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This study aims to investigate consumers’ perspectives and impact on green cosmetics
and personal care products in Thailand. Specifically, it explores the sustainability movement for the
cosmetics and personal care industry, analyzes Thai consumer behavioral intention toward the
consumption of green cosmetics and personal care products, and evaluates the impact of related
policies that may affect green business transitions and consumers’ intention to purchase green
cosmetics and personal care products. The movement of industry and related policies were analyzed
by means of Life Cycle Thinking approach. Hypotheses were formulated based on The Perceived
Value Theory with extended factors of environmental concern and green policy. A mixed methods
of qualitative and quantitative studies were conducted through online surveys of 423 consumers and
in-depth interviews with 30 consumers, 8 local and international companies, and 4 governmental
agencies and NGOs.

The qualitative analysis shows a strong correlation between circular economy practices,
green production processes, environmental certifications, and eco-labeling schemes aligned with
sustainability objectives. However, the sustainability concepts were not fully embedded and
integrated into policy development and business strategies, which resulted in barriers to sustainable
practices. In addition, the quantitative results from PLS-SEM show that the perceived functional
value and environmental concern have significant impacts on consumer purchase intention.
However, the influence of emotional value and social value was not supported. Meanwhile, the
green policy is a strong predictor of environmental concern which indirectly correlates to the
perceived value and purchase intention of green cosmetics and personal care products.

These findings offer contributions toward extending the knowledge on how
multidimensional consumer values coincide and influence behavioral intention. Linking functional
value with environmental considerations should be aligned with the proposed policy
recommendations in undertaking sustainability impact assessment throughout a product’s life cycle,
enforcing codes of practice relating to waste and packaging waste management, regulating
sustainability and green-related terms for marketing and communication, making corporate
sustainability reporting mandatory, and developing green taxation system to promote green
consumption and production and reduce environmental footprints, to move toward a holistic
approach to sustainable development.
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CHAPTER 1
INTRODUCTION

1.1 Background of the Study

As human activities in all industries drive worldwide consumption and
production, it is undeniable that they rely on the use of natural resources which
contributes to increasing environmental degradation that is unsustainable and
endangering our future development. According to Agenda 21, unsustainable
production and consumption patterns were regarded as the main causes of
environmental degradation (Bom et al., 2019). With increasingly serious
environmental threats that have now become global concerns and challenges,
sustainability plays an important role in the business sector, especially in these
recent years. Whereupon, all industries need to realize not just the economic
benefits but also environmental protection as well as social dimensions to
progress through sustainable development or the “triple bottom line” of
sustainability and transform toward more sustainable consumption and
production patterns which are crucial in achieving sustainable economy and
society (Halder et al., 2020).

On the other hand, environmental problems incurred from the growing and
irresponsible consumption have also made consumers become more aware and
motivated to green consumption values and purchase more environmentally
friendly products (Halder et al., 2020; Kilbourne et al., 2009; Laroche et al.,
2001; Liobikiené & Bernatoniené, 2017; Paul et al., 2016). The rise of ethical
and green consumerism was built upon the sense of responsibility toward
environmental values and the willingness to reduce environmental impacts,
which may then be achieved through green product consumption (Chen, 2001;
Halder et al., 2020; Ogiemwonyi et al., 2020; Paul et al., 2016). As a result, green
consumption has amplified consumer choices beyond the price and quality of the
product. In accordance, the global market for organic and environmentally

friendly products is evidently and continually growing (Liobikiené &



Bernatoniené, 2017; Mazar & Zhong, 2010).

In the cosmetics and beauty sector, we all use a variety of cosmetics and
personal care products on a daily basis as the basic needs of hygiene practices
which enhance the public health as well as well-being and good quality of living
standards in today’s modern world. More than 70% of consumers state that
cosmetics and personal care products improve their quality of life (Cosmetics
Europe - The Personal Care Association, 2017; Personal Care Products Council,
2019). Millions of cosmetics and personal care products that are produced and
consumed certainly contribute to the country’s Gross Domestic Product (GDP)
and the economic dimension vastly. Today the global cosmetics and personal
care industry remains one of the fastest-growing segments in consumer markets.
In 2018, the global cosmetic industry valued $488 billion with 25% of skincare
as the largest product segment. United states gained the largest market share of
$48 billion in value, providing millions of jobs with $144 billion in wages and
incomes (Personal Care Products Council, 2019). According to the L’Oreal
Annual Report in 2018, the main global players were L’Oreal, Unilever, Estee

Lauder, Proctor & Gamble, Coty, and Shiseido. Their worldwide sales are shown

in Figure 1.1.
Worldwide sales in billions of USD
$29.4
$21.5
$12.8 $12.4
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Figure 1.1 Worldwide key players in the cosmetic market
Source: L’Oreal 2018  Annual Report, from  https://www.loreal-
finance.com/en/annual-report-2018/cosmetics-market-2-1/

The forecasted global revenue of the total industry for 2020 is US$483,338


http://www.loreal-finance.com/en/annual-report-2018/cosmetics-market-2-1/
http://www.loreal-finance.com/en/annual-report-2018/cosmetics-market-2-1/

million or roughly US$65 per capita, and expected to grow about 5% annually
(CAGR 2020-2025) (Statista, 2020b). Such strong and progressively stable
market growth suggests relatively inelastic global demand, even in tough
economic times (Arshad et al., 2020). However, large production comes with
large footprints. Plastic packaging waste, unsustainable production processes
causing water and air pollution, unethical sourcing, unfair trade, animal-testing
methods, the toxicity of product ingredients, pressure from NGOs, and rising
consumer ethics and health concerns toward cosmetics and personal care
products have all put major threats on environmental and social impacts (Sahota,
2014). Packaging waste is surely one of the most apparent problems across all
industries and everything we buy. The cosmetics and personal care industry is
among the greatest contributors to the problem. 120 billion units of packaging are
generated by the cosmetics and personal care industry every year globally, but
only 50% are actually recycled (Erdmane, 2019; Quantis, 2020; Sherriff, 2019).
These fast-moving yet short-life cycle products are used up within a certain
period of time. Therefore, this implies the dynamic of repeat consumption
through continuous purchases, which results in creating more waste endlessly
throughout our lives. Most of these cosmetics and personal care products also
come with plastic and mixed materials of packaging which cannot be easily
recycled or composted. Figure 1.2 shows the Greenpeace protest movement
against P&G cosmetic company for the plastic pollution that the company

contributes to.

Figure 1.2 Greenpeace movement against P&G



Source: https://www.reutersevents.com/sustainability/virginie-helias-pgs-

ocean-plastic-bottles-only-beginning-war-plastic

Furthermore, the cosmetic industry consumes as much resources as 8
million tons of water globally because water is the main ingredient in product
formulation. The safety of other chemical ingredients used in cosmetics products
is also often overlooked and has not been tested (Azoulay, 2018). Part of our
everyday lives usually includes the use of cosmetics and personal care products,
from washing our face with a cleanser, brushing our teeth with toothpaste, and
showering with soap, to caring for our skin with moisturizer, lotion,
sunscreen, and so on. The average morning routine of a person involves contact
with over 100 chemicals, says the founder of Aubrey Organics (Green America,
n.d.). Environmental Working Group (EWG) also stated that 89% of the 10,500
ingredients have not been evaluated for safety by the FDA or any other
institutions. This can certainly pose a great health risk through the everyday use
of cosmetics and personal care products. Other research studies found that
pollution sources ofchemical substances and residues including microplastics
from cosmetics and personal care products are found in the wastewater and
wastewater treatment plants, entering the aquatic environment and potentially
causing adverse effects on human and animal health (Fan & Wang, 2017;
Guerranti et al., 2019; Nantaba et al., 2021; Sun et al., 2019).

Growing awareness of sustainability impacts calls for greener beauty
remedies. This has driven the development of the beauty industry with an
increasing demand for greener or more environmental-friendly cosmetic
products. According to Quantis (2020), 50% of the US consumers and 58% in
China seek for and are willing to purchase natural, organic, sustainable,
environmentally friendly products. More than 75% of global consumers also look
for plastic-free or reusable and refillable packaging when purchasing cosmetics
and personal care products. At the same time, they want sustainably-sourced and
sustainably-made products. More than 60% are also concerned about reduced
carbon and water footprints. These results show that shifting lifestyles and

changing expectations of consumers today have shed light on ecological and
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social concerns beyond their direct personal benefits. As a result, the cosmetics
and personal care industry must take action to achieve sustainability within the

boundaries of our planet.

Despite the demand for green features, organic and natural ingredients have
become more and more prominent in cosmetics and personal care products. The
global market segment of natural and organic cosmetics products accounted for
$34,500 million in 2018, increased to $36,300 million in 2019, and is predicted
to reach $54,500 millionin 2027 (Statista, 2020a). Within this segment, the
statistics in 2019 also suggest that skincare products generated 33.5% of the
market share, closely followed by 33% from hair care, and together they
represent over half of the total market. Some of the key players in the organic
and natural cosmetics and personal care market are Burt’s Bees, The Estee
Lauder Companies Inc., Natura Cosmeticos S.A., The Body Shop International
PLC, and Aveda Corporation (Adroit Market Research, 2019).

Thailand follows the same global growth trend — emphasizing the fact that
environmental issues are not limited to specific regions and have been
growingly acknowledged as global awareness and concern. At present, there may
be lack of statistics information for the green or eco-friendly cosmetic market
segment specifically in Thailand. However, the demand for organic and natural
cosmetics is on the rise according to a shift in consumers’ preferences and trends
toward health and the environment (Hong Kong Trade Development Council
Research, 2021). In the natural and organic cosmetics segment, Thailand is
expected to dominate the ASEAN market share with total revenue of US$62.3
million in 2020 and is expected to grow by 7.6% annually (Statista, 2020a). The
market in Thailand is evidently competitive and growing. The total revenue for
the whole beauty and personal care market approximately accounted for
US$4,000 million or US$57 per capita in 2020 and is expected to grow by 5.7%
annually (CAGR 2020-2025). Roughly 30% of the total local production is
exported while 15% of the total market came from imports (The International
Trade Administration, 2019). Although natural cosmetics is still a small segment

(approximately 1.56%), the growth rate is clearly higher comparing to



Thailand’s total cosmetics market. This suggests a healthy demand in a similar

manner as the global trends.

Nonetheless, organic and natural are not regulated terms in the market and
there is no set of global standards or criteria. There certainly is a gap of
opportunities where cosmetics and personal care companies may be making
green product claims with no control measures or actual indicators of ingredients
on their product labels or advertisements. Some products may contain a very
low level of natural or organic ingredients. Their corresponding marketing and
communication messages may still hide certain facts and lead consumers to
believe otherwise. The role of eco-label standards and certification labels, such
as USDA Organic and ECOCERT, are therefore crucial in this aspect to provide
consumers with some trust or assurance when selecting natural and cosmetic
products (Beerling & Sahota, 2013). Although ingredients and formulation of the
products are key aspects of safety and sustainability, they do not cover all aspects
of sustainability such as carbon footprints, resource usage, and waste disposal
(Beerling & Sahota, 2013). Aspects of sustainability from the production
perspective are in fact much more complex than that and must reflect green
credentials in all stages of their life cycle, from the sustainability of raw
materials to usage and safety of the products, to how the products are disposed
of or released into the environment (Bom et al., 2019; Villa, 2018). Because each
stage of the whole cosmetics and personal care product supply chain can have a
great impact on sustainability, it can be significant for the cosmetics and
personal care companies to consider and engage in green assessments and

green initiatives.

A life cycle assessment (LCA) is an important tool to assess
environmental impacts from cradle to grave, through all stages of a product’s
life, that encourage sustainability across the supply chain (Amberg & Fogarassy,
2019; Hauschild, 2018; Hellweg & Mila i Canals, 2014; Vital, 2013).
Additionally, although the Sustainability Consortium released the “Beauty and
Personal Care Product (BPC) Sustainability Rating System” in 2018 to help
assess and improve supply chains within the supplier-retailer context, the

challenge remains largely on how to accurately measure these indicators,



translate their performance, and make them a universal set of criteria.

The role of governmental support in policy and planning is valuable in
pushing the industry forward to become more sustainable. Some governments in
countries like the UK, France, Denmark, Sweden, Brazil, and South Africa have
already made the Sustainability and Corporate Social Responsibility (CSR)
Reporting mandatory while other countries are also encouraging similar policies
(Sahota, 2014). Unfortunately, the cosmetic regulations and standards in
Thailand subjected to the Cosmetic Control Division of the Food and Drug
Administration (FDA) primarily focus on the product safety issue and are not yet
contributed to sustainability practices such as biodiversity and animal protection
and sustainability reporting like the EU standards. Even more so, the use of
natural and organic terms on cosmetic product claims or labels is not controlled
and regulated which results in prevalent greenwashing effects in society today.

To move toward more sustainable consumption and production patterns,
collaborated efforts from both public and private sectors including all other
stakeholders should add as a means to further educate and incentivize consumers
in how we consume and dispose of the products to help encourage the cosmetics

and personal care businesses on the road to sustainability for the years to come.

1.2 Statement of the Problem

The cosmetics and personal care industry has still multifaceted challenges to
meet in order to enhance sustainable development and maintain long-term
ecological balance. The environmental impacts such as unsustainable production
causing water, air, soil pollution, plastic packaging waste, chemical substances and
residues of microplastics leaking into the wastewater treatment plants, the toxicity
of ingredients harming the ecosystem, as well as social impacts such as unethical
sourcing, unfair trade, animal testing, and untested products causing adverse effects
on human and animal health may put different levels of concern among different
consumer groups. The degree in which they value green cosmetics and personal
care products also differs. The investigation of consumer perceptions will fill the

research gap.



While there may be several studies of sustainability in multiple fields,
however, there are limited studies in the cosmetic sector especially eco-friendly
cosmetics and personal care products (Liobikiené et al., 2016). There is also a lack
of consumer aspect within the research area to examine green behavior and
purchase intention of green cosmetic products (Chin et al., 2018). With a shorter
history of environmental concern than the European countries, Thailand is in a
later phase of green product adoption and deserves more research attention to
respond to significant market growth in the organic and natural beauty sector.

This research focused on exploring the sustainability perspective of the
cosmetics and personal care industry from a consumer viewpoint in Thailand,
where none of the specific research contexts has been done before. In addition,
production and policy viewpoints were also explored in order to examine all
potential causes influencing consumer behavioral intention and integrate a

comprehensive scope of this study.

1.3 Purpose of the Study

The research aims to investigate consumers’ perspective and impact on green

cosmetics and personal care products in Thailand. The objectives are to:

e Explore the sustainability movement for the cosmetics and personal care
industry in Thailand.

e Analyze Thai consumer behavioral intention toward the consumption of
green cosmetics and personal care products.

e Evaluate the impact of related policies that may affect green business
transitions and consumers’ intention to purchase green cosmetics and

personal care products.

1.4 Research Questions

1. What are the environmental and social impacts and strategies that
green cosmetics and personal care products recognize as targets to pursue

sustainability goals?



2. What are the key factors influencing Thai consumers’ purchase intention
of green cosmetics and personal care products?

3. What policies are likely to promote green cosmetics and personal care
products and how will they impact the interactions between the

consumers and the cosmetic businesses in Thailand?

1.5 Conceptual Framework

To fill the research gap of green cosmetics and personal care industry in
Thailand, a framework was unified to understand the link between consumers,
producers, and policy actors. This would allow a joint assessment regarding how
consumers evaluate the perceived values and their purchase decisions of green
cosmetics and personal care products. Although past research studies have
examined the roles of key actors in promoting sustainable development, there is
still lacking a full understanding of their relationships in the context of cosmetics
and personal care products. To address this gap, a conceptual framework (Figure
1.3) was developed on the basis of sustainable consumption and production to
understand the extent that consumers’ purchase intention might be influenced by
the interactions of relevant actors. In this study, the role of producers covered local
and international cosmetic companies that are engaged in sustainable development
efforts. Big supermarkets and other retail stores are excluded as the objective to
explore the industry’s sustainability movements are based on green production
aspects. The policy actors included the public sector or the governmental agencies
and the voluntary sector including private voluntary, civil society, and non-profit

organizations.
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Figure 1.3 Conceptual framework in the role of producers, consumers, and policy
actors

Source: Author’s illustration

1.6 Research Significance

The production and consumption of cosmetics and personal care products can
lead to various environmental and social problems. The dynamics of repeat
consumption through continuous purchase result in creating more waste endlessly.
While billions of packaging are created every year globally, the chemical
substances and toxicity of the product ingredients also harm the ecosystem and
pollute the environment. Unethical sourcing and animal testing also raise concerns
about social issues and social impacts, not to mention there are also issues of
human health regarding product safety too.

Given limited studies, the cosmetic industry needs to recognize its
sustainability challenges to become viably sustainable. The significance of the
sustainability concept must be built in balance to support sustainable development
goals to produce and consume more sustainably, which aligns with SDG goal 12.

By having improved environmental profiles, cosmetics and personal care
businesses can reduce environmental footprints, source more responsibly to protect
biodiversity including life on land and below water (SDG14 and 15), reduce

inequalities as well as promote social inclusion and diversity (SDG10), provide



quality education and training (SDG4) and employment opportunities, which
contribute to decent work and improve sustainable economic growth (SDG8) as
well as good health and wellbeing of the people (SDG3). With collaborative
efforts with partners, suppliers, and stakeholders (SDG16 and 17), they could

potentially make a difference.

1 No GOODHEALTH QUALITY GENDER CLEANWATER
POVERTY AND WELL-BEING EDUCATION EQUALITY ANDSANITATION

DECENT WORK AND

ECONOMIC GROWTH

PARTI[RSHIPS
ANDSTRONG FDR THE GOALS
INSTITUTI(]NS

Y, @

Figure 1.4 SDGs relating to the cosmetics and personal care industry
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1.7 Limitations

Firstly, with very little to no prior research specifically for the green cosmetics
and personal care products in Thailand, relevant studies were limited to provide
theoretical foundations. Therefore, the conceptual model was based on exploratory
studies, which were subject to biases that might have influenced the outcome of this
study. Nonetheless, the current study presents an important opportunity to fill the
literature gap for further development in the area of study.

Secondly, the purposive sampling procedure and the scope of producers in a
qualitative study will not be generalizable to all areas of cosmetics and personal
care products, including the green product segment. Moreover, current data
available through secondary sources may be limited and not generate significant
contribution to the understanding of the issue in Thailand’s market conditions.

Thirdly, the high representation and similar background of female consumer
participants of high education and high household income in a quantitative study
could affect the study’s generalizability of geographical sample. However, women
are the key target consumers as they purchase and use green cosmetics and personal

care products more than men. High representation of female participants therefore

11
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imply that their knowledge, spending power, and response are relevant and aligned

with the primary target consumers of the study.

Moreover, with no specific policies designed for green cosmetics and personal

care products in Thailand, the purposive sampling procedure and a relatively small

sample of policy actors used for the exploratory research does not cover all areas of

related policies, in which the findings might not derive conclusive insights.

1.8 Operational Definition of Terms

18.1

1.8.2

1.8.3

Cosmetics are defined as

“Articles intended to be rubbed, poured, sprinkled, or sprayed on, introduced
into, or otherwise applied to the human body for cleansing, beautifying,
promoting attractiveness, or altering the appearance” (FD&C Act, sec.
201(i)) (U.S. FDA, 2020a).

Products include skin moisturizers, eye and facial makeup, lipsticks, fingernail
polishes, perfumes, cleansing shampoos, hair colors, deodorants or other

substances intended for use as components of a cosmetic product.

Personal Care Products are a subset of cosmetic products, and sometimes
referred to as cosmetics, which include a wide variety of personal hygiene and
grooming products that are used in the health and beauty sections such as
shampoos, hair colors, toothpaste, deodorants, and perfumes. Some personal
care products may fall into other product categories such as drugs, medical
devices, dietary supplements, and other consumer products (U.S. FDA,
2020a).

Cosmetics and Personal Care Products are comprised of decorative
cosmetics, skincare, hair care and personal care products, and fragrances.
Excluded products are professional tools and electronic products such as
hairdryers and shavers, as well as products for medical purposes such as

supplements and products in the pharmaceuticals segment (Statista, 2020Db).
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Beauty Industry includes businesses that offer cosmetics and personal care
products and services in the area of cosmetics and relaxation such as salons
offering haircut and hair care services, waxing, nail care, facials, spa and
massages, makeup services, as well as men’s grooming. Some beauty
businesses include specialized products and equipment such as tattoos,
piercing, laser treatment, and microdermabrasion (Australian Industry and
Skills Committee, 2021). However, since the medical devices are out of the
scope of this study, the beauty industry here involves the provision of products
and services within the definition of cosmetics and personal care products

only.

Natural generally means material harvested, mined, collected, deriving from
the original nature sources, and free from artificial and synthetic additives
(Bom et al., 2019; Dayan & Kromidas, 2011).

Organic also means natural but in a much stricter term to include organic
agricultural restrictive processes and operations standards with no use of
synthetic fertilizers, pesticides, growth regulators, additives, animal manures,
GMOs, and radiation, with certain regulations and certifications (Bom et al.,
2019; Dayan & Kromidas, 2011).

Green may be used interchangeably with eco-friendly or environmentally
friendly, associated with environmental concern on the basis of green
consumerism  where consumers consciously choose products for
environmental reasons (Smith, 2016). The term Green also suggests the need
for a product or service to consider the environment, so that it will not cause

pollution or depletion of natural resources (Chin et al., 2018).

Greenness of a product refers to the attribute or feature of the product that

offers the green benefit associated with less harmful effects on the



14

environment (Chen, 2001; Gershoff & Frels, 2015).

1.8.9 Sustainability refers to the three pillars of environmental protection, social
responsibility, and economic development in balance, without compromising

the needs of future generations (Tolnay et al., 2018; United Nations, n.d.).

1.8.10 Green Cosmetics, as a type of green product, usually mean natural and
organic cosmetics containing natural and organic sources of ingredients and
avoiding synthetic chemicals in the formulation, focusing on environmental
protection (Amberg & Fogarassy, 2019; Chin et al., 2018; Sahota, 2014).

In this study, cosmetics and personal care products refer to consumer products
used for personal hygiene (such as soap, shampoo, oral products, deodorants, and
toothpaste) and beautification (such as makeup products, lip products, and hair styling
products), which cover both local and global brands. Product categories are listed in
Table 1.1.
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Table 1.1 Examples of cosmetics and personal care product types

Main Category Sub-Category Examples

Decorative Cosmetics | Face Foundation, concealer, primer, mist, spray, tinted
moisturizer, BB / CC cream, blush, bronzer, contour,

highlighter, powder

Eye Eye shadow, eyeliner, eye primer, mascara, eyebrow
products
Lip Lipstick, lip balm, lip gloss, lip tint, lip liner
Nail Nail polish, nail polish remover
Skincare Facial Moisturizer, lotion, cream, oil, toner, serum,
Skincare treatment mask, eye cream
Sun Care Sunscreen, self-tanner, after sun care, lotion, cream,

oil, gel, spray with sun protection
Body Care Body lotion, butter, balm, oil, cream, gel, hand and
foot cream, treatment mask, deodorant

Personal Care Facial Soap, cleaning gel, cleansing balm, makeup remover,
Cleanser scrub, exfoliator
Body Body wash, bath soak, scrub and exfoliator, shower
Cleanser soap, bar soap
Oral Care Toothpaste, mouthwash, dental rinse
Hair Care Shampoo, conditioner, hair color, hair styling

products, hairspray, gel, mousse, wax, balm, oil, hair

mask, hair treatment, leave-on conditioner

Fragrance Perfume Perfume, body mist, scented oil, aftershave

Green cosmetics and personal care products are therefore a sub-category
within the cosmetics and personal care product types. They refer to green attributes
that focus on environmental protection, which are usually made with natural and
organic sources of ingredients without synthetic chemicals, or often packaged in eco-
friendly or reusable materials (Chin et al., 2018).




CHAPTER 2
LITERATURE REVIEW

This chapter presents a theoretical and empirical review of literature on the
sustainability concepts related to the cosmetics and personal care industry in the
following sections; (1) an overview of the industry concerning concepts and
challenges of sustainability; (2) sustainability assessment and indicators; (3)
green consumer behavior theories; (4) cosmetic legislation, regulations, and
other supporting policies; and (5) research theoretical framework and

hypotheses.

2.1 Cosmetics and Personal Care Industry Overview

Throughout the history, the use of cosmetics was genderless and discovered
for thousands of years as body adornment and beauty statements by ancient
Egyptians. Through rapid globalization after World War Il during the 1950s,
a modern beauty industry emerged (Jones, 2008). Influenced by the Western
culture after the post-war period, the use of cosmetic products was not limited
to women as it transformed men’s grooming habits through the use of toiletries,
such as aftershave products, deodorants and pomades, which helped them to
maintain their self-confidence, good hygiene, physical appearance, and better
grooming (Jones, 2008; Peiss, 1998, 2002).

Today the cosmetics and personal care industry continues to promote good
hygiene to enhance the public health and standard of living of the people with
millions of consumers worldwide. Infections and illnesses are often associated
with hygiene and cleanliness. Thus, the importance of good hygiene practices can
certainly help strengthen health. As emphasized by the World Health
Organization (2020), good hand hygiene practices such as washing hands with
soap can prevent and reduce the risk of respiratory infections of Coronavirus
disease (Covid-19). Furthermore, health-related benefits can also be achieved by

the use of cosmetics and personal care products. For example, sunscreen can help
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prevent skin cancer, and the use of toothpaste can help prevent tooth decay and
gum disease (Cosmetics Europe - The Personal Care Association, 2022).
Cosmetics and personal care products also improve physical appearances and
self-esteem that elevate the well-being of the people (Personal Care Products
Council, 2019). The market penetration of cosmetics and personal care products
today reflects the importance of product usage, regardless of gender. The below

figures show the data sample of cosmetic use in Europe.

positive impact on well-being, 33% WOMmMen: hard to live without foundation or concealer

image, self-confidence & mood :
25% MEen: hard to live without aftershave

benefits in social, love, family -
& professional life & health : 88% people: hard to live without cosmetics .

O
r @ Handwashing with soap: reduces risk of diarrhoea
[+
D by ~&bs~&T% & acute respiratory illness by 23 %

Figure 2.1 Consumer research published by IKW, the German Cosmetic, Toiletry,
Perfumery and Detergent Association
Source: Reprinted from Cosmetics Europe, from

https://cosmeticseurope.eu/cosmetic-products/you-your-products/

Very Important
Sun care products 33.0 20.8
Oral care products 29.6 64.0
Skin care products 38.0 345
Body care products 38.3 51.6
Perfume products 42.0 221
Make-up products 241 17.3
Hair care products 41.2 440
Average: 35.0 36.0
Total: 71.0

Figure 2.2 Level of importance regarding the use of cosmetics and personal care
products
Source: Reprinted from Cosmetics Europe — https://cosmeticseurope.eu/cosmetic-

products/
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Shower gel _
Liquid shampoo _
Conditioner -
Deodorant (roll on) _
Deodorant (aerosol) _
Sunscreen (cream) _
Moisturiser (face) _
Hand moisturiser _
Toothpaste —
1 ) 1 1
Frequency of use (number of times per 1
Adult women B Adult men

Figure 2.3 Usage of personal care products per day
Source: Reprinted from Cosmetics Europe — https://cosmetiseurope.eu/cosmetic-

pro