contain fewer or no chemical residues e R 2 . ™
compared to conventional beauty products.

[ECT Tam Knowledgenble and aware of environmental ssues reited 0 | o p = e |
green beautv products.

[EC2 1 chioose reen beauty products because they are made withnarural | i ; .

[EC3 1 prefer green beauty products because they hlp address = i 7 N

|___environmental problems.

[EC4 Y use green beauty products to support environmental health. 468 1 7 1.140

G5 Gren beauy producs ar sen s  eallieropion for the 57 F . o

. Continue




image93.png
Table 4.5 Descriptive Statistics (......Continue)
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Table 4-6. Reliability Statistics
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Table 4-7. Kaiser-Mever-Olkin (KMO) Test and Bartlett’s Test

KMO and Bartlett's Test
Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 0.885
Bartlett's Test of Sphericity Approx. Chi-Square| 5733.908|
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Table 4-8. Total Variance Explained
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Figure 4-12. Scree Plot for Eigenvalues
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Table 4-9. Rotated Component Matrix*
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Table 4-10. Rotated Component Matrix* vs. Other Research
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Table 4.10 Rotated Component Matrixa vs. Other Research ( Continue)
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Table 4-11. Corelation Analysis vs. Other Research
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Figure 4-13. Linear Relationships Between Predictors and Purchase
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Table 4-12. Multiple Linear Regression of Dependent Variable (INTS)

D Variable
INTS: If I were to purchase a similar product. I would choose this green beauty product
Model v

Model Summary”
Model | R R Square | Adjusted R Square | _Std. Error of the Estimate
5| 0352 | 0.124 | 0.115 | 1.014

le. Predictors: (Constant) SN3: I tend to buy green beauty products based on recommendations from my
friends.

. DependentVariable INTS: If I were to purchase a similar product, I would choose this green beauty
product.

Model 'y - Interpretation

[A five-stage hicrarchical regression analysis was conducted to examine the effects of various predictors on|
lpurchase intention for green beauty products (Hair et al., 2019). Model 5 was analysed to examine the combined|
leffects of Perceived Behavioural Control, Attitude, Environmental Concerns, Perceived Value, and Subjective
Norms on purchase intention for green beauty products. The model demonstrates statistical significance with an|
R of 0.124 (Adjusted R* = 0.115), indicating that these predictors collectively explain 12.4% of the variance in
lpurchase intention (Hair et al., 2019). While this explanatory power might appear modest, it aligns with similar|
studies in green consumption behaviour where R? values typically range from 0.10 to 0.30 (Joshi & Rahman,|
2015).

The relatively low standard error of the estimate (1.014) suggests good precision in the model's predictions (Field.|
12024). This improvement from the initial model's standard error (1.053) indicates enhanced predictive accuracy|
Iwith the inclusion of all variables (Tabachnick & Fidell, 2019). The model's R value of 0.352 suggests a moderate
Ipositive relationship between the predictor variables and purchase intention, consistent with previous findings in|
sustainable consumption research (Kim & Chung, 2011).

This comprehensive model integrates key theoretical constructs from the Theory of Planned Behaviour (Ajzen,
12020) and green consumption literature. The inclusion of environmental concerns and perceived value extends|
Ibeyond traditional behavioural models, addressing specific aspects of green beauty product consumption (Ghazalil
et al., 2017). The model's structure aligns with recent meta-analyses suggesting that multiple factors influencel
lgreen purchase decisions (Joshi & Rahman, 2015),

The modest R? value can be interpreted in several ways. First, as noted by Hair et al. (2019), relatively low R
lvalues are common in consumer behaviour studies, particularly in emerging markets like green beauty products.
Second, the result suggests that while these factors are significant predictors, consumer decision-making in this
lcontext is complex and likely influenced by additional variables not captured in the current model (Wang et al.,|
12016). These might include factors such as price sensitivity. product availability. or brand trust (Lee. 2008).

Continue.
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Table 4-12. Multiple Linear Regression — Dependent Variable (INTS) ( Continue)

ANOVA®
ANOVA®
Model Sum of Squares (SS) | _df | Mean Square (MS) F Sig.
5 Regression 67.342 B 13.468 13.102 <0.0017
Residual 474.938 462 1.028
Total 542.280 467

ANOVA* — Interpretation

The ANOVA® results for Model 5 provide strong evidence of the model's statistical significance
(F(5, 462) = 13.102, p < 0.001). This indicates that the combined effect of the five predictor variables (PB, AT,|
EC, PV and SN) significantly explains the variance in purchase intention for green beauty products (Field, 2024)

The sum of squares decomposition shows:
= Regression SS = 67.342, representing the variation explained by the model
= Residual SS =475.938, representing unexplained variation
= Total SS = 542.280, representing total variation in the dependent variable

The mean square values (MS = SS/df) indicate
= Regression MS = 13.468
= Residual MS=1.028
These values yield an F-ratio of 13.102, which, given the p-value of less than 0.001, suggests that the modell
performs significantly better than would be expected by chance (Hair et al., 2019).

The significant F-statistic (p < 0.001) provides strong evidence against the null hypothesis that all regression|
coefficients are zero, confirming that at least one predictor variable has a significant effect on purchase intention|
(Tabachnick & Fidell, 2019). This aligns with previous research in green consumption behaviour where multiple]
factors have been found to influence purchase intentions (Joshi & Rahman, 2015)

The degrees of freedom (df) values indicate
= Regression df = 5 (number of predictors)
= Residual df = 462 (sample size minus number of predictors minus 1)
= Total df =467
These values suggest an adequate sample size for reliable regression analysis, exceeding the recommended|
minimum of 10 observations per predictor variable (Hair et al., 2019).

The R* value of 0.124 was derived using the formula R* = 1 — (SSE / SST) = SSR / SST = 67.342 / 542.280,|
confirming that 12.4% of the variance in purchase intention is explained by the model

Continue.
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Table 4-12. Multiple Linear Regression — Dependent Variable (INTS) ( Continue)

Coefficients
Coefficients
Unstandardized Standardized Collinearity Statistics
Coefficients Coefficients
Model B Std. Error Beta t Sig. Tolerance VIF
5 (Constant) | 1.613 0.323 4999 <0.001
PBI1 0.110 0.039 0.129 23810 0.005 0.899 1113
AT1 0.144 0.046 0.142 3142 0.002 0.932 1.073
EC2 0.125 0.042 0.134 2981 0.003 0.943 1.060
PV5 0.112 0.042 0.120 2648 0.008 0.929 1.077
SN3 0.101 0.050 0.092 2033 0.043 0.929 1.076

Regression Equation

Based on the coefficients table, the regression equation for purchase intention can be expressed as:

Purchase Intention (INTS) = 1.613 + 0.110(PB1) + 0.144(AT1) + 0.125(EC2) + 0.112(PV5) + 0.101(SN3)

Coefficients — Interpretation

Interpretation of Individual Coefficients - Standardized Coefficients

1. Perceived Behavioural Control (PBI) demonstrated significant impact (B = 0.129, t = 2.810, p = 0.005),
suggesting that a one-unit increase in consumers' confidence to buy green beauty products leads to a 0.110)
unit increase in purchase intention. This aligns with Ajzen's (2020) Theory of Planned Behaviour framework|

2. Attitude (AT1) emerged as the strongest predictor (B = 0.142, t = 3.142, p = 0.002), indicating that for each
unit increase in attitude towards green beauty products being healthier, purchase intention increases by 0. 144]
units, holding other variables constant. This finding aligns with Kim and Chungs (2011) research|
emphasizing the crucial role of attitudes in organic personal care product purchases.

3. Environmental Concerns (EC2) showed the second strongest influence (B=0.134, t=2.981, p=0.003), with
0.125 unit increase in purchase intention for each unit increase in environmental concems. This supports|
Ghazali et al's (2017) findings on the importance of natural ingredients in green product decision-making.

4. Perceived Value (PV5) showed meaningful influence (B =0.120, t =2.648, p =0.008), indicating that a unit
increase in perceived value results ina 0.112 unit increase in purchase intention. This supports Wang et als|
(2019) research on value perceptions in sustainable consumption.

5. Subjective Norms (SN3) had the smallest but still significant effect (B = 0.092, t =2.033, p = 0.043), where
a unit increase in friend recommendations leads to a 0.101 unit increase in purchase intention. This|
corresponds with Lee's (2008) findings on social influence in green purchasing.

Multicollinearity Assessment
The VIF values range from 1.060 to 1.113, well below the critical threshold of 10 (Hair etal., 2019), and tolerance
values are all above 0.899, exceeding the 0.1 minimum threshold. This indicates no concerning multicollinearity
among predictors. The relatively low VIF values suggest that the predictors are sufficiently independent of each
other, enhancing the reliability of the individual coefficient estimates (Field, 2024),

All predictors demonstrate statistical significance (p < 0.05), suggesting that each variable contributes uniquely
to explaining purchase intention for green beauty products. The standardized coefficients (Beta) allow for direct
comparison of predictor importance, revealing that attitude (B = 0.142) and environmental concerns (B = 0.134)
have the strongest relative influence on purchase intention.

Continue..
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Table 4-12. Multiple Linear Regression — Dependent Variable (I
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Regression Diagnostics: Analysis of Residuals

Residual Scatterplot Analysis

The histogram of standardized residuals provides|
evidence that the assumptions of multiple regression are
reasonably met. The residuals are approximately|
normally distributed, as indicated by the bell-shaped|
curve, symmetry around zero, and a standard deviation|
close to 1 (SD = 0.995; Mean ~ 0; N = 468).

Most residuals fall within 2 standard deviations, with|
1o extreme outliers beyond =3, and the peak occurs near|
zero. While there is a slight negative skew, it remains|
within acceptable limits for regression analysis.

These results suggest that the normality and
homoscedasticity assumptions are satisfied, supporting|
the appropriatencss of the linear regression model (Hair]
et al., 2019; Field, 2024). As noted by Tabachnick and
Fidell (2019), minor deviations from normality are|
acceptable, especially with a large sample size such as
this.

The scatterplot of standardized residuals against
predicted values shows a fairly even spread, with no
clear curved patterns, supporting the assumptions o
linearity and homoscedasticity (Hair et al., 2019; Field,
2024). Most points fall within 3 standard deviations,
and residuals are distributed above and below zero
without strong clustering.

The visible horizontal banding is typical for Likert-scale
data and does not indicate a violation of regression
assumptions (Tabachnick & Fidell, 2019). There are no
concerning outliers or systematic patterns, suggesting
that the residuals are independent and the model is valid
for interpretation in behavioural research.

Summary

The multiple regression analysis revealed that all five

emerged as the strongest predictors, while all variables

‘predictors significantly influence green beauty product

purchase intention (E(S, 462) = 13.102, p < 0.001). Attitude (B = 0.142) and Environmental Concerns (B = 0.134)

showed positive relationships with purchase intention.,

[Model diagnostics confirmed the validity of these findings.
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Table 4-13. Multiple Linear Regression of Dependent Variable (PUR2)

D Variable
PUR2: 1 fiequently choose green beauty products over conventional ones.
Model Summary
Model Summary®
Model | R | R Square | Adjusted R Square | _Std. Error of the Estimate
2 | 0270° | 0.073 | 0.069 | 1.194
b. Predictors: (Constant) INT3: I favour purchasing green beauty products over conventional beauty

products.
. Dependent Variable PUR2: I frequently choose green beauty products over conventional ones.
Model Summary - Interpretation
Model 2 explains 7.3% (R* = 0.073) of the variance in frequent green beauty product choice behaviour, with an
adjusted R? 0£0.069. The model includes two predictors: willingness to pay more (INT1) and preference for green
beauty products (INT3), producing a multiple correlation coefficient of R = 0.270. The standard error of estimate
(1.194) indicates the average deviation of predicted values from actual values.

While statistically significant, the relatively low R? suggests that additional factors beyond price premium
acceptance and general green product preference influence frequent purchase behaviour of green beauty products

This finding aligns with Ghazali et al. (2017), who found that green purchase behaviour is influenced by multiple
psychological and contextual factors. The modest explanatory power is consistent with Kim and Chung's (2011)
research, suggesting that purchase frequency of organic personal care products is affected by various factors
beyond price and general preferences.

As noted by Joshi and Rahman (2015), the gap between green purchase intention and actual purchase behaviour
often results in lower explanatory power in behavioural models. This is further supported by Cervellon and Carey,
(2011), who found that the relationship between green beauty product preferences and actual purchase behaviour
is moderated by multiple situational and personal factors.

Continue.
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Table 4-13. Multiple Linear Regression — Dependent Variable (PUR2) (......Continue)

ANOVA®
ANOVA®
Model Sum of Squares (SS) | _df | Mean Square (MS) F Sig
2 Regression 51.988 2 25.994 18237 <0.0017
Residual 662.781 465 1.425
Total 714.769 467

ANOVA®  Interpretation

The ANOVA® results for Model 2 indicate statistical significance (F(2, 463) = 18.237, p < 0.001), confirming that
the regression model explains significantly more variance than would be expected by chance. The total variance|
(SS = 714.769) is partitioned into explained variance (Regression SS = 51.988) and unexplained variance
(Residual SS = 662.781).

|As suggested by Hair etal. (2019), the significant F-value demonstrates that the linear combination of willingness
to pay more and green product preference has significant predictive power over frequent green beauty product
choice. The mean square values (Regression MS =25.994, Residual MS = 1.425) indicate the average variability
explained by the predictors versus unexplained variation (Field, 2024),

Following Cohen's (1988) guidelines for effect sizes, this model demonstrates a small to medium effect, which|
Tarkiainen and Sundqvist (2009) note is common in green consumer behaviour studies due to the attitude-|
Ibehaviour gap. This finding aligns with Pudaruth et al. (2015), who found similar significance patterns in green
cosmetic purchase behaviour models

The R* value of 0.073 was derived using the formula R? = 1 - (SSE / SST) = SSR / SST = 51.988 / 714.769,
confirming that 7.3% of the variance in purchase behaviour is explained by the model.
Coefficients

(Coefficients
Unstandardized Standardized Collinearity Statistics
Coefficients Coefficients
Model B Std. Error Beta. t Sig. Tolerance VIF
2 (Constant) | 2.204 0257 8583 <0.001
INTI1 0.194 0.058 0.167 3364 <0.001 0810 1235
INT3 0.175 0.057 0.151 3.047 0.002 0810 1235

Regression Equation

Based on the cocfficients table, the regression equation for purchase behaviour can be expressed as:

Purchase Behaviour (PUR2) = 2.204 + 0.194(INT1) + 0.175(INT3)

Coefficients — Interpretation

Interpretation of Individual Coefficients — Standardized Coefficients

1. Willingness to Pay More (INTI) emerged as the strongest predictor (B = 0.167, t = 3.364, p < 0.001),
indicating that for each unit increase in willingness to pay a premium for green beauty products, the frequency|
of purchase increases by 0.194 units (unstandardized B), holding other variables constant. This suggests that]
consumers who accept higher prices for green products are more likely to purchase them regularly, aligning|
‘with Johri and Sahasakmontri’s (1998) findings on price premium acceptance in green product markets

2. Green Product Preference (INT3) also had a significant influence (B=0.151, t=3.047, p=0.002). A l-unit
increase in preference for green beauty products leads to a 0.175-unit increase in purchase behaviour,
controlling for other predictors. This supports Kim and Seock’s (2009) findings that general preference for|
sustainable personal care products influences actual buying behaviour.

Multicollinearity Assessment

The VIF values for both predictors are 1.235, and tolerance values are 0.810, which are well within acceptable|
thresholds (VIF < 10, Tolerance > 0.1), as recommended by Hair et al. (2019). This indicates no multicollinearity
issues, meaning both predictors are statistically independent and contribute uniquely to the model

Both predictors are statistically significant (p < 0.03), demonstrating that willingness to pay more and green|
product preference contribute meaningfully to explaining purchase behaviour. The standardized coefficients
indicate that willingness to pay more (B = 0.167) has a slightly stronger influence than green product preferencel
(B=0.151). though both play important roles in predicting actual green beauty purchases.

Continue.
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Table 4-13. Multiple Linear Regression — Dependent Variable (PUR2) (...... Continue)
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Regression Diagnostics: Analysis of Residuals

Residual Scatterplot Analysis

The histogram of standardized residuals provides|
evidence that the assumptions of multiple regression are
reasonably met. The residuals are approximately|
normally distributed, as indicated by the bell-shaped|
curve, symmetry around zero, and a standard deviation|
close to 1 (SD = 0.998; Mean ~ 0; N = 468).

Most residuals fall within 2 standard deviations, with|
10 extreme outliers beyond =3, and the peak occurs near|
zero. While a slight negative skew is observed, if
remains well within acceptable limits for regression|
analysis.

These results suggest that the normality and|
homoscedasticity assumptions are satisfied, supporting|
the validity of the linear regression model (Hair et al..
2019; Field, 2024). As noted by Tabachnick and Fidell
(2019), minor deviations from normality are acceptable,
particularly with a large sample size such as this.

The scatterplot of standardized residuals against
predicted values evaluates the assumptions of linearity,
homoscedasticity, and independence in the regression
model for Purchase Behaviour (PUR2).

Residuals show a fairly consistent spread across
predicted values and cluster evenly around the zero line,
suggesting that the lincarity and homoscedasticity
assumptions are adequately met. Most points fall within
=3 standard deviations, with no clear curvilinear or
funnel-shaped patterns.

Some minor banding is visible, likely due to the Likert-
scale nature of the data, but it does not indicate serious
violations. The absence of any systematic pattern
supports the assumption of independent residuals.

These findings align with Montgomery et al. (2021) and
Osborne and Waters (2002), who note that such patterns
are acceptable in behavioural research and do not

compromise regression validity.

Summary

preference (B

[Multiple regression analysis revealed that both willingaess to pay more (B = 0.194, p < 0.001) and green product
175, p=.002) significantly predict the frequency of choosing green beauty products. The model
explains significant variance (F(2, 465) = 18.237, p < 0.001), with no serious violations of regression
assumptions. This also suggests beauty brands should focus on communicating value propositions that justify
lhigher prices while emphasizing eco-friendly attributes to capture the growing sustainable beauty segment.
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Table 4-14. Mediation Path Analysis (Baron & Kenny Framework)

Path A B c o
Ns - INT INT - PUR IVs -  FPUR IVstINL - FPUR
(Mediator) (Medistor - DV) (Direct Effect) (Full)
2 VIF b =g VIF ' 2= VIF 5 VIF
Coefficients B Coefficients B Coefficients B Coefficients B
[Predictors PBI | 0.110 | L113 - - - PBI | 0134 | 1160 - - -
avs ATL | 0.144 | 1073 - - - ATL | 0.107 | 1.081 - - -
Mediators) | EC2 | 0125 | 1060 | - - - EC4 | 0113 | 1088 | EC4 | 0152 | 1046
Pvs | oa2 | 1077 | - - - PVI | 0113 | 1123 | PVS | 0134 | 1.067
SN3 | 0101 | 1076 | - - - SNI | 0136 | 1090 | - - -
- - - | INTL [ 0194 | 1235 | - - - | N1 | 0am | 1246
- - - | N3 [oars | 1235 | - - - | N | 014 | 1262
R 0352 0270 0338 0336
R Square 0.124 0073 0115 0.113
F 13.102 18237 11951 14722
Sig F-Value <0.001 <0.001 <0.001 <0.001
Interpretation |All five independent INT was used asa predictor |Path C assessed the direet  [Path C included both the IV
variable, PBI, ATI, EC2, [for purchase behaviowr  [effect of the IVs on purchase [and INT to assess partial
PVS and SN3, were entered |(PUR). BothINT1 (3= behaviour without including |mediation. The R slightly
to predict INT. The results [0.194, p < 0.001) and INT3 |the mediator. All IVs ldropped to 0.113, indicating
revealed that all IVs (B=0.175, p = 0.002) were |showed significant direct a shared variance
significantly predicted INT |found to significantly effects on PUR ( range = |explanation. Notably, the
(p<0.001), with a combined|influence PUR, with R* = 0.107-0.136), and the model |cocfficients of the IV (c.2.,
R? of 0.124, indicating that ~|0.073, suggesting that ‘accounted for 11.5% of the [EC4 from 0.113 0 0.049)
12.4% of the variance in |intention alone explained |variance (R? = 0.115) [were reduced when INT was
purchase intention is 7.3% of the variance in included, while INT1 and
explained by these ‘actual purchasing behaviour. INT3 remained significant
predictors. [ This pattern suggests partial
imediation, INT partially
transmits the effeet of the
1Vs (especially EC4 and
[PVS) on purchase behaviour
|
Histogram —_ ML T - —
i i ! 1
Scatterplot =
i
|
Interpretation |Residual plots across models confirmed assumptions of linearity, homoscedasticity, and normality. No severe outliers or curvilinear
patterns were detected.
Data
L [
sl Table 4-12 ‘ Table 4-1: ‘ Appendix G Appendix H
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Abstract

This study investigates Hong Kong consumers' purchase intentions and behaviours toward
green beauty products through the lens of the Theory of Planned Behaviour (Aftitude,
Subjective Norms, and Perceived Behaviousal Control), extended with Environmental Concern
and Perceived Value dimensions. Despite growing environmental awareness globally, green
beauty products have not yet achieved mainstream adoption in Hong Kong, highlighting the
nced for deeper understanding of consumer decision-making processes in this market.
Employing a mixed-methods approach, qualitative insights were gathered from a focus group
with eight participants and quantitative data were collected through a survey of 468 respondents
Primary data were supplemented by secondary data reviews to contextualise market trends.
The research explores key psychological, sacial, and contextual factors shaping green beauty

consumption patterns in a culturally specific context.

The results indicate that attitude, environmental concern, and perceived behavioural control are
the strongest predictors of purchase intention, followed by perceived value and subjective
norms. Although purchase intention significantly predicts actual behaviour, the presence of an
intention-behaviour gap suggests structural or perceptual barriers in converting intention into
action. Purchase intention was found to partially mediate the relationship between antecedents
and behaviour. Moreover, gender and education also emerged as significant moderators, with

female and highly educated respondents demonsirating greater green purchasing behaviou.

This rescarch offers theoretical and practical implications. Theoretically, it validates the
applicability of the extended TPB in the green beauty context. Practically, it offers insights for
marketers and policymakers, emphasising the importance of targeted educational campaigns,
trust-building strategies, and improved accessibility. Recommendations include leveraging
social networks and peer influence, promoting the functional and environmental value of green

beauty products, and designing inclusive marketing strategies across demographic groups.

However, this study is limited by its use of self-reported cross-sectional data and snowball
sampling, which may affect generalisability. Future rescarch should consider longitudinal
designs, probability sampling, and cross-cultural comparisons to enrich understanding of green
beauty consumption. By providing a nuanced understanding of consumer decision-making in
Hong Kong's evolving beauty market, this study advances academic literature and

sustainability-driven practices
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Table 4-15. Group Statistics for Independent t-test (Gender)

use are green beauty products.

‘Group Statistics Gender N Mean Std. Std.
Deviation  Error Mean
hforelthan 304 ofiall e Male 196 356 1.182 0.084
PUR4 skincare products I currently
Female 272 3.79 1.249 0.076

T Y
Ho:o% =0}

P | 2
Hy, @03 # 0F

This s the null hypothesis of Levene's Test:
- The variances of the male and female groups are equal.

This is the altemative hypothesis:

>The variances of the male and female groups are not equal.
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Table 4-16. Levene's Test

[Independent Samples Test Tevene's Test for iest for Equality of Mean:
Equality of
Variances
F o Sig € df _ Sinifiance  Mean St _95% Confidence
One- Two-
D £ron Lower  Upper
More than S0% of all " Equal variancesasumed | 0117 | 0.732 | -2.036 | 466 | 0.021 | 0.042 [ 0233 | 0.114 | 0.458 | -0.008
the skincare products |
IPUR curtenty se ae green
beauty products. | Equal variances not assumed 2054 [43322| 0,020 [ 0041 {0233 | 0.113 | -0.456 | 0.010
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Table 4-17. Descriptives Table for Education

N Mean Std. Std. Error 95% Confidence Inerval Minimum  Maximum
Deviation for Mean
Lower  Upper
Bound  Bound
PURI 1have already transitioned to using green beauty products.
Secondary school 45 351 1.290 0.192 312 390 1 s
Centficate 89 364 1.047 0111 342 386 1 5
Diploma/ Higher Diploma | 99 353 0.941 0.095 334 371 1 5
University Degree 154 364 1159 0.093 346 383 1 7
Master's Degree or Above 81 438 1.463 0.163 4.06 47 1 7
Total 468 373 1203 0.056 3.62 384 1 7
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Table 4-18. ANOVA Table for Education — Master’s Degree or Above

Sum of Squares af Mean Square F Sig.
PURT I have already transitioned to using green beauty products.
Between Groups 42.695 4 10.674 7.808 <0.001
‘Within Groups 632919 463 1.367
Total 675613 467
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Table 4-19. Multiple Comparisons of Education — Tukey HSD

[Dependent (D Age ) Age Mean  Std.Eror  Sig.  95% Confidence Interval
Variable Difference
-5 Lower Bound Upper Bound|
[PURL Thave already transitioned to using green beauty products.
Master's Degree | Secondary School 0872 | 0217 | <0.001 028 147
or Above (Certificate 0742¢ | 0180 | <0001 025 123
Diploma / Higher Diploma | 0.857* | 0175 | <0.001 038 1.34
|University Degree 0.740* | 0160 | <0.001 030 118

* The mean difference is significant at the 0.05 level.

Figure 4-14. Mean Plot of Education

a4

Mean of PUR1,
I have already transitioned to using green beauty
products.

Com,

. 1Group
() soroup

Secondary Certificate
School

Diploma / Higher

Diploma

Education

University

Degree

Master's Degree
or Above
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Figure 4-15. Research Model and Path Analysis Results of Green Beauty Product
Purchase Intention and Behaviour

T3 PUR(E'=00730%)

e H

5 <0.01, Corelatonissignficanta the 001 eve (1 taed).
*p<0.05, Comelaionis sgnfcant  th 0.05 el (Lt

Notsupported
MeanDif= 0.233°

or Above > Diploma/ Higher Diploma
or Above > University Degree.

*p<0.05The mean diferenceis signfcantat the 0.05 el
Incame. NotSupported
e rotession Notsupported
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Table 4-20. Summary of H:

Testing Results for Green Beauty Product Purchase

[y Path Descriptic Correlation/Effect Result
Coefficients
Beta
1 Atitude (AT) — Purchase Intention  (INT) [ 0.1420% r=0216% Supported
|2 Subjective Norms (SN) - Purchase Intention (INT) [ 0.092% r=0220% Supported
JH3  Perceived Behaviowal Control (PB) — Purchase Intention  (INT)| ~ 0.129% r=0219% Supported
|H4  Environmental Concern (EC) — Purchase Intention  (INT) [ 0.134% r=0.198% Supported
JHS  Perceived Value (PV) — Purchase Intention  (INT) [ 0.120%% r=0231% Supported
lH6  Inention (INT) — Purchase Befaviour (PUR)[ 0.167%% =033 Supported
RECH
JH7  Mediating Effect of Intention  (ME) s e [Partilly Supported
lHsa Age — Purchase Behaviour (PUR)| - Not Supported
Mean Difference:
JH8b Gender — Purchase Behaviour (PUR)| Femalo > Male 0.233¢ Supported
Mean Difference:
JHsc Education — Purchase Behaviour (PUR)| Dearee or Aboves Others: 0740 0.872¢ | Swported
lH8d. Income — Purchase Behaviour (PUR)| - Not Supported
lHSe Profession — Purchase Behaviour (PUR)| - Not Supported
[Note: ## p < 0,01, Correlation is ignificant at the 0.01 level (I-ailed).

*p<0.03, Correlation s significant at the 0.05 level (I-tiled).

*<0.05 The mean difference i significant at the 0.05 level.
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Table 5-1. Insights from Predictors and Demographics

— 0.113), indicating that other
external or contextual factors
may affect behavioural
execution

Attitude B=0.142%* | Attitude positively influenced | Focus on campaigns that
(Highest) | green beauty purchase intention. | reinforce the benefits of green
Consumers with favourable beauty products, using
attitudes are more likely to emotional and rational
intend to purchase green beauty | appeals
products
Environmental | B=0.134** | Environmental concernhada | Run sustainability education
Concern (2nd Highest) | significant effect. Awareness of | campaigns linking product
environmental issues influences | use to broader environmental
green beauty decisions outcomes
Perceived B=0.129%* | Perceived behavioural control | Enhance consumer
Behavioural (third) | had a moderate impact. confidence by improving
Control Consumers’ confidence in their | product accessibility, clarity
ability to purchase predicts of information, and
intention, though to a lesser simplifying purchase
degree than expected processes
Perceived B=0.120"* | Perceived value also showeda | Highlight value-driven
Value (fourth) | positive influence. Consumers | messaging in marketing,
value the benefits of green emphasizing cost-
beauty products. effectiveness, product quality,
and eco-benefits
Subjective B=0092% | Subjective norms had a Leverage influencer
Norms (fifth) | significant yet moderate impact. | marketing and peer reviews
Social approval and peer to enhance normative
influence affect purchase pressure, especially on social
intentions. media
Purchase r=0233 | Purchase intention significantly | Develop targeted behavioural
Intention predicts green beauty behaviour. | nudges (e.g.. reminders,
This supports the Theory of limited-time offers) to help
Planned Behaviour, but the consumers act on their
moderate strength suggests an intentions. Strengthen
intention—behaviour gap. intention-to-action pathways
through customer
engagement strategies.
Mediating R change: | Intention partially mediates the | Incorporate behavioural
Role of 0.115 | relationship between predictors | design strategies to address
Intention —0.113 | and behaviour (R? change: 0.115 | gaps between intention and

action such as improving
convenience, reinforcing
habits, or using social proof
mechanisms to increase
follow-through

Continue.
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Table 5-1. Key Findings by Factor

Mean
Difference:
Female >
Male: 0.233*%

Female respondents were more
likely to intend to purchase
green beauty products,
indicating a potential gender
effect in favour of women.

“Tailor marketing campaigns to
highlight aspects that resonate
with female consumers, such
as product safety, natural
ingredients, and
environmental responsibility.

Education Mean Higher education levels were | Incorporate educational
Difference: | associated with stronger green | content in campaigns that
Master's beauty purchase intentions appeals to informed
Degree or | Educated consumers may be consumers, emphasizing
Above > more aware of environmental sustainability certifications
Others: and health-related product and ingredient transparency.
0.740-0.872* | attributes.

Age - ‘Age showed a slight trend but | Tailor strategies to include
was not statistically significant | both younger and older adults,
in determining green beauty as age was not a strong
intentions. segmenting factor.

Income = Income showed a mild positive | Explore pricing strategies that
trend but was not statistically | highlight value rather than
significant. targeting income-specific

messaging.

Profession = Profession category did not Use universal occupational

demonstrate a meaningful
impact on green beauty purchase
intention.

framing in campaigns,
avoiding occupation-specific

targeting
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Table 5-2. Summary of Research Questions and Corresponding Findings

Key Research Questions Corresponding Finding from this Research

(Referring to
Section 1.4)

i. |What specific
combinations of
factors drive green
beauty product
purchase intentions
and behaviour in
Hong Kong’s market
environment?

The findings indicate that attitude toward green beauty products (B =
0.142, p = 0.002), environmental concemn (B = 0.134, p = 0.003), and
perceived behavioural control (B = 0.129, p = 0.005) are the strongest
predictors of purchase intention. Purchase intention itself (3 = 0.167, p <
0.01) significantly predicts actual behaviour, although the moderate effect
highlights a persistent intention-behaviour gap. These findings align with
the Theory of Planned Behaviour (Ajzen, 1991) and highlight that while
consumer motivation is present, external factors such as price sensitivity
and brand trust continue to affect full behavioural adoption in the Hong

Kong green beauty market

Continue.
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Table 5.2 Summai

(Referring to
Section 1.4)

Key Research Questions

f Research Questions and Corresponding Findings (... Continue)

How do consumer
attitudes, subjective
norms, perceived
behavioural control,
environmental
awareness, and
perceived value
interact to shape
purchase intentions?

The analysis shows that attitude (§ = 0.142), environmental concern (B =
0.134), perceived behavioural control (B = 0.129), perceived value (B =
0.120), and subjective norms (B = 0.092) interact to shape green beauty
purchase intentions. Although all predictors are significant, attitude,
environmental concern, and perceived control exert the greatest influence,
while perceived value and social pressure provide additional but weaker
reinforcement. This interaction supports the Theory of Planned Behaviour
(Ajzen, 1991) and suggests that consumer intention is shaped by a
combination of internal motivations (e.g ., values, confidence) and external
influences (e.g., social expectations)

i.| To what extent do
purchase intentions
serve as a mediating
variable between
these predictors and

The mediation analysis supports a partial mediation effect. Purchase
intention significantly predicted behaviour (INT1: B = 0.194, p < 0.001;
INT3: B =0.175, p = 0.002), and the inclusion of intention in the model
reduced the direct effects of predictors such as environmental concern
(EC4) and perceived value (PVS), demonstrating its mediating role. These

relationships?

actual purchase findings are consistent with Zhao etal. (2010), who emphasized that partial
behaviour? mediation often occurs when both direct and indirect effects contribute to
behavioural outcomes.
What role do Independent t-tests and ANOVA results confirm that gender and education
demographic significantly moderate purchase behaviour. Female respondents reported
characteristics (age, | higher mean scores (M = 3.79) than males (M = 3.56; p = 0.042), aligning
gender, education, | with prior studies suggesting women are more inclined to eco-conscious
income, and purchasing (Dangi et al., 2022). ANOVA further revealed that respondents
profession) play in | with a Master's Degree or above were significantly more likely to have
moderating these | transitioned to green beauty products (M = 4.38) compared to those with

secondary education (M = 3.51; p < 0.001), suggesting that education
enhances eco-product adoption, a finding consistent with Grankvist and
Biel (2007),

V. [What factors
contribute to the gap
between purchase
intentions and actual
purchase behaviour
for green beauty
products among,
Hong Kong
consumers?

Despite_ moderate-to-high intention scores, actual behaviour remains
comparatively lower, particularly for price-sensitive items (e.g., PUR4
mean = 372). This intention-behaviour gap is well documented in
sustainable consumption literature (e.g., Carrington et al., 2010) and is
particularly evident in price-sensitive markets like Hong Kong. Perceived
product cost, availability, and trustworthiness of eco-labels may explain
this discrepancy, indicating the need for clearer brand communication and
pricing strategies to encourage behavioural conversion
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Table 5-3. Theoretical Implications

Strategic
Marketing and
Communication
(Section 5.2.1)

The findings contribute to the Theory of Planned Behaviour by demonstrating how,
attitude-focused marketing (B = 0.142) specifically influences green beauty
consumption behaviour. This extends Ajzen's (2020) work while providing new
insights into how environmental communication shapes consumer behaviour in the
Hong Kong beauty market context

Operation and
Distribution
(Section 5.2.2)

The research advances theoretical understanding of accessibility factors (B =0.129)
in purchase decisions. This builds upon Ghazali et al 's (2017) findings on organic|
personal care products while providing new perspectives on distribution channel
effectiveness. The study particularly illuminates how supply chain optimization
affects consumer trust and purchase intention, addressing gaps identified by|
Liobikiené and Bernatoniené (2017).

Social Influence
and Community
Building
(Section 5.2.3)

The findings enhance theoretical understanding of community influence in green|
beauty consumption. The research validates but also extends Chen and Chang's
(2013) work on green trust by demonstrating how social media engagement (B =
0.092) specifically affects purchase intentions in the green beauty sector. This|
theoretical contribution is particularly relevant given the increasing importance of]
digital communities in consumer decision-making

Education
Initiatives
(Section 5.2.4)

The research advances theoretical understanding of how certification awareness|
and product knowledge influence consumer decision-making. This builds upon|
Cervellon and Carey's (2011) findings while providing specific insights into thel
role of education in green beauty consumption
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Table 5-4. Practical Implications

Strategic
Marketing and
Communication
(Section 5.2.1)

Marketers and brand managers must recognize that environmental communication
strategies (B = 0.134) require a sophisticated balance between sustainability,
messaging and product efficacy claims. This finding supports Joshi and Rahman's
(2015) work while providing specific guidance for the beauty sector.

Operation and
Distribution
(Section 5.2.2)

Retailers and distributors must develop comprehensive omnichannel strategies tha
enhance product accessibility. This implication builds upon Lee's (2008) work
\while providing updated insights for current market conditions, particularly in the
Hong Kong context.

Social Influence
land Community
Building
(Section 5.2.3)

Industry stakeholders need to develop sophisticated digital engagement strategies|
that reflect the significant impact of social media influence (B = 0.092) on purchase
decisions. This extends Hair et al's (2019) findings while providing specific|
guidance for the Hong Kong beauty market.

Education
Initiatives
(Section 5.2.4)

Certification bodies and industry educators must develop more effective]
communication strategies that bridge the knowledge gap identified in the findings
This supports Malhotra and Dash's (2020) framework while providing specific
guidance for green beauty certification and education.
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Table 5-5. Further Implications

Local Brands  [Local independent brands showcase promising potential for fostering homegrown|
sustainable innovation

International | The Hong Kong market primarily relies on international brands to drive sustainable

Brands practices, given its position as an import-dependent market with limited local
manufacturing. For retailers and brand owners in Hong Kong, there is a pressing
need for strategic sourcing and the introduction of international green beauty
brands

Government | The government must respond by developing clearer import standards for green|

beauty products and supporting sustainable retail practices, particularly in reducing
packaging waste and implementing recycling programs. Additionally, there is a
need to coordinate sustainability initiatives across the retail sector, with a focus on
consumer education, proper product handling, and sustainable retail operations.
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Table 5-6. Implementation Details

A. Implementation Actions

Strategies Independent B
Variables (sample
size
=468)
A-1. Strategic Marketing and Communication
Attitude-Focused Attitude 0.142 |= Creating bilingual educational content featuring
Marketing local dermatologists
Development = Creating bilingual (Cantonese and English)
content highlighting transparent ingredient
sourcing

= Implementing digital storytelling campaigns
featuring local environmental initiatives
Continue. .
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Table 5.6 Implementation Details (... ... Continue)

Strategies Independent B
Variables (sample
size
=468)
Environmental | Environmental| 0.134 Developing localized environmental messaging
Communication | Concern that emphasizes both sustainability and efficacy
Enhancement = Launching recycling program with tangible
rewards (e.g. 10% discount for 5 containers)
= Partnering with Green Power for community
cleanup events
= Publishing regular sustainability reports in both
English and Chinese
Value Proposition | Perceived | 0.120 |» Implementing strategic pricing with student
Reinforcement Value discounts
= Creating bulk-buy options with clear cost savings
= Developing loyalty program rewarding sustainable
behaviours
|A-2. Operation and Distribution
[Accessibility Perceived | 0.129 |* Maintaining stores in key shopping districts
Enhancement Behavioural (Causeway Bay, Tsim Sha Tsui, Central)

Control = Enhancing online shopping experience by
providing detailed product information and eco-
friendly delivery options

= Implementing social media advertising with direct
1ink/QR code for easy online access
Supply Chain = = | Ensuring consistent stock availability through
Optimization local warehousing

Developing climate-appropriate formulations for
Hong Kong's humidity
Creating festival-specific products with planned
inventory management

/A-3. Social Influence and Community Building

Social mediaand | Subjective | 0092 |+ Partnering with credible KOLs to demonstrate
Community Norms product efficacy and natural benefits
Engagement = Implementing digital storytelling campaigns
featuring local environmental initiatives

= Designing Instagram-worthy store displays
Demographic- Education = |* Targeting university students through campus
Specific and ambassadors
Community Gender = Creating content for different age groups across
Strategies various platforms

Customizing workshops for different consumer
segments, especially for female group

Continue.
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Table 5.6 Implementation Details (... ... Continue)

Strategies Tndependent B
Variables (sample
size

=468)

|A-4. Education Initiatives

Certification - - Displaying certification information bilingually in
|Awareness stores
Including certification education in workshop
curriculum
Creating social media content explaining
certification standards
Product - - Hosting monthly natural ingredient workshops
Knowledge Offering free skin consultation services
Enhancement Partnering with local universities and
environmental organizations for sustainability
seminars
B. Budget Allocation
== I TR

Strategic Marketing and Communication 30%
Operation and Distribution 25%
Social Influence and Community Building 20%
Education Initiatives 15%
(Contingency 10%

|C. Key Performance Indicators

Measurements

|Attitude-Focused Marketing

20% increase in brand sentiment scores

Environmental Impact

36,500 containers recycled

Value Proposition 50% increase in repeat purchases
Accessibility 30% increase in online sales
Social Influence 30% increase in social media engagement
Education 5,000 workshop participants
Remarks

Marketing strategies, budget allocations ey performance indicators presented above serve as|
illustrative examples only. In real-world applications, these elements should be carefully tailored
laccording to the brand's specific market positioning, available resources, organizational capabilities,

current market dynamics, and emerging trends
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Table 5-7. Limitations of Study Findings

Limitations Details
Sample The demographic composition shows notable skews that may affect
Demographics generalizability. The respondent pool was predominantly composed of well-

educated females (58.1%) aged 26-45 (50.2%) with higher income levels,
potentially omitting perspectives from other consumer segments. While this
aligns with typical green beauty consumer profiles (Ghazali et al., 2017), it
may not fully represent the broader Hong Kong market. Perspectives from
other segments, such as lower-income groups or less-educated individuals,
may be underrepresented.

Cross-Sectional Data

The cross-sectional nature of the data collection (January-February 2023)
captures purchase intentions at a single point in time. Consumer attitudes and
behaviours toward green products can evolve with market changes,
environmental awareness, and socioeconomic conditions (Kumar &
Ghodeswar, 2015). A longitudinal study might better capture these temporal
dynamics.

Explanatory Power

While the regression model showed statistical significance (R = 0.124), the
relatively modest explanatory power suggests other unmeasured variables
may influence purchase intentions. Factors such as brand trust, product
availability, and specific ingredient preferences were not fully explored in
the current model (Wang et al., 2019). The focus group discussions indicated
these could be meaningful variables for future investigation

Continue.
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Table 5-7. Limitations of Study Findings (......Continue)

Limitations

Details

Self-Reported Bias

Reliance on self-reported measures may have introduced social desirability
bias, especially regarding environmental concerns and sustainable
consumption intentions (Lee, 2008). The intention-behaviour gap observed
indicates potential discrepancies between stated intentions and actual
behaviours

Sampling Approach

The snowball sampling method, while efficient for reaching green beauty
consumers, may have created network effects that limit sample diversity.
‘This non-probability sampling approach could have resulted in respondent
clusters with similar characteristics and attitudes (Hair et al., 2019)

Context-Specificity

The study’s focus on the Hong Kong market is a deliberate effort to address
the limitations of previous studies conducted in other regions, which may not
reflect the unique cultural, economic, and policy-specific context of Hong
Kong. While the findings are highly relevant to this market, their direct
applicability to other regions may be limited due to variations in cultural
factors, market maturity, and environmental policies (Kim & Seock, 2019)
Future studies could explore cross-regional comparisons to  identify
universal versus localized trends in green beauty product consumption.

Social Influence
Limitations

While subjective norms were identified as a significant predictor, this study
did not distinguish between types of social influence, such as peer effects,
influencer marketing, or digital communities. These limits understanding of
the mechanisms through which social influence shapes green beauty
consumption, particularly in online and social media contexts (Lee, 2008;
Pop et al., 2020).

Broader
Sustainability
Behaviour

The study focused narrowly on green beauty consumption without exploring
its relationship with broader sustainable lifestyle practices, such as recycling,
eco-fashion, or plant-based living. This lack of contextual integration limits
understanding of how green beauty fits within holistic consumer
sustainability efforts (Moisander & Pesonen, 2002; Sharma & Foropon,
2019).
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Table 5-8.

ections for Future Research

to reveal group-specific motivators and barriers.
Such insights would enable more targeted
marketing _ strategies and inclusive  product
development.

Limitation Future  Rationale/Value Supporting
Addressed  Research References
Direction
Sample [Exploration [Further research should explore the diversity within]Al Mamun et al
Demographics|of Hong  [Hong Kong’s green beauty market. Studies could|(2018);
Kong compare consumer behaviour across demographic|Singh et al
Market  [segments such as Generation Z vs. Millennials,|(2019),
Segments  |different income groups, or geographical districts—|Dlamini & Mahowa

(2024)

Continue.
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Table 5.8 Directions for Future Research (......Continue)

Cross-
Sectional
Data

Longitudinal
Research

Future studies could adopt longitudinal research]
designs to track changes in green beauty purchase
intentions and actual consumer behaviour over time
This approach would allow researchers to capture
the dynamic nature of consumer attitudes and better
lunderstand the evolution of the intention-behaviour
l2ap. As noted by Kim and Chung (2011), temporal
analyses can offer deeper insights into how|
lenvironmental ~ consciousness  translates  into
sustained purchase behaviours

Kim & Chung
2011);
Carrington et al.
2014)

Product
Attributes

[While this study identified perceived value as a key
factor (B = 0.120), future research should explore
the influence of specific product attributes, such as
Inatural ingredient types, eco-certification labels,
land sustainable packaging. This would respond to
\Wang et al's (2019) call for a more granular|
lunderstanding of product-level factors that drive
green consumer preferences.

AT Mamun et al
(2020);
Suphasomboon &
Vassanadumrongdee|
(2022)

Self-Reported
Bias

Mixed-
Methods
Approaches

Incorporating mixed-methods research _designs|
could help bridge the attitude-behaviour gap|
identified in this study. Qualitative interviews or
focus groups could offer contextual insights into
lconsumer barriers, while experimental or survey-
lbased methods could test interventions aimed at
promoting sustainable purchase behaviour. This
lwould also mitigate potential biases introduced by
self-reported data

[Creswell & Clark
2017);
Podsakoff ct al
(2003);

Milfont

(2009)

Sampling
Approach

Probability-
Based
Sampling
Framework

To address the limitations of snowball sampling|
lused in this study, future research should adopt
probability-based sampling approaches to ensure|
lgreater sample  representativeness and reduce
Inetwork effects. This would improve the reliability
land generalizability of the findings across broader|

Baltar & Brunct
(2012);

Ahmed

(2024);
Saunders et al.
(2023)

lconsumer populations.

Continue.
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Table 5.8 Directions for Future Research (...... Continue)

Context- Cross- The study focused exclusively on the Hong Kong|Nguyen et al.
Specificity  |Cultural market, which may limit the generalizability of the|(2019);
Comparison |findings to other regions with different cultural,|Konuk et al.
economic, or environmental contexts. Future|(2015);

studies could conduct cross-cultural or regional[Nguyen, Lobo &
comparisons with similar or contrasting economies|Greenland

to explore how cultural values, market maturity, and|(2021)
regulatory frameworks influence green beauty

purchase behaviour.
Social Mechanisms |Given the significant impact of subjective norms (f3|Lee (2008);
Influence of Social = 0.092), future studies should investigate the|Pop etal. (2020);

Limitations  |Influence specific mechanisms of social influence in the/Xu et al. (2022)
green beauty market. This includes examining the
role of social media platforms, different types of]
influencers, and peer recommendations in shaping
consumer behaviour, extending earlier work by Lee
(2008).

Broader Sustainability [Future research could investigate how green beauty Moisander &
Sustainability (Behaviour |consumption fits within consumers’ broader|Pesonen
Behaviour Intersection |sustainability practices. Given the observed role of|(2002);
environmental concern (B = 0.134), it would be|Johnstone & Tan
valuable to examine links between green beauty|(2015);

product use and other eco-friendly behaviours, such|Sharma & Foropon
as recycling, ethical fashion, or plant-based diets. |(2019)
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‘Appendix B. Focus Group Report

Focus group discussion
RBNERR

A focus group discussion will be conducted with 6 participants aged 18 or above. The objective
i to explore key factors that influence the purchase intention of green beauty producs in Hong.
Kong, as wel as o understand participants’ awareness and knowledge of green beauty products.
‘The partcipants will include both current users interested in green beauty products and
potential customers.

SRMASARR § K 13 ROBHE LM - KHBVENIRNPAELHR
HHULRSESARBBOBAEE - BH7RONYALRSESODNNNR
KE - SNEROENRERERSERONRABEREEES -

A. Basic Information

Date  EHY 17 November 2024 (Sunday)

Time 8§ 5:00pm to 5:30pm

Duration  F{3BHN : 30 minutes

Venue 85 ‘The Hong Kong Management Association Tsim Sha Tsui Centre
Room 4, Tsim Sha Tsui East
3IF, Tower 2, South Seas Centre, 75 Mody Road

B. List of Participants

‘Continue.
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6. Lucas Male Yes. : :
) P

TS

€. Questions and Findings

“When was the last

Participants mentioned their last purchases were based on the

time you brand's new product introductions o trying a new produt line
purchased a green | from the same brand they usually use

beauty product? |+ Some partcipants indicated they haven't purchased green beauty

products recently or at all.
T Whatwethe T Poskiveapocts ighlighed ncude

reasons for buying | > Functionality: Products that deliver good results were
green beauty appreciated.

products? > Reputation and Brand Name: Trusted brands like Fresh and

Kiehl's were repeatedly mentioned

Eco-Friendly Packaging: Seen as a bonus point but not

necessarily a deciding factor

> Word-of-Mouth Recommendations: Strong influencer o
peer suggestions were impactful.

‘Some partcipants indicated no environmental concern, showing.

that sustainabil ity might not be a priority foral.

v

Continue.
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‘What are the

factors
influencing your
purchase decision
for green beauty
products?

Findings(......Continue)

Primary factors
> Product Functionality: Main drver for purchase.
> Price: A significant consideration in the decision-making

ss

> Ratreof Product:Some partcipatsprefred “ssturat” o
“organic” products but didn't have a strong purchase
intention.

Secondary factors:

> Eco-Friendly Packaging: Adds value but doesn't override
other factors.

> Green or Sustainable Features: Considered a "bonus” rather
than a core motivator.

brand or product?

+ Most participants indicated they 4o not_conduct_extensive
rescarch before purchasing green beauty products.

» Decions e offen ot by b s, v prodct

liarity with

T T T ey
lines if introduced by brands they trust.

= Trying a new brand was more likely if the product has strong

‘word-of-mouth or a promotional campaign.

D. Summary of Key Insights

‘Brand Reputation | Well-known brands like Fresh and Kichl's have an advantage in this
and Familarity | segment

2| Functionality is | Consumers prioritize how well the prodict works over ofher facors.
Key

3 ES ‘and grocn clams are butare not
{Bonus _____| the main drivers for purchase decisions______|
Lack of Rescarch | Participants _generally rely on familiardy, reputation, _or

recommendations rather than in-depth research.

5. | Openness toNew.
Products

‘Consumers are opento trying new products if introduced by a trusted
brand or via strong recommendations.

Female partcipants showed  greater interest in beauty products in
‘geneal, including green beauty products, while male partcipants
exhibited litle 10 no concem for beauty products, regardless of

‘whether they were green or not.
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Appendix C. Questionnaire for Pilot Test

Green Beauty Products: A Study on Consumer Purchase Intentions
GESAES | NREE R

1:am a Master of Business Administration student at the University of Wales Trinity Saint David. | am
conducting a study on consumers’ intentions to purchase green beauty products in Hong Kong, focusing on
the Theory of Planned 3 Concern, and Value as part of my di

‘This questionnaire consists of two sections and wil take only 5-10 minutes to complete. In Section 1, please
circle the appropriate number, and in Section 2, please tick the correct answer box. Allinformation collected
will be treated with strict confidentialty, used solely for academic purposes, and will not be disclosed or
used for commercial purposes. Please feel assured to complete the questionnaire. Your feedback is
invaluable to our research. Thank you for your participation!

47 - RIREAIN = —RARTAS LR A LR R  RERT AR S A E W
ERFELEEOFAT - AFHFREIIT AR - PRI AW EEOPE - I
HEFTARATISTIR -

[E5Y BSRAELSY » (AR 5-10 SYHSERY - F—B5Y MRIRERRATRLT 55— 80 HE ERMIE RHER
W EBIB - FTAUCRITEDRHG RS (R - MURRYRHTRE - FamEIMABIRARBRAE - W
LR - EHTERHRINARIH AR - TSR

Section 1:

1 represents Strongly Disagree’ while 7 represents ‘trongly Agree". Please use the following scale to answer
‘each of the questions below.

(€ach sentence can only have one number selected and circle the correct answer.

Bt
1 FRERARE", 7 FopeERFEE". EHCFRA, WA THEE WHEH%EE.
({4 F SUREIR — DAY 36 1t IE B2 )

AT1 I think green beauty products are healthier for me. TA O 0067
REAMEREESHRTAN -

AT2 1have a favourable view of green beauty products. TaBe 006067
REBERBERBRENEE -

AT3 Despite their higher cost, | prefer green beauty productsover 1 2 3 4 5 6 7
conventional ones.

BEAERE AOMERFECREEIMIFOEER -
AT4 I believe that buying green beauty products is a positive action. 1 2 3 4 S5 6 7
REAMEHERSESENENTH -
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ATS

I believe that purchasing green beauty products is the right
choice.

REERRACRESRIREROME -

AT6

SN1

Green beauty products contain fewer or no chemical residues
compared to conventional beauty products.
HERBERLORURIABLALALREEY -

other consumers, and
affect my | to buy green beauty

REME - FA - REARENPEETONLRLERAR

HERBERNEE -

12 3 a4 s

SN2

I tend to buy green beauty products based on
recommendations from my family members.
RUGRRERANERRREEREES -

N3,

I tend to buy green beauty products based on
recommendations from my friends.
REORRBEROEERRECREES -

SNa.

The majority of people who matter to e believe I should buy
green beauty products.

HARAREEOASBARAARERRECRERS -

NS,

Individuals whose opinions | respect would prefer me to buy
green beauty products.
RBERANEANERLAMRLLREER -

N6

My decision to purchase green beauty products can be
influenced by social media.
HEMMTUREEBRAERSERIRE -

Green beauty products are typically available at the stores
where | usually shop.
HERBERERCRANMWNNB/EAE -

)

Tam sure that | can buy green beauty products if | choose to.
NRBEFRRACREAR - AWESCHEHME -

PB3

Tam open to purchasing green beauty products.
ANERBEEREES -

3

I possess the means and capability to purchase green beauty
products.
RAARESCEEERNARNMES -

3

The decision to buy green beauty products rests solely with me.
MEHBREFRORETLBRIORE -

P86

I believe | can overcome any obstacles to using green beauty
products.
REEREZREALSRESEROEAMN -
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Ec1

€2

€3

2

ECs

23

V1

I have a strong interest in environmental protection, green

ind related topics.

REBMARE - #LARNVENEVARIORE -

1am knowledgeable and aware of environmental issues related

togreen beauty products.

RELERBERNRAMBAT IR TR -

1 choose green beauty products because they are made with

natural ingredients.

BRETLEREER - AACTHOXAASNA -

1 prefer green beauty products because they help address

environmental problems.

BRGLEREER - AATHBDRWRRAMSE -

Iuse green beauty products to support environmental health.

REAREREBIRIRARE -

Green beauty products are seen as a healthier option for the
and them fulfls my.

responsibilities.

HEXSAINTHENRATRBORET RRSHMT

TR

1 choose to buy green beauty product because it demonstrates.
greater environmental responsibiity compared to other
products.

REAMRACREES  BARRMESAL - SRAT
EANBRRE -

V2

The environmental benefits of green beauty product offer
excellent value and meet my expectations.
HERBERNORRUZAR T EFONE - LHAROWE

The designs and narratives of green beauty products align with
‘my personality and uplift my mood.

HEREEIOQHNVRRIVELAT A TROD
'S

V4

The aesthetics of green beauty products (such as design,
appearance, smell, texture, brand image, or packaging)
encourage me to use .

HERBEDNRE (MBI S R KL BT
2K ) MWRERT -

Green beauty products enhance overall health and wellbeing.
more effectively than standard products.

HERSERLLAIERIFARORE VM RHIAEL -
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PV6  Green beauty products positively influence others'impressions 1 2 3 4 5 6 7
of me, enhancing how | am perceived.
HERSESRELEEAHROOR BA TREMAD

PRER -

am prepared to pay more for green beauty products than for
conventional ones.
AFBARERERRZTLHRERTBOME -

INT2 I plan to buy green beauty products n the future. 123 45 6 7
B WERRBRACREES -

INT3 I favour purchasing green beauty products over conventional 1 2 3 4 5 6 7
beauty products.
REGRRECREERH I LBARSER -

INT4 1 will prioriize buying a beauty product i itis green. 12345 67
AREBLEEN - RAEEWR -

INTS ~13im to engage in environmentaly-friendly consumption. 12345 67
BRSNS AREHNR -

INT6 If | were to purchase a similar product, | would choose this 1 2 3 4 5 6 7
green beauty product.
ARAFRWALOER - ANRTEREERSER -

PURL | have already transitioned to using green beauty products. 123 45 67
RESWRIFEELEREES -

PUR2 | regularly engage in environmentally-friendly consumption 1 2 3 4 5 6 7

practices.

RE%SRWEHREE -

1 frequently choose green beauty products over conventional 1 2 3 4 5 6 7

ones.

REXVEFHERSAINIEOEESR -

PUR4 |0t for products made from healthy and eco-friendly materials 1 2 3 4 5 6 7
whenever | can.
RETEBEERFNREAENAOESR -

PURS More than 50% of all the skincare products | currently useare 1 2 3 4 5 6 7
green beauty products.
REMEROFHEREDD - FEE S0 RGEREE

PURG The_exceptonal_green beauty product boosts consamer 1 2 3 4 5 & 7
satisfaction and purchase intentions.
EFNEERBER[RA THAREOFEEAMRER -

PUR:
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Section 2: Personal Information (Please tickiinto the correct answer boxv/)
B WA (ATEERG SR EBRY)

1 Age ‘Fitt
O18orbelow 18 HHUT
D18-25
026-35
03645
D46-55
O56-65
DO66orover 66 ik=LLLE

2. Gender fh5l
Omale %
DOfemale %

3. Education Level H(FiKF
O primary school or below /N &L T
OSecondary school 112
O certificate i
O Diploma / Higher Diploma i/ ## i
O University Degree A /#t%:-4:
O Master's Degree or Above fi-+-52bl |-

4. Monthly Personal Income il A /1A
O< = HKD$20,000
OHKDS20,001 - HKD$40,000
O HKDS40,001 - HKDS60,000
O HKDS60,001 - HKD$80,000
O HKDS80,001 - HKD$100,000
0> HKD$100,000

5. Profession Bt
DOstudent 54
O Blue-Collar  E£51
O White-Collar {351
O Chartered Professional (e.g., Doctor, Lawyer, Accountant) MEF¢ A+ (AUB84: - 6 - @it
'O Management / Executive 58/ TEA B
O Retired / Not Currently Employed  ififf / EINiA#R

End. Thank you for completing this questionnaire. /5. M 5E AN &M 5.

s
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Green Beauty Products: A Study on Consumer Purchase Intentions

Iam a Master of Business Administration student at the University of Wales Trinity Saint David. | am
astudyon i to purchase green beauty products in Hong Kong, focusing on
the Theory of Planned Behavior, Envir Concern, and Perceived Value as part of my

This questionnaire consists of two sections and willtake only 5-10 minutes to complete. In Section 1, please
circle the appropriate number, and in Section 2, please tick the correct answer box. Allinformation collected
will be treated with strict used solely for and will not be or
used for Please feel assured to the Your is
invaluable to our research. Thank you for your participation!

4 - FORBEN = —RARAS TR ERE RS - REETT MR SR AL
ERFELEWOFR  ATRRHIEIITARER - MW ER ORI ME TS 5
ARSI

65 BRIERSY + MR 510 YT « 05 MRS AR - B8 WEERNERIEN
RIS - FTARATROR RIS R E - AR - FREsM BRI « SO
LR« EOERMHROOTFAIR R - WM EHSH |

Section 1:

1 represents Strongly Disagree’ while 7 represents ‘Strongly Agree'. Please use the following scale to answer
‘each of the questions below.

(Each sentence can only have one number selected and circle the correct answer.

HARFE, 7 RRERFE . WHUFIH, MYSOUFEE MEns L.
() S — 7 0. B 25 )

AT1 1 think green beauty products are healthier for me. TP 808507
ARAUEREEINRIMN -

AT2 1 have a favourable view of green beauty products. T 00083897
REMSRSEXHBRENEEL -

AT3 Despite their higher cost, | prefer green beauty products over 1 2 3 4 5 6 7
conventional ones.
BENARE - ANNERGTRERERINIBRER -

AT4_ I believe that purchasing green beauty products is the right 1 2 3 4 5 6 7
choice.
AEERARCREARRERONE -
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ATS  Green beauty products contain fewer or no chemical residues 1 2 3 4 5 6 7
compared to conventional beauty products.

SN Expectations from friends, family, other consumers, and 1 2 3 4 5 6 7
affect my intention to buy green beauty products

REFR FA - REANRENEEEOELISTERRE
HERSERNEM -

SN2 | tend to buy green beauty products based on 1 2 3 4 5 6 7
recommendations from my family members
RUORBBZANERBARECREESR -

SN3 | tend to buy green beauty products based on 1 2 3 4 5 6 7
recommendations from my friends.
AUORRBBEENENRRECREES -

SNa_ The majority of people who matter to me believe Ishouldbuy 1 2 3 4 5 6 7
green beauty products.
HEXREENASRARARBUMRECREES -

SNS My decision to purchase green beauty products can be 1 2 3 4 5 6 7
influenced by social media.

HEEMTUEERBRECRBEINORE -

PBL 12 sure that  can buy green beauty products if | choose to. 123 45 6 7
ARRWIRRACXSAS - ARRETHNBE -

B2 1am open to purchasing green beauty products. 12 3 45 6 7
ARBBRACREES -

PB3 I possess the means and capability to purchase greenbeauty 1 2 3 4 5 6 7
products.
RARBRACRSERNARNES -

B4 The decision o buy green beauty products restssolelywithme. 1 2 3 4 5 6 7
BRASREASWRERSARIAE -

85 1 believe | can overcome any obstacles to using greenbeauty 1 2 3 4 5 6 7
products.

REAREZREAREREEIOI M -

ECL Iam knowledgeable and aware of environmentalissues related 1 2 3 4 5 6 7
to green beauty products.
REMERSEINVRAMBERIVRRATR -

EC2 I choose green beauty products because they are made with 1 2 3 4 5 & 7

natural ingredients.
RUVHERBER - ARCTHBXMAI VA

EC3 1 prefer green beauty products because they help address 1 2 3 4 5 6 7
environmental problems.
ARMGRERBER - AACHAMRARRHE -

EC4  1use green beauty products to support environmental health. 1083080y
AEAREREEIRZTIRAME -
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EC5  Green beauty products are seen as a healthier optionforthe 1 2 3 4 5 6 7

and them fulfls my
responsibilities.
HEXSAIRDABHRASRRONE WRSAMT
TROBRRE -

PV1 I choose to buy green beauty product because it demonstrates 1 2 3 4 5 6 7
greater environmental responsibility compared to other
products.

REAMRACRSER DAARGES AL SRRAT
BANBRRE -

PV2  The environmental benefits of green beauty product offer 1 2 3 4 5 6 7
excellent value and meet my expectations.
AERBSFINOWRYBRHTSGORE - LHFIROH
2

PV3  The designs and narratives of green beauty productsalignwith 1 2 3 4 5 6 7
‘my personality and uplift my mood.

AERSTINRHNRAAROEILAT - BATROD
e

PV4  The aesthetics of green beauty products (such as design, 1 2 3 4 5 6 7
appearance, smell, texture, brand image, or packaging)
encourage me to use it.

HERSEIORE (DR - SR WK - KL - BT
RABK) MOREHE -

VS Green beauty products enhance overall health and wellbeing 1 2 3 4 5 6 7
‘more effectively than standard products.

HEXSERLAREIBARICRE UMM KA EL -

INT1 1 am prepared to pay more for green beauty products thanfor 1 2 3 4 5 6 7
conventional ones.

AENERAKERBESZNLOHERSBBOME -

INT2 1 plan to buy green beauty products in the future. 123 45 6 7
AHBERFRESCREER -

INT3 | favour purchasing green beauty products over conventional 1 2 3 4 5 6 7
beauty products.
ARGBRACESASHARBRRSES -

INTA 1 will pioritze buying a beauty product f it i green. 123 a5 6 7

NMRESRHEN  RAWARK -

INTS I | were to purchase a similar product, | would choose this 1 2 3 4 5 6 7
green beauty product.
NMREERRACNES -  ATRTARRSREES -

PURL | have already transitioned to using green beauty products. 12 3 45 6 7
REANRIERREREES -
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PUR2

1 frequently choose green beauty products over conventional
ones.
REXABLERBESHIRORES -

10ptfor products made from healthy and eco-friendly materials
whenever | can.

RBVERTERBNRRIEARANESR -

More than 50% of all the skincare products | currently use are
green beauty products.
?EW&M%%ﬁSﬂE%*'ﬁE! SO REERERE

The exceptional green beauty product boosts consumer
satisfaction and purchase intentions.

EFNBERBERRATHREVARENRREN
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Section 2: Personal Information (Please tick into the correct answer boxv/)
WG WMARN (NEEMNEEDE EHRY)

1 Age it
D18orbelow 18 HARLLT
o18-25
026-35
036-45
046-55
056-65
DOe6orover 66 mALLE

2. Gender 5l
Omale %
DOfemale %

3 EducationLovel HFIAY:
O Primary school or below /LT
O secondary school 4t
Ocertificate 8
01 Diploma / Higher Diploma %/ Fif X%
O Universit Degree K444
O Master's Degree or Above H-£:50 |-

4. Monthly Personal Income il A fif J A
O.<=HKD$20,000
OIHKDS20,001 - HKDS40,000
CIHKDS40,001 - HKDS50,000
CIHKDS60,001 - HKDS80,000
O HKD$80,001 - HKD$100,000
0> HKD$100,000

5. Profession B
DOstudent 54
DOBlue-Collar - 4
O white-collar {11
‘O Management / Executive TH/{TEAR
Ol Retired / Not Currently Employed  3i1ff / HifiAeLi
End. Thank you for completing this questionnaire. 454¢. MM G 5E AN &M 1.

5
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Appendix E. Sample Size Calculation

Equation

N-Z*-p-q

n= (N-1)-e2+22-p-q

N fmﬁmﬁ:‘;‘} st Age Group %) 7,187,400 x 56% = 4,024,944
2 |Z-score corresponding to the desired confidence level | 1.96 for 95% confidence

e |Marginoferror 005 for £5%

b |Successful rate from Pilot Test~ PURS 034

g |Failure rate from Pilot Test— PUR3 1-034=066

Source: Cochran (1977), Mo & Chu (2025)
Source: Census and Statistics Department, HKSAR
Compiled by Author

Step-by-step Calculation

|

N x Z% x p x q = 4,024,944 x 3.8416 x 0.34 x 0.66 = 4,024,944 x 0.8619 ~ 3,469, 566

(N 1) x ¢ + 2% x p x g = 4,024,043 x 0.0025 + 0.8619 = 10,062.36 -+ 0.8619 ~ 10,063

3,469,566 _
= 10,063 o448

Final Minimum Sample Size for Final Survey

345 (rounded up)

Final Minimum Sample Size for Pilot Test

345x10% = 34.5 = 40 (rounded up to the next multiple of 10)

Compiled by Author
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Appendix F. Summary of Analytical Techniques Used in Chapter 4

SIN Analytical Sub-section in Chapter 4 Type Purpose Purpose
Technique
@ [Focus Group |41 Data from the Focus [Qualtative | To explore key foctors influencing _[Bell, Harley &
[ Analysis Group | Analysis  |purchase intentions and consumer [ Bryman (2022)
Jttitudes through qualitative discussion
b [Demogaphic  [+2  Demographic Data |Descriptive |To analyze sample characteristics and _[Hair et al (2019)
[ Analysis s
© [Cross-tabulation |43 Cross-tabulation _|Descriptive |To examine relationships between [Field (2024)
[ Analysis Analysis c factors and purchase
our
0. [Mean Score [44 Comparisonof |Descriptive |To compare relative importance of _ |Hairetal_(2019)
[ Analysi Highest and Lowest [Statistis _[different factors affecting purchase.
Mean Secores
‘e [Reliabilty Testing (45 Reliability Test _[Inferential | To assess internal consistency of [Hairetal. (2019,
|(Cronbach's Alpha) c scales |Cronbach (1951)
T [Factor Analysis 46 Factor Analysis-a _[Inferential |To examine underlying structure of _ |Field (2024)
|- KMO Test s items
& [Factor Analysis (46 Factor Analysis - b [To examine Stucture of [T & Fidell
| |- Bartlet’s Test Statisties _|measurement items l2019)
b [Principal [46  Factor Analysis-c _|Inferential |To reduce dimensionality and examine _|Field (2024)
|Component c structure of
[ Analysis (PCA) variabies by transforming them into
lprincipal components that explain
TG Tet |47 C Test [To examine between [Field (2024), Coben
5 l1988)
3 [incar 48 Linear [To the [Hair et al_ (2019)
&) [Staisties [between an independent variable and a
|dependent variable
k [+ ‘Analysis [To examine between  |Hairetal (2019)
[Regression and purchase intention
[ Analysi
R [ “Analysis [To measure the ‘of variance in|Har et al.(2019)
|(Coeflicient of [Sttisties [the dependent variable (purchase
[Determination) intention) that can be explained by the
lindependent variables in the regression
Imodel
m. [Analysis of 49 ‘Analysis [To test for [Field (2024)
[Variance Sttisties |between means of multiple groups and
l(aNovA) |determine if factors have statistcally
significant effects on the dependent
[variable
. [Residual Analysis [49 “Analysis [To validate ‘model [T & Fidell
through analysis |(2019)
o [ Analysis [To check ofpredictor _ |Hairetal_ (2019)
[Assessment s through VIF values
3 10 Effect of [Totest effects in the [Hairetal. (2019),
[Regression Intention to model [Baron & Kenny
[ Analysis Green Beauty |1986)
Products
a test 411 lest [To compare means between two [Field (2024)
c sroups
B [ 4712 One-way Analysis of [Inferential [To test differences between multiple _|Hair et al_(2019)
Variance (ANOVA) |Statistics  |aroups on a single factor by comparing
liaxova) [means
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Appendix G. Multiple Linear Regression — PUR1 for Mediating Effect

Dependent Variable

PURI: I have already transitioned to using green beauty products.

Model Summary
Model Summary®
Model | R [ RSquare [ Adjusted R Square | _Std. Error of the Estimate
5 0338 | 0.115 | 0.105 | 1138
ANOVA
ANOVA
Model Sum of Squares (SS) df | Mean Square (MS) E Sig.
5 Regression 77374 5 15.475 11951 <0.001
Residual 598.240 462 1205
Total 675613 467
Coefficients
[Coefficients
Unstandardized  Standardized Collinearity Statistics
Coefficients Coefficients
Model B Std.Emor Beta t Sig. __ Tolerance VIF
2 (Constant) | 1.195 | 0.349 3425 ] <0.001
PB1 0134|0045 0.140 208 0.003 0862 1160
SN1 0136 | 0055 0.114 2.492 0013 0918 1.090
EC4 0113 | 0048 0.107 2347 0019 0.919 1.088
PVI 0113 | 0048 0.110 2373 0018 0.890 L123
AT1 0107|0052 0.095 2.077 0.038 0.925 LOSI
[Equation
PURI = 1.195 +0.134(PB1) + 0.136(SN1) + 0.113(EC4) + 0.1 13(PV1) + 0.107(AT1)
Histogram Scatterplot
i
i .
H

Compilded by Author




image168.png
Appendix H. Multiple Linear Regression — PUR2 for Mediating Effect

n Variable

PUR?: I frequently choose green beauty products over conventional ones.

Model Summary
Model Summary®
Model | R [ RSquare [ AdjustedR Squarc | Std. Error of the Estimate
4 03364 | 0.113 | 0.105 [ 1170
IANOVA
ANOVA
Model Sum of Squares (SS) df Mean Square (MS) F Sig.
4 Regression 80.652 4 20.163 14.722 <0.001
Residual 634.118 463 1.370
Total 714.769 467
Coefficients
Coefficients
Unstandardized  Standardized Collinearity Statistics
Coefficients Coefficients
Model B___Std. Error Beta t Sig._Tolerance __ VIF
2 (Constant) | 1.269 0.325 3911 <0.001
INT1 0.171 0.057 0.147 3.014 0.003 0.803 1.246
EC4 0.152 0.049 0.140 3.122 0.002 0.956 1.046
PVs 0.134 0.049 0.125 2.768 0.006 0.937 1.067
INT3 0.144 0.057 0.124 2.531 0.012 0.792 1.262

E

[PUR2 = 1.269 + 0.171(INTL) + 0.152(EC4) + 0.134(PV5) + 0.144(INT3)

|Histogram

Scatterplot

Compilded by Author




image11.png
List of Tables

Table 1-1. Brand Portfolios of Four Beauty Conglomerates ..

Table 2-1. Summary of Research Variables and Abbreviations ..

Table 2-2. Literature Review on Attitude Definition..

Table 2-3. Measurement Approaches for Attitude.

Table 2-4. Literature Review on Subjective Norms Definition....

Table 2-5. Measurement Approaches for Subjective Norms.....

Table 2-6. Literature Review on Perceived Behavioural Control Definition .....

Table 2-7. Measurement Approaches for Perceived Behavioural Control...

Table 2-8. Literature Review on Environmental Concern Definition

Table 2-9. Measurement Approaches for Environmental Concern ...

Table 2-10. Literature Review on Perceived Value Definition...

Table 2-11. Measurement Approaches for Perceived Value ...

Table 2-12. Literature Review on Purchase Intentions Definitic

Table 2-13. Measurement Approaches for Purchase Intentions

Table 2-14. Literature Review on Purchase Behaviour Definition .

Table 2-15. Measurement Approaches for Purchase Behaviour..

Table 2-16. Literature Review on Mediating Effect Definition ...

Table 2-17. Literature Review on Demographic Variables Definition .

‘Table 2-18. Measurement Approaches for Demographic Variables
Table 2-19. Empirical Findings on AT-INT Relationship
Table 2-20. Empirical Findings on SN-INT Relationship
Table 2-21. Empirical Findings on PB-INT Relationship
Table 2-22. Empirical Findings on EC-INT Relationship .....
Table 2-23. Empirical Findings on PV-INT Relationship...
Table 2-24. Empirical Findings on INT-PUR Relationship ...

Table 2-25. Empirical Findings on Mediating Effect-Purchase Behaviour Relationship42
.43
.46

Table 2-26. Empirical Findings on DV-PUR Relationship.....

Table 3-1. Descriptions of Hypotheses and Demographic Variables..

Table 3-2. Overview of Targeted Constructs, Variable Types, and Measurement

Approaches in Green Beauty Product Research




image12.png
Table 3-3. Survey Questions for Pilot Test .
Table 3-4. Scale Reliability Analysis Before and After Item Reduction ...

Table 3-5. Sampling Size Formula ..

Table 3-6. Mapping of Measurement Items: Pilot Test vs. Final Survey ..

Table 3-7. Classification of Analysis Methods and A pplied Statistical Techniques...
Table 3-8. Analytical Techniques for Studying Green Beauty Purchase Behaviour ...... 68

Table 4-1. Overview of Demographic Profile of Survey Respondents ...
Table 4-2. Factor for H8¢ (DV-Education) * PURI
Table 4-3. Factor for H8b (DV-Gender) * PUR1/PUR2/PUR3/PUR4/PURS ...

Table 4-4. Mean Scores and Interpretations (from Highest to Lowest) ...

Table 4-5. Descriptive Statistics (From Highest to Lowest) ...
Table 4-6. Reliability Statistics ....
Table 4-7. Kaiser-Meyer-Olkin (KMO) Test and Bartlett’s Tes

Table 4-8. Total Variance Explained ..

Table 4-9. Rotated Component Matrix* . 101
Table 4-10. Rotated Component Matrix* vs. Other Research... .. 102
Table 4-11. Corelation Analysis vs. Other Research ..... . 105

Table 4-12. Multiple Linear Regression of Dependent Variable (INTS).... ..108
Table 4-13. Multiple Linear Regression of Dependent Variable (PUR2)... 112
Table 4-14. Mediation Path Analysis (Baron & Kenny Framework).... 116
Table 4-15. Group Statistics for Independent t-test (Gender) 117
Table 4-16. Levene's Test .. 118
Table 4-17. Descriptives Table for Education.... 119

Table 4-18. ANOVA Table for Education — Master’s Degree or Above .....
Table 4-19. Multiple Comparisons of Education — Tukey HSD.

.. 120
. 121

Table 4-20. Summary of Hypothesis Testing Results for Green Beauty Product Purchase

Intention and Behaviour Model . 124
‘Table 5-1. Insights from Predictors and Demographics 126
Table 5-2. Summary of Research Questions and Corresponding Findings . 128

Table 5-3. Theoretical Implications....

Table 5-4. Practical Implications ...

Table 5-5. Further Implications..




image13.png
. 137
. 140
. 142

Table 5-6. Implementation Details
Table 5-7. Limitations of Study
Table 5-8. Directions for Future Research





image14.png
List of Figures

Figure 1-1. Global Sustainability Beauty and Skin Care Market...

Figure 1-2. Beauty & Personal Care in HK — Annual Revenue ..

Figure 1-3. Beauty & Personal Care in HK — Average Annual Revenue per Capita .......6

Figure 1-4. Beauty & Personal Care in HK — Offline and Online Revenue Share-.....
Figure 1-5. % of HK Respondents Who Stopped or Reduced Purchases from Brands

that Showed Insufficient Focus on Sustainability

Figure 1-6. % of HK R ‘Who Are Willi to Investin S

Figure 1-7. Key Barriers that Inhibit the Adoption of Sustainable Consumption

Practices .....

Figure 1-8. Research Framework and Flowchart..

Figure 2-1. Theory of Planned Behaviour
Figure 2-2. Hypothesized Relationships Between Key Constructs in Green Beauty

Product Purchase Behaviour ..

Figure 3-1. Conceptual Model and Hypotheses... .46
Figure 3-2. A Mixed-Methods Concurrent Triangulation Strategy ... .48
Figure 3-3. Primary Data Collection Process and Secondary Data ... ...50
Figure 3-4. Focus Group Methodology Process Flow .... .52
Figure 3-5. Measurement Scale Design . .55
Figure 4-1. Focus Group Findings and Variables Identified. 77
Figure 4-2. Daily and Cumulative Survey Response Dist: .78
Figure 4-3. Age Distribution of Survey Respondents .. ...80
Figure 4-4. Gender Distribution of Survey Respondents ... .81
Figure 4-5. Education Distribution of Survey Respondents . .82
Figure 4-6. Monthly Income Distribution of Survey Respondents .... .83

...84

Figure 4-7. Profession Distribution of Survey Respondents .
Figure 4-8. Education Level (H8¢) and Agreement with Green Beauty Product Purchase
Behaviour (PURI) .87

Figure 4-9. Gender Comparison (H8b) of Purchase Behaviour (PURI to PURS)......... 89





image15.png
Figure 4-10. Highest and Lowest Mean Scores of Each Factor (From Highest to Lowest)

Figure 4-11. Standard Deviation Ranges by Factor (From Highest to Lowest) ..

Figure 4-12. Scree Plot for Eigenvalues..
Figure 4-13. Linear Relationships Between Predictors and Purchase
Intention/Behaviour .

Figure 4-14. Mean Plot of Education ...
Figure 4-15. Research Model and Path Analysis Results of Green Beauty Product

Purchase Intention and Behaviour 123





image16.png
List of Abbreviations

Terms Abbreviation
Theory of Planned Behaviour TPB
Attitude towards Green Beauty Products AT
Subjective Norms SN
Perceived Behavioural Control PB
Environmental Concern EC
Perceived Value PV
Intention to Purchase Green Beauty Products INT
Purchase of Green Beauty Products PUR
Mediating Effect of Intention to Purchase Green Beauty Products ME
Demographic Variables DV
Independent Variable Vs

Compiled by Author





image17.png
Figure 1-1. Global Sustainability Beauty and Skin Care Market
350 326.8

Forecast

2023 2031
Year

Source: InsightAce An:
Compiled by Author





image18.png
1. The MSCI ESG Rating is a widely recognized benchmark developed by MSCI Inc. (Morgan Stanley

social, and

Capital International) 1o assess how well

manage

(ESG) risks and opportunities compared 10 their industry peers (MSCI, 2024).
2. The Dow Jones Sustainability World Index (DJSI World) is one of the most prestigious global benchmarks
Jfor corporate sustainability performance (S&P Global, 2024).

Table 1-1. Brand Portfolios of Four Beauty Conglomerates

L'Oréal Group

LOREAL

Paris,
France

a7

3CE

Aecsop

Armani

Atelier Cologne

. Garnier

. Helena Rubinstein
. IT Cosmetics.

. Kérastase

Kiehl's

LOréal Paris
LOréal
Professionnel Paris
La Roche-Posay
Lancome

Magic Mask
Maison Margiela
Matrix

. Maybelline New.

York

. Ralph Lauren

Fragrances

. Redken
. Shu Uemura
. Shu Uemura Art of

Hair

. Skinbetter Science
. SkinCeuticals

. Takami

. Urban Decay

. Valentino

Vi

L'Oréal
Group (2024)

Continue.....




image19.png
Table 1-1. Brand Portfolios of Four Beauty Conglomerates (...... Continue)

"AERIN Beauty

Estée Lauder

1
USA 2. Aramis GLAMGLOW Lauder
3. Aveda Jo Malone London | Companies
4. Balmain Beauty KILIAN PARIS
ESTEE 5. Bobbi Brown La Mer (2024)
LAUDER 6. Bumble and Lab Series
bumble Le Labo
7. Clinique M-A-C
8. Darphin Paris NIOD
9. DECIEM Origins
10. DrJart+ Smashbox
11. Editions de The Ordinary
Parfums Frédéric TOM FORD
Malle Too Faced
Shiseido Tokyo, 31 1. ANESSA ISSEY MIYAKE  Shiseido
(Company Japan 2. AQUALABEL PARFUMS Company
3. AUPRES MAJOLICA Limited
/HISEIDO 4. BAUM MAJORCA (2024
|S.  BENEFIQUE MAQuill AGE
6. Clé de Peau Beauté :20. narciso rodriguez
7. d program NARS
8. Dr. Dennis Gross Perfect Cover
Skincare PRIOR
9. Drunk Elephant REVITAL
10. EFFECTIM Serge Lutens
11. ELIXIR SHISEIDO
12. Gallinée THE GINZA
13. HAKU Tory Burch Beauty
14. INOUIL Ule
15. INTEGRATE URARA
16. IPSA ZADIG&VOLTAL
RE
|Amorepacific Seoul, 30 1. AESTURA 10PE
IAMOREPACIFIC | South Korea 2. amos professional LABO-H
3. APBEAUTY LANEIGE
4. AYUNCHE Longtake
5. BEREADY makeON
6. espoir Mamonde
7. ETUDE MEDIAN
8. GENTIST mise en scéne
9. GOUTAL ODYSSEY
10. HAPPY BATH OSULLOC
11. HANYUL primera
12. HERA Ryo
13. HOLITUAL Skin U
14. illiyoon Sulwhasoo
15. INNISFREE VITALBEAUTIE

‘Compiled by Author




image20.png
Figure 1-2. Beauty & Personal Care in HK — Annual Revenue
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Figure 1-8. Research Framework and Flowchart
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Table 2-1. Summary of Research Variables and Abbreviations

Category Research Variables “Abbreviation
Theory of Attitude towards Green Beauty Products AT
Planned Subjective N SN
Behaviour Subjective Norms. S
(TPB) Perceived Behavioural Control PB
Extended Environmental Concern EC
Variables Perceived Value PV
Behavioural Intention to Purchase Green Beauty Products INT
Outcomes Purchase of Green Beauty Products PUR
- Mediating Effect of Intention to Purchase Green Beauty Products ME
Control Variables | Demographic Variables DV
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Figure 2-1. Theory of Planned Behaviour
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Table 2-2. Literature Review on Attitude Definition

Literature

Definition of Attitude (AT)

Chen & Chai (2010)

“The psychological tendency expressed by evaluating green products with
some degree of favour or disfavour

Ghazali et al. (2017)

“The extent to which an individual evaluates organic personal care products
positively or negatively is shaped by their health-related priorities and
environmental principles.

Han, Yu, & Kim
(2019)

A predisposition to respond consistently favourably or unfavourably toward
environmentally responsible products, influenced by corporate
environmental responsibility initiatives

Kim & Chung (2011)

‘A person's favourable or unfavourable evaluation of organic personal care
products, influenced by health consciousness and environmental
consciousness

Lee (2008) “The degree of emotional feeling and commitment towards green purchase
behaviour in cosmetics and personal care

Limbu & Ahamed | Reflects consumers' perceptions regarding the advantages and worth

(2023) associated with the use of these products.

Linetal. (2018)

Atitudes are influenced by knowledge of sustainability, commitment to
ethical production methods, the visual attractiveness of products, and their
effectiveness in meeting consumer needs.

Liobikicne & Consumer's overall evaluative judgment about purchasing green cosmetics,
Bernatoniené (2017) | shaped by environmental and personal benefits

Lupindo, Madinga & | The extent to which an individual has a positive or negative assessment of
Dlamini (2024) the behaviour in question

Yadav & Pathak Individual's positive or negative feelings about performing a specific
(2016) behaviour regarding environmentally friendly products
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Table 2-3. Measurement Approaches for Attitude

App for Attitude (AT)

Alwitt & Pitts (1996)

Environmental attitude measurement through evaluative beliefs and
product-specific attitudes

Chan & Wong (2012)

Multi-item scale measuring eco-fashion consumption attitudes using 5-
point Likert scales

Ghazali et al. (2017)

Four-item scale measuring attitudes toward organic personal care products
focusing on environmental and health aspects

Han, Yu, & Kim
(2019)

Five-item measurement scale for environmental attitudes using 7-point
Likert scales with is on corporate envir responsibili
influence

Kim & Chung (2011)

“Three-item scale measuring attitudes toward organic personal care products
using 7-point semantic differential scales

Linetal

Measurement of green product attitudes using 5-point Likert scales
focusing on environmental attributes

Sweeney, Soutar, &
Johnson (1999)

Multiple-item scales measuring perceived value and quality using 7-point
Likert scales
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Table 2-4. Literature Review on Subjective Norms Definition

Literature Definition of Subjective Norms (SN)
Ajzen (1991) Foundational definition of SN as social pressure in planned behaviour
Fishbein & Ajzen | Original conceptualization of SN in behavioural theory

(1975)

Kim & Chung (2011)

Perceived opinions of important others (family and close friends) regarding
‘whether consumers should purchase organic personal care products,
reflecting approval or disapproval of such purchases

Lee (2008)

Role of social networks in sustainable consumption behaviour

Lupindo, Madinga,
& Dlamini (2024)

Contemporary perspective on cultural trends and social influence

Sundgvist (2005)

Pudaruth, Juwaheer, | Social influence and peer pressure affecting cco-friendly cosmetics
& Seewoo (2015) | purchasing decisions. particularly among female consumers
“Tarkiainen & Specification of SN components: expectations and motivation to comply
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Table 2-5. Measurement Approaches for Subjective Norms

App Tor Subjective Norms (SN)

Gupta (2021)

Multi-item scale assessing social pressure from family, friends, and social
media influencers using 5-point Likert scales

Kim & Chung (2011)

Three-item scale measuring normative beliefs using 7-point semantic
differential scales

Sundgvist (2005)

Lee (2008) Multi-item scale measuring peer influence on green purchasing using 5-
point Likert scales

Limbu & Ahamed | Three-item scale measuring influence of peers and important others using

(2023) 5-point Likert scales

‘Pudaruth, Juwaheer, | Five-item scale measuring social influence on eco-friendly cosmetics

& Seewoo (2015) | purchase decisions using 7-point Likert scales

“Tarkiainen & Four-item scale measuring both normative beliefs and motivation to

comply using 7-point Likert scales

Xuetal. (2022)

“Three-item scale measuring perceived opinions of important others using 7-
point Likert scales
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Table 2-6. Literature Review on Perceived Behavioural Control Defis

Literature Definition of Perceived Behavioural Control (PB)

‘Ajzen (1991) Foundational definition of PB as perceived case or difficulty of performing
a behaviour

‘Ajzen (2020) Refined understanding of PB as comprising both sclf-efficacy
(ease/difficulty) and controllability (extent behaviour is up to the actor)
elements

Anchliya et al Examination of barriers and facilitators affecting PB in green beauty

(2023) product purchases

Ghazali et al. (2017)

Integration of internal and external control factors in green product
purchasing decisions

Joshi & Rahman
(2019)

Role of PB in sustainable consumption behaviour

Kim & Chung (2011)

PB in green beauty context: perceived ability to purchase organic personal
care products based on resources and opportunities

Limbu & Ahamed
(023)

Contemporary perspective on PB including availability, affordability, and
knowledge factors

Continue.
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Table 2.6.

on Perceived Behavioural Control Definition (Continue)

Literature Definition of Perceived Behavioural Control (PB)

Moser (2015) Conceptualization of PB in eco-friendly purchasing as consumers'
perceptions of their ability to overcome external constraints such as price
premiums, limited availability. and information asymmetries

Taylor & Todd Conceptualization of PB in terms of facilitating conditions and self-efficacy

(1995)

‘Compiled by Author
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Table 2-7. Measurement Approaches for Perceived Behavioural Control

Li App for Perceived Behavioural Control (PB)
Al Mamun et al Four-item scale measuring perceived ability to purchase green products
Q018) using 5-point Likert scales focusing on resources and opportunities

Ghazali etal. (2017)

Five-item scale measuring self-cflicacy and resource availability for
organic personal care products

Joshi & Rahman
(2019)

“Three-item scale measuring perceived barriers and facilitators using 3-point
Likert scales

Kim & Chung (2011)

Three-item scale assessing control beliefs using 7-point semantic
differential scales

Moser (2015) Five-item scale measuring perceived control over purchasing
environmentally friendly products using 7-point Likert scales addressing
availability. affordability, and consumer capability

Sharma & Foropon | Multi-item scale assessing both internal and external control factors using

(2019) 7-point Likert scales
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Table 2-8. Literature Review on Environmental Concern Definition

i

Definition of Envi Concern (EC)

Ajzen (1991)

Foundational understanding of EC as a behavioural determinant

Ghazali et al. (2017)

Cognitive and affective components of EC in consumption

Joshi & Rahman (2019)

Role of EC in sustainable purchase decisions

Kaiser & Byrka (2020)

EC as awareness and support for environmental initiatives

Kim & Chung (2011)

EC in beauty context: influence on organic personal care product
choices

Lee (2009) ECas amult I construct ency ing cognitive
of environmental problems, emotional commitment to environmental
protection, and behavioural intention to address environmental issues
Limbu & Ahamed Systematic review of EC's influence on green cosmetics purchase
(2023) intention

Continue.
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‘Table 2-8. Literature Review on Environmental Concern Definition (... .. Continue)
Li Definition of Envi Concern (EC)

Moisander & Pesonen | EC's role in eco-friendly consumer practices

(2002)

Nguyen, Lobo, & Influence of EC on sustainable product attitudes

Greenland (2021)

Stern (2000) Conceptualization of EC as value-based attitudes that guide

environmentally significant behaviours across multiple domains

Taylor & Todd (1995)

Integration of EC within behavioural frameworks
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Table 2-9. Measurement Approaches for Environmental Concern

Li App for Envi Concern (EC)
Bamberg & Moser | Meta-analytic review of environmental concern measurement approaches
(2007)

Dunlap & Jones Foundational scale for measuring environmental concern and ecological
(2002) worldview

Ghazali et al. (2017)

Five-item scale assessing environmental concern and awareness in personal
care product context using 5-point Likert scales

Joshi & Rahman
(2019)

“Three-item scale measuring environmental values and concerns using 5-
point Likert scales

Kim & Chung (2011)

Four-item scale measuring environmental consciousness using 7-point
Likert scales

Tee (2009) Five-item scale measuring environmental concern using 7-point Likert
scales on ecologi . envir responsibility, and
consumption impact

Limbu & Ahamed | Systematic review of various EC measurement scales in green cosmetics

(2023) context
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Table 2-10. Literature Review on Perceived Value Definiti

Literature Definition of Perceived Value (PV)
Biswas & Roy ‘Multi-dimensional assessment of sustainable product benefits versus costs
(2015)

Chen & Chang Tntegration of green product benefits and perceived risks in value

(2012) assessment

Hanss & Bohm Consumer's evaluation of product utility based on benefits and costs
(2012)

Kim & Chung (2011)

‘Consumer perception of value derived from green product attributes and
eco-friendly benefits

Limbu & Ahamed | Systematic review of PV in green cosmelics consumption
(2023)

Lin, Lobo & Leckie | Value perception in green brand context including functional and emotional
(2017) aspects

Zeithaml (1988) “The consumer's overall assessment of the utility of a product based on

perceptions of what is received and what is given

Zhuang, Luo & Riaz
021)

Functional, emotional, and social dimensions of green product value
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Table 2-11. Measurement Approaches for Perceived Value

Li App for Perceived Value (PV)

Biswas & Roy Four-dimensional scale measuring functional, social, emotional, and

(2015) monetary value using 5-point Likert scale

Chen & Chang Five-item scale assessing green perceived value including quality and

(2012) environmental benefits using 5-point Likert scales

Kim & Chung (2011) | Five-item scale measuring perceived value of organic personal care
products using 7-point Likert scales

Limbu & Ahamed | Systematic review of various PV measurement approaches in green

(2023) cosmetics context

Lin, Lobo & Leckic | Multi-item scale measuring green brand value perception using 7-point

(2017) Likert scales

Zhuang, Luo & Riaz | Six-item scale evaluating multiple dimensions of green product value using

(2021) 7-point Likert scales

‘Compiled by Author
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Table 2-12. Literature Review on Purchase Intentions Definition

Literature Definition of Purchase Intentions (INT)
Ajzen (1991) Foundational conceptualization of intention as immediate antecedent of
behaviour

De Canio, Martinelli | Contemporary perspective on green purchase intention in beauty market
& Endrighi (2021) | context

Fishbein & Ajzen | Original theoretical framework linking intention to behavioural outcomes
(1975)

Fishbein & Ajzen | Refined conceptualization of intention as planned decision to perform
(2010) specific behaviour based on attitudes. norms, and perceived control

Ghazali et al. (2017) | Specification of purchase intention components in green cosmetics context

Kim & Chung (2011) | Conceptualization of organic personal care products purchase intention

Kumar et al. (2021) | Modern interpretation of green purchase intention drivers

Liobikiene & Comprehensive framework of green purchase intention as conscious
Bernatoniené (2017) | decision to buy environmentally friendly products

Newton et al. (2015) | Role of intention in sustainable consumption decisions

Wang etal(2019) | Purchase intention as predictor of green consumption behaviour
Yadav & Pathak Tntegration of intention in green purchase decision framework
(2017)
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Table 2-13. Measurement Approaches for Purchase Intentions

Literature Measurement Approaches for Purchase Intentions (INT)

Ajzen (1991) Three-item scale measuring intention strength using 7-point Likert format
Fishbein & Ajzen Four-item standardized measurement scale for behavioral intention using 7-
(2010) point scales with established reliability and validity

Ghazali ctal. (2017)

Four-item scale assessing green cosmetics purchase intention with temporal
elements

Hsuetal (2017)

Multi-dimensional scale measuring immediate and future purchase
intentions

Kumar & Ghodeswar | Five-item scale evaluating green product purchase intention components
(2015)

Liobikiené & Five-item scale measuring green purchase intention across multiple
Bernatonien¢ (2017) | dimensions using 7-point Likert format

Paul ctal. (2016)

Comprehensive measurement scale incorporating behavioural and temporal
aspects

Wang etal. (2019)

Three-item scale focusing on willingness and likelihood dimensions

Wijekoon & Sabri
(2021)

Contemporary scale measuring green beauty products purchase intention

Yadav & Pathak
(2017)

Integrated measurement approach for sustainable product purchase
intention
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Table 2-14. Literature Review on Purchase Behaviour Defis

Literature Definition of Purchase Behaviour (PUR)

Ajzen & Fishbein Foundational conceptualization of actual behaviour as outcome of decision
(1980) process

Fishbein & Ajzen Expanded framework connecting intentions to actual behavior through
(2010) reasoned action approach

Ghazali et al_(2017) | Specification of purchase behaviour patterns in green cosmetics context
Joshi & Rahman Contemporary perspective on sustainable purchase behaviour manifestation
(2019)

Kim & Chung (2011) | Framework for green product characteristics influence on behaviour
Kumar etal. (2021) | Modern interpretation of green purchase behaviour determinants
Liobikiené & Framework for understanding green cosmetics consumption patterns
Bernatoniené (2017)

Taufique & Integration of behaviour in sustainable consumption framework
Vaithianathan (2018)
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Table 2-15. Measurement Approaches for Purchase Behaviour

Literature Measurement Approaches for Purchase Behaviour (PUR)
Fishbein & Ajzen | Comprehensive measurement model linking attitudes and norms to actual
(2010) purchase behavior through reasoned action

Ghazali ctal. (2017)

Multi-dimensional scale measuring actual green cosmetics purchase
patterns using S-point Likert scale

Toshi & Rahman Framework for analysing purchase behaviour using structural equation
(2015) modelling

Toshi & Rahman Comprehensive measurement framework combining self-reported and
(2019) actual purchase data

Kumar et al. (2021)

Seven-item scale assessing green beauty product purchase frequency and
volume using 7-point Likert scales

Linctal (2018)

Integrated approach combining survey data with retail purchase records

Liobikiené &
Bernatoniené (2017)

Five-item scale evaluating green cosmetics buying behaviour and
consumption patterns using 7-point Likert scales
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Table 2-16. Literature Review on Mediating Effect Definition

Literature

Framework of Mediating Effect (ME)

Baron & Kenny

Foundational framework for understanding mediating relationships in

(1986) behavioural research

De Canio, Martinelli | Contemporary analysis of intention's mediating role in green beauty

& Endrighi (2021) | consumption

Ghazali et al. (2017) | Examination of mediation pathways in green cosmetics purchase context
Hayes (2018) Modern statistical approaches to analysing mediating effects

Kim & Chung (2011) | Application of mediation analysis in organic personal care products context

Kumar et al. (2021)

Current perspective on mediating mechanisms in green purchase decisions

Wang ctal_(2019)

Integration of mediating effects in sustainable consumption framework

Yadav & Pathak
(2017)

‘Analysis of intention's mediating role in green purchase behaviour
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Table 2-17. Literature Review on Demographic Variables Definition

Literature Definition of Demographic Variables (DV)
Malhotra, Nunan & | Quantifiable individual characteristics that identify homogeneous market
Birks (2020) segments for targeted marketing strategies

Nguyen etal_ (2019)

Variables enabling understanding of consumer segments' responses to
sustainable offerings

Peter & Donnelly
(2003)

Measurable and identifiable socioeconomic characteristics of a population

Sanctal. (2021)

Moderating variables providing nuanced understanding of consumer
behaviour in green markets

Sharma & Foropon

Characteristics creating distinct consumer segments with varying

(2016)

(2019) propensities toward sustainable products

Solomon (2019) Statistical data about population attributes influencing consumer behavior
and decision-making processes

Yadav & Pathak Factors shaping initial purchase intentions and long-term consumption

patterns





image45.png
Table 2-18. Measurement Approaches for Demographic Variables

Literature Measurement Approaches for Demographic Variables (DV)

al. (2003) profiling

Diamantopoulos et | Standardized categorical and ordinal measurement scales for demographic

Malhotra, Nunan & | Systematic, multi-level demographic measurement approaches
Birks (2020) incorporating nominal, ordinal, and interval data collection techniques

education levels

Nguyen etal. (2019) | Standardized measurement scales for age cohorts, income brackets, and

consumer research

Peter & Donnelly | Structured questionnaire measuring five key demographic variables using
(2003) standardized scales
San etal (2021) Validated measurement instruments for demographic variables in green

Sharma & Foropon | Multi-dimensional demographic classification system with standardized

(2019) measurement categories

Solomon (2019) Comprehensive demographic profiling using categorical and interval
measurement scales

Yadav & Pathak Integrated framework combining demographic measurements with

(2016) regression and moderation analysis
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Figure 2-2. Hypothesized Relationships Between Key Constructs in Green Beauty

Product Purchase Behaviour

H1 | Attitude towards Green Beauty Products (AT) —>| Im;z::;‘;mn:;h;s(en?ge "
H2 | Subjective Norms (SN) —> '”ﬁiﬂﬁ&‘&o“éihé?rfﬁ"
H3 | Perceived Behavioural Control (PB) — Imﬁz::;‘;,?:;h;s(erfge "
He | Environmental Concern (EC) ] e i g
H5 | Perceived Value (PV) —> Im;:::;‘;rcn:\:ht:s(eﬂf’l")een
H6 | Inention o Purchase Green Beauty Products (INT) | "“pnase haviour o e
Mo eion )| PR
H8 | Demographic Variables (DV) —> "“’;L’i‘..‘,f,":f:a".fﬁ.‘;‘&%i?"

H8a-Age

H8b — Gender
H8c — Education
H8d — Income
H8e — Profession
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Table 2-19. Empirical Findings on AT-INT Relationship

Literature Findings on AT-INT Relationship Statistical
Ghazali etal. | Environmental consciousness and beauty involvement B=0427,
(2017) significantly influenced attitudes, which in turn affected p<0001
purchase intentions for organic personal care products

Hsu etal Positive attitudes towards green cosmetics were significantly B=0310,
(2017) associated with purchase intentions p<0001
Kim & Chung | Atitudes were significant predictors of purchase intentions for | p=0.304,
(2011) organic personal care products among U.S. consumers p<0001
Liobikiene & | Positive attitudes towards green cosmetics strongly predicted | Significant
Bernatonien¢ | purchase intentions across European markets positive
(2017) relationship
Yadav & Pathak | Attitudes significantly influenced green purchase intentions B=0448,
(2016) among young Indian consumers p<0001
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Table 2-20. Empirical Findings on SN-INT Relationship

Literature Findings on SN-INT Relationship Statistical
Gupta (2021) | Subjective norms significantly predicted purchase intentions for | B =0.42,
green beauty products among millennial consumers p<0001
‘ Kim & Chung | Subjective norms were significant predictors of purchase $=0352,
(2011) intentions for organic personal care products p<0001
Limbu & Social pressure from family and peers had significant positive | f= 0293,
Ahamed (2023) | effects on green cosmetics purchase intentions p<0001
Tarkiainen & | Strong influence of subjective norms on organic personal care | p=0.33,
Sundqvist product purchase intentions, particularly with high perceived p<0001
(2005) social pressure
Xuetal (2022) | Subjective norms positively influenced green beauty purchase | p=0.386,
intentions among Chinese consumers p<0001
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Table 2-21. Empirical Findings on PB-INT Relationship

Literature Findings on PB-INT Relationship Statistical
Al Mamun etal. | PB significantly influenced green purchase intentions among B=0382,
(2018) low-income households p<0001
Ghazali etal. | Price and availability-related PB significantly affected purchase | p=0315,
(2017) intentions for organic personal care products p<0001
Joshi & PB significantly associated with green product purchase B=0342,
Rahman (2019) | intentions p<0001
Kim & Chung | PB strongly predicted purchase intentions for organic personal | p=0.287,
(2011) care products among U.S. consumers p <0001
Sharma & PB was a strong predictor of green purchase intentions, B=0295,
Foropon (2019) | particularly related to resource availability p <0001
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Table 2-22. Empirical Findings on EC-INT Relationship

Literature Findings on EC-INT Relationship Statistical
Ghazali et al Environmental awareness and concern significantly affected $=0.298,
(2017) purchase intentions for organic personal care products p<0.001
Toshi & EC significantly associated with green product purchase $=0.356,
Rahman (2019) | intentions p<0.001
Kaiser & Strong correlation between environmental concern and B=0.301,
Wilson (2019) | sustainable purchase behaviors p<0.001
Kim & Chung | EC significantly influenced organic personal care product $=0325,
(2011) purchase intentions among U.S. consumers p<0.001
Limbu & Systematic review confirming EC's significant influence on B=0334,
Ahamed (2023) | green cosmetics purchase intentions p<0.001
Nguyen etal EC was a strong predictor of green purchase intentions, B=0312,
(2021) particularly with high environmental consciousness p<0.001
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Table 2-23. Empirical Findings on PV-INT Relationship

Literature Findings on PV-INT Relationship Statistical
Biswas & Roy | Perceived value significantly influenced green product purchase | p=0.315,
(2015) intentions p<0001
Chen & Chang | Green perceived value positively affected purchase intentions for | = 0347,
(2012) environmentally friendly products p<0001
Konuk ctal. Strong correlation between perceived value and green purchase | = 0.367,
(2015) intentions p <0001
Lin, Lobo& | PV significantly associated with green brand purchase intentions | = 0.382,
Leckie (2017) p<0001
Wang & Hazen | PV was a strong predictor of green purchase intentions, B=0343,
(2016) particularly for quality-price value p<0001
Zhuang, Luo & | PV significantly influenced green purchase intentions across B=0329,
Riaz (2021) multiple dimensions p <0001
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Table 2-24. Empirical Findings on INT-PUR Relationship

Literature Findings on INT-PUR Relationship Statistical
Ghazali et al Intention-behaviour relationship remained significant despite B=0334,
(2017) situational constraints p<0.001
Toshi & Strong predictive relationship between intentions and actual $=0389,
Rahman (2019) | green product purchases p<0.001
Kumar et al Purchase intentions significantly influenced actual sustainable p=0.298,
(2021) beauty product purchases p<0.001
Liobikiene & | Purchase intentions significantly predicted actual purchase $=02375,
Bernatonien¢ | frequency of eco-friendly cosmetics p <0001
(2017)

Taufique & Purchase intentions strongly predicted actual green product B=02356,
Vaithianathan | purchases p<0.001
(2018)
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Table 2-25. Empirical Findings on Mediating Effect-Purchase Behaviour Relationshi)

Literature Association of Mediating Effect with Purchase Behaviour Statistical
De Canio, Purchase intention significantly mediates between environmental | = 0.52,
Martinelli & concern and green purchase behaviour p<0001
Endrighi (2021)

Ghazali et al Strong mediating effect of purchase intention between consumer | p= 047,
(2017) values and organic personal care product purchases p<0.01
Kim & Chung | Purchase intention mediates environmental consciousness and p=0.58,
(2011) actual buying behaviour p<0.001
Kumar et al Significant mediating role of purchase intention between B=045,
(2021) perceived value and natural product purchases p<0.01
Wang et al Purchase intention strongly mediates between green product $=049,
(2019) knowledge and purchase behaviour p<0.001
Yadav & Pathak | Purchase intention mediates social influence and green purchase | = 0.43,
(2017) behaviour relationship p<0.01
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Table 2-26. Empirical Findings on DV-PUR Relationship

Literature Findings on DV-PUR Statistical Hypothesized Direction
Relationship (H8)

Peter & Age directly influenced green p=0286, | H8a: Younger consumers

Donnelly purchase behaviour p<0001 | demonstrate higher

(2003) purchase behaviour

Nguyenetal. | Gender significantly affected $=0298, | H8b: Females demonstrate

(2019) purchase behaviour p<0001 | higher purchase behaviour

Sharma & Education level positively related to | §=0.342, | H8c: Higher education

Foropon purchase behaviour p<0001 |leads to increased purchase

(2019) behaviour

Solomon Income levels directly affected p=0312, | H8d: Higher income

(2019) purchase amounts p<0001 | resultsin increased
purchase behaviour

San etal Professional background influenced | p=0.276, | H8e: Environment-related

(2021) purchase patterns p<0001 | professions show higher
purchase behaviour
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Figure 3-1. Conceptual Model and Hypotheses

Intention ol
Beauty Products (INT) Beauty Products (PUR)

[Demographic Variables (0V)
a.Age
b, Gender
. Education
. Income
e.Protession
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Table 3-1. Descriptions of Hypotheses and Demographic Variables

HI |AT INT | Attitude affects the intention to purchase green beauty Meliniasarin &
products. A positive attitude toward green beauty products | Mas’od
increases purchase intention, (2024)

H2 |SN > INT | Subjective norms have a positive effect on the intention to | Ngo-Thi-Ngoc,
purchase green beauty products. Social influences, Nguyen-Viet &
including peer pressure and family expectations, enhance | Hong-Thach
the likelihood of purchasing green beauty products. (2024)

H3 |PB > INT | Perceived behavioural control has a positive impact on the | Wang et al.
intention to purchase green beauty products. A higher (2019)
sense of ability or ease significantly enhances the
likelihood of purchase intentions.

H4 |EC > INT | Environmental concern exhibits a positive relationship Yada & Kumar
with green beauty product purchase intentions. Consumers | (2023)
with heightened environmental awareness show greater
inclination toward selecting these products.

H5 |PV > INT | Perceived value has a positive impact on the intention to | Doszhanov &
purchase green beauty products. A higher perceived value | Ahmad
in terms of quality or sustainability drives purchase (2015)
intention.

Continue.
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Table 3.1 Descriptions of Hypotheses and Demographic Variables (... ... Continue)

H6 |INT - PUR | Intention positively impacts the purchase of green beauty | Vania & Ruslim

products. Strong intention leads directly to purchasing (2023)
behaviour.
H7 |ME SPUR | Intention influences the relationship between key Al Mamun et
antecedents and the purchase of green beauty products. It | al.,
functions as an important factor in driving behaviour (2020)
Hsa | DV Younger consumers exhibit greater intentions and Kim & Seock
- Age favourable attitudes towards acquiring green beauty (2022)

products, driven by their increased environmental
awareness and concerns about sustainability.

H8b | DV Females are more engaged and likely to buy green beauty | Dlamini &
~Gender | products due to their heightened awareness of health, Mahowa
beauty, and environmental concerns (2024)
H8c | DV Higher education levels correlate with increased purchase | Joshi &
- Education | intentions for green beauty products, as educated Rahman
consumers typically demonstrate greater environmental | (2015)

knowledge, stronger ecological awareness, and more
favourable attitudes toward sustainable consumption

practices
H8d | DV Higher income levels correlate with increased consumption | Lavuri et al
-Income | of green beauty products, as consumers with more (2021)

financial resources tend to pay higher prices for
environmentally friendly cosmetics.

Hse | DV Professionals, especially those with advanced education, | Sharma &
- Profession | exhibit heightened awareness and stronger intentions to | Foropon
purchase eco-friendly beauty products. This trend may be | (2019)
attributed to their greater exposure to environmental
information and sustainable practices within their work
environments.
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Figure 3-2. A Mixed-Methods Concurrent Triangulation Strategy

Quantitative Qualitative

Data Analysis Data Analysis
Data Collection Data Collection

Results Compared
\nlegraled & Interpreted

Source: Atif, Richards & Bilgin (2013)
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Figure 3-3. Primary Data Collection Process and Secondary Data

Primary Data: Information Collected Directly from Respondents

Instrument
I Development
Quesﬂonnalre

Secondary Date: Public and Existing Information Collected and Published by Others

Company Government
Website Statistics

Market
Research
Report

Literature
Review
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Figure 3-4. Focu: up Meth

Participant Selection (n=8)
Language Selection (Cantonese)
Topic Guide Preparation

Implementation Phase

Welcome and Introduction
Ice-breaking Activities

Guided Discussion Topics:

- Green Beauty Understanding
- Purchase Decision Factors

- Brand/Product Experiences

Audio Recording
Note-taking
Observation Recording

Theme Identification
Pattern Recognition
Survey Question Development

s Flow

(Stewart & Shamdasani, 2020)
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Table 3-2. Overview of Targeted Constructs, Variable Types, and Measurement
Approaches in Green Beauty Product Research

Factors

Symbol

Assessing consumers’

Variables

Type of
Data

Researcher

Attitudes AT |perceptions and assessments of H"‘“’(‘Z%‘l‘g)K‘“‘
areen beauty products,
Subjective Evaluating the impact of societal Pudaruth,
[Norms SN | pressure and external opinions. Juwaheer, &
P P! Seewoo (2015)
porceived Assessing respondents Independent
v perceptions of the ease o (Creswell & ) Moser
Behavioural | PB |7 ! . 7-Point
difficulty in purchasing green | Creswell, | 7 (2015)
Control Likert
Ibeauty products 2017) ’
- Evaluating respondents Scale
Environmental (DeVellis Lee
EC [awareness and concem
Concern ness and ) & Carolyn,|  (2009)
regarding environmental ssues. Saral
Perceived [Evaluating the value Krosnick &| Kim & Chung
PV [respondents place on green
Value Presser, (2011)
beauty products. 2009)
Tndependent/
Assessing the likelihood of Dependent Liobikiene &
Purchase i X
purchase | INT - |purchasing green beauty (Creswell & Bernatoniene
products Creswell, (2017)
2017)
[Examining actual purchase Dependent —
Purchase patterns to understand consumer | (Creswell & Liobikiene &
. PUR " Bernatoniene
Behaviour engagement and preferences in |  Creswell, v
the green beauty market. 2017)

Continue..
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Table 3-2. rview of T: n Variable T nd Meas

Approaches in Green Beauty Product Research (......Continue)

. Type of
Factors Symbol Variables Researcher
al

Ordinal
Age Age
Ranges
Binary
Gender Nominal
Independent | Variable
Providing comprehensive (Creswell & | Ordinal (Malhotra,
DV |understanding of the Creswell, Scale | Nunan & Birks,
respondents 2017) Ordinal 2020)
Income Income
Bracket
Occupation
al
Classificati
ons

Education

Profession
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Figure 3-5. Measurement Scale Design

Partially Neutral Partially Agree
Disagree Agree

3 4 5 6

Source: DeVellis & Carolyn (2021); Krosnick & Presser (2009)
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Table 3-3. Survey Questions for Pilot Test

residues compared to conventional beauty products.

AT [I think green beauty products are healthier for me.  Shimul, Cheah & Khan
(2021)
AT2 [[ have a favourable view of green beauty products. Al Mamun et al. (2020)
AT3 |Despite their higher cost, I prefer green beauty Al Mamun et al. (2020)
roducts over conventional ones
AT4 [I belicve that buying green beauty products isa /Al Mamun et al. (2020)
itive action.
AT [[ belicve that purchasing green beauty products is  Linh & Chou (2022)
the right choice
AT6 |Green beauty products contain fewer or no chemical Ngo-Thi-Ngoc, Nguyen-

Viet & Hong-Thach (2024)

Continue.
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Table 3-3. Survey Questions for Pilot Test (

Continue)

Subjective  SNI |Expectations from friends, family, other consumers, Teixeira et al. (2023)
Norms land influencers affect my intention to buy green
(SN) beauty products
SN2 I tend to buy green beauty products based on 'AlMamun et al_ (2020)
recommendations from my family members.
SN3 I tend to buy green beauty products based on 'AlMamun et al_ (2020)
recommendations from my friends
SN3 The majority of people who matter to me believe I | Ghazali et al. (2017)
should buy green beauty products
SN4 Individuals whose opinions I respect would prefer Adels (2018)
Ime to buy green beauty products.
'SN6 My decision to purchase green beauty products can Al Mamun et al. (2020)
be influenced by social media.
Perceived  PBI |Green beauty products. are typically available at the Paul, Modi & Patel (2016).
Behavioural stores where I usually shop.
Control PB2 1 am sure that I can buy green beauty products if | _Adels (2018)
(PB) choose to
PB3 1 am open to purchasing green beauty products. Al Mamun et al. (2020)
PB4 [ possess the means and capability to purchase green Ghazali et al. (2017)
beauty products
PB5 The decision to buy green beauty products rests  Ghazali et al. (2017)
solely with me.
PB6 I believe I can overcome any obstacles to using  Xu et al. (2022)
lareen beauty products
[Environmental EC1 |l have a strong interest in environmental protection, Wang et al. (2020)
Concern een consumption, and related topics
(EC) EC2 I am knowledgeable and aware of environmental Al Mamun et al. (2020)
lissues related to green beauty products
EC3 I choose green beauty products because they are  Singh, Kapoor & Misra
made with natural ingredients. (2019)
EC4 I prefer green beauty products because they help  Singh, Kapoor & Misra
laddress environmental problems (2019)
EC5 I use green beauty products to support Al Mamun et al_ (2020)
environmental health
EC6 Green beauty products are seen as a healthier option Suphasomboon&

for the environment and purchasing them fulfils my |Vassanadumrongdee
environmental responsibilities (2022)

Continue.
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Table 3-3. Survey Questions for Pilot Test (... ... Continue)

Perceived  |PV1 [l choose to buy green beauty product because it Nhu, Van & Thu
Value demonstrates greater environmental responsibility (2019)
(PV) compared to other products.
PV2 The environmental benefits of green beauty product offer Nhu, Van & Thu
excellent value and meet my expectations (2019)
PV3 The designs and narratives of green beauty products align |Suphasomboon &
\with my personality and uplift my mood Vassanadumrongdee
(2022)
PV4 The aesthetics of green beauty products (such as design, |Suphasomboon &
‘appearance, smell, texture, brand image, or packaging) ~|Vassanadumrongdee
lencourage me to use it (2022)
PV5 Green beauty products enhance overall health and 'Suphasomboon &
'wellbeing more effectively than standard products. Vassanadumrongdee
(2022)
PV6 Green beauty products positively influence others' 'Suphasomboon &
impressions of me, enhancing how I am perceived Vassanadumrongdee
(2022)
IntentiontoINT1 |l am prepared to pay more for green beauty products than Moslehpour et al
Purchase for conventional ones. (2022)
(Green Beauty [INT2 [ plan to buy green beauty products in the future Al Mamun et al
Products (2020)
(INT) INT3 [ favour purchasing green beauty products over Al Mamun et al
conventional beauty products (2020)
INT4 [ will prioritize buying a beauty product if it is green. | Wang et al_(2020)
INTS [ aim to engage in environmentally-friendly consumption. |Al Mamun et al
(2020)
INT6 IfT were to purchase a similar product, I would choose  |Shimul, Cheah &
this green beauty product Khan (2021)
Purchase of |PURI I have already transitioned to using green beauty products. Al Mamun et al
(Green Beauty (2020)
Products PUR2] regularly engage in environmentally-friendly Al Mamun et al
(PUR) consumption practices. (2020)
PUR3] frequently choose green beauty products over Al Mamun et al
conventional ones (2020)
PUR4|T opt for products made from healthy and eco-friendly  |Xu et al. (2022)
materials whenever I can
PURS More than 50% of all the skincare products I currently use |Al Mamun et al
Jre green beauty products (2020)
PURG The exceptional green beauty product boosts consumer |Moslehpour et al
satisfaction and purchase intentions (2022)
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Table 3-4. Scale Reliability Analysis Before and After Item Reduction

Before Amendment
No.of  Cronbach's
Questions Alpha
AT 6 0.950 AT4 5 0.950
SN 6 0.949 SN5 5 0.945
PB 6 0.905 PBI 5 0.902
EC 6 0.925 EC1 5 0.912
PV 6 0.940 PV6 5 0.930
INT 6 0.952 INTS 5 0.950
PUR 6 0.747 PUR2 5 0.746
Total 12 0.957 35 0.950
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Table 3-5. Sampling Size Formula

Equation

N-Z°-p-q
(N-1)-e*+2%-p-q

n=

N | o Poputton's Tageted Age Group %) 7187400 56% = 4,024,544
Z | Z-score corresponding to the desired confidence level 1.96 for 95% confidence

e |Margin of error 0.05 for £5%

p  |Successful rate from Pilot Test - PUR3 034

q  |Failure rate from Pilot Test— PUR3 1-0.34=0.66

Source: Cochran (1977), Mo & Chu (2025)
Source: Census and Statistics Department, HKSAR
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Table 3-6. Mapping of Measurement Items: Pilot Test vs. Final Survey

AT SN PB EC PV INT PUR

P F P F P F P F P F P F P F

Ql [Q |Ql |[Q |[Q | - |Q | -~ |[Q |[Q |[Ql|Q | Q |Ql

Q2 | Q2 | Q| Q2 |Q |Ql | |Ql Q|| Q)| Q]|Q]|-

Q3 [ Q3 Q3 | Q3| Q| Q| Q|Q |Q | Q|Q|Q| | @

Q4 | - | Q4 | Q4 | Q4| Q3 | Q4| Q3 | Q4| Q4| Q4]0Q4)| Q4| Q3
Q5 | Q4 | Q5 | - | Q5 | Q4] Q5| Q4 ]Q5 |Q5|Q5 | - | Q5 | Q4
Q6 | Q5 | Q6 | Q5 | Q6 | Q5 | Q6 | Q5 | Q6 | - | Q6 | Q5 | Q6 | Q5
Remarks:

P = Pilot Test’s Question Numbering

F = Final Survey’s Question Numbering

~ = Questions Removed after Pilot Test
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Table 3-7. Classification of Analysis Methods and Applied Statistical Techniques

Qualitative
Analysis

Focus Group Analysis

Qualitative analysis in green beauty research
involves systematic examination of non-numerical
data to uncover patterns and themes in consumer
behaviour. According to Bell, Harley & Bryman
(2022), focus groups provide rich insights into
consumer attitudes and decision-making processes
through structured discussions

Descriptive
Statistics

Demographic Analysis
Cross-tabulation Analysis
Mean Score Analysis

Descriptive _ statistics  provide _ fundamental
summaries of sample data characteristics in green
beauty product research. According to Hair et al.
(2019) and Field (2024), these techniques help
establish  sample  representativeness, explore
relationships between demographic factors and
purchase behaviour, and compare relative importance
of factors affecting purchase intention. Common
measures include frequencies, percentages, means,
and standard deviations

‘The basic equation for mean calculation is:

= (Zxi)/n, where xi represents individual values and
nis the sample size. For green beauty products, these
statistics help understand consumer profiles and
general atitudes toward sustainable cosmetics.

Continue.
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Table 3.7.

Inferential
Statistics

Reliability Testing
Factor Analysis
Correlation Test
Simple Linear
Regression Analysis
Multiple Linear
Regression:
- Rz
- ANOVA
- Residual Analysis
- Multicollinearity
Assessment
Independent t-test
One-way ANOVA

.Continue)

Inferential _statistics allow researchers to draw
conclusions about populations from sample data in
green beauty consumption studies. As highlighted by
Tabachnick & Fidell (2019) and Field (2024), these
techniques test hypotheses and examine relationships
between variables. Key equations include:

= Cronbach’s a = (K/(k-1)) (I - Yo% / ¢*sum)
= R®=1-(SSresidual / SStotal),

where k is number of items, o* represents
variance

Common significance levels are p < 0.05 or p < 0.01.
These methods help validate measurement scales and
test theoretical frameworks in  sustainable
consumption behaviour.
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Table 3-8. Analytical Techniques for Studving Green Beauty Purchase Behaviour

Qualitative Analysis: (a)

a.

[Focus Group
Analysis

(Qualitative
\Analysis)

/A qualitative research method that utilizes structured group discussions to
explore consumer attitudes and perceptions toward green beauty products.
As highlighted by Bell, Harley & Bryman (2022), this approach enables the
collection of detailed insights through moderated interactions among
carefully chosen participants. Semi-structured discussions strike a balance
between organic conversation and targeted inquiry, ensuring that key
research topics remain the focus. Thematic analysis is applied to the
collected data, identifying recurring patterns, motivations, and obstacles in
green beauty product consumption. These findings serve as a cornerstone
for the subsequent phases of quantitative research

Desc

riptive Statistics:

(b) to (d)

3

Demographic
Analysis

(Descriptive
\Statistics)

/A fundamental descriptive statistical technique that examines population
characteristics within green beauty market research. As outlined by Hair et
al. (2019), demographic analysis provides essential context for
understanding consumer behaviour by systematically examining age
distribution, gender composition, education levels, income brackets, and
occupational categories. The analysis employs basic statistical calculations,
|with percentage distributions being the primary metric:

= Percentage = (Category frequency/Total sample size) x 100

This foundational analysis establishes sample representativeness and
identifies key consumer segments in the green beauty market, enabling
researchers to validate their findings' generalizability.

Continue. .. .
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Table 3.8. Analvtical Techniques for Studving Green Beautv Purchase Intention and

Beha
Cross-tabulation
Analysis

(Descriptive
\Statistics)

... Continue:

A statistical method that examines relationships between categorical
lvariables in green beauty consumption patterns by creating contingency|
ltables. According to Field (2024), this technique reveals associations|
between demographic characteristics and purchase behaviours through
systematic comparison. The analysis typically employs chi-square tests:

= 4 =X[(0-E}/E]

lwhere O represents observed frequency and E represents expected|
frequency to determine statistical significance of relationships.

With a standard significance level of p < 0.0, this method helps researchers
understand how different consumer segments interact with green beauty
products and identify meaningful pattems in purchase behaviour. p < 0.01
is more stringent level.

|d. |Mean Score
Analysis

(Descriptive
\Statistics)

‘A descriptive statistical technique that compares central tendencies of|
different variables in green beauty product research, providing insights into|
relative importance of factors affecting purchase intention. Following Hair|
et al. (2019), this analysis employs fundamental statistical measures
including mean (£x/n) and standard deviation (V(Z(x-j1)¥/n)) calculations.
The analysis typically utilizes 7-point Likert scales ranging from strongly
disagree to strongly agree, enabling researchers to quantify and compare
consumer attitudes, perceptions, and intentions toward green beauty|
products while maintaining statistical rigor.

Inferential Statistics: (e) to (r)

e [Reliability
Testing
(Cronbach's
Alpha)

(Inferential
\Statistics)

‘A fundamental inferential statistical technique that assesses the internal
consistency and reliability of measurement scales in green beauty product
rescarch. According to Hair et al. (2019), Cronbach's alpha (1951) provides
a critical assessment of how well multiple items measure the same
construct. The calculation follows:

= o= (K(k-1)(1-Soi/o*sum)

Iwhere k represents the number of items, 6% is individual item variance, and
osum is total variance.

The acceptable threshold typically begins at 0.70, with values above 0.80
considered good reliability illustrated below. This analysis ensures the
measurement scales for factors like environmental concerns, attitudes, and
purchase intentions are reliable.

Cronbach's Alpha Internal Consistency
« > 09 Excellent
08 < a« < 09 Good
07 < « < 08 Acceptable
06 < « < 07 Questionable
05 < « < 06 Poor
@ < 05 Unacceptable

Sources: Cronbach, 1951

Continue.
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Table 3.8. Analvtical Techniques for Studving Green Beautv Purchase Intention and

Behaviour

[Factor Analysis -|
IKMO Test

(Inferential
\Statistics)

......Continue

[An inferential statistical method that examines sampling adequacy before|
conducting factor analysis in green beauty product research. As described|
by Field (2024), the Kaiser-Meyer-Olkin (KMO) test measures whether|
data is suitable for factor analysis through the equation:

= KMO = Trij/(Zrij + Taij)

where r%j represents squared correlation coefficients and a%ij represents|
squared partial correlation coefficients.

Values range from 0 to 1, with scores above 0.8 considered excellent for|
factor analysis. This preliminary test ensures the data structure is|
appropriate for examining underlying constructs in green consumption|
behaviour.

KMO Value Level of Acceptance
>09 Superb
08 w0 <09 Excellent
07 o <08 Good
05 w0 <07 Mediocre
<05 Unacceptable

Sources: Field, 2024

& [Factor Analysis
- Bartlett's Test

(Inferential
\Statistics)

'A complementary inferential statistical test to KMO that examines whether|
correlations between variables are significantly different from zero in green|
beauty product research. According to Tabachnick & Fidell (2019),
Bartlett's test of sphericity evaluates the null hypothesis that the correlation
matrix is an identity matrix. The test statistic follows a chi-square|
distribution, with significance (p < 0.05) indicating that factor analysis is|
appropriate. This analysis helps validate the existence of meaningful
relationships among variables before examining construct validity in green|
beauty consumption studies.

h.[Principal
Component
Analysis (PCA)

(Inferential
\Statistics)

'An inferential statistical method that reduces dimensionality and identifies|
lunderlying patterns in multivariate data for green beauty product research
As described by Field (2024), Principal Component Analysis transforms|
original variables into a new set of uncorrelated variables (principall
components) through the equation:

= PC=XW

where X represents the standardized original variables and W represents|
the eigenvector weights.

Components are extracted in order of decreasing variance explained, with|
eigenvalues above 1.0 typically retained. This analytical technique ensures|
the identification of key components that explain maximum variance in the|
data while simplifying the complex structure of interrelated variables in|

green consumption behaviour.

Continue.
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Table 3.8. Analvtical Techni for Studving Green Beautv Purchase Intention ane

Correlation Test

......Continue

An_ inferential statistical technique examining relationships between

(Inferential
\Statistics)

continuous variables in green beauty product research. As outlined by Field
(2024). Pearson's correlation coefficient (r) measures the strength and|
direction of linear relationships between variables, calculated as:

= r=ZaR-HNEEDE-5]

Values range from -1 to +1, with coefficients interpreted using Cohen's
guidelines stated below. This analysis reveals how different factors relate
to green beauty purchase intentions and behaviour

I Correlation Value
Strength Relationship e Negative
Very Large 07 07
Large 05 05
Medium 03 03
Small 01 0.1

Source: Cohen, 1988

Simple Linear
Regression
Analysis
(Regression)

(Inferential
\Statistics)

A simple linar regression analysis was employed to examine the
relationship between a dependent variable and an independent variable.
This technique evaluates how well the independent variable can predict the
dependent variable by fitting a straight line through the data points. The
general form of the simple linear regression equation is:

= Y=a+bX+sg

|where Y = dependent variable, X = independent variable,

a= intercept (constant term), b = slope (regression coefficient)

and & = error term

The coefficient of determination (R?) was used to assess the model’s
explanatory power. R? indicates the proportion of variance in the dependent
lvariable that can be explained by the independent variable. The analysis
lwas conducted using SPSS, with significance levels set at p < 0.05. Based
on the interpretation by Hair et al. (2019), R? values can be classified as:

R’ Interpretation
075  to 100 Substantial
050 to <075 Moderate
025  to <050 Weak
<025 Very Weak

Sources: Hair etal., 2019

Continue. ..
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Table 3.8. Analvtical Techniques for Studving Green Beautv Purchase Intention and

Multiple

.. Continue

A sophisticated inferential statistical method examining relationships

Regression between multiple independent variables and a dependent variable in green
|Analysis beauty product research. As described by Field (2024), the analysis follows
(Regression) |the equation:

Y =Bot BiXo+ BaXa + o+ PuXat &
(Inferential where Y represents purchase intention, B represents coefficients, X
|Statistics) represents predictor variables, and € represents error term.
The analysis yields R* values indicating explained variance and
standardized coefficients (B) showing relative importance of predictors,
helping understand factors driving green beauty purchase intentions.

I R An important metric from multiple regression that represents the proportion|
(Coefficient of |of variance in the dependent variable explained by the independent
[Determination)  |variables. It is calculated using the formula:

(Regression) = R?=1-(SSresidual / SStotal)

Higher R? values indicate stronger explanatory power, suggesting that a
(Inferential areater percentage of the variation in purchase intention is explained by the
\Statistics) model. According to Hair et al. (2019), R? values can be interpreted as:

R Interpretation
075 to 100 Substantial
050 to <075 Moderate
025 to <050 Weak
<025 Very Weak

Sources: Hair et al., 2019

m. [Analysis of
Variance
(ANOVA)
(Regression)

(Inferential
\Statistics)

[Analysis of Variance (ANOVA) is a key statistical technique used within
multiple linear regression to test the overall significance of the regression
model. According to Field (2024), ANOVA assesses whether the regression
model explains a statistically significant portion of the variance in the
dependent variable, green beauty purchase intention, compared to the
lvariance left unexplained. It does so by comparing the F-ratio, which is the|
ratio of the model mean square to the residual mean square. A significant
F-test (p < 0.05) indicates that the set of predictors, as a group, significantly
predicts the outcome variable, validating the regression model’s usefulness
in explaining consumer behaviour in green beauty product contexts

n [Residual Analysis
(Regression)

(Inferential
\Statistics)

A critical diagnostic tool for validating multiple regression assumptions in
green beauty product research. Following Tabachnick & Fidell (2019), this
ltechnique examines standardized residuals through histogram analysis and|
normal  probability plots to assess normality, homoscedasticity, and
linearity assumptions. The analysis involves plotting residuals (ei = Yi - Vi)
and examining their distribution pattern. This validation ensures the
regression model's findings about factors influencing green beauty purchase

intentions are statistically reliable and unbiased.

Continue...
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......Continue

Multicollinearity

An_essential diagnostic technique examining independence among|

Assessment predictor variables in green beauty product research. According to Hair et
(Regression)  [al. (2019), this analysis employs Variance Inflation Factor (VIF)
calculations:
(Inferential = VIF=1/(1-R¥)
\Staristics) lwhere Ré is the coefficient of determination for predicting variable i from
other predictors.
Values exceeding 10 indicate problematic multicollinearity. The
assessment ensures predictor variables like environmental concerns,
attitudes, and social norms are sufficiently independent to provide
meaningful insights about purchase intentions
b [Multiple ‘A specialized application of regression analysis examining how variables
Regression mediate relationships between predictors and outcomes in green beauty
Analysis product research. As outlined by Hair et al. (2019), this technique follows
(Mediating Baron and Kenny's (1986) approach, testing direct and indirect effects
Effect) {through a series of equations:
(Regression) [ Y =X +el (total effect)
= M=aX+e2 (patha)
(Inferential = Y=c'X+bM +¢3 (paths b and ')
\Staristics) I This analysis reveals how factors mediate between consumer characteristics

land green beauty purchase intentions

g |Independent
t-test

(Inferential
\Statistics)

An inferential statistical technique comparing means between two
independent groups in green beauty product research. According to Field
(2024), the test statistic is calculated as:

= t= (% - K)N($H/m + s%/ma)

Iwhere X represents group means, s represents variances, and n represents
sample sizes.

With degrees of freedom calculated using Welch's correction when
Ivariances differ, and significance typically set at p < 0.05, this analysis
helps identify significant differences in green beauty product perceptions
between distinct consumer groups.

r |One-way
Analysis of
Variance

(Inferential
\Statistics)

'An inferential statistical technique for comparing means between multiple
groups in green beauty product research. According to Hair et al. (2019),
Analysis of Variance examines whether differences between group means
are statistically significant through the F-statistic:

= F=(Between-group variance)/(Within-group variance)

The calculation follows (SShetween/dfbetween)/(SSwithin/dfwithin),
[where SS represents sum of squares and df represents degrees of freedom
With significance typically set at p < 0.05, this analysis helps identify
meaningful differences in green beauty product perceptions and behaviours
across different consumer segments.
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Figure 4-1. Focus Group Findings and Variables Identified
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Figure 4-2. Daily and Cumulative Survey Response Distribution
(13 Jan 2025 - 21 Feb 2025, 40 Days)
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%88 8RB 8RR B8 ERABE AR ARAERRRAEREBARRAARRR AT
Remarks:
Day  Date Distribution Channels and Response Acceleration Activities
T 13-Jan25 38 38 Distributed via WhatsApp, Signal, Line, Instagram, Facebook
2 14-Jan25 23 61 Promoted among colleagues in the company in which I am working
17 29-Jan25 36 173 Promoted the Survey via Lunar New Year with relatives and friends
18 30-Jan25 23 196 Promoted the Survey via Lunar New Year with relatives and friends
19 3l-Jan25 18 214 Promoted the Survey via Lunar New Year with relatives and friends
20 1-Feb25 21 235 Promoted the Survey via Lunar New Year with relatives and friends
21 2-Feb25 23 258 Promoted the Survey via Lunar New Year with relatives and friends
2 7-Feb2s 21 308 Reminder via WhatsApp, Signal, Line
27 8-Feb25 33 341 Reposted in Instagram, Facebook
33 14-Feb-25 16 382 Promoted among colleagues in the company in which I am working
35 16-Feb-25 53 443

A friend helped to promote the survey in the Sunday Worship in Church
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Table 4-1. Overview of Demographic Profile of Survey Respondents

Demographic Group Frequency Percent % Total
Variables Respondents
Age Below 18 6 128%
1825 88 18.80%
2635 97 20.73% 16
36-45 138 2949% (100
46-55 84 17.95%
56-65 48 10.26%
66 or over 7 150%
Gender Male 196 41.88% 468
Female 272 58.12% (100%)
Education  [Primary School or Below 0 0.00%
Secondary School 45 9.62%
Certificate 89 19.02% 468
Diploma / Higher Diploma 99 21.15% (100%)
University Degree 154 3291%
Master's Degree or Above 81 1731%
Monthly <= HKD$20,000 18 385%
Income HKDS$20,001 — HKDS40,000 147 3141%
HKDS$40.001 — HKDS60,000 119 2543% 468
HKDS$60.001 — HKDS80,000 100 2137% (100%)
HKDS$80.001 — HKD$100,000 57 12.18%
> HKDS100,000 27 5.77%
Profession  |Student 17 363%
Blue-Collar 67 14.32%
White-Collar 208 44.44% 16
Chartered Professional 88 18.80% (100%
Management / Executive 68 14.53%
Retired / Not Currently Employed [F) 2.56%
Others 3 171%
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Figure 4-3. Age Distribution of Survey Respondents
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Figure 4-4. Gender Distribution of Survey Respondents
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Figure 4-5. Education Distribution of Survey Respondents
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Figure 4-6. Monthly Income Distribution of Survey Respondents
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Figure 4-7. Profession Distribution of Survey Respondents
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Figure 4-8. Education Level (H8c) and Agreement with Green Beauty Product Purchase
Behaviour (PUR1)
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Table 4-2. Factor for H8¢ (DV-Education) * PURL

FURI T have iy ransioned o wsing green sty producrs
. 5 Cert ; Cabversity | Master's ol
Senool Detree. Dearee
“Total Respondents Count [ as [ 80 [ o0 [ 14 | 81 [ 468
Count 0 o o 1 1 2
Strongly Agree
%%with Hic_DV_Educatin | 00% | 00% | 00% | 065% | 123% | 043%
Count 0 0 0 ] 23 31
Agree
% with Hic_DV_Educatin | 00% | 00% | 00% | 519% | 2840% | 0.06%
Count 12 » 13 u 18 89
Partially Agree
%% with HSc_DV_Education | 2667% | 2472% | 13.13% | 15.58% | 2222% | 19.02%
Count 12 2 13 3 I 12
Total (%)
%% with H8c_DV_Education | 2667% | 24.72% | 13.13% | 21.43% | 5185% | 2607%
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Figure 4-9. Gender Comparison (H8b) of Purchase Behaviour (PUR1 to PURS)
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Table 4-3. Factor for H8b (DV-Gender) * PUR1/PUR2/PUR3/PUR4/PURS

Gender Cross-tabulation *PUR1 *PUR2 *PUR3 *PUR4. *PURS
Overall‘lotalepondams‘ Count 468 ‘ 468 | 468 ‘ 468 ‘ 468
Total Respondents | Count [ 22 [ 2;2 [ 212 [ 272 | 272
Count 1 2 4 2 3
Strongly Agree.
Shwith Heb_DV_Gender | 0.37% | 0.74% | 147% | 0.74% | 1.10%
= Count 15 20 13 23 18
© Agree
£ Shwith HBb_DV_Gender | 5.51% | 7.35% | 4.78% | 8.46% | 6.62%
[}
w Count 55 49 54 51 50
Partially Agree
Shwith Heb_DV_Gender | 20.22% | 18.01% | 19.85% | 18.75% | 18.38%
Count 71 71 71 76 71
Total (%)
Shwith Heb_DV_Gender | 26.10% | 26.10% | 26.10% | 27.94% | 26.10%
Count 1 3 5 0 0
Strongly Agree.

Agree

9%with H8b_DV_Gender

Count

9%with H8b_DV_Gender

Count

Partially Agree

9%with H8b_DV_Gender

Count

48

Total (%)
9%with H8b_DV_Gender | 26.02% | 24.49% | 23.47% | 20.41% | 23.98%
Difference Female vs. Male +0.08% | +1.61% | +2.63% | +7.53% | +2.12%
*PURL: I have already transitioned to using green beauty products.
*PUR2: 1 frequently choose green beauty products over conventional ones.
*PUR3: T opt for products made from healthy and eco-friendly materials whenever I can
*PUR4:  More than 50% of all the skincare products I currently use are green beauty products.
*PURS:  The exceptional green beauty product boosts consumer satisfaction and purchase intentions.
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Figure 4-10. Highest and Lowest Mean Scores of Each Factor (From Highest to Lowest)
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Table 4-4. Mean Scores and Interpretations (from Highest to Lowest)

Subjective
Norms
(SN)

SN demonstrated the highest mean scores (459-4.62), with SN5 (social media
influence) showing the highest mean of 462 and a relatively low standard
deviation (0.967). This suggests that strong social influence and word-of-mouth
play a crucial role in consumer decisions, followed by SN2 (family
recommendations) at 4.61. It implies that the perceived social pressure to engage
or not engage in a behaviour is significantly influenced by family, friends, and
particularly social media platforms

‘Attitude towards
Green Beauty
Products

(AT)

AT showed consistently high means (4 39-4 41), particularly AT2 and AT3 (both
441), indicating favourable views toward green beauty products despite higher
costs. This represents the second-highest scoring dimension, demonstrating
strong positive feelings consumers have towards green beauty products

Environmental
Concerns
(EC)

EC variables clustered as the third-highest scoring dimension (4.20-423), with
EC4 (environmental health) slightly higher at 4.23. This captures substantial
awareness and concern for environmental issues and the impact of personal
choices on the environment, though with higher standard deviations (>1.14)
indicating more varied opinions.

Intention to
Purchase Green
Beauty Products
(INT)

INT variables ranged from 409 to 411, indicating a moderate-to-positive
intention to purchase these products among respondents. As a critical predictor of
actual behaviour, these scores reflect moderate motivational factors that influence
purchase decisions, though not as strong as the attitudinal and social norm factors

Perceived
Behavioural
Control
(PB)

PB reveals moderate mean scores (3.98-4.01), indicating a gap of approximately
0.61 points between these scores and the highest dimension (SN), suggesting that
while consumers may have favourable views toward green beauty products, they
face practical barriers in executing their purchase intentions, as evidenced by PB
scores being notably lower than SN, AT, and EC dimensions.

Perceived Value
(PV)

PV showed relatively lower means (3.79-3 83), potentially indicating concerns
about the value proposition. These scores suggest consumers may be questioning
the balance between benefits and costs associated with green beauty products,
particularly regarding price-performance ratio and overall value delivery.

Purchase
Behaviour of
Green Beauty
Products
(PUR)

The lowest means were observed in PUR variables (3.70-3.73), revealing a
notable intention-behaviour gap of approximately 0.4 points between purchase
intentions and actual purchase behaviour. This discrepancy highlights specific
challenges consumers face when translating positive attitudes into real-world
purchases, including availability, price sensitivity, and convenience factors.
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