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There is in depth literature regarding topics such as ethics, purchase influence and the beauty industry however there is a lack of information regarding these topics in association with one another. I believe it is important to assess all components together to view the true affect of ethics within the industry in relation to consumers, are ethical impacts regarding the beauty industry altering consumers opinions on products?
The beauty industry is continuously developing along with purchase influence and the relationship between corporations and consumers. Digital media is changing many aspects within marketing today, creating a form of transparency within industries which is encouraging companies to perform ethically rather than putting their company at risk of scrutiny by consumers for unethical behaviours.
Both Primary and secondary information has been collected for this study as well as consumers thoughts and opinions regarding the topic through the qualitative research method of interviews. Gaining an insight into consumers opinions allowed me to achieve a better understanding in relation to what extent ethics affect consumers purchase and to come to a determination regarding the answer to the question. Recommendations have been created for the industry regarding their future development to improve their relationship with consumers through being ethically responsible, whilst creating beneficial changes to tackle market failures, ethical issues and to aid in creating sustainability within the beauty industry.
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The topic of this dissertation explores ethics within the context of the beauty industry. According to Mahatma Gandhi, ‘there is no beauty in the finest cloth if it makes hunger and unhappiness’ (Sumod, Mishra, & Rangnekar, 2018).
This topic is important to me, as a woman I find myself continuously questioning why I follow specific trends or tendencies to mould my appearance. I am aware of my appearance and I believe that this is due to society and being exposed to images of others. Research suggests that once we observe images on social media platforms, we begin to compare our appearance and believe that we are less attractive (Jasmine Fardouly, 2014). 
Safety within the beauty industry is paramount, I have always had an interest in medical safety as I enrolled on a nursing degree with the hope to help individuals and provide support to people. Although, I found myself disappointed within the industry. According to professionals, ‘Increase pressures and staff shortages within the NHS mean nurses “do not have time” to provide patients with the care and compassion they would like, the Royal College of Nursing has warned’ (McWatt, 2012). Pressures have forced the industry to lose connections between service users and professionals therefore providing tailored support difficult to achieve. What is next if our medical industry is overworked? Especially with the increased statistics of mental health issues? Not to start on allergies and counterfeit produce, therefore it is more important than ever to ensure that the beauty industry is ethical.
The beauty industry involves a huge platform from makeup, tattoos to aesthetic procedures. The beauty industry is focussed on providing individuals with their desired outcomes in terms of physicality’s and I look to explore the ethics within these industries. 
I am aware of my appearance and trends in our ever-changing society, I am hugely driven to ensure companies practise safely in regards to products sold and procedures given. I believe that individuals think of painted nails when asked about the beauty industry but the industry involves intense treatments such as dermal fillers, whitening teeth and tattoos. Each of these treatments hold huge health risks if conducted in an unregulated manner. Unfortunately, it is known that the beauty industry has a bad reputation for its unregulated system therefore I look to investigate this further.
According to the British Association of Beauty Therapy & Cosmetology (BABTAC), one in three individuals are not aware if their beauty therapist is insured or qualified. Lesly Blair states that the beauty industry is very much unregulated meaning that there is not adequate legislation (Lawlor, 2019).
I believe that practitioners and products should continuously be regulated, training being compulsory and standards of the companies continuously monitored to ensure that consumers are safe. 
Personally, I believe Ethics regarding the beauty industry have been underestimated. The beauty industry involves a huge variety of matters from unregulated practise, animal testing, the mental affects, packaging of products, social media, accessibility, effects on body image, sustainability, economic impacts and many others which will be discussed throughout this dissertation. The intention of this research is to explore how ethics are affecting the industry and to gather information regarding consumers attitude towards ethics within the beauty industry whilst finding out what ethics consumers regard as important. Hypothetically, the findings will display whether the beauty industry is being driven by consumer demand or whether businesses are creating an image which is unachievable and finding ways to reach and persuade consumers to invest in the matter following the traditional approach to marketing.
The aim of this dissertation is to investigate the effects of ethics on consumer attitudes towards the beauty industry. 
The objectives include:
· A review of the literature into my chosen topic;
·  Secondary research to understand the context for the research;
· Primary research to gain an understanding of the views of consumers;
· To gain understanding of ethical context for the beauty industry.
















[bookmark: _Toc38906424]Chapter 2 - Literature review

In order to gain a better understanding of ethics within the context of the beauty industry, it has been necessary to examine a number of inter-related areas of literature which help to build a better understanding of the context for this research. Within this chapter I critically examine literature relating to ethics within the industry, the beauty industry’s responsibility, marketing within the industry, what companies do today, social medias affect on the beauty industry, ethical marketing, purchase influence, market failures and the positive outcomes of the industry.

[bookmark: _Toc38906425]2.1 - Ethics within the industry
Ethics can be defined as moral principles or values that affect a person’s decision making. Ethics determine what an individual or corporation believe will positively affect society (All About Philosophy, 2019). Although, ethics can vary depending on factors such as culture, business motives and religion (BBC, 2019).
All companies within the beauty industry consist of goals, their goals will vary depending on aspects such as their motivation. Whether the company operates to provide social impacts or if it is driven by profit, follows a philanthropist view, corporate citizenship view or abides by corporate social responsibility ethics. Professor Muhammad Yunus is known for his efforts regarding social responsibility within companies. Yunus expresses, ‘Engaging in social business is beneficial to a company because it focusses on business’s ability to address social issues,  involves one-time investment with sustainable results, and produces other positive effects such as employee motivation and improved organizational culture’ (Yunus, n.d.). However, not all businesses within the industry share the same motive. Managers within a private sector company emphasise that profit should be a business’s main priority.  I disagree with this suggestion as I believe that customers may start questioning the company or industries motives. Instead, I believe customers and buyers should question how prices are cheap within the beauty industry to ensure that it is not costing other factors such as animals, the environment and safety of others, supporting a philanthropist approach. I believe more corporations within the beauty industries should follow a socially responsible approach. 
There are multiple categories such as normative, applied and metaethics that are all forms of ethics. Normative ethics are most applicable to this study as this ethic is related to businesses. This strategy questions moral judgement such as what is wrong or right. According to normative ethics the answer to moral judgement fall into either teleological or deontological categories (Norman, 2010). 
Immanuel Kant introduced deontological ethics to evaluate the positives and negatives through assessing the action alone and is focussed on set rules (Hasa, 2019). However, Teleological ethics introduced by Jeremy Bentham, look at the positive and negative aspects of the consequences of an action. I am favourable of the Teleological approach as it evaluates true outcomes of a business strategy to improve them which ultimately creates benefits for society, I will be investigating the beauty industry from a teleological approach. 

[bookmark: _Toc38906426]2.2 - The Beauty industry’s responsibility
Through completion of research it became clear that there are many ethical factors involved in any business industry. The beauty industry is a successful industry in regards to business opportunity due to its popularity in society. Business professionals suggest that half the growth of the industry is from online resources (Kestenbaum, 2018). 
According to Forbes there are three main contributions which drive the beauty industry to its success in the business industry. Firstly, women are believed to be a huge contributing factor to the economic growth of the industry. Women are continuously exploring new trends and testing new products to explore the industry further, creating greater brand awareness (Kestenbaum, 2018). I believe this could be one of the main contributions towards the movement between different generations which could possibly lead to individuals of a young age being exposed to the industry to young. 
Due to society today, the younger generations are becoming aware of the industry possibly due to social media and influencers. The younger generations are showing an increasing awareness and enthusiasm to the beauty industry which could be unethical due to the promotion of looking a certain way. Adkins states, ‘Most people ages 15 - 27 are actively engaged in at least one or more forms of social media. In the age of Instagram models, Twitter-famous celebrities, and Tumblr babes, it is no wonder our generation has become so obsessed with the concept of perfection’ (Adkins, 2018).
Another ethical issue that could occur within the rise of the younger generation buying into the beauty industry could be their openness to try cheaper brands as they are likely to reject the higher end products due to expense. This could possibly lead to increased sales of unethical products due to their affordability. Findings suggest that younger generations purchasing beauty products and altering their appearance through treatments are becoming a growing concern from the public and specifically parents, individuals are worried that children are being exposed to concerns regarding their image and this is creating a growing pressure on the younger generation (Cardelean, 2012). Is it ethically right that companies market using social media tools that consist of a large proportion of the younger generation?
According to professional standards and practice, code of ethics should always be followed to make sure that the highest standards are maintained within the beauty industry ( Next Step Beauty, 2016). Having read the professional standards and practice it is apparent that codes of conduct are mainly focussed on personal standards and professional practise however it does not include any ethics regarding marketing to the younger generation, ensuring that beauticians are closely regulated and ensuring products are safe. However, the mainly recognised regulation that is placed within the industry are the laws regarding cosmetic treatments and tattooing of minor’s act (1969) making these treatments illegal on individuals under 18. Although, this doesn’t limit it completely as many younger generations are going to places of bad practise and being ‘botched’. According to professionals ‘children as young as 10 are getting tattoos’, this is a very worrying statistic as these children will be visiting illegal and unregulated parlours which increases their risks of deadly diseases such as Sepsis, Hepatitis and HIV (Hodgekiss & Davies , 2015). As an aesthetician I am personally aware of this. I am asked daily whether I am able to treat girls as young as fifteen years old as they want to achieve fuller lips and more contoured cheeks, I reject these individuals as it is against the law to treat any individual under 18 with injectable fillers. However, this doesn’t stop my curiosity as to why such young girls want such invasive treatment and how they are aware of these treatments. Individuals are obsessed with looking like their favourite celebrities and they are exposed with an overwhelming amount of information regarding treatments on social media. I often have clients demanding how many ml’s they want in their cheeks; how do consumers know this depth about treatments? According to Brigit Katz, ‘Whether women are rating beauty products, giving each other advice or sharing personal beauty/body image stories, or posting their own images or ‘selfies,’ beauty has become more personalized and more inclusive on the Internet’ (Katz, 2015). YouTube reviews, Instagram and other tools are driving the industry and supplying consumers with great depth of knowledge regarding treatments, makeup, veneers and makeup causing individuals of all ages to desire specific treatments. Instead of viewing something as invasive people now see it as a temporary quick treatment. Social media is causing the industry to grow and become successful however could it be challenging ethics within the industry?

[bookmark: _Toc38906427]2.3 - Marketing within the industry
Philip Kotler defined marketing as “the science and art of exploring, creating, and delivering value to satisfy the needs of a target market at a profit. Marketing identifies unfulfilled needs and desires. It defines, measures and quantifies the size of the identified market and the profit potential. It pin points which segments the company is capable of serving best and it designs and promotes the appropriate products and services” (Cohen, 2011).
Drucker states that managers should “attempt to mold the future as far as possible toward the predicted shape of things to come” (Drucker, 2017). This statement provides a solution to managing the pace-of-change within society, suggesting that we must try to stay current. Technology is the main driving force within the beauty industry today (Tucker, 2019). It is becoming increasingly difficult for companies to attract consumers as technology is expanding and customers are in power. Customers use digital tools to search for alternative products, reviews and compare products. The internet has provided consumers the power to create opinions regarding a business within seconds therefore the beauty businesses are now forced to compete on a much larger scale. Beauty businesses today whether they are supplying makeup, surgical procedures, tattoos, dentistry or aesthetic procedures are trying to provide the best prices in comparison to competitors. Findings from a recent study by Marshall School of Business and UCLA Anderson school of management has revealed that competition amongst businesses can sometimes create unethical behaviours within a market due to the focus being on cutting costs (Ideas for leaders, 2020). 
Individuals are continuously exposed to beauty industry content on social media. Many beauty brands have realised that due to the power of technology today, social media can potentially increase engagement and create brand loyalty (Christine, 2019). The image below demonstrates that 96% of the companies within beauty industry have a social media presence.
[image: Statista stats on Instagram](Christine, 2019)
Due to the constant changes within society the business industry is continuously developing their marketing strategy from word of mouth to videos and online presence. This has forced the industry to adapt a more social approach to marketing rather than the traditional approach, it now must focus on customers and delivering goods to the customers demand (Rabinowitz, 2011).
The marketing concept relates to how the beauty industry operates today, the marketing concept consider values that customers’ needs must be met and suggest that industries should focus on creating items which sell rather than creating a product and then investigating ways in which to sell it.  This theory places importance on the customer rather than the product as it suggests that placing importance on customers allow them to have freedom to buy and allows them to feel valued which relates to Maslow’s hierarchy of  needs (Cherry, 2017). 
Due to technology brands are being exposed, providing customers with the opportunity to search how products are made and what they contain. This makes deceiving customers harder and this could potentially encourage ethical and sustainable changes within the industry.

[bookmark: _Toc38906428]2.4 - What companies do today
Technology has caused businesses to change their marketing approach, I believe that the majority of corporations within the industry use social media to target their audience and to understand what their audience want. Internet tools provide an insight into what consumers need which supports the marketing concept (Dzhingarov, 2015).
In order to stay current and successful within the industry companies are adapting to a digital marketing approach. A recent study shows that, “social media usage by small business owners increased from 12% to 24% in just the last year, and almost 1 out of 5 actively uses social media as part of his or her marketing strategy” (Porterfield, 2010).  
The 7 Eras of marketing show how marketing has altered through history. The traditional approach to marketing was used throughout the simple trade era and production era. Through the development of technology (1860s-1920s) mass production enabled companies to grow. During this stage Henry Ford said, ‘Any customer can have a car painted any colour he wants, so long as it’s black’ (Guru in a bottle, 2013).
During the sales era technology enabled companies to create mass production which flooded the industry, increasing competition amongst businesses which lead to the formation of bargaining, price competition, new products and better marketing methods in the marketing department era. The marketing company era (1960s-90s) created huge growth within marketing as this is when companies discovered consumers power. This drove businesses to focus on the quality of data to assist with their company development in the relationship era.
Marketing today is placed in the collaboration era. The beauty industry today focusses on connections with consumers. The consumer creates the demands instead of the business owners. Businesses must develop trust with customers, produce sustainable aims and a social message to attract customers (Guru in a bottle, 2013). 
The beauty industry is aware that consumers now purchase based on authentic feedback and other consumers opinions regarding products, they now use social media influencers such as bloggers and vloggers to market products and medical procedures. Below are examples of the current ways in which products are marketed by influencers, these images were retrieved from Instagram. 
[image: ]
Reviews and tutorials are one of the most popular user generated content used to market products within the industry. For example, benefit cosmetics has more than 16k in engagement and 190k potential reach (Christine, 2019).

[bookmark: _Toc38906429]2.5 - Social medias affect on the beauty industry today
Social media has created a platform which liberates opinions, beliefs and trends into a mass market which is positive when promoting positive information although can be detrimental if the message is negative. Professionals suggest that social media has created a ‘ripple affect’ whether the reviews are good or bad which can be extremely damaging for an organisations reputation, however this may encourage organisations to operate with efforts to minimise any bad practise that could damage their reputation (Marianna, 2017). Social media has created a huge awareness to issues within the world such as global warming, animal testing, where our products have come from and has created a form of transparency within the beauty industry.
Social media has also enhanced diversity by creating a platform for all individuals. According to Desiree Verdejo, “Social media and online platforms make it much easier to create arenas where we [Black women] can see ourselves and celebrate what makes us uniquely beautiful such as our rich skin tones and beautiful natural-hair textures” (Dirshe, 2016).
Competitive advantage is forcing corporations to become creative and consider new ways to attract service users. As a woman I am fully aware of the wide variety of treatments and products available and I feel as if there are new treatments and products being created constantly. 
Also, entrepreneurship is growing in the beauty industry and this industry is now economically compatible with huge successful businesses worldwide. Kylie Jenner was recently accredited as the youngest awarded billionaire due to her online cosmetic line selling makeup products (BBC News, 2019). I believe this is hugely empowering as in the past the beauty industry wasn’t necessarily considered as a business.
Acquisitions by the hugely successful beauty companies can lead smaller companies to become successful as knowledge is spread. This can also create competitive advantage to the smaller brands as often larger corporations lose touch with creating personal relatable produce due to the employees being overlocked in stores by the executives behind the scenes. Smaller brands are often more aware of the customers’ needs and wants and created creative advantages for their produce.
Technology is creating a platform for companies to market their products in affective ways however these ways can also be quite deceiving. As a twenty-year-old female I am aware that individuals on Instagram are paid to sponsor and promote brands, procedures, surgeons, dentists and so on. Marketing has evolved to companies paying certain bloggers with large followings to talk and advertise their product or company in exchange for free treatments or items. In the past this was unheard of as technology was not as it is today and bloggers and ‘Instagram famous’ individuals didn’t exist. This provides individuals with a form of income and provides companies with good advertisement creating economic growth. However, I do worry to what extent the younger generation trust the messages portrayed by celebrities and bloggers. Are the vulnerable individuals able to identify that individuals are being paid to promote products even if they do not bring good impacts to society? 
[bookmark: _Hlk37427941]According to professionals it is merely impossible to avoid information thrown at consumers regarding some form of altering our appearance however with the raise of technology and the development of technology today is this industry being exposed to children to soon. Parents are often able to control their children’s exposure to many things but it is impossible to control what is public. However, others could question a brands moral. For example, ‘hello kitty’ is a children’s fictional character however the brand has recently established nail polish and lip glosses and even a ‘hello kitty’ spa (Lim, 2017). This is just one example of children orientated characters advertising beauty treatments to children. Is this a clever way to market brands and products or could this be an ethical issue that could cause the industry to gain huge backlash for praying on the vulnerable.

[bookmark: _Toc38906430]2.6 - Ethical marketing
Ethical marketing involves the encouragement of truthfulness in corporations marketing approach to decrease deception, misrepresentation and unfairness in businesses (Marketing-Schools.org, 2019).
Marketing has the potential to affect vulnerable people however Social marketing creates a positive effect on the vulnerable. Businesses must decide whether their aim is to support or negatively affect individuals. Consumers are demanding more ethics within marketing today. According to a recent study conducted as part of the 2018 marketing and management capstone presentation, 72% individuals would like companies to explain what their product ingredients do, 42% do not believe that they receive enough information regarding ingredient safety, over 60% want to understand where ingredients within their products come from and 90% suggest that natural products are better (Insights, 2018).
These results suggest that consumers want more information regarding their products. According to Schwartz, “Beauty industry leaders must work together, whether partners or competitors, to answer the consumer demand for transparency in order to gain the trust of their collective consumers or run the risk of irrelevancy” (Kovack, 2018).

Consumers seek to gain control of their own lives through becoming conscious as to what they purchase, this could potentially lead brands within the industry losing customers due to the lack of transparency within their business. This could be seen as a positive outcome to new marketing and technology as it will push businesses to be more conscious in factors that include ethics.
The graduate research culminated in the creation of the Clear Beauty Radical Transparency Model suggest that if businesses address four factors such as knowledge, authenticity, relatability, and collaboration, brands can solve the problem regarding the lack of transparency between consumers and brands.
Knowledge refers to the need for clear information for customers to be able to access easily to understand how a product was made. Authenticity demonstrates that the knowledge stage isn’t enough and companies must authenticate where products come from and what they are made of. Relatability stage values the importance of consumers trust. Buyers trust other buyers however influencers could be challenging this theory. Lastly, collaboration, the business industry must work together to answer consumers demand for transparency (Insights, 2018).
Andrew McDougall conducted a global beauty and personal care analysis at Mintel to look into whether European consumers trust beauty brand and how companies can improve customers trust. Findings suggest that less than 50% of European consumers trust the beauty industry.  The level of trust within Europe has been illustrated further, Germanys level of trust is 46%, UK 39%, France 30%, Italy 24% and Spain had the highest level of trust at 53% (McDougall, 2017).
The study also identified that 34 % of German and the United Kingdom, 29 % of France, 26% of Italy and 22% of Spain do not trust in beauticians and professionals within the industry. 
Andrew McDougall suggests that the growth and popularity of vloggers, influencers and bloggers links with the results of this study.  These days buyers trust other consumers who test product and complete reviews.
The overall findings of the study suggested that customers trust new companies more than large established firms. This could be due to consumers feeling as if a small new company is more personal due to consistent interaction to try and grow the company.
The popularity of ethical Natural produce - The study demonstrated that when ethical materials are used within products consumers trust the brand a lot more. For example, 61% German consumers trust organisations that use natural components within their products, and 17 % of consumers stated that they would not use a product unless it edible. 
Packaging promoting trust within the industry- McDougall’s study found that 65% of German consumers trust companies who are transparent by displaying what ingredients are within their products, and 48% of Germans stated that they preferred companies that use scientifically tested formulas (McDougall, 2017).
This study identified that the majority of customers do not trust beauty industry businesses however once they are given knowledge regarding the company, they begin to trust it further which supports the graduate research culminated in the creation of the Clear Beauty Radical Transparency Model.

[bookmark: _Toc38906431]2.7 - Purchase influence
Ipsos and Trinity Mirror conducted a report regarding trust within the industry participants were polled on their thoughts regarding companies and 42% claimed to distrust brands and 69% distrusted brand’s advertising. The report also showed that this issue is continuing to grow as 37% reported they trust brands less than they used to and 43% claimed to trust advertising less than they used to (Yocale , 2017). This report outlines that individuals no longer trust brands nor their statements and instead look to see reviews and other customers feedback this has created a growth in vloggers and influencers, ‘almost 60% of fashion and beauty brands have implemented an influencer marketing strategy, and 21% plan to budget for it over the next 12 months’ (Immediate future, 2020).
 Followers that engage with these influencers trust them regardless whether they may be sponsored or genuine posts. BuzzMyVideos’ Online Video Barometer revealed 85% of UK consumers surveyed, aged between 16 and 45 years old would trust a review by a YouTuber over any other method (Buzz my Videos, 2020).

Some individuals state that they look at YouTube and Instagram for beauty tips, product recommendations and tutorials as they believe that this content is fun and informative (Immediate future, 2020). I am aware that vloggers have create a huge incline in sales for the industry however I do not believe this purchase influence tactic will last much longer as I believe individuals are beginning to realise that many reviews regarding products are paid sponsorships meaning that influencers review items and brands in exchange for payment. The statement above interestingly displayed how marketing is already changing, firstly as a consumer I recognised beauty products first on Instagram, however the statement suggests that YouTube may be the most recent popular influence tool, and in the recent COVID-19 pandemic Tiktoks have become extremely popular. Therefore, I wonder what social media platform will be the next trend influencing purchase.

[bookmark: _Toc38906432]2.8 - Market failures 
There is still a Lack of diversity within the industry is a massive failure within the makeup industry. According to Siraad Dirshe, some of the largest cosmetic stores offer an extremely limited variety of deep shades however lighter shades are at ample with a saturation of white models campaigning the companies. The brand Lancôme addressed this issue through signing Lupita Nyong'o as the brand’s first Black beauty ambassador  (Dirshe, 2016).
Animal testing is a massive issue within the industry, animal testing was banned in the European Union in 2009, however animals are still being tested on elsewhere.  ‘Rabbits still have chemicals dripped into their eyes or rubbed into their shaved skin, and rodents still have substances forced down their throats or injected into their blood to observe toxic effects. Pregnant animals are dosed with chemicals to test the effects on their unborn babies’. This act is totally unethical, to create a new shade of lipstick or a new product. 
Cruelty-free organisations avoid animal testing through using artificial human skin models as well as using ingredients which have already been animal tested in the past or ingredients already known as safe. This is a good strategy for all organisations to stop animal testing as they could avoid new ingredients until testing can be completed without harming animals (Ethical Elephant , 2019).
The failure within this factor involves animal testing and the lack of transparency as customers are unknowingly buying products that have been tested on for example Clinique. According to findings Clinique sells products in mainland China where animal testing is mandatory therefore this provides evidence suggesting all of Clinique’s ingredients have been tested on animals if they are sold in china. This goes against Cliques website statement, ‘We do not conduct animal testing on our products or ingredients, nor ask others to test on our behalf, except when required by law’ (Ethical Elephant , 2019). The image below displays what can be seen on Clinique’s website.

[image: ]
(Ethical Elephant , 2019)
However, the disclaimer states ‘except when required by law’, below is evidence that Clinique’s products are sold in mainland china.

[image: ]
This demonstrates the lack of transparency within the industry. Individuals already suggest a lack of transparency within the industry stating ‘C’mon, think about it – beauty and skincare companies want to stay in business and make as much money as possible’ (Skincare by Alana, 2020) I believe that if individuals were aware of such contradiction amongst statements and evidence consumers would question brands further.  (Jones, 2012).

Child labour is another factor affecting the industry, most mineral items are made from Mica, which can be found in most makeup products. Mica is sourced from India and is responsible for ‘60% of global production’ and has expanded by 8.5% in the last two years (Nesbitt, 2014). Shockingly mica was found within lush products, once they were presented with this evidence they were disgusted. The founder of Lush Rowena Bird states, "I became aware of this issue a few years ago, which is why we require our suppliers to issue a certificate declaring that its mica production is free of forced labour of all kinds. Of course, such declarations are based on trust, but now that this issue has been raised again, we will discontinue the use of mica in our products." (Nesbitt, 2014) this demonstrates that lush is run with a social approach to positively affect society instead of only being concerned with economic growth. 
The government has set regulations such as age restrictions on procedure however not all aestheticians abide by regulations and it is extremely difficult to regulate this bad practice (Greatbatch & Tate, 2020)
[bookmark: _Toc38890595][bookmark: _Toc38898859][bookmark: _Toc38906433]Lastly the environmental impacts, the Chemicals within products can harm health and the environment.  Packaging of products and the distribution can cause pollution, many of the products contain microplastic which is not biodegradable. This causes sea pollution and habitat death (Law & Thompson, 2014). 

[bookmark: _Toc38906434]2.9 - Positive outcomes of the industry
According to statistic the beauty industry is worth an estimated £17 billion and is continuing to expand, creating employment and economic growth for the country.
[bookmark: _Hlk37427084]Many individuals feel as if the beauty industry creates self-obsession. Ivy Blonwyn states, ‘my looks had consumed my attention and my grooming had become self-obsession. I’d became a shallow, self-obsessed bore both to myself and everyone around me’ (Blonwyn, 2019). However, research conducted by Harvard Medical School, the university of Chieti and Italy investigated the ‘lipstick’ effect on 186 female undergraduate students. Findings discovered that wearing makeup allows individuals to feel more attractive, smarter, confident and boosts their self-esteem (News Max, 2020). This study supports Maslow’s theory. Maslow’s hierarchy of needs suggests that once an individual achieves the feeling of contentment which could be within self-love they are able to perform better, be more confident and become a step closer to becoming a self-actualised individual (Research History , 2012)
The image below includes Maslow’s hierarchy of needs triangle.

[image: ] (Research History , 2012)
According to psychologists Nick Cooper individuals are a part of the beauty industry for their own personal reasons as much as social pressures. According to Cooper social standing links with attractiveness, human beings expect others to look a certain way especially whilst being in power. Therefore, indulging in our self can represent how we want others to see us this could be from a confidence perspective or to look successful. 
The industry has adapted to create gender equality, in the past the beauty industry mostly focused upon women however man grooming has become equally important (Cooper, 2018). 
[bookmark: _Hlk36818071]The industry is decreasing discrimination, there are hugely popular transgender influencers such as Nikita Dragun who has been given a platform through the beauty industry to encourage and empower both men and women as well as trans and those from the LGBTQ community. She encourages all individuals to reunite with each other and embrace beauty through makeup products.  Nikita Dragun states, “You are all welcome here in this space” (Huff post, 2018).
Activist Adwoa Aboah told INTO. “They’re looking outside the box. I don’t know if it’s all the brands — I actually think it’s the small people. I think what Instagram and what social media has really done is it’s given these people who wouldn’t have necessarily had a voice, is giving them that moment.” (Huff post, 2018)
Another influencer named Clawdeena stated that prior to social media and the support from online audiences he would try to be masculine to avoid being targeted negatively however the beauty industry combined with social media has given him confidence to be the person he is today. “I think that’s something that I wanted to represent so long is to represent other, younger kids,” Clawdeena said. “I realized so young how hard it can be growing up and being different, so I think that through becoming more confident on the inside, I’ve been able to represent other people and inspire other people to be more confident.” (Huff post, 2018)
This evidence suggests that the beauty industry is helping many individuals with their identity and being who they truly want to be. Having the support that the online beauty industry provides is providing a community for a minority to feel excepted. This can help individuals with body dysmorphia and self-acceptance issues.
As mentioned, the expansion of online resources is allowing consumers to understand what products are made of and they now have the opportunity to purchase alternative products if a brand goes against their moral judgement this allows individuals to become familiar with safe practise and brands through viewing reviews and followings and having the knowledge.
Children being affected by beauty products has been a huge subject within this literature however, are there positives to come out of this? Allowing children to experiment with makeup may help within their confidence and allow them to develop a skill. As established, the beauty industry is no longer for those without skills it instead contributes to vast economic growth and job opportunities therefore allowing the younger generation to explore their interests may strengthen their skills in regards to future development (Simon Jersey, 2015).


















[bookmark: _Toc38906435]Chapter 3 - Methodology 

Having thought about the focus of my research, my plan is to investigate consumers opinions regarding ethics within the beauty industry as I hope to find out consumers opinions regarding specific topics such as transparency, animal testing, mental health and wellbeing regarding procedures, products and tattooing, purchasing influences, child labour exploitation, trusting brand and product content, brand packaging, environmental issues and advertising regarding the industries target audience. I hope to gather participants thoughts and feelings regarding which ethics they believe are of importance and investigate consumers opinions in relation to the topics covered.  I feel that the personal aspect will make my research different to statistical surveys, which may be conducted by the likes of the mainstream media.   
I intend to use an interpretivist style of research. An interpretivism approach is built on a naturalistic approach of data collection. An example of this is interviews and observations. Secondary research is also often used in this approach  (Blakely & Bevir, 2018). This approach is useful as the data that I will be gathering will show a phenomenological stance showing how participants feel regarding a subject.

[bookmark: _Toc38906436]3.1 - Sampling
According to Barratt, Sampling is a technique which provides researchers to gain information about a population based on the findings from a small proportion of the population. Benefits of using a sampling technique involve time saved, a researcher is able to use a small quantity of individuals to represent the population. This also reduces cost of the study and may create better quality findings. However, to create quality results an adequate number of participants must be selected to represent the population (Barratt & Shantikumar, 2018).
There are multiple sampling methods such as probability sampling methods which involve simple random sampling, systemic sampling, stratified sampling, clustered sampling. Non- probability sampling methods involve convenience sampling, quota sampling, judgement sampling and snowball sampling.
Probability sampling is a technique where a sample from a large population are selected using a random selection. According to professionals, this method provides the most effective way to create results that represent a large population (Fleetwood, 2020). Advantages of this method include unbiased as it is done at random, it is a good method to use in smaller populations and it allows the researcher to quickly collect information. Disadvantages involve, limit bias it is not totally  prevented depending on questions, sampling a large population will be very time consuming and lastly the information provided by the sample is just a small representation of a population therefore it is important to understand that if a sample was conducted on other individuals the answers may vary (Trochim, 2020).

Non- probability sampling is the opposite to the probability sampling method. Advantages of this method include that compared to the probability technique this method is time and cost effective. It is also an easy method to follow in situations where you only have a small sample to work with. Disadvantages to this method involve that it is extremely challenging to grasp how well the results represent the population also margins of error and confidence intervals are unable to be calculated (Stephanie, 2015).

I have chosen to follow a probability method as I hope to achieve the most accurate insight to how the population views the beauty industry and the ethics involved and avoid unbiased. I have chosen to specifically use stratified sampling which is a form of probability sampling.
According to Professor William, stratified random sampling also known as quota or proportional sampling involves dividing population into ‘homogeneous subgroups’ (Trochim, Probability Sampling, 2020).  
The participants involved within this study will be selected using a stratified sampling technique. Stratified sampling can be defined as a method of sampling which divides the total population into a smaller group or ‘strata’ to complete a sampling process (The Economic Times, 2020). This technique will allow me to have a wide variety of individuals of different ages, genders, and backgrounds, creating a variation in relation to the topic. 
I had previously intended to conduct interviews and hold a focus group. The focus group was planned to take place in an unstructured manor as I wanted to provide participants with the opportunity to provide feedback freely to enable conversation to be formed naturally with no set rules or regulations for the formation of the process. 
I had planned to use 6 individuals to take part in the focus group and select a further 4 individuals to take part in the one to one interview. 
A focus group is a method which involves gathering a group of individuals and promoting a discussion on a specific topic (Crossfield, 2019). 
The focus group would have commenced with a short presentation involving videos which would have involved the ethics discussed in this research. I planned on then asking the participants how they felt after watching the videos and aim to find out which ethical points they believe should be a priority in the beauty industry.
this form of data collection involves many advantages such as providing great opportunity to gain feedback, similar to an interview process however it allows for more discussion especially amongst participants, it is unstructured meaning that topics are naturally formed with no particular format which can create better results, new thoughts can be generated, discussion can be kept controlled and lastly answers flow freely therefore more information could be obtained from this strategy (Reddy, 2020).
Disadvantages could involve bias as the moderator is in control of the conversation and could unintentionally control the discussion based on their experiences and beliefs, true opinions may not want to be shared due to fear of other individuals contradictory opinions, small sample size could result in limited findings and lastly distractions can often occur in this form of research as conversations between participants can interfere with the goals of the analysis (Reddy, 2020). 
To overcome these issues, I had planned to firstly conduct the focus group with six individuals and then following the focus group I had hoped to interview a further four individuals to ensure that I was able to truly grasp individual opinions without individuals feeling inclined to express their true opinion.

Unfortunately, due to the ‘COVID-19’ pandemic this strategy was unable to be achieved due to strict regulations and legislations placed by the government implementing not to be in groups of more than two individuals (Gov.UK, 2020). 
I believe this style of collection could have enable me to gain a good insight into different behaviours and opinions of consumers regarding different products and trends within the beauty industry however with strict restrictions during this pandemic, this was no longer suitable. 

COVID-19 has forced the initial plan to alter therefore I have adapted to the changes within the environment by creating a new plan suitable for the current situation. I plan to conduct ten interviews and no focus group. Having a larger number of interviews will hopefully allow myself to find an adequate amount of varied opinions regarding the topic.

I hope to conduct interviews with ten individuals, the number of participants has altered due to being unable to have a focus group. the interview process will be structured with specific questions prepared prior to the interview date. 
According to Skopec, 1986, ‘an interview is a particular type of purposeful conversation’ (Wildemuth, 2017)
I am hoping to gather a more exclusive insight regarding individuals’ opinions in hope that they will be more honest in a one to one situation. 
Advantages of this strategy include that this will allow me to record exactly what participants disclose through the transcript, opinions are confidential therefore participants are more likely to disclose honest answers and it will allow me to find out participants opinions regarding specific topics that I want to discuss. However a disadvantage to this strategy could include that sometimes it can be challenging to transcribe individuals vocabulary, body language isn’t identified and lastly some individuals may feel pressure and not produce genuine answers (Sim & Wright, 2002).
Interviews are usually conducted face to face however due to the recent pandemic every individual must stay in social isolation meaning that no close communication should be made with anyone other than those whom you live with. To adapt to this situation the interview questions will be sent to participants using a Gmail account. I have asked all participants to voice record their answers and send these recordings to myself. These recordings will be confidentially stored on an iPhone and deleted once I have gathered the information needed. My interviews will last roughly 15 minutes each. I am aware that in this scenario individuals may require more time depending on the depth of the answer they wish to disclose.

Once the qualitative research method has been completed, the participants response will be transcribed and open coded to categorise specific important themes and topics identified within the results. Each theme will be further analysed to gain a more in depth understanding of individuals motivations and perceptions, this can be found within the thematic analysis (view Appendix 1).

[bookmark: _Toc38906437]3.2 - Interview questions
The designing of interview questions is extremely important as this allowed me to know exactly what I wanted to find out from each interviewee. Having referred back to my aim to investigate ethics within the beauty industry and wanting to find out consumers opinions regarding the topics I was able to plan questions to hopefully gain an insight to exactly what I wanted to gain opinion in. Questions have been created specifically for the interview process. Quotations and professionals’ opinions have been used within some of the questions to prompt feedback and opinions and open-ended questions have been used to hopefully gain more information than a simple yes or no answer. Asking affective interview questions is an extremely important part of the interview process in order to look professional, to be fair to interviewees and to ensure that each question is respectful and doesn’t withhold any sensitive topics. Planning interview questions ensures that each question is well thought through to avoid any ethical issues (Pille, 2010).
The following questions were created and used within the interview process. I have included an explanation beneath each question demonstrating what I hoped to gain from the question.
1 ‘We are demanding more transparency in the beauty industry, knowing where your cosmetics come from and how they are made’ 
Do you agree with this statement? Are you aware of the contents and journey of the products you buy? Does this need to be a priority for the beauty industry?

Whether food, drinks, clothing or cosmetics we are increasingly demanding transparency to understand the origin, content and journey of everything we purchase. Consumers claim to be ethical buyers I wanted to find out if this was true. I hoped to get consumers to question claims that brands make. I also aim to find out how much consumers accepted and trusted the beauty industry brands and claims.


2 Would animal testing affect your purchase of a beauty product or a beauty treatment? Explain

I aimed to find out whether price would be a greater influence than animal testing. Would consumers be willing to accept animal testing in order to protect their own skin? would consumers be willing to pay more for a beauty treatment or product that provided an alternative or a stop to animal testing.

3 What is your opinion about the link between mental health and cosmetic procedures?

I hope to find a balance and open a discussion between the negative the negative impact of cosmetic procedures and the positive impact of cosmetic procedures I also wanted o see whether individuals thought that there was a positive or negative link or did they have no opinion on the link between mental health and cosmetic procedures.

          4 What is your opinion about the link between mental health and tattooing?

Would individuals think that there was positive direct or indirect link between body art/ tattooing and mental health? Would they have no opinion of a link or have a negative link between body art/ tattooing.

          5 ‘Natural, organic, plant based and cruelty free’ are all buzzwords we as consumers associate with cosmetics. What influences your purchase of beauty treatments, cosmetics or procedures?

I wanted to find out what individuals understand by the buzzword terms used by brands, which buzzwords are most important/ least important and which have little impact on consumers.

          6 ‘ The beauty industry needs to wake up, you can’t be ethical if you are exploiting people of colour’(Nielle Arboine Independent Newspaper) 
What is your opinion of cheap and illegal child labour to source ‘mica’ which is an ingredient, used in lip glosses, eyeshadows and even toothpastes?
Are you aware of this child labour and will it affect your purchase power?

What are consumers opinions regarding the issue of child labour and whether they had heard of the ingredient Mica. I looked to understand how much knowledge consumers had regarding unethical failures within the industry. How does child labour impact consumers purchase?

          7 when you hear a statement from brand packaging, do you trust their statements or would/ have you looked further into the product. How do you know the brands you buy are a ‘trusted brand or a predatory multinational?’

I wanted to gain insight to whether packaging matters, do consumers read small print and labels and should we question or trust brands claims. Is trusting a brand enough.

          8 The beauty industry has been criticised for practices surrounding excessive packaging. Refilling bottles, reducing plastic packaging. How do you think the industry could best reduce, reuse or recycle waste and would you be willing to pay more for products that take more consideration of environmental issues?

How much effort would the consumer be willing to make to contribute to the reduce waste in beauty products. What alternatives do consumers suggest and would they pay more for products that took an active role in reducing excessive packaging

          9 ‘Brand packaging transmits a message that the product inside is healthy and full of goodness’ How does packaging influence your purchase of beauty products?

In what ways are consumers influenced by product packaging and healthy messages and claims. Is the product more important than its health benefits

          10 ‘The future of beauty marketing is in video games’ 
No longer just for teenage boys, the gaming industry is getting a makeover. MAC cosmetics unveiled a line in 2019 that amassed a 14,000-person waiting list and sold out in 24 hours. 
Young people are influenced from a very young age and increasingly becoming a target audience for advertising and media campaigns. What are your views on cosmetics and their impact on our younger generation?

I wanted to gain insight as to whether participants believed young consumers are being unfairly targeted, what influences younger generation, should advertising and media campaigns be tighter regulated. Lastly, I hoped to see if participants believed children are being positively or negatively impacted by the industry.

[bookmark: _Toc38906438]3.3 - Bias
According to professionals, research must be conducted and reported in a transparent way. Research conducted without this basic principle could be misleading (Šimundić, 2013).
Bias can be defined as any deviation from truth in data collection which can lead to false conclusions. Bias can occur unintentionally in many cases therefore it is important to consider the potential bias that could occur within the interview process and their consequences (NCBI, 2013). 
Potential bias within the study could include my passion within the industry as an Aesthetic practitioner I am passionate regarding the beauty industry therefore I must ensure that my interview questions are not bias. 
Before beginning the study, I must make sure to organise the study to ensure that all of my focus is on recording an analysis of what I hope to achieve prior the study which will aid in me recognising any bias as the process continues. As the interviews must be conducted and sent separately rather than a face to face interview individuals may be distracted or their answers could be to thought through. 
Keeping a detailed analysis such as a thematic table ensures that no data is misinterpreted.
And lastly showing awareness regarding the limitations of the study this will demonstrate honesty within the study (Novick, 2007).

[bookmark: _Toc38906439]3.4 - Ethics within the research process
An interview technique can be extremely useful to gain an insight into a population’s opinion regarding a subject. This research technique allows researchers to gain an insight into a populations interests, opinions and beliefs however there are risks that I had to ensure that I was aware of before conducting my research as this will allow my research to be completed in an ethical manner creating better results.
harm to interviewees can be unintentionally caused through discussing private matters, traumatic experiences, breaching confidentiality or increasing vulnerability.
It is important that during the interview process the interviewee is protected. This can be completed through obtaining consent before the interview commences, responses must stay confidential, data collected must be stored safely and avoiding difficult topics, respecting individuals beliefs and values (Unite for sight, 2020).

[bookmark: _Toc38906440]3.5 - Limitations of the research
The main limitation of this research involves the COVID-19 pandemic. This virus affected the study massively as my whole plan has to alter from wanting to conduct a combination of a focus group and an interview, I was only able to conduct interviews. The interview process was also affected as face to face communication is not achievable due to the governments measures to limit the spread of the virus. My interview process had to be conducted through questions being sent to interviewees and them sending their answers in a voice recorded answer. A limitation to this method could be that interviewees were given a lot of time to think about their responses to the questions therefore the answers may be more staged rather than true accurate opinions.
Conducting a focus group could have allowed me to explain some points before gaining feedback which could have created better results as findings demonstrated that some individuals were unaware of some of the topics I was discussing.
As the interview was a stratified sample this meant that the results only demonstrate opinions of a small proportion of the population therefore, I am aware that these answers could have altered if other individuals were selected for research.

[bookmark: _Toc38906441]3.6 - Reflection
On reflection, the interview process was completed smoothly however I had hoped to gain ten interviewees but was only able to find nine. This could potentially be due to the recent stress caused due to the COVID-19 pandemic. Questions were prepared in advance and each one was answered in depth by most of the participants which demonstrated that the questions were good open questions. However, some of the interviewees were unsure of some of the topics that I was discussing in the interview, if I had the opportunity to do this again I would overcome this by conducting a focus group with a presentation to firstly discuss the topics and explain subjects and then gather opinions. This could have potentially provided interviewees with more knowledge and therefore more opinion to input within their interview. The number of participants interviewed was substantial enough to gain an insight into consumers opinion as answers did vary.



[bookmark: _Toc38906442]Chapter 4 - Findings

[bookmark: _Toc38906443]4.1 - Introduction
Interviews were held with nine individuals of both genders and a range of ages from twenty-one to eighty-six. Unfortunately, I was one participant short of my planned amount however I had enough diversity within my collection to gather enough varied response. Participants names have been altered to protect their confidentiality. There were numerous common themes identified within the participants responses. 

[bookmark: _Toc38906444]4.2 - Methods of analysis 
In order to understand the data, I could either use a quantitative or qualitive method of data collection or I could use a mixture of both. 
Quantitative research is a method used to quantify a problem through generating numerical data or data that can be used to create statistical diagrams. This method is useful when quantifying behaviours, attitudes and opinions. This method uses measurable data collected from a large sample group unlike qualitative data which involves small sample groups. Quantitative data can be used in the form of a survey either collected online or on a paper copy (Newman & Benz, 1998).

Qualitative research is primary exploratory research which is useful in studies involving understanding opinions and reasons. This method is used to understand trends in opinions and thoughts. Common collection methods differ from unstructured to semi structures techniques such as using focus groups or interviews (DeFranzo, 2011). Having assessed both methods I have concluded that a qualitative method will best suit my research topic due to the importance of assessing people’s opinions on the matter. I will use an interview approach to gather individuals’ responses regarding the topic. I will then analyse the data using a thematic table (view Appendix 1).

[bookmark: _Hlk37421425][bookmark: _Toc38906445]4.3 - Thematic analysis - Emergent themes
[bookmark: _Toc38906446]4.3.1 - Transparency- the content and journey of beauty products
This theme captures each of the participants opinion and thoughts regarding transparency within the beauty industry in regards to the content and journey of a product. 
The interview process revealed that two individuals were unaware of how products are made or where they come from within the beauty industry.
Participant 4, ‘I am not aware but I should be’ and participant 5, ‘no, I’m not aware’ 
This demonstrates that participants want to learn more about ethics within the beauty industry however individuals are unaware of what products are made from and that companies can be misleading within their marketing. Participants display being curious and wanting to discover more.
Other participants believe that it is important that industries and brands show transparency when selling products. 
Participant 2 states, ‘I make a conscious effort to buy ethically but it concerns me how products produced by some companies only tell half the truth. For example, Clinique can claim to be clean because the animal testing and nasty stuff all happens abroad. There are loop holes in the advertising that clearly need to be addressed’. 
This could potentially demonstrate that many buyers make an effort to buy ethically sourced produce however this is becoming increasing challenging due to brands misleading consumers with their savvy marketing techniques. Possibly tighter regulations and legislation is necessary to limit dishonesty within the industry.
The eldest interviewee, participant 1 stated,
‘we’ve always known there’s been a lot of cruelty involved when producing beauty products- unless we are made aware of this it will continue’ 
Demonstrating that Individuals have known about this issue throughout history therefore people are Aware of cruelty within the industry and they believe that unless awareness is created on the issue this market failure will not be resolved.

[bookmark: _Toc38906447]4.3.2 - Animal testing affecting purchases
This theme captures each of the participants opinions and thoughts regarding animal testing affect on purchase. 
When participant were asked, ‘Would animal testing affect your purchase of a beauty product or a beauty treatment? Explain’
All participants disclosed that animal testing would affect their purchase of a beauty product or treatment. The majority of participants would not feel comfortable in buying a product which has been tested on animals however one participant displays a lack of knowledge regarding animal testing therefore was unsure whether this factor would affect their purchasing choice. Participants disclosed answers such as the following
       Participant 5 ‘yes, I couldn’t buy a product which tests on animals’
According to participant 2, 
‘making a conscious decision not to buy products tested on animals is very important but you cannot always trust the brand’
Participant 2 demonstrates that consumers want more ethically correct actions such as no animal testing within the industry however they do not show trust within the beauty industry even when companies suggest that they do not animal test.
Individuals are aware of the beauty industry including animal testing and they are against this action and wouldn’t want a product which has been tested on animals. 
Participant 1, ‘yes- beauty and cruelty are opposite sides of the equation so there is no point perusing beauty if it is built on cruelty- it goes against everything beauty is about’ 
This response was extremely profound and demonstrates that there are some companies aiming to create beauty whilst completely destructing the main meaning of beauty.

[bookmark: _Toc38906448]4.3.3 - Mental health wellbeing cosmetic industry
This theme explores consumers thoughts regarding metal health and cosmetics to see whether individuals believe there is a link or not.
Participant 5 disclosed, 
‘People think they need it to look better so I guess it could create issues within people…like feeling inadequate without it’
This demonstrates that this individual believe that people feel obliged to look a certain way due to society and unless they look like this image or goal, they can feel inadequate causing a negative effect on someone’s well-being. Other individuals worried about the impact of cosmetics on the younger generation.
Participant 4 states, 
‘Young girls have issues these days it probably doesn’t help…Young girls feel pressured and this can be damaging’
This demonstrates that there is a consensus that pressure on appearance is causing individuals especially young girls to feel as if they must look a certain way which can be damaging.
Alternatively, other individuals felt that cosmetics have a positive effect on someone’s mental health. 
Participant 2, 
‘100% yes, I am always looking for ways to enhance through fillers, Profhilo and lip fillers and I’ve had my ear surgery. It makes me feel empowered, attractive and confident… but it can be addictive’.
This demonstrates that participant 2 suggest that beauty treatments affect their self-esteem positive as it allows them to feel empowered and confident within themselves. However, a limitation to treatment involves its addictive tendencies.
Participant 6 also believes that cosmetics create a positive influence on well-being,
 ‘Looking good improves your state of mind it plays a big part in a woman’s outlook’. Suggesting that the beauty industry positively impacts wellbeing and mental health.
[bookmark: _Toc38906449]4.3.4 - Mental health and tattooing
According to results there seems to be a similar correspondence to cosmetics and tattooing. Results demonstrate that a common consensus reveal that individuals believe tattoos and cosmetics can be addictive. 
Participant 2 believes, ‘It can be addictive but I see it as art work…some cosmetic tattooing also helps cancer victims such as eyebrows can now be micro bladed…so it can help with issues and confidence’ 
Demonstrating that Tattoos can sometimes be regarded as addictive which can cause negative impacts on someone’s wellbeing however the treatment can also create many positive impacts such as restoring natural beauty where the challenges of life obstructed them.
Others suggest that tattooing neither negatively nor positively affects the way an individual feel unless it is a meaningful tattoo which could help an individual through a difficult time. 
Participant 7, ‘not really, only for names of lost ones tattooed’.
However, according to participant 3, 
‘tattoos are a personal choice- nobody is forced to have one so it must make them feel good’ this could create a debate that if tattoos had negative effects on people no one would get them therefore for people to still be having them it must be due to positive effects.
Alternatively, participant 5 suggests,
 ‘young men may feel obligated to get tattoos’ 
This demonstrates that there is a Pressure on young men feeling as if they must have tattoos to fit in with trends or compete with other men who are tattooed the pressure of looking a certain way could create damaging effects.
Although participant 8 suggests that there is no link between mental health and tattoos stating,
 ‘I don’t think there’s a link’.

[bookmark: _Toc38906450]4.3.5 - Purchase influence
This theme hoped to explore what influences consumers purchase. Most participants were influenced by price. Participant 1, 
‘I go by price; I expect most outlets stock brands of a certain standard and only stock brands that are ethically produced’. 
Demonstrating that Individuals trust that a brand in this day and age must be complying with ethical regulations. we are under the impression that due to living in a civil modern society brands act appropriately and therefore consumers trust brands. Participant 2 also expect brands to produce ethical products, 
‘I expect brands to be ethically produced so other than that it’s how it feels on my face and price’.
Others look for natural and organic products rather than other components such as animal testing or sustainability, participant 3 states, 
‘Natural and organic and plant based is what I look for’.
However, participant 4 states, 
‘I personally am only interested in products which are of quality and non-allergenic’ 
This demonstrates that some individuals only buy good quality and non-allergenic produce and do not consider other unethical factors. Could this indicate that consumers are more likely to buy ethical products if they positively impacted them personally.
Alternatively, Cruelty free and animal ethics drive other consumers purchase. Participant 7 states, 
          ‘cruelty free is what I look for in my products’.

[bookmark: _Toc38906451]4.3.6 - Child labour exploitation
I wanted to investigate the knowledge consumers had regarding this issue and what their opinion was as a consumer. Individuals are becoming aware of child labour within products however they are unsure of what products this includes however if they were aware that a brand produced goods which involve child labour, they would not purchase it. Participant 2 states, 
          ‘I had heard but I didn’t know enough about the products its included in. 100% no I wouldn’t purchase a product that exploited children’.
According to participant 1, 
‘any child labour that is unhealthy would be a definite no no! employing children in poor countries is different to exploiting their health. I wouldn’t buy these products’. 
This shows that Child labour is a huge issue which participant 1 takes extremely seriously, if a product has been manufactured by children in poor conditions many consumers will not buy the product.
However other individuals are unaware of child labour within the beauty industry, this demonstrates that awareness needs to be shared about the industry and specific brands which will as a result allow individuals to see what brands do not use child labour within the materials they use and which do. This will give consumers power to buy products which abide by their morals. Participant 8 states, 
‘I am saddened- I will look into it more before buying products’.

[bookmark: _Toc38906452]4.3.7 - Trusting brands and product contents
I wanted to gain an insight into how much consumers trust what companies state. Many interviewees trust companies, 
Participant 1 states that they ‘trust that companies supply products that have legislation that ensures they can be trusted’. 
However, participant 8 states, 
          ‘I don’t listen to statements on brand packaging’ 
which suggests that Statements don’t affect some consumers therefore they are unlikely to change their consumer behaviour.
However other consumers are fully aware of the misleading marketing within the industry and believe that regulations and legislations should be implemented to avoid brands getting away with this. Participant 2 states,
           ‘The loop-holes in the law need to be addressed. I fear brands cannot be trusted despite obligation to do so by law’.

[bookmark: _Toc38906453]4.3.8 - Brand packaging influencing purchase
In This theme I hoped to investigate whether brand packaging influences consumers purchasing. Hopefully this will show whether brand packaging is more important to purchasers than ethical factors or less. Participant 8 states, 
          ‘I take it with a big pinch of salt’ 
Demonstrating that they do not consider brand packaging as being important and instead they trust the quality of the product instead.
However, participant 7 states 
          ‘Brand packaging influences me a lot’ 
which could show that Consumers often buy a brand rather than the product itself.
Others only consider price of products rather than the appearance or materials used in packaging. Using cardboard packaging like the store Lush does could be a solution to provide customers with cheap prices and sustainable packaging. Participant 5 states
           ‘I just buy cheapest regardless of packaging’.

[bookmark: _Toc38906454]4.3.9 - Environmental issues
During this theme I hoped to gain an insight regarding consumers thoughts regarding environmental issues in association with the beauty industry. Participant 1 states,
 ‘the problem is plastic. They need to design a container material that can be recycled. That’s more important than reusing or collecting bottles that go straight into landfill’ 
Demonstrating that Recycling products is being demanded by consumers. Consumers want to see more sustainability within their products to limit negative impact to society through alternative damaging strategies such as landfill.
Participant 8, ‘I have tried to buy products without plastic and would love it if the industry could refill and reduce packaging’ 
Showing that consumers want to see less plastic associated with products, this could be due to the growing knowledge surrounding the topic. Participant 4 further supports this by stating,
          ‘I would pay more and refill like lush products recycle and refill and I do buy those’.
However, participant 5 states, 
          ‘the beauty industry relies on pretty packaging wouldn’t pay more because I think there are plenty of other options available’ 
Demonstrating that Some individuals would rather a cheap price even if it costs the environment. Cheap competitor prices could destroy the likelihood of a sustainable company flourishing as many customers are led by price. sustainable products can often be assumed to be more costly.
Lush products have been mentioned twice as examples of a business which supports the recycling process through its packaging and products. Participants buy these lush products along with many individuals. Do they buy lush products due to the brand name or their efforts within sustainability? It would be interesting to investigate whether they would pay these prices for a sustainable product from an unknown brand. According to participant 3,
 ‘I think it’s important to recycle and the industry needs to put something in place’, ‘lush products are a good example of refill and more cardboard packaging is needed’.

[bookmark: _Toc38906455]4.3.10 - Target audience – advertising
This theme as created to investigate participants opinions regarding beauty brands targeting the younger ages through the use of social media.
According to participant 1,
‘years ago, girls had lots of spots… nowadays you don’t see it- they go to the doctors and get special creams. Once you start you can’t leave it off so don’t start to early- enjoy your childhood’ 
Implying that Cosmetics are potentially causing children to grow up sooner than necessary as it is encouraging them to hide imperfections as if they are something to hide rather than not thinking about them like the way children used to think. Social media is possibly aiding this as imperfections aren’t often shown therefore, they could be regarded as something individuals don’t want.

Participant 2 states,
 ‘clever marketing companies target audiences- girls and boys are wearing to much makeup from a far too young age. There should become protection’ 
Demonstrating that Marketing approaches target younger generations using social media platforms. Both boys and girls wear a substantial amount of makeup and some individuals suggest that there should be regulation put in place to limit this. A regulation could involve companies being restricted with their method of advertisement.
Participant 5 states, ‘the advertising- media campaigns are very wrong to target young age audience’ 
Showing that Concerned parents want media campaigns to stop targeting the younger generation. 
Some parents suggest that media focussing on selling beauty and cosmetic treatments and procedures to the younger generation could negatively impact their mental health as this is portraying the illusion that appearance is important from a young age. 
Participant 6, ‘I feel this is very worrying and will have a negative impact on mental health. Personal image is becoming more and more important from a younger age and too much emphasis placed on what you look like’.
According to participant 7,
 ‘pressures of looking a certain way… the gaming industry is a porthole to young and easily influenced young adults and it is so frightening. It is a frightening time and I feel sorry for the younger generation’ 
Suggesting that Gaming and new technology is creating a pathway for businesses to reach all generations including the younger generation which is worrying as the industry is extremely influential and could add pressure to an already pressured generation.
Lastly Parents would like guidance as to how to protect their children from the pressures of the beauty industry as participant 3,
 ‘way too much emphasis is on personal image, more information for parents is needed to protect children’.













[bookmark: _Toc38906456]Chapter 5 - Discussion 
This section identifies correlations amongst my findings whilst contextualising them with research and theory.

[bookmark: _Toc38906457]5.1 - Transparency- the content and journey of beauty products
Correlations amongst the data suggests individuals are aware of cruelty within the industry and they believe that unless awareness is created on the issue this market failure will not be resolved. This relates to the ADKAR model; awareness, desire, knowledge, ability and reinforcement. This model focusses on the awareness for the need for change, then suggests that through being aware that a change must be implemented this creates a desire to find out more, expanding knowledge and then the ability to create change is made (Prosci, 2020). Relating to this model, findings suggest that If individuals are aware of the failures within the transparency of the industry, they are likely to change their purchase behaviour.
Findings also suggest that buyers make an effort to buy ethically sourced produce which supports a recent study conducted by GT Nexus, their findings showed that a quarter of consumers actively looked at the sourcing of the product and the information regarding the product before making their recent purchases (Mcavoy, 2016). 
Participants display that transparency is becoming increasing challenging due to brands misleading consumers with their savvy marketing techniques. Possibly tighter regulations and legislation are necessary to limit dishonesty within the industry. Economists suggest that policies should be placed to target market failures (Stiglitz, 2020).
[bookmark: _Hlk37424912][bookmark: _Hlk37686308]According to the chartered institute of purchasing and supply, ‘ethical sourcing also means the procurement process respects international standards against criminal conduct and human rights abuses and responds to these issues immediately if identified’ (Stiglitz, 2020).  Findings from the interviews suggest that individuals want to learn more about ethics within the industry however Steve Polski argues that consumers are continuously stating that they wish to see sustainability but when changes are created the consumers are unwilling to pay for premium  (Stiglitz, 2020).  

[bookmark: _Toc38906458]5.2 - Animal testing affecting purchases
Individuals are aware of the beauty industry including animal testing and they are against this action and wouldn’t want a product which has been tested on animals. Individuals want more ethically correct actions such as no animal testing within the industry and show little trust within the beauty industry. The cruelty free international campaign received 8.3 million signatures from consumers who are actively trying to end animal testing. According to the campaign organiser consumers today are constantly trying to find organisations with strong ethical principles, ‘People are demanding cruelty free cosmetics. It’s time that the industry and its regulators heard what people are saying’ (Postlewhite, 2018)

This was found within my findings displaying that individuals would not feel comfortable in buying a product which has been tested on animals however one participant displays a lack of knowledge regarding animal testing therefore was unsure whether this factor would affect their purchasing choice.
[bookmark: _Toc38906459]5.3 - Mental health wellbeing cosmetic industry
Findings suggest that individuals believe that society today and in the past focus and ‘dwell’ on their appearance which can cause some individuals to feel ‘inadequate’… this could possibly indicate that beauty treatments could allow an individual to feel more adequate. Research conducted by Harvard Medical School, the university of Chieti and Italy investigated the ‘lipstick’ affect on 186 female undergraduate students. Findings discovered that wearing makeup allows individuals to feel more attractive, smarter, confident and boosts their self-esteem (News Max, 2020).
This study supports Maslow’s theory. Maslow’s hierarchy of needs suggests that once an individual achieves the feeling of contentment which could be within self-love they are able to perform better, be more confident and become a step closer to becoming a self-actualised individual (Research History , 2012)
Alternatively, other individuals believe that people feel obliged to look a certain way due to society and unless they look like this image or goal, they can feel inadequate causing a negative effect on someone’s well-being. Weaver is aware that studies show a positive correlation between the industry and allowing individuals to feel positively about themselves however she suggests that a woman may then start to see a pattern of body dissatisfaction and the need to solve a problem. She suggests that ‘Establishing a pattern of avoiding inner feelings and sensations often leads to overwhelming stress and tension. An eating disorder, in those most vulnerable, can become a reality as underlying emotional issues are ignored and fearful feelings and thoughts are set aside’ (Weaver, 2020).
Others suggest that pressure on appearance is causing individuals especially young girls to feel as if they must look a certain way which can be damaging. According to professionals it is merely impossible to avoid information thrown at consumers regarding some form of altering our appearance however with the raise of technology and the development of technology today is this industry being exposed to children to soon. Parents are often able to control their children’s exposure to many things but it is impossible to control what is public. However, others could question a brands moral. For example, ‘hello kitty’ is a children’s fictional character however the brand has recently established nail polish and lip glosses and even a ‘hello kitty’ spa (Lim, 2017). This is just one example of children orientated characters advertising beauty treatments to children.

[bookmark: _Toc38906460]5.4 - Mental health and tattooing
Trends reveal that Tattoos can sometimes be regarded as addictive which can cause negative impacts on someone’s wellbeing. A new study revealed that individuals with tattoos are more likely to be diagnosed with mental health issues (Wood, 2019).
 However other participants suggest that the treatment can also create many positive impacts such as restoring natural beauty where the challenges of life obstructed them. 
Others suggest that tattooing neither negatively nor positively affects the way an individual feel unless it is a meaningful tattoo which could help an individual through a difficult time. According to Psychologist Luzelle Naude, the primary motivation to getting a tattoo was due to the tattoo having a personal meaning to them (Pinkstone, 2019).
According to professionals, women have been feeling pressured to appear a certain way for a long period of time however men are often over looked regarding this subject. Whereas men are giving themselves a tough time for not having the perfect body (Kay, 2016). This was a theme within the interview results, according to participants there is a pressure on young men feeling as if they must have tattoos to fit in with trends or compete with other men who are tattooed the pressure of looking a certain way could create damaging effects.

[bookmark: _Toc38906461]5.5 - Purchase influence 
Findings show that individuals trust that a brand in this day and age must be complying with ethical regulations. we are under the impression that due to living in a civil modern society brands act appropriately and therefore consumers trust brands.
Individuals look for quality within a product and are willing to pay for ethical, good quality products. Others look for natural and organic products rather than other components such as animal testing or sustainability. Accenture held a survey to understand consumers purchase influence. Findings suggest that half of the consumers would pay more for sustainable products (Chang, 2019).
However, some individuals only buy good quality and non-allergenic produce and do not consider other unethical factors. This could indicate that consumers are more likely to buy ethical products if they positively impacted them personally.

[bookmark: _Toc38906462]5.6 - Child labour exploitation
Child labour is a huge issue which all participant took extremely seriously, if a product has been manufactured by children in poor conditions many consumers will not buy the product.
Individuals are becoming aware of child labour within products however they are unsure of what products this includes although if they were aware that a brand produced goods which involve child labour, they would not purchase it.
However, many individuals are unaware of child labour within the beauty industry, this demonstrates that awareness needs to be shared about the industry and specific brands which will as a result allow individuals to see what brands do not use child labour within the materials they use and which do. This will give consumers power to buy products which abide by their morals. Social media plays a huge role within this as it is creating a form of transparency within the industry, allowing consumers to see any unethical behaviour which in turn forces companies to create a positive change to avoid bad press (Gupta, 2017). 

[bookmark: _Toc38906463]5.7 - Trusting brands and product contents
The majority of consumers are fully aware of the misleading marketing within the industry and believe that regulations and legislations should be implemented to avoid brands getting away with this. This potentially demonstrates that ‘The Business Protection from Misleading Marketing Regulations act 2008’ is not stopping companies from misleading. This act was placed to ensure that companies are honest, accurate and do not mislead consumers (Gov.UK, 2020). Instead, companies are becoming savvy in the way they communicate. An example of this can be seen within Clinique as they state, ‘We do not conduct animal testing on our products or ingredients, nor ask others to test on our behalf, except when required by law’ (Ethical Elephant , 2019). However, the disclaimer states ‘except when required by law’, Clinique is sold within mainland china and it is compulsory for all products to be tested on animals in this country.  
Other individuals trust brands and their statements and do not look further at the evidence, having assessed Clinique’s case study it is apparent that consumers should potentially look to investigate their products before purchase. 

[bookmark: _Toc38906464]5.8 - Brand packaging influencing purchase
Some individuals regard packaging as being an important part of buying a product as it affects their view of a product
Others only consider price of products rather than the appearance or materials used in packaging. 
According to professionals there are multiple reasons why packaging is important. For example, to differentiate from other products, marketing, protect items and to attract consumers (Money Matters, 2020).
Consumers also disclosed that they often buy a brand rather than the product itself. Professionals suggest that this is due to the following seven reasons; brands give consumers reassurance, saves decision making, creating a difference, provides safety, added value, awareness of who the company is and lastly brands provide consumers with a reason to share (MicroArts Team, 2015)
However other participants instead trust the quality of the product instead of packaging. According to Larry Alton, businesses which become most successful are those which focus on the products they provide. focussing on the product can tackle competition, customers expectations will be met, business reputation will be reputable and lastly customer loyalty will be created (Alton, 2016)
[bookmark: _Toc38906465]5.9 - Environmental issues
[bookmark: _Toc38890596][bookmark: _Toc38898892][bookmark: _Toc38906466]Recycling products is being demanded by consumers. Consumers want to see more sustainability within their products to limit negative impact to society through alternative damaging strategies such as landfill. Participants want to see less plastic associated with products, this could be due to the growing knowledge surrounding the topic.  Findings suggest that Packaging of products and the distribution can cause pollution, many of the products contain microplastic which is not biodegradable. This causes sea pollution and habitat death (Law & Thompson, 2014). 
However, some individuals would rather a cheap price even if it costs the environment. Cheap competitor prices could destroy the likelihood of a sustainable company flourishing as many customers are led by price. sustainable products can often be assumed to be more costly. This supports Steve Polski’s argument that consumers are continuously stating that they wish to see sustainability however when changes are created the consumers are unwilling to pay for premium  (Stiglitz, 2020).  

[bookmark: _Toc38906467]5.10 - Target audience – advertising
Consumers suggest that cosmetics are potentially causing children to grow up sooner than necessary as it is encouraging them to hide imperfections as if they are something to hide rather than not thinking about them like the way children used to think. Social media is possibly aiding this as imperfections aren’t often shown therefore, they could be regarded as something individuals don’t want. According to research it is impossible to avoid information thrown at children regarding some form of altering our appearance. Parents are often able to control their children’s exposure to many things but it is impossible to control what is public (Cardelean, 2012). 
Another common theme suggests that consumers believe that Marketing approaches target younger generations using social media platforms. Both boys and girls wear a substantial amount of makeup and some individuals suggest that there should be regulation put in place to limit this. A regulation could involve companies being restricted with their method of advertisement. Findings show that ‘hello kitty’ the children’s fictional character brand has recently established nail polish and lip glosses and even a ‘hello kitty’ spa (Lim, 2017). This is just one example of children orientated characters advertising beauty treatments to children. Is this a clever way to market brands and products or could this be an ethical issue that could cause the industry to gain huge backlash for praying on the vulnerable.










[bookmark: _Toc38906468]Chapter 6 - Conclusion and Recommendations
[bookmark: _Toc38906469]6.1 - Conclusion 
Prior to the completion of this study my research question was - Are ethical impacts regarding the beauty industry altering consumers opinions on the products?
Having reassessed my aims and objectives I believe that my findings have met the aim of my research which was to investigate the effects of ethics on consumer attitudes towards the beauty industry. This aim was met through completing objectives. I critically  reviewed literature into my chosen topic, conducted Secondary research to understand the context for the research using digital tools as well as library sources, completed Primary research in the form of interviews to gain an understanding of the views of consumers  and  conducted research to gain understanding of the ethical context for the beauty industry.
Through completion of this study I have gained an insight into the affects of ethics on consumers behaviour such as the influence ethics have on consumers buying behaviour. Findings suggest that consumers are increasingly searching for more transparency within the beauty industry as they feel that transparency within the industry is crucial otherwise consumers are unaware of what they are purchasing. I have learnt that ethical issues such as animal testing and child labour affect purchasing hugely as consumers are not willing to buy products that involve these issues anymore. Findings also suggest that the awareness of sustainability is growing rapidly within the beauty industry along with marketing. These two elements work hand in hand within the industry. Companies are continuously looking to attract consumers however consumers are now in power therefore companies must provide ethics and sustainability within their products the more consumers demand this. Although, the research suggests that cost is still a large aspect which influences consumers regardless of their ethical beliefs. Therefore, the challenge that brands have involves the corporations creating positive ethical changes whilst providing consumers with the low costs they demand. Hopefully the power within consumers for more ethics within the industry will alter unethical behaviour within the industry moving forwards.
[bookmark: _Toc38906470]6.2 Recommendations
	Recommendations for the industry
	Recommendations for the research method

	Is sustainability the only way forwards for the beauty industry to solve ethical issues?
According to John Morelli, ‘environmental sustainability could be defined as a condition of balance, resilience, and interconnectedness that allows human society to satisfy its needs while neither exceeding the capacity of its supporting ecosystems to continue to regenerate the services necessary to meet those needs nor by our actions diminishing biological diversity’ (Morelli, 2011).
Folk suggests that individuals desire to look their best whilst there is becoming an increasing awareness regarding sustainability and the health of the planet. He suggests that creating green products, increasing sustainable practice and products will both impact the environment and individuals. 
According to the recent National Climate Assessment if climate change is not improved thousands of lives may be lost along with billions of US dollars.  When individuals think of environmental impacts, they do not necessarily consider cosmetics as there are a lot of failures within the market such as chemicals, packaging and plastic pollution. However, choosing alternative products such as natural, organic, sustainable will create many benefits for the planet whilst also still maintaining individuals’ efforts of maintaining beauty treatments (Folk, 2018).

At this moment in time sustainability is optional within the beauty industry, tattoo parlours, cosmetic clinics and makeup brands along with many other sectors within the industry can individually choose how sustainable they wish to be and this depends on the individual values of the company. 
However, I believe that in order to create a movement some level of sustainability must be made mandatory by the government within the industry whether it be regarding packaging or its marketing technique there is a definite need for progression within the industry. However, I am aware that there are already major existing pressures from the micro and macro environment on small companies therefore a law becoming mandatory may place further pressure and cause small growing businesses to fail.
Therefore, there could possibly be a law placed to make it mandatory for companies to follow laws after a certain income is made, although this may cause conflict and cause companies to try to find ways to avoid this implementation. For example, companies consist of different ethics and motives which could lead to further greenwashing and companies may question at which point it would become mandatory for small organisations to have to become responsible which could later encourage companies to mislead stakeholders to avoid the mandatory implementation that large companies have. I have formed the opinion that certain efforts within sustainability should be mandatory for all companies, large or small. In order for this to become mandatory, correct global frame work must be made and agreed so that the system becomes regulated.
Pigouvian taxes could be placed to reduce pollution

Marketing companies such as YouTube, Facebook and Instagram could review the companies using their tools to market, if they do not follow ethical principles, they could be denied access to using the tool to market their company.

Companies should avoid new ingredients until their safety can be proven using non-animal methods to avoid the use of animal testing.






	Having completed the interview process, it is clear to me how important it is to plan questions prior to the interview.

The COVID-19 pandemic affected the study massively as my whole plan has to alter from wanting to conduct a combination of a focus group and an interview, I was only able to conduct interviews. This demonstrates the importance of being flexible and open to alter original plans. Many professionals suggest that this is one of the most important traits to successfully manage a project. In this instance, the interview was the project (On Track, 2015).

The interview process was also affected as face to face communication is not achievable due to the governments measures to limit the spread of the virus. My interview process had to be conducted through questions being sent to interviewees and them sending their answers in a voice recorded answer. Therefore, being able to openly communicate with others is an extremely important part of the research process.  
Time management is important to ensure participants have enough time to openly discuss their thoughts.

Conducting a focus group and interviews together could be a good strategy to allow the researcher to explain points before gaining feedback which could create in depth results. 
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Thematic table
	participant
	Theme
	quotation
	Abbreviation 

	[bookmark: _Hlk37409793]1
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	Transparency- the content and journey of beauty products



	‘we’ve always known there’s been a lot of cruelty involved when producing beauty products- unless we are made aware of this it will continue’

‘I make a conscious effort to buy ethically but it concerns me how products produced by some companies only tell half the truth. For example, Clinique can claim to be clean because the animal testing and nasty stuff all happens abroad. There are loop holes in the advertising that clearly need to be addressed’

‘yes important’

‘I am not aware but I should be’

‘no, I’m not aware’

‘yes, I agree but I’m not aware’

‘yes, but unfortunately I’m not always aware’

‘yes, but I’m not aware’

	Individuals are Aware of cruelty within the industry and they believe that unless awareness is created on the issue this market failure will not be resolved.


Many buyers make an effort to buy ethically sourced produce however this is becoming increasing challenging due to brands misleading consumers with their savvy marketing techniques. Possibly tighter regulations and legislation is necessary to limit dishonesty within the industry




It is important that industries are transparent

Many individuals want to learn more about ethics within the industry however individuals are unaware of what products are made from and that companies can be misleading within their marketing. They display being curious and wanting to learn more.
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	Animal testing affecting purchases
	
[bookmark: _Hlk36819673]‘yes- beauty and cruelty are opposite sides of the equation so there is no point perusing beauty if it is built on cruelty- it goes against everything beauty is about’

‘making a conscious decision not to buy products tested on animals is very important but you cannot always trust the brand’
‘I would not buy products that are tested on animals’


‘yes, I couldn’t bear to think of animals suffering’

‘yes, I am totally against animal testing’

‘yes, I couldn’t buy a product which tests on animals’

‘I don’t really know enough about it’

‘yes, I wouldn’t buy an animal tested product’

	
Individuals are aware of the beauty industry including animal testing and they are against this action and wouldn’t want a product which has been tested on animals.


Individuals want more ethically correct actions such as no animal testing within the industry and show little trust within the beauty industry

Many Individuals would not feel comfortable in buying a product which has been tested on animals however one participant displays a lack of knowledge regarding animal testing therefore was unsure whether this factor would affect their purchasing choice.
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	Mental health wellbeing cosmetic industry
	

[bookmark: _Hlk36474400]‘those who are not happy with their looks are not confident and this can lead to feeling inadequate- they dwell on the fact that they are not perfect and this gives a sense of inferiority. If they are not pretty, glamorous, of a good shape… and they are overweight. It’s the way that the world is and it has been throughout history’.

100% yes, I am always looking for ways to enhance through fillers, Profhilo and lip fillers and I’ve had my ear surgery. It makes me feel empowered, attractive and confident… but it can be addictive.

‘I don’t believe that there is a link’


‘Looking good improves your state of mind it plays a big part in a woman’s outlook’

‘People think they need it to look better so I guess it could create issues within people…like feeling inadequate without it’


[bookmark: _Hlk36474235]‘Young girls have issues these days it probably doesn’t help…Young girls feel pressured and this can be damaging’

‘Maybe there is a pressure on looking good, it could possibly be damaging, who knows I guess we need to wait and see’

	

Some individuals believe that society today and in the past focus and ‘dwell’ on their appearance which can cause some individuals to feel ‘inadequate’… this could possibly indicate that beauty treatments could allow an individual to feel more adequate.





Individuals suggest that beauty treatments affect their self-esteem positive as it allows them to feel empowered and confident within themselves. However, a limitation to treatment involves its addictive tendencies.



However, some individuals see no link between the beauty industry and mental health in ether a positive or negative form.

Suggesting that the beauty industry positively impacts wellbeing and mental health.


Alternatively, some individuals believe that people feel obliged to look a certain way due to society and unless they look like this image or goal, they can feel inadequate causing a negative effect on someone’s well-being.

[bookmark: _Hlk36474277]Pressure on appearance is causing individuals especially young girls to feel as if they must look a certain way which can be damaging


Some individuals believe that there is a pressure to look good and this pressure is the damaging component within the industry rather than the product itself.
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	Mental health and tattooing
	
‘years ago, if you had tattoos you were thought of as being uncivilised but these days it’s acceptable’


‘It can be addictive but I see it as art work…some cosmetic tattooing also helps cancer victims such as eyebrows can now be micro bladed…so it can help with issues and confidence’

[bookmark: _Hlk36475656]‘I don’t think there’s a link’



‘not really, only for names of lost ones tattooed’


‘I don’t really have an opinion as I don’t have any’

‘young men may feel obligated to get tattoos’


‘I’m not aware of a link’

‘tattoos are a personal choice- nobody is forced to have one so it must make them feel good’

	
Trends are ever changing within society, something once regarded as being ‘uncivilised’ can now be regarded as trendy. This demonstrates how the beauty industry is constantly changing. where will the beauty industry be in the future?

Tattoos can sometimes be regarded as addictive which can cause negative impacts on someone’s wellbeing however the treatment can also create many positive impacts such as restoring natural beauty where the challenges of life obstructed them.


However, some individuals see no connection between tattooing and someone’s mental health as they believe it has no link with a person’s emotions.

[bookmark: _Hlk36475243]Others suggest that tattooing neither negatively nor positively affects the way an individual feel unless it is a meaningful tattoo which could help an individual through a difficult time.

Many individuals are unsure whether there is a connection as they have never had a tattoo

Pressure on young men feeling as if they must have tattoos to fit in with trends or compete with other men who are tattooed the pressure of looking a certain way could create damaging effects

Others are unsure whether there is a definite link

Some individuals could debate that if tattoos had negative effects on people no one would get them therefore for people to still be having them it must be due to positive affects 
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	Purchase influence 

	
[bookmark: _Hlk36476810]‘I go by price; I expect most outlets stock brands of a certain standard and only stock brands that are ethically produced’


[bookmark: _Hlk36820729]‘I expect brands to be ethically produced so other than that it’s how it feels on my face and price’

[bookmark: _Hlk36476983]‘Natural and organic and plant based is what I look for’

‘I personally am only interested in products which are of quality and non-allergenic’


‘I go by price to be honest’

‘Definitely price is important’

‘cruelty free is what I look for in my products’

‘cruelty free and natural are important aspects of what I want in my products’

	
Individuals trust that a brand in this day and age must be complying with ethical regulations. we are under the impression that due to living in a civil modern society brands act appropriately and therefore consumers trust brands.

Individuals look for quality within a product and are willing to pay for ethical, good quality products.


Others look for natural and organic products rather than other components such as animal testing or sustainability

However, some individuals only buy good quality and non-allergenic produce and do not consider other unethical factors. Could this indicate that consumers are more likely to buy ethical products if they positively impacted them personally

Other individuals are only focussed on low prices regardless of the manufacturing of the product


Cruelty free and animal ethics drive this consumer whilst choosing products to buy
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	Child labour exploitation

	
‘any child labour that is unhealthy would be a definite no no! employing children in poor countries is different to exploiting their health. I wouldn’t buy these products’

‘I had heard but I didn’t know enough about the products its included in. 100% no I wouldn’t purchase a product that exploited children’

This is not good

‘I was not really aware’

I didn’t know it happened

‘I didn’t know enough but I don’t agree with it’

‘I have never heard but its horrible I would never support it’

‘I am saddened- I will look into it more before buying products’
	
Child labour is a huge issue which participant 1 takes extremely seriously, if a product has been manufactured by children in poor conditions many consumers will not buy the product.



Individuals are becoming aware of child labour within products however they are unsure of what products this includes however if they were aware that a brand produced goods which involve child labour, they would not purchase it.

People are disgusted to hear that child labour still exists

individuals are unaware of child labour within the beauty industry, this demonstrates that awareness needs to be shared about the industry and specific brands which will as a result allow individuals to see what brands do not use child labour within the materials they use and which do. This will give consumers power to buy products which abide by their morals.
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	Trusting brands and product contents
	
‘I trust that companies supply products that have legislation that ensures they can be trusted’

‘The loop-holes in the law need to be addressed. I fear brands cannot be trusted despite obligation to do so by law’

‘most of us trust that the advice on the packaging but none of us truly know if the information is 100% correct’

‘I trust their statements’

‘I tend to trust’

‘I trust companies’

‘I trust’

‘I don’t listen to statements on brand packaging’
	
Brands are continuously being trusted however are they taking advantage of consumers trust?


However other consumers are fully aware of the misleading marketing within the industry and believe that regulations and legislations should be implemented to avoid brands getting away with this.
Questioning brands 



Consumers trusting brands and their statements and do not look further at the evidence. 






Statements don’t affect some consumers therefore they are unlikely to change their consumer behaviour

	
1

2



5


6


7

8

4


3

	Brand packaging influencing purchase
	
‘yes, packaging is important’

‘yes, it does as I feel the more clinical the product looks in the packaging it looks almost medical and wholesome’

‘I just buy cheapest regardless of packaging’

‘I buy when it says what I want to hear on the packaging’

Brand packaging influences me a lot’

[bookmark: _Hlk36478821]I take it with a big pinch of salt

I trust products that I’ve used for its quality not packaging

I like nice packaging but the product must be quality
	
Some individuals regard packaging as being an important part of buying a product as it affects their view of a product




Others only consider price of products rather than the appearance or materials used in packaging. Using cardboard packaging like the store Lush does could be a solution to provide customers with cheap prices and sustainable packaging.


Consumers often buy a brand rather than the product itself

Others do not consider brand packaging as being important and instead they trust the quality of the product instead
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	Environmental issues
	
‘the problem is plastic. They need to design a container material that can be recycled. That’s more important than reusing or collecting bottles that go straight into landfill’

‘reduce packaging’


‘I have tried to buy products without plastic and would love it if the industry could refill and reduce packaging’

‘the beauty industry relies on pretty packaging wouldn’t pay more because I think there are plenty of other options available’


‘I would pay more and refill like lush products recycle and refill and I do buy those’

‘I think it’s important to recycle and the industry needs to put something in place’

‘lush products are a good example of refill and more cardboard packaging is needed’

	
Recycling products is being demanded by consumers. Consumers want to see more sustainability within their products to limit negative impact to society through alternative damaging strategies such as landfill


strict strategies such as reducing packages altogether could be implemented to avoid environmental impact

consumers want to see less plastic associated with products, this could be due to the growing knowledge surrounding the topic.


Some individuals would rather a cheap price even if it costs the environment. Cheap competitor prices could destroy the likelihood of a sustainable company flourishing as many customers are led by price. sustainable products can often be assumed to be more costly.


Lush products have been mentioned twice as examples of a business which supports the recycling process through its packaging and products. Participants buy these lush products along with many individuals. Do they buy lush products due to the brand name or their efforts within sustainability? It would be interesting to investigate whether they would pay these prices for a sustainable product from an unknown brand.
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	Target audience – advertising

	
I am concerned that too much emphasis is on appearance’

‘I don’t have strong views as I don’t have children myself but I can see that cosmetics have a huge impact on the younger generation’

‘years ago, girls had lots of spots… nowadays you don’t see it- they go to the doctors and get special creams. Once you start you can’t leave it off so don’t start to early- enjoy your childhood’


‘clever marketing companies target audiences- girls and boys are wearing to much makeup from a far too young age. There should become protection’


‘the advertising- media campaigns are very wrong to target young age audience’

‘I feel this is very worrying and will have a negative impact on mental health. Personal image is becoming more and more important from a younger age and too much emphasis placed on what you look like’

‘pressures of looking a certain way… the gaming industry is a porthole to young and easily influenced young adults and it is so frightening. It is a frightening time and I feel sorry for the younger generation’

[bookmark: _Hlk36481151]‘way too much emphasis is on personal image, more information for parents is needed to protect children’
	

Appearance is overpowering many individuals’ thoughts


Children are being impacted by cosmetics




Cosmetics are potentially causing children to grow up sooner than necessary as it is encouraging them to hide imperfections as if they are something to hide rather than not thinking about them like the way children used to think. Social media is possibly aiding this as imperfections aren’t often shown therefore, they could be regarded as something individuals don’t want.

Marketing approaches target younger generations using social media platforms. Both boys and girls wear a substantial amount of makeup and some individuals suggest that there should be regulation put in place to limit this. A regulation could involve companies being restricted with their method of advertisement.

Concerned parents want media campaigns to stop targeting the younger generation 

Some parents suggest that media focussing on selling beauty and cosmetic treatments and procedures to the younger generation could negatively impact their mental health as this is portraying the illusion that appearance is important from a young age.


Gaming and new technology is creating a pathway for businesses to reach all generations including the younger generation which is worrying as the industry is extremely influential and could add pressure to an already pressured generation.


Parents would like guidance as to how to protect their children from the pressures of the beauty industry.
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Below is a screenshot of what is currently on Clinique’s website:

Crusty fee companies voidanimal estin b usingth thowsans of exsing cosmeti
ingredients already established as safe, combined with available non-animal test methods
such as the EpiDerm artificial human skin model. However, if companies insist on
using mew to the world ingredients without existing data and for which non-animal tests are
Dot yet available, the 'need' for animal tests can be friggered. For these companies, the
solution issimple: avoid ner ingredients unti their safety can be assured using strietly non-
animal methods.

‘The failjure within this factor involves animal testing and the lack of tansaparengy as
customers are unknowingly buying products that have been tested on for example
Clinique. According to findings Clinique sells products in mainland China where
animal testing is manditiry therefore this provides evidence suggesting all of
dlinjangs ingredients have been tested on animals if they are sold in china. This goes
against clingngs website statement, ‘We do not conduct animal testing on our products or
ingredients. nor ask others to test on our behalf.except when required by law.|

Nest year the EU is set to extend its domestic ban on cosmetics animal testing by also
outlaywing the sale in Europe of cosmetics that have been subject to animal testing
anywhere in the world after 11 March 2013, if such testing was carried out for the
purpose of EU cosmetics regulation.

There has been considerable opposition from the cosmetics industry and the ban has
already been elayed three times. As the 2013 deadline approaches, there is again a
The disclaimer of “except when required by law’ implies Clinique may be sellina real threat of further delays, perhaps by vears.

Implementing the ban in full and on time is vital because it gives cosmetic companies
avery simple choice: either stop testing on animals or lose out on the lucrative EU
‘market. This is a persuasive financial incentive to change, and could signal the

We use cookies to ensure you get the best experience on our website. ‘beginning of the end for cosmetics cruelty.

Lush has been the perfect company with whom HSI and The HSUS have launched

Clinique’s Animal Testing Policy in 2019
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solution issimple: avoid new ingredients until their safety can be assured using strietly non-
animal methods.

‘The failjure within this factor involves animal testing and the lack of tansaparengy as
customers are unknowingly buying products that have been tested on for example
Clinique. According to findings Clinique sells products in mainland China where
animal testing is manditiry therefore this provides evidence suggesting all of
dlinjangs ingredients have been tested on animals if they are sold in china. This goes
against clingngs website statement, ‘We do not conduct animal testing on our products or
ingredients. nor ask otirs to test on our behalf. except when required by law.”

However below is an image displaying what can be seen on clizjgues website.

(Ethical Elephant , 2019)

However the disclaimer states ‘except when required by law’, below is evidence that
Cliniques products are sold in mainland china)
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Many individuals feel ‘empowered” through having treatments.

Findings from the thematic analysis suggest that some individuals show no interest in
the beauty industry as it has little affect on themselves or the industry is being seen as
something which promotes sglf ohsession. However other participants aregued that it
‘massively helped their self esteem and allowed them to perform better by looking

hettws. This supports masloyws theory. Maslows hierarchy of needs suggests that once
an individual achieves the feeling of contentment which could be within self Jove they

are able to perform better, be more confident and hecome a sgepgloser. to becoming a

selfastualised individual
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