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Introduction:

More than ever, consumers want to pursue direct actions that will promote better
environmental behaviors around them. Adapting their consumption patterns is
seen as a constructive way they can achieve that. Pressures to preserve and
protect a better world, and to live out a sustainable livelihood is more than just a
trend.

These pressures have made their ways into the beauty industry effecting the
haircare, skincare, and makeup categories. In an already saturated industry, indie
brands are successfully executing the environmental image that many consumers
are demanding, and established key leaders are also following suit. However, a
practice not as worthy has been introduced as well - greenwashing.
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Results & Discussion:

The results were classsified into five sections: Demographics, Routine, Consumer
Selections, Environmental Influences, and Greenwashing Effect.

Demographics':
. 90% identified as female and 10% male

. Minimum age: 18, Maximum: 79, Median & Mode: 21, Mean = 32.14

Routing?:  resenc arsoumn

Types of Routine:
Haircare

] Skincare
Makeup

Greenwashing is defined as “a process of conveying a false impression or providing
misleading information about how a company’s products are more environmentally
sound. Greenwashing is considered an unsubstantiated claim to deceive customers

into believing that a company’s products are environmentally-friendly” [18].

Purchases most likely made at:
Consumer Selections®: Target - 27.93%

In order of Most Preffered (Top 5)
Haircare: Pantene, Biolage, Dove, Tresemme, Redken Walgreens - 9.62%
Skincare: Neutrogena, Cetaphil, Aveeno, Olay, Clean & Clear Vs - 7.75%

Consumers are showing a desire to invest in products that exemplify some aspect Makeup: Maybelline, Covergirl, L'Oreal, Bare Minerals, Neutrogena Online - 10.33%

of greenness, and companies are aware that this is prominent. Since 2017, Other - 8.92%
sustainable claims in the personal cgre have increased by 238% [7]. ThIS Environmental Influencesé:
emergence has allowed for companies to rebrand to create a green image and
new approach thaF puts emviron‘memta‘\ism or sustgainabi\ity at the forefront‘ovf x“’g";‘df:;i‘f(‘; o m‘i’;:‘?’oﬂx‘n“‘j‘;‘g“m‘ do
their strategy. As limited regulation exists for environmental claims and defining ook for? . Natural
S e P 1. Natural . Environmentally-Friendly
language, consumers buying, ‘green’ is subjective. pi . o . .
3. Alcohol . Green -
The biggest issue is that consumers need to understand the likelihood that an 4, Parabens : i‘“;[‘l“:b‘“
environmental claim can be exaggerated, unsubstantiated, or untrue but the v 2=
unfortunate matter is that they do not. Consumers will build a ‘green trust' or Greenwashing Effect®: 1
‘green loyalty" with their organizations [9] as long as the organization decreases a —
consumer's ‘green confusion’ through its’ process [2]. Do you know what
greenwashing is?
To study the issue of greenwashing and consumer behavior in the beauty
industry, over 200 individuals were surveyed about their purchasing decisions, e
their knowledge of greenwashing, and their preferences of personal care
products. .
2A 2B
Materials & Methods:

The research presented is solely on the third method that | used to capture
greenwashing and environmental influence. The first method was to determine if a
population knew what greenwashing was to begin with, while the second method
served as a pilot survey to understand if there was interest in the topic presented.
These two preliminary methods lead to the creation of a third, and final Institutional
Review Board (IRB) survey created through Qualtrics software and distributed
through social media platforms from April 2020 through July 2020 to individuals
eighteen and older.

Those that answered ‘No'. Were read the

Those that answered 'Yes.
definition of greenwashing and asked as a

Is greenwashing a concern for you?

After reading this definition does it affect your
vel of concern now?

In this research it, it was found that consumers are aware of the rise in green products in the

market, but their readiness to decipher environmental messaging is underdeveloped. They are

driven by the value that green products present, but are focused on their personal

Qualtrics Survey motivations, not necessarily whether a company is doing this correctly. Participants

Survey showcased that environmental intentions require individual needs, while someone may care

Required IRB about ingredients, others may care about packaging, while another may care about both. This
Approval presents environmental prioritization and what matters most to a consumer is subjective.

However, many participants agreed that government should have oversight of environmental

attributes to create a standard of harmonization to exist within the beauty industry.

Conclusions:

Method | Methed I Method Il

Instagram Poll Pilot Google Form
One Question
14 questions
“Do you know what
greenwashing is” Distributed via:
GroupMe

28 questions

Target Audience:
Not defined

Distributed via:
Facebook, Instagram,
& GroupMe

Target Audience:
Women ages 18-23 ENVIRONMENTAL INTENTION -

What is the ‘Why' behind their product selections?

(111 responses)

(40 responses) Target Audience:

Anyone 18+

BRAND LOYALTY & RECOGNITION -
What keeps one coming back and what does detection and recollection look like?
(204 responses)

CONSUMPTION VALUE -
As a consumer, what do we regard as thee most important part of our purchasing
power?
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