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Decoding the Dilemma: Ethical Consumerism in the Beauty Industry —
Are Cruelty-Free Products a Contradiction?

Research Aim: 1841 | STJOHN

To investigate the role of emotions in ethical UNIVERSITY

consumerism of beauty products in the UK.
Emma Johnson. Eat. Sleep. Research. Repeat. Conference

BA (hons), MSc, FHEA., Yolri Iit J OhnbUszoezr;lty
School for Business & Society, University of York. Ab stract ovember -

Ethical consumerism has emerged as a social pressure that companies must respond to (Carrigan and Attalla, 2001). As consumers are becoming more aware of their role and
potential effect of changing the products they buy (Gillani and Kutaula, 2018).

Movement towards cruelty-free products has gained traction, with many brands changing strategy to alter their core operations towards ‘cruelty-free’ (Chitrakorn, 2016;
Cruelty Free International, 2020).

There remains scope to understand why consumers continue to purchase brands that test on animals. Thus, the underlying aims of this study are to examine trends, increasing
awareness and acceptability of cruelty-free products within society, and examine views that have contributed towards ethical consumerism.

Literature Review

. . Significate Points in History of Cruelty-Free
Ethical Consumerism

» Ethical consumerism can be .de.ﬁned s d quuntary decision b_y d consummer to 1959 - Animal rights activists Muriel Dowding founded Beauty Without Cruel
buy goods and services, aiming to positively affect certain social and/or
environmental issues (Doane, 2001; Jones, 2017).

, encouragin

1980s and 1990s - Cruelty-free language became prevalent, according to Levinson and

Ethical consumerism has emerged as a social pressure that companies are having
to respond to (Carrigan and Attalla, 2001).

1987 - PETA launched their cruelty-free certification and developed a long-term initiative to

* Consumers report positive attitudes towards ethical goods, but their intentions
and behaviour often do not follow suit (White, MacDonnell and Ellard, 2012).

1990s - Cruelty Free International created the Leaping Bunny Programme (Cruelty Free

UK Ethical Economy 1999 - 2018 In 2020 ethical consumer
spending hit a new record of
£100bn, reaching a new high and
. showing a clear increase. The
market for ethical personal
0 products has only slightly
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Figure 3: History of Cruelty-Free (Author Own, 2023)

Reasons for buying cosmetics
80% Emotions
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ot B et ol Rtsenin increased  (Ethical — Consumer, Zg; 6 Cohen and Areni (1991) suggest
Figure 1: UK Ethical Economy (Ethical Consumer, 2019, p.2). 2023). c0% A emotions to be markers, which are stored
40% in  an individual’s memory and
Beauty Industry zg; I I ) subsequently recovered to inform a
 In 2022, the global cosmetics market experienced a growth of over 16%, W: I i i I decision.
compared to the previous year. Skincare, haircare, make-up, perfumes, toiletries, 0% —2 - S = * Primary emotions - Sadness, joy, fear,
and oral cosmetics are the main product categories of the cosmetic market © %@f & QQ@@&P @Qﬁ &y‘*’& ‘Q&&‘“\O anger, disgust and surprise.
(Statista, 2023). < e R e Secondary emotions - nostalgia,
& compassion, pride and remorse.
* The UK beauty industry 1s worth £27 billion and is the seventh-largest cosmetics
market, with the USA and China taking the two top positions (Johnson, 2020). Figure 4: Buying Behaviour (Adapted by Anjana, 2018)

 The hair and beauty sector contributes £6.6 billion per annum to the UK Methods

economy (British Barbers Association, 2022). o , , , , , o
y( ) Qualitative semi-structured interviews will be conducted with female participants.

As British women spend on average £400 annually on cosmetics (Read, 2020), the

/\/\ f \ highest in Europe (Statista, 2020) with 60% of women wearing makeup on a weekly
*

basis (Waldersee, 2019).
* () {“ ®
NOT TESTED It is proposed that 15-30 interviews are conducted or until saturation is reached on

) Cru elty- Free cruel ty Foisa \ .@ ON ANIMALS this topic, to ensure accurate findings.

The data analysis will utilise thematic analysis. In the aim of providing an in-depth
insight into ethical consumerism, to understand participants buying behaviour and
Cruelty-Free views of cruelty-free products.

Figure 2: Cruelty-Free Logos (Adapted by Owens, 2022).

* Cruelty-free means that no animals were harmed by the companies or suppliers in S
the creation of the final product (Cruelty Free International, 2023a). ummary

As such, there remains scope to further investigate gradual movements towards the
* Due to legislation, companies also must declare whether they test on animals, increasing development of cruelty-free products.
given demand from the public and increased political momentum relating to such

1ssues (Chitrakorn, 2016). Determining and understanding why consumers continue to purchase brands that test
on animals.
* A total of 3.06 million procedures were completed on animals in Great Britain in
2021 (UK Government, 2022; PETA, 2023). Thus, the underlying aims of this study are to examine gradual trends towards
cruelty-free products, increasing awareness and acceptability of cruelty-free products

* Out of the total number of procedures only 10% were required by law, the rest within society, and to examine emotions that have contributed towards ethical
were conducted VOluntarﬂy (Cl‘uelty Free Intemational, 20230) consumerism amongst some people and groups.

* The animals typically used for the procedures are rabbits, guinea pigs, hamsters, NeXt Steps
rats, and mice (De Pauliny, 2021).
Finish literature review draft by January 2024.
It has been shown that non-animal methods in cosmetic testing have shown better Review and apply for ethical approval for data collection.
results in predicting human responses in the real-world than the animal tests they Take part in a conferences, to gain presentation skills and feedback from researchers.

replace (Humane Society International, 2023).
References

Humane Society International. (2023) Be Cruelty-Free Campaign. Available at: https://www.hsi.org/issues/be-cruelty-free/ [Accessed: 20 January 2023].

Anjana, S.S. (2018) A study on factors influencing cosmetic buying behaviour of consumer. International Journal of Pure and Applied Mathematics. 118 (9), p. 453-459. Johnson, G.R. (2020) Beauty Statistics. Finder. 27 April. Available at: https://www.finder.com/uk/beauty-statistics (Accessed: 4 August 2020).

British Barbers Association (2022) Economic Impact Assessment of the Hair and Beauty Sector on the UK Economy. [Online] Available at: https://britishbarbers.com/news/economic-impact-assessment-of-the-hair-and-beauty-sector-on-the-uk- Jones, E. (2017). Bridging the gap between ethical consumers and corporate social responsibility: An international comparison of consumer- oriented CSR rating systems. The Journal of Corporate Citizenship Issue, 65 (3), pp. 30-55.
economy-86#:~:text=The%20latest%20economic%20impact%20assessment,annum%20to%20the%20UK%20economy. [Accessed: 17 January 2023]. Levinson, J.C. and Horowitz, J. (2016) Guerrilla Marketing to Heal the World. New York: Morgan James Publishing.

Carrigan, M. and Attalla, A. (2001). The myth of the ethical consumer — Do ethics matter in purchase behaviour. Journal of Consumer Marketing, 18(7), 560-577. Owens, J. (2022) A guide to cruelty-free and animal testing certification. Ethical Consumer. 20 July. Pp. 1-6. Available at: https://www.ethicalconsumer.org/health-beauty/guide-cruelty-free-animal-testing-certification [Accessed: 17 January
Chitrakorn, K. (2016) ‘Is the global cosmetics market moving towards a cruelty-free future?’, Business of Fashion: Inside Beauty. 13 January. Available at: https://www.businessoffashion.com/articles/inside-beauty/is-the-global-cosmetics-market- 2023].

moving-towards-a-cruelty-free-future (Accessed: 25 November 2019). PETA. (2023) Facts and Statistics About Animal Testing. Available at: https://www.peta.org/issues/animals-used-for-experimentation/animals-used-experimentation-factsheets/animal-experiments-overview/ [Accessed: 20 January 2023].
Cohen, J. and Areni, C.S. (1991). Affect and Consumer Behaviour. In A. Robertson and H. Kassarjian (eds.) Handbook of Consumer Behaviour. Prentice-Hall, Englewood Cliffs, NJ, pp. 183-240. Piccioni, J. (1993) Muriel Dowdling. The Independent. 2 December. Pp. 1-5. [Online] Available at: https://www.independent.co.uk/news/people/obituary-muriel-dowding-1464815.html [Accessed: 17 January 2023].

Cruelty Free International (2023a) About Cruelty Free International. Available at: https://crueltyfreeinternational.org/about-cruelty-free-international [Accessed: 17 January 2023]. Read, K. (2020) Brits spend on average £400 on beauty products each year. Professional Beauty. 23 July. Pp. 1-4. [Online] Available at: https://professionalbeauty.co.uk/site/newsdetails/brits-spend-400-pounds-on-beauty-products [Accessed:
Cruelty Free International (2023b) End the Trade in Primates. Available at: https://crueltyfreeinternational.org/end-the-trade-in-primates [Accessed: 17 January 2023]. 17 January 2023].

Cruelty Free International. (2020) Leaping Bunny Programme. Available at: https://www.crueltyfreeinternational.org/what-we-do/corporate-partnerships/leaping-bunny-programme (Accessed: 27 July 2020). Statista, (2023) Cosmetics industry — statistics & facts. Available at: https://www-statista-com.yorksj.idm.oclc.org/topics/3137/cosmetics-industry/ [Accessed from: 20 January 2023].

Cruelty Free International. (2023c¢) Facts and Figures on Animal Testing. Available at: https://crueltyfreeinternational.org/about-animal-testing/facts-and-figures-animal-testing [ Accessed: 20 January 2023]. Statista. (2020) Average annual spend on cosmetic products among female consumers in selected countries worldwide in 2020. Available at: https://www.statista.com/statistics/1224276/average-annual-spend-on-cosmetics-among-women-
De Pauliny, C. (2021) Animal Testing for Cosmetics: What is animal testing and what are the alternatives? Impakter. 19 November. Pp. 1-8. [Online] Available at: https://impakter.com/what-is-animal-testing-in-cosmetics/ [Accessed: 20 January worldwide/ [Accessed: 18 January 2023].

2023]. UK Government. (2022) Home Office: Annual Statistics of Scientific Procedures on Living Animals Great Britain 2021. House of Commons. [Online] 30 June. Pp. 1-36. Available at:

Doane, D. (2001). Taking flight: The rapid growth of ethical consumerism: The ethical purchasing index 2001. New Economics Foundation. https://assets.publishing.service.gov.uk/government/uploads/system/uploads/attachment data/file/1118195/annual-statistics-scientific-procedures-living-animals-2021_161122_v5.pdf [Accessed: 20 November 2022].

Ethical Consumer (2023) UK Ethical Consumer Markets Report. Available at: https://www.ethicalconsumer.org/research-hub/uk-ethical-consumer-markets-report (Accessed: 30 January 2023). Waldersee, V. (2019) ‘One in six women wear makeup at the gym’, YouGov. 14 March. Available at: https://yougov.co.uk/topics/lifestyle/articles-reports/2019/03/14/one-six-women-wear-makeup-gym (Accessed: 4 August 2020).

Gillani, A. and Kutaula, S. (2018) ‘An introduction to special issues: sustainability and ethical consumerism’, Management Decision, 56(3), pp. 511-514. White, K., MacDonnell, R. and Ellard, J. H. (2012) ‘Belief in a Just World: Consumer Intentions and Behaviours Towards Ethical Products’, Journal of Marketing, 76 (1), pp. 103-118.

\

-




