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Consumer awareness of health, sustainability, and ethical consumption is increasing, and this is driving the organic and natural cosmetics market to grow at an astounding rate. The products selected by consumers are more and more influenced by their personal values, eco-friendly and safe nature. Nonetheless, the concept of what organic and natural mean is often confused, and it presents a problem both to consumers and businesses. This study is meant to examine consumer values and perceptions, and this would make organisations understand preferences better, and they can improve product offerings, marketing strategies and overall customer trust in this dynamic market (Pandey, Vaishnava and Gupta, 2024).
Research Aim
To investigate the underlying values and perceptions that influence consumer choices in the organic and natural cosmetics market.
Research Objectives
1. To identify the key values that drive consumer preferences for organic and natural cosmetics.
2. To explore consumer perceptions regarding the quality, effectiveness, and authenticity of organic and natural cosmetics.
3. To understand the role of ethical, environmental, and health considerations in consumer decision-making.
4. To assess consumer trust and attitudes towards organic and natural cosmetics brands and marketing claims.
Research Questions
· What key values influence consumers to prefer organic and natural cosmetics over conventional products?
· How do consumers perceive the quality, effectiveness, and authenticity of organic and natural cosmetics?
· To what extent do ethical, environmental, and health concerns impact consumer purchasing decisions in this market?
· How do consumers evaluate trust and credibility in organic and natural cosmetics brands and their marketing claims?
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Hirata et al. (2022) note that natural and organic cosmetics have a lot of potential in terms of environmental sustainability and human health. The research highlights the decreased level of chemical exposure, sustainable production, and the rising demand of consumers for safer products, which have led to the growth of organic cosmetics in the market in response to the focus on health and the environment.
Yilmaz (2025) deciphers the power of ethical and environmental stimuli in affecting the choices of cosmetic products through sustainable consumption. The paper notes that the existing trends are the consumer concern of environmental protection, animal welfare and ethical sourcing, which is growing in motivating consumer buying decisions and fostering the transition towards organic and natural cosmetic products.
Szaban, Szymkowiak and Zdziennicka (2025) seek to determine the effects of sustainability and ethical labelling on consumer price perceptions in the cosmetics market. The research concludes that consumers are ready to pay a higher price for products which are considered ethical and environmentally friendly, so transparent labelling is important in developing trust and forming purchasing behaviour.
Ruf, Menrad and Emberger‐Klein (2024) help to justify this research by demonstrating that the local products are appreciated by consumers in the organic and natural cosmetics market because of their vision of quality, sustainability, and authenticity. They find that consumer perceptions are highly affected by trust and environmental concerns, which play an important part in the process of preferences and purchase decisions.
NADU (2022), health consciousness, product quality, price, and brand image are some of the factors that influence consumer buying behaviour towards herbal and natural cosmetics. According to the study, the awareness of products with no chemicals and environmental issues promotes the use of organic cosmetics among consumers, which can influence their attitude and purchase intention.
Venciute et al. (2023) discuss the effects of cause-related marketing on the gap between positive attitude and actual purchasing behaviour among consumers of cosmetics. The research concludes that the connection between products and socially and environmentally related causes can promote green purchasing, yet there are still discrepancies between the values and behaviours, which demonstrate that it is difficult to transform the intentions of ethical behaviour into actual purchase decisions.
Although there is much literature on the topic of consumer behaviour and sustainability in the cosmetics realm, most lacks the comprehensive qualitative information needed on how the values and perceptions are perceived and prioritised by consumers. The literature of this subject is predominantly quantitative and lacks the subjective experiences, meaning-making, and motivations behind the discrepancy between positive attitudes and the actual purchasing behaviour.
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Research Philosophy 
The research philosophy embraced in this study is constructivism, which presupposes that knowledge is social and that it is shaped by personal experiences and perceptions. Within the framework of organic and natural cosmetics, the consumer perception is informed by the values and culture, as well as social interactions. Thus, a qualitative method is suitable to reflect these in-depth meanings and interpretations (William, 2024).
Research Design
The qualitative exploratory research design is adopted to acquire in-depth information on consumer values and perceptions. The design is flexible to investigate the views and experiences of the participants and reveal the new themes and patterns (Olawale, Chinagozi and Joe, 2023).
Data Collection Method
Semi-structured interviews will be used to gather data where an interviewee is free to talk about his or her opinion, but has a guide. The interviews will take a comparative duration of 30-45 minutes and will be carried out either in-person or online (Naz, Gulab and Aslam, 2022).
Sampling Strategy
Purposive sampling will be employed to select participants who actively purchase organic or natural cosmetics. A sample size of 10 participants is chosen to allow in-depth exploration while remaining manageable for qualitative analysis.
Data Analysis
The data collected will be transcribed and analysed using thematic analysis in order to determine the major patterns and themes in consumer perceptions and values (Christou, 2022).
Ethical Considerations
The participants will have informed consent before participation. Anonymity and confidentiality will also be ensured, and the participants will be allowed to drop out at any point in time without any repercussions.
Limitations
The sample used is small, which might restrict the externalisation of results. Self-reports are also likely to cause bias since respondents are not always true representatives of their behaviour.
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Interview Questions
1. What factors influence consumers to choose organic and natural cosmetics over conventional products?
2. How do consumers define “organic” and “natural” in the context of cosmetics?
3. What ethical or environmental values are most important to consumers when purchasing cosmetics?
4. How do consumers perceive the quality and effectiveness of organic and natural cosmetics?
5. What role does brand trust play in purchasing decisions?
6. How do consumers respond to marketing claims related to organic and natural cosmetics?
7. Are there any perceived barriers or challenges to purchasing organic and natural cosmetics?
8. How do demographic factors (age, gender, income) influence perceptions and values?
9. How do consumers compare organic and natural products to conventional alternatives?
10. What suggestions do consumers have for brands to improve alignment with their values?
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