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1. Introduction 

Sustainability in the 21st century involves the need to develop the sustainable models necessary for humans and planet earth to survive, essentially sustainability is a balancing act, and the United nations 1987 report of the world commission of environment and development describes how actively investing in sustainable development will satisfy the needs of the present without compromising the safety of future generations (SustainabilityDegrees, 2019). Sustainability is important for every aspect of society, and it is down to the simple fact that as a collective, we cannot preserve the quality of life as human beings unless we embrace sustainability. Throughout the year’s sustainability has been ignored, but has now become an issue that we must address as in time the earth will run out of fossil fuels and will damage the atmosphere beyond repair if society and businesses don’t invest in sustainable alternatives (Permaculture Research institute , 2016). Just like any other industry, make up industry needs to be considerably more pro active towards their sustainability practices and how they can reduce their environmental impact. The impact the make up industry has on the planet is alarming, where research shows that 70 per cent of waste from the make up the industry is from the packaging alone (Vogue , 2018). 


2. Sustainability in Business 

It is crucial for Organisations to take sustainability measure seriously and are expected to lead the way in environmental sustainability due to them arguably being one of the biggest contributors to damaging the planet, but also due to their position and power they can make a significant difference to the planet. Environmental sustainability involves making responsible decisions that will reduce organisations carbon footprint and impact. It is not only concerned with the amount of waste that organisations like the makeup industries are producing but how these organisations can move towards a completely sustainable future. For many years, organisations have not taken their negative impact on the environment seriously and are guilty of polluting the environment and engaging in practices that are not ethical or sustainable. However, organisations are now engaging more and committing to reducing their impact and working towards a positive impact on environmental sustainability (Ireland). 

Ortiz-de-Mandojana and Bansal (2016) suggest that sustainable business practices improve organisations operations, reputation and their access to markets. Some of these benefits are experienced immediately, but others take time for organisations to reap the benefits. They also put forward the view that social and environmental practices help organisations grasp long term opportunities and minimise threat which contributes to their organisational resilience’s. The term organisational resilience refers to the ability that organisations must anticipate, adjust and avoid shocks to their environment. They further state how resiliency is a hidden, path-dependant ability that cannot be measured directly, so its benefits take a long time to become evident (Natalia Ortiz‐de‐Mandojana, 2016).

It is staggering how much the cosmetic industry is contributing to pollution rates and the draining of natural recourses with their everyday activities and how consumers are exasperating the issue. However, many make up industries, and consumers are working towards making cosmetics sustainable and encouraging eco-friendly moves that can impose a positive difference (Harpes Bazaar, 2018). An example of what makes up industries can tackle, is looking into the sustainability of the ingredients used in their products and how they are an environmental concern. Make up industries need to focus on how their products are being sourced and consider the long-term impact of farming them for cosmetic purposes. For example, Palm oil which is used in many cosmetic products for consumers is causing extensive deforestation and is paying towards the extinction of many animal species, so it is vital for makeup industries to look and source alternative sustainable ingredients. To further this, Leading cosmetic company Lush is environmentally friendly and their whole mission is about putting the environment first. Their eco-friendly policy is a leading industry standard and includes never testing on animals, only using sustainable and non-harmful ingredients, minimizing wastage and only using efficient energy sources (The Good Trade , 2017). This goes to show that it is possible for all make up industries to become sustainable and efficient to the environment but still staying true to the cosmetic product and consumer. 

Cosmetic industries are starting to comprehend that incorporating sustainability into their practices and business strategy is the ethical thing to do. Studies have shown that industries that do implement sustainable actions has its benefits, including an optimistic brand image, increased sales and improve customer loyalty levels (Sustainable Beauty Network, 2015). 

2.1 Triple Bottom Line 

The triple bottom line is a concept moulded by John Elkington (1994) and refers to the method of measuring the environmental, economic and social impacts of an organisation rather than the traditional method of just measuring the financial bottom line. John Elkington described the triple bottom line as sustainable development that involves the synchronised pursuit of economic success, environmental value, and social justice. Elkington further adds how companies should aim for their sustainable needs to preform not against just a sole financial bottom line but compared to the triple bottom line (Arowsohegbe, 2016). The triple bottom line is one of the key systems that is used by organisations to asses the profits that they are bringing in through their organisational sustainability methods. Also, Elkington’s concept involves looking deeper than the traditional bottom line of organisations the profits and asses the other three key impacts. By organisations using the triple bottom line it allows them to effectively measure how sustainable the organisation is and how profitable it is (ERA enviromental , n.d.). 

3. Corporate social responsibility 

Corporate social responsibility, otherwise known as CSR is concerned with the long-term sustainability of an organisation. Corporate social responsibility involves adding value to an organisations activity by having a positive impact on the environment, society and the economy. The traditional corporate social model consists of the community, workplace, marketplace, and environment (CIPD, 2918). The make up industry is beginning to take into consideration their social responsibility by investing in CSR and sustainable enterprises, where huge progress has been made in the type of sustainable raw materials that have been made available where for example, organisations now have a wider access to natural and fair-trade ingredients for their products and their packaging manufactures are offering eco-friendly options. 

However, cosmetic organisations should keep in mind the risks of using new sustainable ingredients and materials which can impose unknown ethical costs. For example, some cosmetic ingredients and bio plastics that need to be sourced natural such as Poly Lactic acid which is made from food crops can cause issues towards food inflation levels in developing countries (Ecovina Intelligence , n.d.). 

Carroll (2016) argues that for corporate social responsibility to be accepted by organisations it must be framed in a way that the entire organisation's responsibilities are incorporated, this is where Carroll has identified four key social responsibilities to involve in CSR which are legal, economic, philanthropic and ethical. The four categories are then ranked in a pyramid form (Carroll, 1991). To expand on this further, organisations are generally expected to operate in ethical conduct as it is viewed as the correct thing to do. Organisations hold an obligation to avoid or minimize the harm that is done to all stakeholders due to their activities and give back to communities through financial and psychical means; The CSR pyramid reflects the important roles that are expected by organisations in society (Carroll, Carroll’s pyramid of CSR: taking another look, 2016). 
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Figure 1. Carroll’s CSR Pyramid 

Carroll’s CSR pyramid has been one of the most widely used Models; this could be due to how simple and easy to integrate the pyramid for organisations. Since Carroll first put forward the CSR pyramid, it has been rigorously reproduced in the highest management and CSR journals (Visser, 2005). However, even though Carroll’s pyramid was the first model to recognise the importance of other social responsibilities apart from profit maximisation, it does have its limitations. Crane and Matten (2004) critically analysed the model and argued that it does not address differing obligations and how culture establishes itself, they found this through the model being applied to European business as Carroll’s model is American and noted that different layers had varying differences in European countries. Visser (2006) also applied Carroll’s model to an African context and found the equivalent differences (Kush, 2019). 

4. Sustainability in the cosmetic industry 

4.1 Environmental sustainability 
For organisations to become truly sustainable, they must first address the natural case for corporate sustainability and realise that if an organisation is operating beyond the environment’s capable capacity, then it can never become justly sustainable (Dyllick, 2002). In the cosmetic sector, environmental impact and sustainability are becoming increasingly mainstream mainly due to the requirements for organisations to resource efficiently, to uphold global standards and the rise in ethical consumerism. A recent study carried out by Kari Gran found that consumers between the ages of 35 and 54 are turning to organisations that are going green and that 69% of these consumers asked stated how naturally sourced products were important to them. In addition to this, a staggering 73% of younger consumers are now demanding cleaner and naturally sourced products. Just a few of these posing factors are leading cosmetic industries to look at their own actions with impacting the environment and are taking responsibility. Also, more organisations and manufacturers are recognising the need to go green with their production and identify the benefits with implementing sustainable products and how they can use it as a branding opportunity (HPS, n.d.). 

4.2 Social Sustainability 

Social sustainability revolves around people and how an organisation can have potentially positive and negative impacts. Organisations must engage with their stakeholders and build a trustworthy relationship to ensure satisfaction from all of them as for whether its direct or indirectly organisations have a continuous effect on employees, customers and local community’s and it is crucial for organisations to manage effects proactively (United Nations Global impact, 2018). One example of how cosmetic industries contribute to social sustainability is how they pump wealth into communities in which they operate in, where cosmetic industries employ the people, they pay their taxes and engage in social developments that contribute to satisfactory working conditions for their employees. 

Research shows that including direct and indirect employment, the European cosmetic market alone is estimated to be providing around 2 million job positions. To add to this data has shown that more than 119,500 people are employed in the manufacturing of cosmetic products. It is food for thought how the sector has grown in recent years and that the Eurostat database calculates that now the total employment of manufacturing cosmetic products in 2016 is 152,000 which reflects how the cosmetic industry is providing job opportunities all across Europe  (Cosmetics Europe, 2012). 

4.3 Economic Sustainability 

Economic sustainability involves a system of production that gratifies present consumption level on the basis that it does not jeopardise the future needs of the economy and environment (BASIAGO, 1999). The cosmetic industry benefits profusely by being sustainable as they essentially profit from a positive image. By organisations being more sustainable, the morale of the company and image is significantly improved and can appeal to the ever-growing ethical consumer. Organisation employees are also increasingly motivated by they are working for an ethical organisation and contributing to a good cause which will, in turn, result in higher performance productivity and improved employee endurance. To add to this, economic sustainability can bring cosmetic industries to show term profit, however sustainable innovation though the organisation's full agenda will allow for long term growth which will result in cost reduction and stronger customer loyalty (Chen, 2016).  

5. Conclusion

The pressure for the cosmetic industry to become sustainable due to the rise in ethical consumers and the need to recourse efficiently is rife and is pushing niche and large industries to take steps towards becoming sustainable. Society is now taking sustainable development seriously and realises the importance of a positive impact on the environment and going green, pushing organisations to do so also, a study found that a third of customers are now buying from companies purely based on their social and environmental practices (Unilever, 2017). Not only do cosmetic industries realise the external pressures to be involved in sustainable practices, but also the benefits that they can reap through becoming sustainable where cosmetic organisations can increase their brand value through operating ethically and increase long term profits. No doubt the Industry has more to do to become completely sustainable and eco-friendly, but it is evident that these organisations are proactive in their pursuit of a positive, sustainable impact. 
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