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Resumo

Existe uma preocupacdo crescente entre os consumidores da geragdo Z, relativamente a
sustentabilidade e questiona-se se esta preocupacao transparece na compra de produtos
cosméticos, pois estes consumidores procuram solugdes para as questdes ambientais
atuais. Simultaneamente, a importancia e o impacto das fontes de informacéao nas decisoes
de compra tem crescido, aumentando o conhecimento que os consumidores tém

relativamente a este tema.

Existe incerteza relativamente ao entendimento do conceito de sustentabilidade na
indUstria da cosmética e de que forma as fontes de informacdo melhoram este
conhecimento, traduzindo-se em compras de cosmética mais sustentavel. Assim, o
objetivo desta investigacdo foi compreender o conhecimento relativamente a
sustentabilidade na inddstria da cosmética, analisando o impacto das fontes de informacao
nas atitudes e comportamentos da geragdo Z no contexto universitario.
Consequentemente, foram realizadas 13 entrevistas semiestruturadas com estes

consumidores.

Os resultados concluiram que os consumidores reconhecem 0s problemas da
sustentabilidade na industria da cosmética e salientam que a principal fonte de informacéo
é a internet. Relativamente ao alinhamento entre as inten¢es e 0 consumo de cosméticos
sustentaveis, verificou-se uma lacuna entre a atitude e o comportamento, prendendo-se

com o facto da inten¢do dos individuos ndo se traduzir no consumo.

As contribuicdes deste estudo foram essencialmente no sentido de colmatar a lacuna
de conhecimento existente na literatura, sobre a ligacéo entre as fontes de informacao e o
consumo de cosméticos sustentaveis e perceber a importancia da perspetiva dos
consumidores, a fim de ajustar as estratégias de comunicacéo, fornecendo diretrizes sobre

como melhor divulgar a informag&o acerca dos cosméticos sustentaveis.

Palavras-Chave: geracdo Z; informacgdo sustentavel; consumo sustentavel; industria

cosmética; comportamento do consumidor

Classificagcdo JEL: L66 Alimentacdo, Bebidas, Cosméticos, Tabaco, Vinho e Bebidas

Espirituosas; M14 Cultura Empresarial, Diversidade, Responsabilidade Social






Abstract

There is a growing concern among Z generation consumers regarding sustainability and
it is questioned whether this concern is reflected in the purchase of cosmetic products, as
these consumers seek solutions to current environmental issues. Simultaneously, the
importance and impact of information sources on purchasing decisions has grown,

increasing the knowledge that consumers have regarding this topic.

There is uncertainty regarding the understanding of the concept of sustainability in
the cosmetics industry and how information sources improve this knowledge, translating
into more sustainable cosmetics purchases. Thus, the aim of this research was to
understand the knowledge regarding sustainability in the cosmetics industry, analysing
the impact of information sources on the attitudes and behaviours of generation Z within
the university context. Consequently, 13 semi-structured interviews were conducted with

these consumers.

The results concluded that consumers recognize the sustainability issues in the
cosmetics industry and point out that their main source of information is the internet.
Concerning the alignment between intentions and consumption of sustainable cosmetics,
there was a gap between attitude and behaviour, related to the fact that the intention of

individuals is not translated into consumption.

The contributions of this study were mainly to fill in the knowledge gap in the
literature regarding the link between information sources and consumption of sustainable
cosmetics and to understand the importance of consumers' perspective in order to adjust
communication strategies, providing guidelines on how to better disseminate information

about sustainable cosmetics.

Keywords: generation Z; sustainable information; sustainable consumption; cosmetic

industry; consumer behaviour.

JEL Classification System: L66 Food, Beverages, Cosmetics, Tobacco, Wine and
Spirits; M14 Corporate Culture, Diversity, Social Responsibility
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1. Introduction

Since the inception of the Earth Day * on April 22 of 1970 (Earth Day , 2021), “public concern
for environmental issues has gradually increased” (Kim & Choi, 2005, p.592), as ecological,
economic, and social calamities have resulted from climate change. As a result of the Earth Day
event, many environmental concerns began to surface, which has influenced consumers to pay
more attention to environmental issues and have greener purchasing habits and has even
prompted governments to reconsider their environmental protection policies (Kim & Choi,
2005; Lin & Niu, 2018)

Sustainability refers to the environmental sphere and the necessity of respecting our
resources, ourselves, and our lives, as well as the earth and the next generation (Torelli, 2020).
Sustainability began to be a major cause for concern in consumer’s minds between 1970 and
2000, due to climate emergency (Kim & Choi, 2005), however they still seldom use the term
and many are unclear about what it entails (Sahota, 2014). But at the same time, consumers are
becoming more aware of how their purchase choices directly affect the environment (Sahota,
2014).

Cosmetics Europe (2019) states that the cosmetic industry contributes highly to the
European economy. But, according to Statista, with an estimated total sales of around 48.26
billion US dollars as of 2021, the United States is the one with the largest cosmetic marketplaces
in the world, and it has grown nonstop in recent years (Gerstell et al., 2020). Despite the
contribution of this industry to the economy, the truth is that when it comes to sustainability,
cosmetic companies still have much room for improvement (Sahota, 2014). Cosmetics produce
a big amount of environmental pollution and a big amount of waste; as an example, “about
23 000 tonnes of toothbrushes end up in landfill in the USA each year” (Sahota, 2014, p.6). As
a result, Non-Governmental Organizations and the media have increased their pressure on
cosmetic manufacturers to implement sustainable practices and take corrective measures
(Sahota, 2014).

Companies have a massive impact on promoting ethical policies (Torelli, 2020) and more
sustainable practices (Csorba & Boglea, 2011). It has been proposed that companies’ practices,

such as voluntary corporate contribution to sustainable development, can highly increase

! Earth day is an annual celebration that honours the environmental movement while raising public

awareness and concern about sustainability (Earth Day , 2021).



consumers’ loyalty and trust in a company (Islam et al., 2021). But, while the larger share of
the responsibility of those practices is arguably on companies, consumers can also have an
important role — in pressuring them towards more responsible socially and environmentally
responsible practices and rewarding them when they do the right thing (Csorba & Boglea,
2011).

Despite increasing discussion of consumer pressure on companies to become “greener” due
to sustainability concerns and their impact on the earth (Csorba & Boglea, 2011), it is well
known that consumers exhibit an “attitude-behaviour gap” in what pertains to sustainable
consumption (Carrigan & Attalla, 2001; Pelsmacker et al., 2005; Leire & Thidell, 2005; Young
et al.,2009; Bray et al., 2010; Terlau & Hirsch, 2015; Zhang et al., 2018). Therefore, although
people are aware they need to be more sustainable and they show a willingness to be, this is

often not translated into their purchasing decisions (Carrigan & Attalla, 2001).

At the same time, it has been shown that sustainability-related information can help mitigate
that gap (Dolan, 2002; Leire & Theidell, 2005; D’Souza et al.,2006; O’Rourke & Ringer, 2015)
and as such constitutes an important element in sustainable consumption. Indeed, although there
are cases where sustainability information does not appear to affect consumer’s purchase,
research shows that consumers who previously demonstrated an interest in sustainability, use
sustainability related information provided to them in their purchasing decisions (D’Souza et
al., 2006). The challenge, however, is that consumers are currently faced with so many sources
of information, as well so-called “fake news” stories, that it is often difficult for them to trust
and absorb the information they are provided with (Sahota, 2014).

This is especially encountered among generation Z consumers (1995 — 2010), born in the
middle of the digital era, who have continuous and fast access to a huge amount of information
in many areas (Szymkowiak et al., 2021). As they will soon be the next generation dominating
the labour market, it will bring new consumption patterns, and a big change in this relationship

between information and sustainable action (Tyson et al., 2021).

Thus, this study will examine the role of information and different information sources on
generation Z’s attitudes and reported behaviours — within the university context - towards the
cosmetics industry and its sustainability, since it is a less studied generation and soon to be the
largest cohort of labour and consumers (Priporas et al., 2017) and it is worth studying them
now. As a result, this research is meant to understand how Generation Z within the university

context, perceive sustainability in cosmetics and how information sources influence this



knowledge and transform it into purchasing actions. Therefore, we intend to answer the
following questions: What is Generation Z consumers’ understanding of sustainability in the
cosmetics industry within the university context? How informed do Generation Z consumers,
within the university context, feel regarding sustainability in the cosmetic industry? Where do
Generation Z consumers, within the university context, get their information regarding
sustainability in the cosmetic industry? What impact do Generation Z consumers, within the
university context, think the sustainable information has on their intentions and behaviours?
What do Generation Z consumers, within the university context, believe are the main

determinants for sustainable consumption regarding the cosmetic industry?

It is hoped that studying this subject will contribute to both theory and practice. It will
increase our understanding of generation Z consumers’ most common information sources and
how they affect their consumption habits, among the university context. Additionally, it will
help these information sources comprehend why sustainable cosmetics are bought or not,
regarding the communication of that information, as well as it will help firms understand what
adjustments they should make in order to more effectively influence the consumer with the

sustainable information, in order for them to buy more sustainable cosmetics.

The remainder of this thesis is structured into six parts: chapter two will give an overview
of the relevant literature; chapter three will present the methodology used to conduct the
investigation; chapter four will present the findings of the data collection; chapter five will
analyse the key findings in relation to the theoretical concepts presented earlier; and chapter six
will conclude the main results of the investigation as well as the limitations of the study and

recommendations for future research.






2. Literature Review

The present chapter provides an outline of the relevant research in this field. First, the concept
of sustainability is introduced; followed by a discussion of sustainable consumer behaviour and
the attitude-behaviour gap in particular. Then, the role of information on sustainability is
discussed; followed by a contextualisation of the sustainability impacts of the cosmetics

industry, and a characterization of generation z.

2.1 Origins of the Sustainability concept

Sustainability was defined by the United Nations Brundtland Commission in 1987 as “meeting
the needs of the present without compromising the ability of future generations to meet their own
needs.” (United Nations, 2022).

Although the Brundtland definition is the most widely used, the concept is much older. It
was in the 17" and 18" centuries that the notion of sustainability began to appear, but it was
only in the late 20" century that the contemporary concept started to be argued (Lumley &
Armstrong, 2004). Thus, this concept of sustainability was created gradually (Purvis et al.,
2018), creating discussions about the different dimensions inside sustainability, leading to the

concept we know today (Purvis et al., 2018).

Sustainable Development was introduced in the International Union for Conservation of
Nature (IUCN) in 1986, where the main goals were to achieve sustainable development through
the conservation of social and environmental issues, to achieve the satisfaction of human needs,
accomplishment of equity and social justice, promotion of cultural diversity, and conservation

of ecological integrity (Jacobs et al.,1987).

Sustainability is thus a complex concept that covers three key dimensions: environmental,
social, and economic (Giddings et al., 2002; Hansmann et al., 2012; Sahota, 2014 and Purvis et
al., 2018). These three dimensions are known as the “three-circle diagram™ - as presented by
Barbier in 1987 (Purvis et. al 2018, p.681) (see figure 1 below), the “three pillars” or the “triple
bottom line” (Elkington, 1997), and represent a holistic approach of sustainability (Sahota,
2014). Giddings et al., (2002) point to the fact that if the three dimensions are considered
separately, this will minimize the essential links between them and there will be limitations in

the integrated model, which should be considered as a whole.
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Figure 1 - three circle diagram

Source: adapted from Barbier (1987)

Defining the economic dimension within sustainability, it encompasses the actions and
activities that promote economic development without negatively affecting the social and
environmental aspects (Giddings et al., 2002; Purvis et al., 2018). This dimension brings
concerns, however, since it “dominates environment and society” (Giddings et al., 2002, p.
190); that is, in practice, economic priorities are often placed above the other dimensions of
sustainability, meaning this that they see the other dimensions dissociated from the economic
dimension (Giddings et al., 2002).

After the World War 11, the economic development started to be negatively associated with
the exploitation of natural resources, as it was realized that the exponential growth of the
economy was not sustainable for the planet (Arndt, 1981). According to Giddings et al., (2002)
this was in part related to the fact that government priorities lay with economic growth. Thus,
a government’s main concern is not how to solve problems such as pollution, biodiversity
damage, social inequalities, unemployment, among others; its main concern is to understand
how these will affect the economy and how to manage them for the economy’s benefit; how
the money will compensate the damages made on the environmental and social dimensions
(Giddings et al., 2002).

However, it is believed that the economic dimension should not be dissociated from
sustainability and consequently the social and environmental dimension (European
Commission, 2022). An example of that is the concept of circular economy, which has gained
importance on the agendas of policymakers (Brennan et al., 2015) and aims to turn our
throwaway economy into one where waste is minimized, resources are circulated, and nature is
restored, providing us with the means to combat climate change and biodiversity loss while also

meeting crucial social needs (Ellen Macarthur Foundation, 2022).



When it comes to the environmental dimension, it is characterized by the relationship
between humans and the nature , encompassing respect for the planet’s resources (Giovannoni
& Fabietti, 2014; Torelli, 2020). This was the first dimension to be associated with
sustainability from the 1970s to the 1990s (Giovannoni & Fabietti, 2014). In fact, in 1972, the
UN Conference on Human Environment developed 26 principles, most of them related to the
environment (Riddell 1981 as cited in Giovannoni and Fabietti 2014; United Nations , 1972)
and in 1980 the World Conservation Strategy (WCS) was created and it identified that
development should be sustainable, which would be accomplished by the conservation of

human life and natural resources (Giovannoni & Fabietti, 2014; Drexhage & Murphy, 2010).

Finally, the social dimension encompasses the addressing of social aspects such as poverty,
health and discrimination (Dempsey et al., 2011; Giovannoni & Fabietti, 2014). The
sustainability concept's goal of meeting the needs of both the present and future generations can
be achieved by fulfilling these aspects, that is, by being able to ensure social sustainability and
succeed in fighting poverty, discrimination, and providing health conditions (Dempsey et al.,
2011). The social dimension also includes the topic of Corporate Social Responsibility (CSR)?,
and in 1978, the social element was incorporated into sustainability as an effort to combine the
three dimensions (Glaeser 1984, as cited in Purvis et. al 2018).

Regarding the actual application of the three dimensions, several conferences and plans of
action have happened, such as the Earth Summit report in 2002, the World Summit in 2012,
and the General Assembly in 2015 (Purvis et al., 2018). Nowadays, we have a more updated
plan of action that encompasses the Sustainable Development Goals (SDGSs), including 17
objectives that joined the three dimensions (Purvis et al., 2018), being those objectives
according to United Nations (2022): end poverty, end hunger, provide healthy lives and well-
being, ensure equality in education, accomplish gender equality, ensure clean water and
sanitation, provide affordable and clean energy, ensure decent work and economic growth,
promote sustainable industrialization and foster innovation, reduce inequalities, create
sustainable cities and communities, promote responsible consumption and production, take

action to fight climate change, preserve life below water, protect life on land, promote peace

3 Corporate Social Responsibility (CSR) practices stand for a company’s self-regulation (Sheehy, 2015),
and a corporate behaviour where businesses actively incorporate social and environmental
considerations into their company operations and interactions with its stakeholders taking into account
human rights and consumer concerns (European Commission, 2011)



and justice and boosting implementation strategies and reviving the Global Partnership for
Sustainable Development.

2.2 Sustainable consumer behaviour

According to Dolan (2002), consumption is a somewhat neglected aspect when discussing
sustainability and the sustainable development, but the truth is that overproduction and
consumption are one of many human actions on earth which are deteriorating biodiversity and
causing global challenges (Terlau & Hirsch, 2015). As a consequence, policies and laws have
been proposed all over the world to protect the environment, which seek to promote public
awareness regarding the existence of “green” labels, the production of excessive waste and the
need for recycling (Lin & Niu, 2018).

Sustainable consumption was actually first addressed in the 1992 Earth Summit where an
understanding was reached that consumption practices were affecting the environment (Reisch
1998, as cited in Dolan, 2002).

Sustainable consumer behaviour is defined as a “complex and elusive concept (...) that
improves social and environmental performances as well as consumer well-being” (Belz and
Peattie, 2009, p.2, as cited in Elhoushy & Lanzini, 2020).

Until the early 2000’s, sustainable consumer behaviour was mostly characterized by
consumers with greater environmental concerns, considering the environment as the most
important factor in their purchase decision (Laroche et al. 2001; Barr and Gilg, 2006). And
despite the fact consumer patterns have changed quickly in recent decades, the truth is that the
concept of sustainable consumption continues to be more associated with an environmental
concern (Haller et al., 2020). However, a sustainable consumer is increasingly concerned with
a more holistic perspective that also includes the economic and social sides of purchasing
(Haller et al.,2020; Testa et al., 2020). For instance, according to Terlau & Hirsch (2015), a
responsible and sustainable consumer is the one that seeks for equality of the economic,

environmental, and social attributes upon his consumption.

Thus, the concept of sustainable consumption entails reducing the use of natural resources
and pollution emissions (Reisch 1998, as cited in Dolan, 2002), which consequently will avoid
a negative impact on the lives and consumption potential of current and future generations
(Agenda 21, 1992; Belz et al., 2007; Belz and Peattie, 2009, as cited in Terlau & Hirsch, 2015).



Therefore, sustainable consumption is more appealing to a consumer who already demonstrates

a sustainability concern in their daily lives. (Lin & Niu, 2018).

However, sustainable consumption may not always be possible since it depends on a
specific context, such as the culture someone is inserted in and social background according to
Dolan (2002) and Terlau and Hirsch (2015). Nevertheless, it is considered a flexible concept,
as consumption will always depend on social and cultural backgrounds. In fact, there is
evidence that shows the impact of certain determinants on sustainable consumer behaviour,

which will be explored in more detail below.

2.2.1 Determinants of sustainable consumer behaviour
When purchasing a sustainable product, the consumer has different motives and it is extremely
important to understand these, in order to implement pro-environmental policies (Mostafa,
2009). Therefore, it is necessary to consider situational and contextual factors that may obstruct
or promote green behaviours (Zhang et al., 2018). For sustainable consumption, there is
evidence that some of the most relevant determinants are the following: Environmental
knowledge* (Dolan, 2002; Kang et al., 2013; Lin & Niu, 2018; Kaufmann et al.,2012);
Environmental concern (Mostafa, 2009; Kim & Choi, 2005; Kaufmann et al.,2012); Perceived
Consumer Effectiveness (PCE) (Kim & Choi, 2005; Kang et al., 2013; Kaufmann et al., 2012;
); Individualism or Egoistic factors® (Dolan, 2002; Schultz, 2000; Laroche et al., (2001);
Collectivism or Altruism (Kim & Choi, 2005; Mostafa, 2009; Schultz 2000; Laroche et al.,
2001; Kaufmann et al.,2012) and finally Cultural context (Dolan, 2002; Nguyen et al., 2017)®:

These will be examined in more detail below.

Environmental knowledge: A person's comprehension and perception of a subject is referred

to as knowledge, in this case, environmental knowledge is the broad understanding of concepts,

* The “environmental knowledge”, “environmental information” and “sustainable information” will
be utilized interchangeability along the text. | am aware they are not strictly the same. However, since
in the literature they are in practice often used interchangeably, the same will be done here.

> For simplification purposes Collectivism and Altruism will be considered the same determinant;

the same applies to Individualism and Egoistic factors.



facts and interactions relating to the natural world and its main ecosystems (Fryxell & Lo,
2003). Thus, consumer knowledge, which entails familiarity regarding consumption
experiences and product knowledge (Kang et al.,, 2013), is an important factor for
environmental actions (Schahn & Holzer, 1990). In fact, consumers with higher environmental
knowledge are more likely to demonstrate concern about the environment than those with less
knowledge (Kang et al., 2013). Therefore, having knowledge about environmental topics can
translate into an increased desire to acquire environmentally friendly products and services, as
well as prioritizing businesses that favour environmental practices (Laroche et al., 2001).

Environmental concern: Environmental concerns refers to the extent to which people are
aware of environmental issues and demonstrate a readiness to directly contribute to their
resolution (Dunlap & Jones, 2002). By having a certain level of environmental concern, people
are more likely to care about the environmental impact of the products they are purchasing,
which will consequently be reflected into attitudes and behaviours, thus having a greater effect
on consumers’ decision making (Ellen et al., 1991; Mainieri et al., 1997; Kim & Choi, 2005).
Those concerns may be related with nature and empathy for animals and may be personal or

altruistic factors, as will be explained below (Schultz, 2000).

Individualism/ Egoistic factors: Individualism refers to how much a person concentrates on
his or her own independence (Laroche et al.,2001). Sometimes a more sustainable choice may
have personal, even selfish, origins because the person is prioritizing themselves over others
(Schultz, 2000). The evolution of self-identity through the years has created more consumption,
as purchases represent a chance for the transformation and self-expression of each individual,
for the feeling the consumption gives (Dolan, 2002), thus usually individualism is not very

propitious to environmental-friendly attitudes. (Laroche et al., 2001)

Collectivism/Altruism: Being a collectivist entails putting one’s own desires aside in favour
of the greater good; thus, collectivism implies cooperation, helpfulness, thinking about the
group’s aims rather than one’s own (Laroche et al.,2001). Schwartz (1977) suggests that
according to the theory of altruism, pro-environmental behaviours are more likely when people
are aware of detrimental implications to others, when it comes to the environment impacts.
According to a study by McCarty & Shrum (2001), altruistic people are more likely to engage
in sustainable practices as they have a more collectivist and cooperative mindset and, as a result,

they are eager to achieve a common goal over a personal one.

10



Perceived Consumer Effectiveness (PCE): is characterized as a consumer’s belief that his
or her actions can make a difference in the solution of social or environmental problem (Ellen
et al., 1991). PCE may influence consumer behaviour if consumers feel their actions will have
an impact on the intended outcome, thus, by having environmentally conscious behaviours,
consumers are more likely to engage in related purchases, on behalf of those concerns for the
environment (Kim & Choi, 2005; Ghvanidze et al., 2016). As a result, consumers with a high
PCE are more likely to demonstrate their positive attitudes towards sustainable items and to

convert their beliefs into actual purchases (Vermeir & Verbeke, 2006; Kang et al., 2013)

Cultural context: Culture has a significant influence on human behaviour. It is made up of
a set of shared behavioural patterns that are passed down and maintained by members of a
society through various mechanisms (Arnould & Thompson, 2005). Although there are studies
that find cultural context insignificant for sustainable consumption (Laroche et al., 2001; Kim
and Choi, 2005), there are others studies that state that there are societies that strongly rely on
social norms and thus on cultural background (Nguyen et al., 2017). Even though sometimes
this is not a conscious choice of the consumer, cultural values affect consumers’ behaviour,
(Dolan, 2002; Nguyen et al., 2017) therefore, depending on the situation it is important to
consider the following questions: what are the needs of a specific culture? What is ethical and
what is not in each culture? What is sustainable consumption in a certain context? (Dolan,
2002).

2.2.2 Attitude-behaviour gap
Although there are a lot of determinants that influence consumers and motivate them to make
sustainable purchases, several studies suggest that there is still a major gap when it comes to
the alignment of intentions and actual consumption (Carrigan & Attalla, 2001; Pelsmacker et
al., 2005; Leire & Thidell, 2005; Young et al.,2009; Bray et al., 2010; Terlau & Hirsch, 2015;
Zhang et al., 2018), which is described as the “attitude-behaviour gap” or “values-action gap”
(Young et al., 2009). In different surveys, 30% to 50% of consumers say that they have trouble
in making sustainable purchases, although they have concerns about environmental issues,
which is reflected in the percentage of market share of sustainable related goods, which is less
than 5% of the total sales (Young et al., 2009). Thus, there is a certain doubt about how

dedicated consumers are to ecologically friendly items in the real market (Kim & Choi, 2005).

The attitude-behaviour gap is influenced by individual, social and situational factors

(Terlau & Hirsch, 2015), and these factors are positively correlated with the determinants of

11



sustainable consumer behaviour described above. Williams & Dair (2007) also point to the fact
that the context structures the environment for sustainable consumption and this influence of
context on sustainable consumption can be explained by some barriers that exist in consumers’
routines and everyday consumption, which impede them from having a sustainable behaviour
(Young et al., 2009; Terlau & Hirsch, 2015).

One of the main barriers for sustainable consumption can be, for instance, the lack of time
for research (Young et al., 2009; Carrigan & Attalla, 2001), since it is time consuming to search
for information on companies and their products (Young et al., 2009) specially, when
consumers deal with the time pressures of their daily lives — for instance, while hurrying through
a supermarket or shopping centre, they just do not have time to consider the ethical aspects of
their purchases (Carrigan & Attalla, 2001). To exemplify that, Young et al., (2009) found,
through interviews, that consumers who were in the process of moving house and thinking
about buying a technology-based product, claimed that the research time on a company and its
CSR practices is excessive for the availability they had in their lives at that time; also, the time
spent on the decision-making for the most significant sustainability topics related to the
products - such as the environmental performance related with energy efficiency, water
consumption, fuel consumption; the recycling of product materials; and the second hand

availability - was considered a waste of time by the same people.

Besides the lack of time, some other barriers to sustainable consumption are consensual

among several authors, namely:

Lack of information (Terlau & Hirsch, 2015; Young et al.,2009; Bray et al., 2010;
Pelsmacker et al.,2005; Kaufmann et al., 2012): consumers claim they do not have enough
information and knowledge to make ethical consumption decisions (Bray et al.,2010). Hence,
they need product information, since they feel inadequately informed about environmentally-
friendly products, and this can be associated with a lack of trust in the product and company
(which constitutes another barrier) (Terlau & Hirsch, 2015).

Sensitivity to price (Carrigan & Attalla, 2001; Terlau & Hirsch, 2015; Young et al.,2009;
Bray et al.,2010; Kaufmann et al., 2012): there is a real price gap between conventional products
and “green” products (Terlau & Hirsch, 2015), which may sometimes act as a barrier when
buying a product, discouraging consumers from engaging in green purchase practices
(Kaufmann et al., 2012).
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Lack of transparency— from the companies, labels and retailers (Terlau & Hirsch, 2015;
Young et al.,2009; Bray et al., 2010; Kaufmann et al., 2012): information is not always provided
to consumers in the best way, such as when it comes to product packaging and pricing because
incorrect claims may be included in the package, which may imply untrue information about
them, misleading the consumer (Kaufmann et al., 2012). In addition, several authors have
addressed that sustainable products’ prices are set in an excessive manner, with the majority of
them being unfair (Terlau & Hirsch, 2015; Young et al.,2009; Bray et al.,2010; Kaufmann et
al., 2012). As a result, this price placement, and false claims on packaging are examples of
what can have the potential to dissuade buyers from making environmentally friendly purchases
(Kaufmann et al., 2012). Therefore, the more customers notice companies are engaging in
unethical behaviours, the less likely they are to engage in sustainable consumption (Carrigan &
Attalla, 2001). With this, consumers end up having scepticism regarding environmental claims
(Kaufmann et al., 2012), which has a negative influence on their pro-environment behaviours
(Ellen et al.,1991).

According to Young et al., 2009, a study made in the UK, where participants were asked to
describe their purchasing process, concluded that in general consumers feel the need for
constant sustainable incentives and well-defined policies to encourage sustainable consumption
(Young et al., 2009). Terlau & Hirsch (2015) add that to close the attitude-behaviour gap and
improve sustainable consumption the following measures should be applied: create
encouragement and raise awareness among consumers and offer incentives to enable a
behavioural change; improve communication regarding the attributes of the products, namely
their impact on the environment and animal safety; and create more transparency and trust for

the consumers to rely more on certifications and labels, encouraging sustainable development.

2.3 The role of information on sustainability

For many years, several studies were made trying to understand the relationship between

sustainable information and sustainable behaviour (Schahn & Holzer, 1990).

A society’s degree of concern about a certain issue depends on the level of knowledge it
has (Thogersen, 2006); thus a concrete amount of information is essential in order to have a
successful relationship between attitudes and behaviour (Schahn & Holzer, 1990). Leire and
Thidell (2005) for instance, discuss that environmental information has proved to have a
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potential for consumer guidance and it is received and used by the consumers as a condition for
sustainable consumption; therefore, it has a valuable role for sustainability, as it will help
individuals to make more informed life choices. However, Dolan (2002) states that although
knowledge and action are deeply associated, information may not be enough, since to create a
deep change in consumption there is the need for a cultural shift. Tukker et al., (2006) and
O’Rourke & Ringer (2015) also add that merely providing information is not enough to actually
change consumer behaviour, although it still is the main strategy of governments, international
agencies, academics and nongovernmental organizations to promote a more sustainable
lifestyle. Thus, although there are still discussions on whether information is necessary for
sustainable behaviour, there is no doubt that having information leads to more awareness, which

substantially impacts purchase decisions (D’Souza et al., 2006).

2.3.1  Sources of information

Types and formats of information are some of the characteristics that influence a consumer
differently when receiving sustainable information (Solér, 2001). Those types and formats of
information vary according to distinct sources and may be a trigger for positive or negative
reactions towards that information (Solér, 2001).

Source credibility is characterized by two elements: expertise and trustworthiness;
expertise refers to the beliefs that the source is capable of making right assertions, whereas
trustworthiness refers to the validity perceptions of the communicator's message (Sternthal et
al., 1978). Source credibility is an important element that will dictate a person’s response to a
message (McCallum et al., 1991), in this case, a sustainable message, since “the source of the
message influences its ability to persuade or influence” (McCallum et al., 1991, p.351).

Thus, we can consider companies, the media and (green) word-of-mouth the main sustainability
sources of information that consumers are exposed to (D’Souza et al., 2006; Guerreiro &
Pacheco, 2021; Garcia-Salirrosas & Rondon-Eusébio, 2022), as further analysed below.

Companies play an important part in communicating sustainability, because they produce
and provide information on their products and labels (D’Souza et al., 2006). Social and
Environmental Reporting (SER) has been a good instrument to promote and communicate
sustainability in a truthful way, since it has pushed companies to become more sustainable
(Torelli, 2020). Green marketing - also known as ecological, environmental and responsible
marketing, is characterized by the “transformative change that creates value for individuals and

society, as well as for the natural environment” (Polonsky, 2011, p. 1311) - has also been a
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good approach to promote sustainability. If used in a transparent way, it integrates
environmental issues into the core marketing activity (Polonsky, 2011) - that helps to generate
positive effects on the business performance of a company, meaning that customers are buying
environmental-friendly products upon the green advertising (Lin & Niu, 2018).

However, some companies may use the SER in a bad way, namely through green washing
(Torelli, 2020)- which is characterized as company's behaviour or activities that lead people to
assume the firm is doing more for the environmental protection than it actually is (Cambridge
Dictionary, 2022). This greenwashing can lead a company to omit and/or provide misleading
information which may sometimes lead to a false positive perception of sustainability (Torelli,
2020). Thereby deceiving people about a company's environmental performance or the benefits
of a product or service to the environment (Delmas & Burbano, 2011).

Media, such as the internet, newspapers, magazines, television, among others can also be
fundamental to shape the public’s opinions and priorities. In fact, Brown & Deegan (1998)
argue that increasing media attention exacerbates community worries about environmental
issues. Especially in the 21% century, we have experienced a big influence of social media which
has provoked a high impact on consumer behaviour, as it is a major source of information
shaping people’s opinions and attitudes (Mangold & Faulds, 2009). Thogersen (2006) notes
that the mass media had a significant impact on how environmental issues evolved, due to its
clear and fast communication and points to the fact that the less direct experience an individual
has with a certain issue, the more he or she will trust the news media as the source of the

information about that same issue, which demonstrates the extreme influence from the media.

(Green) word-of-mouth, which is known as the process of telling something to someone
about a given product or service (Cambridge Dictionary, 2021) is also another important source
of environmental information since recommendations from others are likely to influence
customers' consumption preferences and decision-making (Zhao & Xie, 2011). Thus, word-of-
mouth is the way individuals sometimes are informed and then educated, by friends, relatives
or colleagues about a certain issue (Soderlund, 1998). Social media is in fact, an extension of
traditional word-of-mouth since it has a tremendous impact on consumer-to-consumer
conversations providing constant interactions among people (Mangold & Faulds, 2009). In the
present case, if the environment is the issue, customers that are delivering positive feedback on
a certain firm, product or brand, can contribute to future green actions and attract more green

consumers (Zhang et al., 2018).

15



2.3.2  Impact of information on consumers’ purchase behaviour

Lack of credible and understandable information has been identified as being one of the factors
staying between sustainable preferences and sustainable purchasing decisions (Bray et al.,
2010). When receiving information, the consumer automatically becomes more aware of the
environmental issues of products, thus, in general, if a consumer has the information and
knowledge, this will promote either a positive attitude towards green products or negative
attitudes towards the regular product (D’Souza et al.,2006). Depending on each source of
information a consumer has, their acceptance and consequent purchase behaviour will be
different (D’Souza et al.,20006).

For instance, if we are referring to information coming directly from companies there is
uncertainty on how environmental labels in general influence consumers and how they
understand the information when provided by the product labels (D’Souza et al., 2006; Lee &
Cho,2020). Because, companies have the responsibility to inform their customers regarding the
level of sustainability of their activities, processes, and operations (Torelli, 2020), such as their
eco-friendliness, the ingredients they use, tests on animals and packaging (Csorba & Boglea,
2011). Yet, they also have the power to manipulate social and environmental practices and
consequently the communication of these practices, losing their credibility and legitimacy
sometimes, running the risk of disintegrating all the CSR process, since what they communicate
may be viewed as fictitious from the consumer point of view and the consumer will start to
have troubles believing the information received and transform that information into actions
(Torelli, 2020)

When it comes to the dissemination of information through various media channels, the
promotion of a "greener" lifestyle typically results in positive outcomes to acquire an
environmentally friendly product (Lee & Cho, 2020). In fact, consumer media exposure
improves attention to sustainable messages since the information conveyed is simple for
consumers to absorb, thus they intend to engage more in sustainable purchases (Thogersen,
2006; Huang, 2016; Lee & Cho, 2020). Although the way in which each media channel
(including television, radio, newspapers, social media, and websites) presents information
always varies (Lee & Cho, 2020), and as a result, consumer sustainable behaviours will differ
depending on how much trust they place in each of these channels (Ardevol-Abreu & Gil de
Ziga, 2017).
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Referring to the information source (Green) word-of-mouth, it can bring a degree of
credibility and trustworthiness, as consumers are knowing about the information through a
shared experience (either from friends or from other consumers online) which can promote
sustainable consumption among them (Zhang et al., 2018). In fact, the power of word-of-
mouth has grown significantly as social media and digital channels have developed, thus, clear
and successful content marketing motivates internet users or clients to spread "green word of
mouth" among their peers (Al-Gasawneh & Al-Adamat, 2020) . Consequently, face-to-face
communications and recommendations will also be made among friends, which can be a great
way to persuade consumers to consume sustainably due to each person's network and shared
interests (Allen & Spialek, 2018)

According to a study made by O’Rourke & Ringer (2015), assessing 40,000 online purchases
involving a variety of product categories, direct users (who intentionally wanted sustainability
information) were more influenced by this information contributing to an increase of their
purchase intention; yet this type of information had little impact on non-direct users (consumers
who were not already looking for information on how their choices affect sustainability), whose
behaviour did not significantly change. The authors conclude that many consumers are not
affected by sustainability information, but that consumers who have a previous commitment to
sustainability make use of the information in their purchasing process. This may be because
individuals who are less engaged in environmental matters do not use the information they
receive in the same way, and for instance, may not know how to act upon it (Stern, 1992 as
cited in Mostafa, 2009). However, consumers' awareness levels may rise and, as a result, might
potentially encourage a favourable attitude towards “green” products if they were
knowledgeable about the environment, its causes, and its effects (D’Souza et al., 2006). That is
why it is fundamental for information to be increasingly accessible, credible, and relevant for
consumers in order for them to actually engage in a sustainable purchase (Leire & Thidell,
2005).

2.4 Sustainability in the cosmetic industry

Nowadays, the use of cosmetics is an essential element in lives across the globe, which has
been appreciated since the Egyptian, Greek and Roman eras (Kumar, 2005). Cosmetics are
defined by the European Commission (2015, p.1) as “any substance or preparation intended to
be placed in contact with the various external parts of the human body”. They are included

among the products typically referred to as "personal care products” under the law (European
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Commission, 2015). Skin moisturizers, perfumes, lipsticks, fingernail polishes, eye and facial
makeup preparations, shampoos, permanent waves, hair colours, toothpaste, and deodorants are
examples of these products (FDA, 2016). They are perceived as vanity products that help
improve people’s appearance and may be considered non-essentials; however, the fact that
cosmetics include products such as anti-acne creams, anti-inflammatory lotions, or others with
specific health purposes makes them sometimes into basic needs of hygiene and cleanliness
(Sahota, 2014).

According to Kumar (2006) market growth for cosmetics has changed from the Western
hemisphere to emerging markets in South America, Asia and Eastern Europe. The largest
market for cosmetic products in Europe is currently Germany (Cosmetics Europe, 2019) and
L’Oréal Paris has been a global leader in cosmetics through the years (Kumar, 2005) and it was

the brand leader of personal care worldwide in 2020, according to Statista (2020).

According to Sahota (2014) several studies describe the effects of cosmetic ingredients and
cosmetic packaging on the environment, thus the safety of such ingredients has been subject of
attention. The fact is that this industry is closely related to the chemical industry (Sahota, 2014),
which is often not healthy for consumers or the environment. Some examples of potentially
dangerous substances are Parabens, Phthalates, Lead, Petroleum, Mercury, Fragrance,
Formaldehyde, Propylene Glycol, Para-aminobenzoic acid, among others (Csorba & Boglea,
2011).

In the 19" century, chemicals were utilized to replace more expensive natural substances,
allowing cosmetics to become more commonly used (Kumar, 2005; Matic & Puh, 2016).
Cosmetics manufacturing innovations and technology pushed the business forward in the 20™"
century, raising concerns about health, safety, the environment, and animal testing and as a

result, “green” products started to be brought to the market place (Kumar, 2005).

Thus, there is a growing environmental awareness of the cosmetic industry’s impact,
regarding health, packaging, ingredients (Kim & Seock, 2009; Sahota, 2014) and consequently
an interest in sustainable and natural cosmetics has grown among consumers (Sahota, 2014;
Matic & Puh, 2016).

In fact, this awareness increases the amount of demand of sustainable cosmetics, and
consequently the cosmetic companies are compelled to adapt their business and integrate
products with natural and organic characteristics (Kim & Seock, 2009). In this way, natural and

organic ingredients in cosmetics have grown in popularity as the environmental concerns have

18



increased as well (Csorba & Boglea, 2011; Sahota, 2014). The utilization of natural ingredients,
cruelty-free (or non-animal testing products) and recyclable packaging have been some of the
most famous attempts and measures to be sustainable in the cosmetic industry (Kumar, 2005;
Csorba & Boglea, 2011).

However, there is still a long path to pursue when it comes to the sustainability of cosmetics
and there are still some challenges in its integration, especially for companies (Bom et al.,2019).
Companies find this sustainable integration a difficult process, as they should consider several
segments such as the ecological footprint, the range and pricing of products, relationship with
partners, information, communication, relationship with employers, among others (Sahota,
2014). And then, to achieve a sustainable state, cosmetic companies must be concerned about
all of the steps in the life cycle of products as each of the phases have a certain impact (Bom et
al.,2019).

Csorba and Boglea (2011) state that overall, the industry has the potential to grow in
sustainable matters, and Sahota (2014) justifies this potential to grow with the fact that the lack
of resources, pressure from the media, non-governmental organizations, and the supply chain
have and continue to encourage companies to become more sustainable, promoting green
practices and influencing people for this sustainable lifestyle. So, nowadays, sustainability has
taken the top spot for many companies, including those in the cosmetics industry (Acharya et
al., 2021). Besides, greater conditions and development for the natural cosmetics market are
offered as a result of a better understanding of customers' attitudes and behaviour towards those
products (Matic & Puh, 2016).

2.5 Generation Z

Although there is not absolute consensus, most authors agree that Generation Z are born
between 1995 and 2010 (Bassiouni & Hackley, 2014; Seemiller & Grace, 2017; Chicca &
Shellenbarger, 2018; Francis & Hoefel, 2018; Szymkowiak et al., 2021; Sakdiyakorn et al.,
2021)

Where there is agreement is that generation Z consists of young people, the majority of
whom are currently students in primary and secondary schools, with the oldest members being
undergraduate university students (Szymkowiak et al., 2021), who are now giving their first
steps in the labour market (Schroth , 2019).
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Generation Z were born in the digital era (Berkup, 2014). Thus, some of their common
characteristics are the fact that members of this generation are enthusiastic users of technology
or even digital “addicts” (Berkup, 2014). In fact, they are familiarised to interacting, sometimes
primarily, in the digital environment as they are the only generation raised exclusively with a
technology influence (Chicca & Shellenbarger, 2018). Therefore, given that they have been
using various technologies since a young age, it is evident that these are an unquestionably
important part of their lives, so they often have a poor tolerance to being without digital
resources (Szymkowiak et al., 2021); and it has also been said that they present a short attention

span as a result of their digital habits (Chicca & Shellenbarger, 2018).

They interact globally and consume information from around the word, as they can be
online at any time (Berkup, 2014; Turner, 2015; Wiedmer, 2015). Thus, unlike earlier
generations, Generation Z prefers digital media to traditional media and is constantly on the
lookout for new and diverse sorts of information and they use it to find data in many areas,
including education (Szymkowiak et al., 2021). Furthermore these young individuals will soon
be the next generation dominate the labour market, which consequently will bring new

consumption patterns.

In addition, those born in this generation have always felt and seen the effects of the climate
crisis, such as the loss of human and animal life, destruction of natural habitats, changes in the
oceans, among others (Verplanken et al., 2020) and those concerns have implications and
consequences, such as extreme worry and fear, that may even lead to eco-anxiety - an
increasingly discussed concept nowadays - which is characterized as a distress brought on by
climate change (Verplanken et al., 2020) and which may be linked to general anxiety and
depression (Clayton & Karazsia, 2020). But, on the positive side, this eco-anxiety can push
these young individuals to be more active in trying to find solutions for the environmental issues
the world face, making then have “greener” choices in their lives and even make them

participate more in climate activism (Tyson et al., 2021).

Thus, the fact that this generation is surrounded by a lot of information, having a quicker
access to it, makes them know about global issues (such as the negative impacts of climate on
earth or even the climate activism) in the moment it happens (Berkup, 2014; Turner, 2015;
Wiedmer, 2015). Therefore, by growing up with this level of technology and with the
sustainability embedded into their lives, makes them an appealing generation to study as well.
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3. Methodology

The present study was developed based on a qualitative approach, which was considered for
this research, as the aim of it was to deeply understand the level of knowledge regarding
sustainability in the cosmetics industry and to analyse the impact of different sources of
information on the attitudes and behaviours of generation Z within the university context. In
order to better comprehend the attitude behaviour gap phenomenon and the complexity of the
impact of information sources on this sustainable cosmetics consumption, this method seemed
to be the most appropriate because it allows for a better analysis of consumer experiences and
beliefs and their effects on consumption.

This qualitative research consists of open-ended and observation-based information that is
gathered on the personal experiences and stories of the participants (Yilmaz, 2013). Thus,
qualitative data enables numerous interpretations, meanings, and richness of the results, since
it allows a more descriptive and exploratory approach to the data, and where individual
experiences are considered (Strauss & Corbin, 1998), which in this case, facilitates the

understanding of consumers’ processes and backgrounds.

Following an interpretivist paradigm - which is openly subjective and aims to develop new
and stronger understandings and interpretations of social contexts (Saunders et al., 2016), -
semi-structured interviews were chosen for the data collection. Interviews allow participants to
reflect on events without having to write anything down, allowing them to comment on their
experiences in ways that surveys, for example, would not allow (Saunders et al., 2016). Thus,
the ease and freedom to talk that is ideally created in interviews was a very strong reason for
choosing this method, especially speaking in the context of the attitude behaviour gap. Semi-
structured interviews in specific, allow a guidance and a structure but at the same time a more
flexible approach to each participant, allowing adaptation from interview to interview and
granting a deeper interpretation of the qualitative results (Saunders et al., 2016). Thus, they are
based on a script but allow a more fluid communication, without losing focus on the core
research topics (Magaldi & Berler, 2020).
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3.1 Participants

The criteria for participation on the interviews was to have people from Generation Z within
the university context above 18 years of age, thus born between 1995 and 2004. This study was
conducted in Portugal and we had a convenience sampling since the selection process was done
by private message or in person (since most of the people considered were friends, friends of
friends or colleagues).

In addition, individuals ended up being excluded, being that we used the following
selections question: "From 1 to 10 (1 being not at all interested and 10 being very interested)
how interested are you in sustainability in the cosmetic industry? Regardless of whether you
buy or not these products”. Therefore, only people who indicated an interest level of above six
were included in the interviews, since we were not interested in those consumers to whom this
topic or this industry does not say anything, but those who are already awake to the topic and
its implications. Therefore, the numbers from six to ten on the scale of zero to ten were

considered representative of interest in the topic.

Furthermore, within the possible choice of population for the study, the objective would be
to obtain participants from diverse educational backgrounds, which was expected to attain a
more varied range of viewpoints and enriching conclusions, to have a more diverse sample in

these aspects.

A total of 13 interviews were carried out, based on a saturation logic of the process, which
basically implies that data saturation is being reached when we start to hear the same responses
repeatedly (Saunders, et al., 2017) ; 11 of them were made face-to-face and two of them were
made via zoom meeting. ’ These interviews were carried out between 28" January 2022 and 4"

April 2022. The shortest interview lasted 15 minutes and the longest lasted 51 minutes. &

Four of the Participants were members of a junior enterprise °— Lisbon PH — which is a
non-profit organisation that provides services and organizes events, sells e-learning courses,
and provides consultancy to the pharmaceutical industry. Lisbon PH is very guided by aspects
of sustainability, as well as social, corporate and environmental responsibility. They have an

internal sustainability department that aligns with the sustainable development goals of the UN

" This information can be seen in detail on table 1, page 23
& This information can be seen in detail on table 1, page 23

® This information can be seen in detail on table 1, page 23
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and impacts 15 of the 17 Sustainable Development Goals (SDGs) (Lisbon PH, 2022). It is
important to bring up this point because these individuals actually showed that they had more

knowledge about the subject.

In the end, the final sample was composed by 13 people from different fields of study and/or
jobs, with predominantly female representation, thus there were 11 females and 2 males and

that are mostly from Lisbon. In table 1, the sample characterization is presented.

23



Interv.

Interv.

Interv.

Interv.

Interv.

Interv.

Interv.

Interv.

Interv.

Interv.

Interv.

Interv.

Interv.

-

23

23

23

24

24

22

20

20

23

24

24

20

20

Age

Gender

Female

Female

Female

Female

Female

Female

Female

Female

Female

Male

Female

Female

Male

Level of
education

Bachelor degree

Bachelor degree

Bachelor degree

Bachelor degree

Bachelor degree

Bachelor degree

Bachelor degree

Bachelor degree

Bachelor degree

Bachelor degree

Master degree

Bachelor degree

Bachelor degree

Table 1 - participants' characterization

Education field

Medicine

Management

Psychology

Marketing

Psychology

Pharmaceutical
sciences
Pharmaceutical
sciences
Pharmaceutical
sciences

Management

Finance

Finance

Pharmaceutical

Sciences

Marketing

Employment

Marketing

Babysitting

Marketing  and

Sales

Finance

Consultancy and

Finances

Area of

residence

Lisbon

Lisbon

Lisbon

Lisbon

Lisbon

Loures

Lisbon

Setubal

Leiria

Loures

Lisbon

Loures

Setubal

Interview

date

28/01/2022

02/02/2022

03/02/2022

08/02/2022

04/03/2022

09/03/2022

16/03/2022

17/03/2022

23/03/2022

25/03/2022

27/03/2022

30/03/2022

04/04/2022

Interview

duration

17:19

19:05

51:42

23:05

51:36

14:19

17:09

19:05

40:03

18:44

30:36

15:08

21:30

Interview

format

Presential

Presential

Presential

Presential

Presential

Presential

Presential

Presential

Online

Presential

Online

Presential

Presential

Member of
Lisbon PH?

Yes

Yes

Yes

Yes
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3.2 Procedures and data collection

As already mentioned, data was collected through semi-structured interviews. These interviews
essentially addressed issues related to the impact of information regarding the sustainability in
the cosmetic industry on consumers and relevant facts about their consumption in this industry
were found. Those characteristics can be seen on Annex A, which contains the interview script
with all the questions that were made to the participants. In this sense, the script followed the
following logic: We started to ask about the general criteria that participants considered
important when buying a cosmetic, then we asked about the type of information they look for
when buying a cosmetic and then we asked in specific about the sustainability topic regarding
cosmetic consumption. We also asked about the sustainability issues they associate with the
cosmetic industry and how well informed they feel about this topic. In addition, we asked about
their specific sources of information they use to know more about the sustainability in the
cosmetic industry and their influence on their consumption habits. Finally, we asked about the
perception of their responsibility regarding the sustainability impact on the cosmetic industry.

The script was previously written, although it suffered some adaptations in each interview,
as sometimes the questions were not asked exactly as presented in the script and so other lines
of thought were introduced in order to explore various themes in the same type of questions, if
this was favourable. We also wanted to let the conversation flow and make it a natural thing for

the participants.

Each participant received and signed a consent form before participating in the interviews.
Then, on the day of the interviews, we began by recalling the ethical aspects of the consent

form. This can be seen in more detail in Annex B.

At the start of the interview itself, the objective of the study was reminded and a small
introduction to the topic was made, namely defining the cosmetic industry, in order to avoid
misunderstandings about the concept of a cosmetic product. At the end of the interviews, the

participants answered some socio-demographic questions.

The data collection process started with a “test” interview, which was carried out to make
sure the questions were clear and to obtain a sense of the approximate length of the interview.
Because this first interview was quite short, two additional questions were prepared for
subsequent interviews, which then became part of the script. Since in practice the first interview

was found to be similar in terms of the content of the answers to the remaining interviews, it
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was considered for analysis and included in the final sample as it demonstrated to be relevant
for the final results.

3.3 Data analysis

We used a thematic analysis to carry out the investigation. The thematic analysis seemed the
most suitable analysis for this investigation since it is flexible and provides detailed and richer

data due to its ability to report patterns (Braun & Clarke , 2006).

The 13 interviews were transcribed using the Microsoft Word dictate feature, and they were
corrected afterwards. The transcriptions were then uploaded to the MAXQDA - a software for
qualitative and mixed methods data analysis that analyse many types data including texts,
photos, audio and video files, focus group discussions and survey results (MAXQDA, 2022) -
to begin the analysis. This program allows the user to create multiple categories/themes, and
once these categories are assigned by the user, the program helps to develop relationships

among categories, or counts data points, for instance.

We started with a categorization based on a priori themes and from the literature in the
background, which were reflected in the script, namely: Sustainability cosmetics concept ;
Sustainability issues in the cosmetic industry; Sustainable and non sustainable brands; ; Level
of information; Information search; Information sources; Most trustable sources; Impact of
information on sustainable purchases; Impact of company behaviour on sustainable purchases;
Determinants of sustainable cosmetics purchases; Criteria for cosmetics purchases;

Responsibility for the impacts of the cosmetic industry.

Some emerging themes also came up, such as: Complexity of sustainability; Context
influence on sustainable purchases; Dissemination of information problem; Getting out of
comfort zone. Which were later grouped to other categories to which they were related in order

in order to better answer the research questions.

In figure 2 below it is possible to see these main themes within the topics of the research
questions. Being that subcategories were also created and in Annex C is represented a more

complete list of the categories and their correspondent subcategories.
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4. Findings

Taking into account the uncertainty that exists regarding the understanding of the concept of
sustainability in the cosmetic industry, this research aimed to find out how generation Z
consumers perceive sustainability in the cosmetic industry and how the information sources
influence this knowledge, namely we wanted to understand what's their understanding of
sustainability regarding the cosmetic industry, how informed do they feel about this topic and
where they get the information, what impact they believe this information has on their
purchasing actions, and what are the main determinants for sustainable consumption in the
cosmetic industry. Below, we can find the investigation results based on the interviews

conducted concerning these themes.

4.1 Consumers’ understanding of sustainability in the cosmetic industry

We wanted to know the generation Z consumer’s understanding of sustainability within the
cosmetic industry context and the categories presented on Table 2 were therefore, created in
order to easily fulfil that purpose. Based on the interview data, we were able to consolidate four
key categories in this regard: 1. Sustainability in cosmetics (concept); 2. Sustainability issues
in the cosmetic industry, 3. Sustainable and non sustainable brands and 4. Complexity of
Sustainability. Within the second category, six subcategories were inserted: 2.1 company
behaviour and transparency; 2.2 packaging; 2.3 animal testing; 2.4 pollution and climate

change; 2.5 price and 2.6 others®?.

Table 2 - categories on the understanding of sustainability in the cosmetic industry

Order | Categories and subcategories on thematic analysis
1. Sustainability in cosmetics (concept)

2. Sustainability issues in the cosmetic industry

2.1 Company behaviour and transparency

2.2 Packaging

2.3 Animal testing

11 When subcategories were created within categories, the subcategory "others" was always created,
since it includes subjects that did not fit into the other subcategories. This will also be seen in other

following tables within this chapter.
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24 Pollution and climate change

25 Price

2.6 Others

3. Sustainable and non sustainable brands
4. Complexity of Sustainability

Given the exposure to the topic of sustainability today, we wanted to understand if there
was a general consensus about the concept of sustainable cosmetics among our respondents.
And there was indeed a convergence in the participants’ understanding of the topic, specifically,
there was an understanding among the participants that sustainability is not related to a single
aspect of the product or stage of production. Rather, the participants referred that sustainability
in the cosmetic industry was present in different areas and that it must be seen as a whole, as
every part of the process counts. Sustainability topics highlighted by the participants included
the assurance of good labour conditions for the workers, the impact of the extraction of natural
resources, as well as the impact of packaging on the environment. For instance, Participant 1
(female, field of Medicine) said that a cosmetic “is sustainable if the production process is fair
to the workers, if there is no exploitation and if the natural resources used are obtained in a

’

way that does not harm the environment or future users.’

Participants were also asked what they thought the main problems associated with
sustainability in the cosmetics industry were, and again there was a lot of convergence among
the answers. While in defining the concept, participants touched on a variety of sustainability
issues related to the production and distribution of cosmetics, when asked for the main
problems, most respondents zeroed in on the issue of company honesty and transparency. Many
felt that company communications were not always the most honest, and greenwashing was a
recurring theme. For instance, Participant 4 (female, field of Marketing) noted that some brands
“do greenwashing, where they basically have a completely commercial positioning and launch
some more sustainable products, leading consumers to believe they are consuming sustainably,
when they are not, because a product does not save a brand from its positioning”. This

perspective was echoed by Participant 2, who noted that:

The lifestyle [cosmetic] companies sell are unsustainable [in the sense that] there is always
this tendency to deceive the consumer, [to say that] the product will give an X or Y result

and it is not very sustainable in the sense that it will force us to buy more products more
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often and we have more expenses [then] transparency is not always achieved by brands
claiming to be sustainable. (Participant 2, female, field of Management)

Around half of the participants also mentioned that packaging is a problem in cosmetic
industry, whether in terms of waste or recycling. For instance, Participant 7 (female, from
Pharmaceutical Sciences) mentioned that she believes that “instead of replacing everything that
is plastic with cardboard, I believe it is necessary for the industry to consider the reuse and
recycling of plastics. And not advertise the fact there is no plastic in order to sell more.” Animal
testing was also emphasized by half of participants as being one of the main issues in the
industry; for example, Participant 8 (female, field of Pharmaceutical Sciences) mentioned the
following : “the biggest problem is animal testing, many things still need change in the cosmetic
industry because there are still several associated problems /...] and companies are unwilling

to change in order to help the industry change as well”.

It was also verified that participants were able to easily identify brands they consider to
fulfil the sustainability concept (the most mentioned were Lush and L’Oréal), and the same
applies to non-sustainable brands (the most mentioned were Nivea and L’Oréal). But even
though they were easy to identify, there was a clear division around the brand L’Oréal. Some
referred that they consider it very sustainable due to its attempts to integrate more
environmentally friendly ranges in their products. Others claimed that for that same reason, the
brand is trying to show off what is actually a “false sustainability”, taking into account that in
other areas of activity they are still not aligned with sustainability, and that the sustainable
lifestyle cannot be present in only part of the company, but has to permeate it as a whole. For
instance Participant 7 (female, from Pharmaceutical Sciences), who saw L’Oreal’s activities in
a positive light, noted their “annual reports on sustainability and [...] lately their marketing is
very focused on sustainability, also [...] their Garnier’s range of solid shampoo bars”.

Participant 4 (female, field of Marketing), on the other hand, was far more sceptical:

In terms of animal testing, it is a brand that is present in China and conducts animal testing
there, but does not conduct animal testing in Europe, which | find to be a major inconsistency
and quite antagonistic, and despite positioning itself as sustainable, | believe sustainability
is also a lifestyle and | don't believe a sustainable brand can earn that name by testing
animals. For example, I think it's great that they now have solid shampoos on the Garnier

range, and I like to give opportunities, but I'm having a hard time buying from the brand
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again since [ believe they’ve had the chance to pursue a different path, but they didn't.
(Participant 4, female, field of Marketing).

Finally, although there was an agreement before on the concept of sustainability and the
existing problems of the cosmetic industry, we can find a feeling of confusion among the
participants, regarding sustainability in general. They claim it is a complex and tricky topic,
that the sustainability is confusing and that they find themselves lost in the topic, they find it
hard to know what real sustainability is. For instance, Participant 5 (female, field of
Psychology) said that she has “a major problem with the complexity of sustainability [...] and

it’s difficult to look at a product and to understand if it is sustainable or not”

4.2 Level of information of consumers and their main information sources

We wanted to know if the consumers felt informed about sustainability in cosmetics and which
were their main sources regarding this topic. Therefore the categories presented on Table 3
were created in order to easily fulfil that purpose. Based on the interview data, we were able to
consolidate five key categories in this regard: 5. Information search; 6. Level of information; 7.
Information sources; 8. Most trustworthy sources; 9. Dissemination of information problem.
Within the fifth category, six subcategories: 5.1 Reviews/Word of mouth; 5.2 Sustainability;
5.3 Company behaviour and transparency; 5.4 Price; 5.5 Product characteristics; 5.6 Others.
Within the seventh category, seven subcategories: 7.1 Internet in general; 7.2 Social
media/influencers; 7.3 brands/companies; 7.4 Friends; 7.5 Articles; 7.6 Field specialists; 7.7
Others. And within the eight category, six subcategories: 8.1 Field specialists; 8.2 Brands; 8.3
Social media/influencers; 8.4 Friends; 8.5 Articles; 8.6 Others.

Table 3 - categories on the level of information of consumer and their main information sources

Order | Categories and subcategories on thematic analysis
5. Information search

5.1 Reviews / Word of Mouth

5.2 Sustainability

5:8 Company behaviour and transparency

5.4 Price

515 Product characteristics

5.6 Others

6. Level of information
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7. Information sources

7.1 Internet in general

7.2 Social Media/ influencers

123 Brands/companies

74 Friends

7.5 Articles

7.6 Field specialists

7.7 Others

8. Most trustworthy sources
8.1 Field specialists

8.2 Brands

8.3 Social media/influencers

8.4 Friends

85 Articles

8.6 Others

9. Dissemination of information problem

Regarding the level of information, the answers were quite diverse, and there was no clear
consensus: while some participants said they felt informed about sustainability in the cosmetic
industry, others said they were not informed, and others yet felt they had some information, but

not enough.

The participants who did not feel informed were quick to note that this was not due to lack
of information: they acknowledge that the information is out there — they had simply not taken
the time to look for it or found the topic too complex. Those who did feel informed,
notwithstanding felt that they still have much room for improvement in terms of their
sustainability awareness. For instance, Participant 6 (female, field of Pharmaceutical Sciences)
said “I'm not well-informed, but in this case because | don't want to be. | don't want to, because
I've never looked into it or spent a lot of time doing study on it. Not because | don't have the
information at hand, but rather because | haven't committed myself to seeking for it. ” while
Participant 11 (female, field of Finances) said that sustainability in cosmetics is “something [
pay attention to before buying products, | always come across the subject, therefore | feel
informed [...] but I clearly feel that there is information that has not yet been explored by me”.

Although there is this division in participants’ opinions, there is definitely a pattern among
them when it comes to searching for information about sustainable cosmetics. Participants were

first asked if before buying a cosmetic product they looked for information about it (without
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specifying the sustainability factor) and the participants mentioned that it is undeniably an
important determinant before their purchase and they acknowledge they look for information
before buying a cosmetic product, mainly looking for other people’s reviews of products,
mostly on social media. For instance, Participant 13 (male, field of Marketing) said “7 usually
look for reviews and opinions from other people who have already tried it. | see, for example,

some vlogs or any information I have about the product”.

However, since our specific interest was to understand if the participants considered
sustainability when searching for information on cosmetic products, even for those who did not
mention sustainability in the information search question, we asked them specifically whether
or not this topic was something they took into account, and we found that all the participants
consider it significant. Some participants mentioned that although sustainability is not the first
topic they look for, if it comes up in their research, it is important for them. Participant 8
(female, field of Pharmaceutical Sciences) said that “When it comes to sustainability, I don't
generally look too hard because | don't use many cosmetics, but if 1 come across any

information about it, I'm immediately fascinated and want to learn more.”

So, overall, the participants acknowledge the importance of the role of information in
general as they look for it and it matters to them. It is interesting to note that however minimal
the information (whether from those who feel informed or those who do not), they use what
they have access to. When it comes to actively seeking for sustainability information in specific,
however, there is definitely a significant difference. Despite the fact that the participants think
this topic is relevant, some of them don’t really have initiative and prefer to wait for the
sustainable information to surface in their more general research rather than taking the effort to

look into the sustainability aspects of cosmetic products.

Regarding participants’ specific sources of information on sustainability within the
cosmetic industry, they were asked directly about this and two sources clearly stood out in the
responses: the internet in general, and once again, social media. In describing their sources of
information, most participants referred some kind of search browser; Participant 9 (Female,
field of Marketing and Sales) refers for instance that she would “search on the internet for a
certain product or a brand, and see what results came up in the browser. | would then visit the
websites to determine if the product I was looking for was sustainable.”. With regard to social
media, participants referred that they usually look up influencers, giving examples of people
they follow as their ultimate source of information. For instance, Participant 5 (female, field of

Psychology) expressed that “Instagram profiles like Catarina Barreiros, who even has a
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sustainable business, gives me trustworthiness, since | know she is committed to doing much
more for a better world rather than just trying to sell me stuff.” Other sources commonly
mentioned by the participants were: brands/companies, since they like to know company
policies and how the website presents the company’s sustainability information - for instance,
Participant 3 (female, from Psychology) said she likes to understand “how brands present
information and even at a visual level, understand their history and the choices they make.”
and friends, in the sense that the participants reach out to peers that are already familiarised
with sustainable cosmetics, which is the situation of Participant 2 (female, field of
Management) who said that “without doubt, I use certain friends as a source of information,
friends who have the same concerns I do regarding these issues”. Aside from these, there are

a few others that are less mentioned such as: articles and cosmetic field specialists.

When it comes to how much trust the participants have in these sources, the results were
quite different. Field specialists came first in terms of trustworthiness among the participants,
and they try to find these experts on the internet, social media, in events or in lectures they
attend. For instance, Participant 9 (female, field of Marketing and Sales) says that she trusts
“more on feedback from people who have knowledge of the cosmetic area because they present
me the facts, characteristics and the results” The participants ended up being quite evenly
distributed regarding the trust they have in other sources, namely: brands/companies; social
media/influencers; friends and articles, being those the ones they trust more after the field

specialists.

A trend among participants can be verified, when it comes to mention the sources they trust
the most and it is was interest to find that they always mention more than one source, feeling
the need to double check their information. For instance, Participant 10 (male, field of Finances)
says “The most reliable sources would be a combination of two - internet and friends - because
I have sceptical nature so when I'm told something I need confirmation, unless the other person
is really knowledgeable on the subject.”. And even though there are people who do not feel that
informed about sustainability in the cosmetic industry, they did not struggle to mention sources
of information and could also automatically mention sources they would go for more

information.

While the participants easily mention the sources they use to stay informed about
sustainability in the cosmetics industry, there is a pattern of response regarding information

dissemination; in general, these young consumers believe that in other areas (such as the fashion
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and the food industry) there is more information spreading and that there is not much
information available in this specific area of sustainability-related cosmetics. For instance
Participant 8 (female, field of Pharmaceutical Sciences) expresses the following: “I don 't think

there is that much information out there”.

4.3 Information impact on consumers’ intentions and behaviours

We wanted to understand the perception of generation Z consumers, regarding the impact the
information has on their attitudes, and we created the categories presented in Table 4 to help
organize this data better. We were able to arrive at two key points in this regard: 10. Impact of
information on sustainable purchases; 11. Impact of company’s behaviour on sustainable

purchases.

Table 4 - categories on the information impact on consumers intentions and behaviours

Order Categories on thematic analysis

10. Impact of information on sustainable purchases

11. Impact of company’s behaviour on sustainable
purchases

We asked the participants to what extent they felt that the information that they get from
the sources of information they identified, influence their purchase of cosmetic products. There
was a clear trend among participants of feeling that information has a huge impact on their
sustainable purchases, whether positively (considering that the information makes them feel
influenced, curious about the products and willing to try a buy them) or negatively (because the
information helps them be aware that some allegedly sustainable products can still have a
damaging impact on environment or have poor quality). Participant 4 (female, field of
Marketing) for instance expresses that information influences her “a lot, since there are times
when I'm hesitant between products and I really need to have a backup before purchasing [i.e.
have information to support their purchase] because I've tried items like this [products claiming

’

to be sustainable] before and they were not good, despite being sustainable.’

Even though there were people who said they did not feel informed, they mentioned that
they thought if they had more information about sustainability in the cosmetic industry it would
influence their purchases. Participant 8 (female, from Pharmaceutical Sciences), for instance

admits: “it would influence me a lot, of course depending on how the information would be
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communicated, the impact it would cause. But if I was told about the negative aspects [...] 1

would definitely be influenced.”

There were also respondents who said that sustainability information has a partial impact
on their actions, since there are also other aspects to consider, which sometimes outweigh
sustainability information, as is the case of the price. For instance, Participant 3 (female, field
of Psychology), referred that “depending on certain characteristics of my skin, hair and so on,
if the information is suitable, it influences me a lot. Then I also weigh the price factor. Because

there are products that are not in my budget.”

We also wanted to understand how the participants understood the information
disseminated by cosmetics companies regarding sustainability, so we asked them what they
thought about their behaviour. Specifically, if they ever started to or stopped buying a certain
cosmetic product or brand because of its sustainability behaviour. The pattern of response was
that the companies’ behaviour regarding sustainability in the cosmetics field certainly
influences their purchases. For instance, Participant 2 (female, field of Management) said that
when she heard the following: “Colgate toothbrushes have beeswax”, she “just didn’t buy them
anymore, because they say they are super sustainable and made of bamboo, but they forget to
say that bees are endangered species, and they use them to make this products and it’s

misleading advertising”.

Some participants also said that they sometimes think cosmetic brands are disseminating
misleading information since, despite their promotion of sustainable practices, their main

objective is always to make sales.

Participants were also asked about their actions upon receiving sustainability information,
and the results clearly show the gap, previously identified in the literature (e.g.: Carrigan &
Attalla, 2001; Pelsmacker et al., 2005; Leire & Thidell, 2005; Young et al.,2009; Bray et al.,
2010; Terlau & Hirsch, 2015; Zhang et al., 2018) between attitudes and behaviour. In effect,
although they are quite interested about sustainability in the cosmetic industry, few of the
participants indicated they fully act on the information they have. Rather, participants indicated
that they are trying to act on the information and more sustainable choices, but recognised that
there were still a lot of behaviours they could improve. The participants were therefore very
aware of this lack of action and disconnection between their attitudes or beliefs and their actions
(as reflected in their purchase decisions). They were conscious of the gap, and it results from

the fact that they think they can do more, research more. At the same time, participants also
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passed part of the blame for their inaction on the lack of information they have from companies

and brands, for not feeling this dissemination of sustainable information in cosmetics.

Notwithstanding, they were open in admitting that sustainability in cosmetics is not a top
priority in terms of their purchases, although they are very interested in the subject. For instance,
Participant 10 (male, field of Finances) says: “I don’t act upon the information I receive [...] |
could be more proactive in that sense, I'm aware of that, but the truth is that there is no much
action.” In their perspective, this posture was reflective of their age cohort in general. In fact,
their perception was that in general Generation Z consumers, not only do not act on
sustainability information in the field of cosmetics, but also are likely to not even be that
interested in the subject. Participant 9 (female, field of Management) adds that she doesn’t see
“many people interested in the subject. Because within sustainability there are other categories

such as food, fashion and cosmetic is not a topic of conversation.”

4.4 Determinants of sustainable consumer behaviour in the cosmetic industry

We wanted to perceive what type of determinant factors generation Z has when it comes to
sustainable cosmetic consumption. We were able to arrive at three key points, present in Table
5: 12. Criteria for cosmetic purchase; 13. The influence of context on sustainable purchases;
14. Factors influencing sustainable purchases. Within the twelfth category, seven subcategories:
12.1 price; 12.2 product characteristics; 12.3 brand/product loyalty; 12.4 reviews/ worth of
mouth; 12.5 quality; 12.6 animal testing; 12.7 others. And within the fourteenth category, five

subcategories: 14.1 price; 14.2 more information; 14.3 effectiveness; 14.4 offer; 14.5 others.

Table 5 - categories on determinants on sustainable consumers behaviour in the cosmetic industry

Order Categories and subcategories on thematic analysis
12. Criteria for cosmetic purchase

12.1 Price

12.2 Product characteristics

12.3 Brand / product loyalty

12.4 Reviews / Word of mouth

12.5 Quality

12.6 Animal Testing

12.7 Others
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13. The influence of context on sustainable purchases
14, Factors influencing sustainable purchases

14.1 Price

14.2 More information

14.3 Effectiveness

14.4 Offer

14.5 Others

15. Responsibility for the impacts of cosmetic industry
16. Getting out of comfort zone

Thus, we asked the participants about their purchase criteria for cosmetics, as well as if
sustainability was one of them; but it was mentioned unprompted by only a few of the
participants. Instead, there is a clear pattern pointing to price as being the most important criteria
for participants. As Participant 12 (female, field of Pharmaceutical Sciences) puts it: “the first
criteria is always the price, I don’t buy very expensive things”. Two other criteria very
mentioned were the product effect/characteristics on their body, as Participant 9 (female, field
of Marketing) says: “according to what I'm looking for, for example, I really wanted a shampoo
that would treat oiliness and I really wanted this factor to be present”’; and the brand/product
loyalty, where participants often describe that their loyalty to a brand or product is important as

they already know what to expect. For instance, one participant noted that:

| think that an important criteria is whether | have used a product before, if it is a product
that | use often and which | already know that it works well for me. This is more specifically
in relation to the skin, for example, if | already know that that one product works for my
skin, which is very sensitive and | am afraid of going out of the pattern, this is a factor that
will make me buy the same product again. (Participant 3, female, field of Psychology)

From the interviews, emergent themes also appeared regarding potential barriers to the
purchase of sustainable cosmetic products. And in general, participants highlighted the fact that
an individual’s specific context has a huge influence on sustainable cosmetic purchases, no
matter how informed they are on the subject. Thus, the contextual influence on sustainable
purchases ended up being one of the emergent themes, as throughout the interviews we started
to perceive that it was an important aspect to consider regarding their determinants, because
depending on each context, the criteria ended up having a different influence on each person.

This suggests that having sustainable actions may not be as easy as it seems as it is not

available to all citizens. For instance, Participant 10 (male, field of Finances), expresses: “/
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believe that the social class to which a person belongs is extremely important, because even
with sustainable information, a person with a less favourable and economic conditions, will not
have as many possibilities to buy sustainable cosmetics.” S0, price comes into focus again, but
this time as a barrier, which coincides perfectly with people's purchasing criteria since a

determinant can easily become an obstacle.

Participants were also questioned about what could make them buy more sustainable
cosmetics and most of the responses were aligned and once again mainly related to price,
because they think sustainable cosmetics are still very expensive. For instance, Participant 7
(female, field of Pharmaceutical Sciences) said: “I think what would make me take the next step
now would be the price. Sometimes there are things that are high-priced”; and related to the
need to have more information about sustainability in the cosmetic industry. Participant 6

(female, field of Pharmaceutical Sciences) said for instance that she thinks that:

This is not something commonly known, it’s not well transmitted and discussed, even in
advertising and marketing levels. So if this component of sustainability was more
prominently discussed, If I could link the sustainability symbol to a cosmetic brand, | would
more willing to choose this type of product over another. (Participant 6, female, field of

Pharmaceutical Sciences)

The participants were also asked about the responsibility they believe they have for the
impacts of cosmetic industry and for the most part they considered that they have a
responsibility. They identify that as consumers they have a major power to take action, since
by supporting or boycotting a brand they are communicating to the main company whether or
not they want certain products in the market, which is an important information to make a big

change in the cosmetic industry. One participant for instance stated that:

| believe that by purchasing sustainable items, | am contributing to the environment and
benefiting the world in some manner . [...] When we consume, we are telling brands that we
want this thing, and vice versa. Because when we buy, we are basically providing statistics
to brands... they have access to the most sold goods, the most desired thing, so they come up
with a strategy and think "sustainable items aren't yet being purchased, let's raise what
people buy more™ (Participant 13, male, field of Marketing)

Finally, another pattern found in the interviews pertains to scepticism. These generation Z
consumers were sceptical about sustainable products versus “traditional” ones, in the sense that

they feared such products would not have the same level of quality or effectiveness, and so they
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would rather not risk trying a new sustainable product, despite knowing the benefits it has over
the “traditional” product, having this way a fear of getting out of their comfort zone. For

instance, Participant 3 (female, field of Psychology), says:

It's difficult for us humans to step outside of our comfort zones, and we often prefer to stick
with what we know works. Cosmetics is an industry that is becoming increasingly concerned
with sustainability, but it has not been on the market for a long time, so I believe it is difficult

for people to internalize it and go from a less sustainable product to a more sustainable

product.
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5 Discussion

In the present chapter, the main results of the investigation will be discussed and an analysis
reflecting on the possible connections between the findings will be presented, as well as their

connection with the existing literature presented in chapter two.

The primary aim of this dissertation was to understand the role of information and different
information sources on generation Z consumers’ — such as attitudes and reported behaviours
towards the cosmetics industry. Thus, it was necessary to firstly detect what their understanding

of sustainable cosmetics was.

Participants associated this concept with the environmental and social dimensions, as per
the literature, where social and environmental dimensions have always been the most

considered since sustainability began to be talked about (Purvis et. al 2018).

According to the results, about half of the sample did not feel informed about sustainability
in the cosmetic industry, and even those who feel informed do not feel fully informed, as they
state there are still many things they need to know about. This is likely connected with the fact
that participants feel that, in general, there is a lack of information regarding sustainability in
the cosmetics industry and consider that the topic is not as present as it is for other industries,

such as fashion or food.

It is interesting to note that despite this division between the “informed participants” and
the “non informed participants”, the results show that all of them consider, for instance,
sustainability characteristics important in each product they come across, and recognize the
sustainability characteristics of the products they intend to buy. This apparent paradox may be
related to the information consumers have about sustainability and in particular the way it is

delivered to them.

For instance, throughout the interviews, participants refer to companies’ behaviour and
transparency as a big issue of the cosmetic industry when it comes to communication with the
public, one which ends up affecting them (both positively and negatively) in their consumption
process. This is consistent with the literature, in what pertains to a negative effect, since one of
the most impactful barriers for sustainable consumption identified in the literature is in fact, the
lack of brand transparency (Terlau & Hirsch, 2015; Young et al.,2009; Bray et al.,2010;
Kaufmann et al., 2012).
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Although we can verify a consensus among participants regarding the definition of
sustainable cosmetics, there is a certain sense of confusion as a result of the complexity of the
concept, which was mentioned by the consumers in the interviews. Although participants have
brands as sources of information, they also say they end up getting a lot of information from
other people's reviews and using friends and social media as sources of information, which is
consistent with the literature, where there is evidence that (green) word of mouth (Mangold &
Faulds, 2009; Zhao & Xie, 2011; Zhang et al., 2018) and media (Brown & Deegan, 1998;
Thogersen, 2006; Mangold & Faulds, 2009) are significant sources of information for

sustainable consumption, along with companies (D’Souza et al., 2006; Sahota, 2014).

Nevertheless, in terms of trust, the consumers in this study indicate they trust articles and
cosmetic experts more than brands. Thus, what we find is that paradoxically, the source they
most use is not the one they think is the most trustworthy. It appears to be a trade-off between
information trustworthiness/expertise and its availability/accessibility, with the latter often

being the deciding factor in terms of information use.

Indeed, one of the characteristics most valued by the sample seems to be ease of access, not
only to products, but also to information itself. As a result, marketing and advertising are more
easily identified as major sources of information for these consumers, but the same does not
happen with other sources of information recognized by participants to be more credible - such
as scientific articles and experts in the field, who do not have as their main objective the

dissemination of information with the commercial goal.

It is also interesting to find that these Generation Z participants value having reliable people
to follow on social media, when it comes to these sustainability concerns in the cosmetics
industry. For example, the influencer Catarina Barreiros was frequently cited as a source of
information for these young people. This basically confirms the strong evidence in the literature
that social media appears to be a basic part of this generations’ experiences and that they are
particularly attached to technology (Berkup, 2014; Chicca & Shellenbarger, 2018;
Szymkowiak et al., 2021). Therefore, it is plausible to say the audience views these online
influencers as role models, looking to them for expertise in specific areas, in order to be more
quickly informed and having all in one - an entertainment and education tool, an information

and advice provider.

It was observed that some themes are consistent throughout the interviews as being

important determinants of sustainable consumption when it comes to cosmetics.
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Price is one of the key aspects of this research in such sense, since it is not only one of the
most important criteria for purchasing cosmetic products, but also one of the most outstanding
barriers to sustainable cosmetics purchases identified by the participants. When asked what
would encourage them to purchase more sustainable cosmetics, participants cite price because
they believe this characteristic is still an aspect that needs to be taken into account in order for
these sustainable cosmetics to be widely consumed. And as Carrigan & Attalla (2001), Terlau
& Hirsch (2015), Young et al., (2009), Bray et al., (2010) and Kaufmann et al., (2012)
examined, price sensitivity is in fact one of the most well-known consumer barriers to

sustainable consumption.

Another element frequently discussed among the participants is packaging, which is also
thought to be one of the most important criteria for the purchase of cosmetics; specifically,
whether the packaging is recyclable and/or recycled. At the same time, this is also considered
by the participants to be one of the major issues facing the cosmetics industry when it comes to
its sustainability, due to the materials used in the packaging and consequent waste generated.
In fact, recyclable packing has been one of the most common attempts at being more sustainable
in the cosmetic industry as Kumar (2005) and Csorba & Boglea (2011) defend.

Brand/product loyalty is another factor that is frequently brought up, specifically as a
criteria for sustainable consumption in the context of cosmetics. However, this element may be
problematic as far as sustainable choices go, since people find it difficult to get out of their
comfort zone and try new products. Thus if they stick to a product or brand due to their loyalty
it makes change difficult as they would rather stick with the "traditional” cosmetic product, than

take a chance on a sustainable one.

Therefore, it can be assumed that price, packaging and brand/product loyalty are aspects
widely considered by generation Z consumers - at the moment of deciding whether to buy a
sustainable cosmetic product. These factors eventually influence them before and after the

information delivered, being used as determinants on their purchase.

Moreover, when the participants are asked about the responsibility they believe they have
for the sustainability impacts of the cosmetic industry, they appraise they have a significant
impact and that they are willing to change their behaviours for a greater good. This is aligned
with the literature regarding the determinants of sustainable consumption, namely the concept
of Perceived Consumer Effectiveness (Vermeir & Verbeke, 2006; Kang et al., 2013), which is

defined as a consumer’s conviction that his or her actions can have an impact on the resolution
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of a larger issue, in this case, sustainability, as studied by Ellen et al., (1991); Kim & Choi
(2005) and Ghvanidze et al., (2016).

Notwithstanding, participants also refer the role of companies when it comes to the
responsibility of the cosmetic industry regarding sustainability, specifically in regard to the
significance they have in communicating issues to consumers in a transparent way, which they
believe is currently lacking. Thus, the participants conclude that in order for them to act,
information must be transmitted bottom-up, from the company to the consumer. This perception
is consistent with the literature (Terlau & Hirsch, 2015; Young et al.,2009; Bray et al., 2010;
Kaufmann et al., 2012), since there is evidence that consumers have lack of trust in companies
due to absence of information about them, which ends up also being a barrier to acting on
sustainability information related to the cosmetic industry. Thus, it appears that while
consumers are aware of their responsibility, they also believe that companies should be the ones
to move first, share knowledge, take appropriate action, and accept responsibility for the
damage caused to the cosmetics industry. In reality, there seems to be a constant justification
for their individual actions and those of society in general, which comes down to the fact that

consumers end up holding a larger entity accountable for actions that themselves do not take.

Therefore, regarding the determinants on sustainable consumption in the cosmetic industry,
there is a dissonance in which people believe in the consequences of their actions, but at the
same time, they end up putting other aspects, with perhaps stronger short term effects, ahead of
sustainability. For instance, people may believe that their choices as consumers have an impact
on the cosmetics industry and its sustainability, but this impact often becomes diluted when

price considerations come into play.

As a result, there is an attitude-behaviour gap when it comes to purchasing sustainably in
the cosmetics industry, and consumers appear quite aware of this gap. This is consistent with
the literature, which reveals that sustainable purchases lag well behind, despite consumers’
expressed worries about environmental issues (Young et al., 2009; Kim & Choi, 2005). Based
on our results, it seems plausible that this gap may result, in part, from the fact sustainability

information regarding cosmetics is perceived as confusing and complex.

The attitude behaviour gap is also demonstrated in the results, for instance, when the
participants list the obstacles to purchasing sustainable cosmetics and claim that a variety of
circumstances prevent them from doing so - such as the social context and lack of availability

to people in general. This is also consistent with the literature, which shows that context,
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structures the environment for a sustainable consumption (Young et al., 2009; Terlau & Hirsch,
2015).

However, overall, the literature and the participants' perception is: their generation is more
environmentally aware than previous ones, having willingness to be more active, as studied by
Gregory (2022). Thus, despite an existing attitude behaviour gap - regarding sustainable
consumption of cosmetics - the participants say they have noticed a change in recent years,
expressing generation Z taking more action, which can be perceived as, they are buying more
sustainable cosmetics under the influence of sustainable information, primarily taking into
account the influences they receive, the information spread through the media or through their

peers, and the advertising brands have done.

Then the lack of action still existing can be due to the lack of well-communicated
information. Consumers recognize there is some information available, but they feel the need
to have more incentives for sustainable consumption, in a proper and transparent way - by
companies, for example, as already mentioned - which, if present, would be helpful and put

them under pressure to act even more.

Summing up, the participants state that having more sustainable information would make
them act and mention this type of information has an impact on their cosmetic purchases. This
turns out to be quite dissonant with the fact that when we ask them directly if they act upon this
information, they recognize that they do not act 100%. Therefore, it is plausible to say there is
a lot of contradiction in the responses of the participants, regarding sustainable information and
as already described before, they feel that sustainability in this industry is also very confusing
and tricky.
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6 Conclusions, Limitations and Suggestions for further research

This study was carried out because it was pertinent to understand the impact of information on
the consumption of sustainable cosmetic products, since not only do information sources have
a significant impact on changing the mindset and behaviour of consumers (Leire and Thidell,
2005; D’Souza et al., 2006; Lee & Cho, 2020), but also sustainability per se is a topic of
increasing concern among Generation Z (Verplanken et al., 2020; Tyson et al., 2021), and one
which consumers appear to increasingly try to include in their daily lives (Kim & Choi, 2005;
Verplanken et al., 2020; Haller et al.,2020; Testa et al., 2020; Tyson et al., 2021). We decided
to explore this in the cosmetics industry, because in terms of sustainability, it is an industry that
still has a lot of growing to do (Bom et al.,2019); and taking into account information nowadays
is so plentiful and easily accessible, particularly for those who grew up in a digital environment,
like Generation Z (Szymkowiak et al., 2021). The aim was to explore how different sources of
information influence these consumers, within the university context, and their decision making
regarding sustainable cosmetics. With this goal in mind, interviews were conducted in order to
try to more deeply understand consumers’ thoughts and experiences, regarding what is

ultimately a very complex topic.

Overall, the results of this investigation suggest there is a growing concern among
generation Z consumers within the university context, regarding sustainability in the cosmetic
industry. In addition, it was also perceived that these consumers would be more careful with
their purchases if they were more exposed to information. However, a gap still exists when
looking at their consumption patterns, since positive attitudes and a willingness to be more
proactive in information search do not necessarily translates into behaviours. Although
consumers express great interest in the topic, there is still a significant gap when it comes to

behaviours and actually buying sustainably in the cosmetics industry.

Another conclusion which can be drawn is that the generation Z consumers interviewed,
when looking for sustainable cosmetics and receiving information about them, avoid trusting
information that appeals to the consumption of the products (i.e., information from the brands
themselves), influencers and others. So, although they do indeed use these sources, the ones
they trust the most are in the majority field specialists. Then, we can conclude they prefer a
more organic passage of information, without enticing to sales or without having advertising
purposes. They prefer a viewpoint supported by evidence gathered through expert research,

because they know it will be 100% accurate and free of motives to make them consume.
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In addition, it was also found that each social context of these young individuals is
important to outline what kind of consumption they have, even after having received sustainable
information related to cosmetics. People who already have a minimally sustainable lifestyle are
more likely to practice sustainability in cosmetics and be more receptive to sustainability
information. This does not mean, however, they are not demanding with regard to sustainable
information, because the results indicate that all the participants are indeed. Either because the
cosmetic products are used on their skin and they end up being more careful with them, or

because they know some information sources are just not reliable.

Moreover, from a theoretical perspective, this study is relevant since it shows how
generation Z is currently affected by different information sources regarding the sustainability
of cosmetics and consequently their consumption, a subject which has not previously received
as much attention. It also contributes to the literature in terms of our understanding of
consumers’ exposure to different sources of information and their levels of trust of various

Sources.

This dissertation additionally makes contributions in the sense of closing the knowledge
gap that exists in the literature about the connection between informational sources and the
consumption of sustainable cosmetics. This academic contribution is especially pertinent in the
context of cosmetics, where literature in regard to this subject is still lacking, especially among

Generation Z consumers.

In terms of practice, this investigation may be of particular significance for those providing
information regarding sustainability in the cosmetics industry, be they cosmetics brands or the
media. In particular, it is important to note that the results suggest certain actions and initiatives
(such as promoting sustainable practices when the whole is not sustainable, or launching
allegedly sustainable lines to attract sales) may have the opposite effect to that intention which
is, to attract the consumers. Instead, since information is frequently seen as unreliable,
contradictory, and only serves to raise consumer suspicious, it is therefore crucial to hear
consumer feedback in order to adjust communication strategies, and in this way provide

guidelines on how to better disseminate and organize the information provided to consumers.

In any research project, there are certain limitations, which should be mentioned so that

they can be taken into account and overcome in future research.

One of the limitations was the sample size, as only thirteen participants were interviewed

and it would have been interesting to use a larger sample, to have even more variety of contexts

48



and to have a more diverse group translating to a more reliable and extensive representation of

consumers.

A related limitation was the small number of men in this study. Although this is reflective
of the cosmetics market at this moment, it is known this phenomenon is changing, and it would
be interesting to have the male perspective as well, in particular because they may face different
challenges regarding the use of cosmetic products, in light of the still strong association of

skincare and cosmetics use with a female public, as mentioned by one of the male participants.

An issue that was encountered and might be researched in the future is that most studies
center their attention almost exclusively on the environmental aspect, failing to properly
connect it to sustainability’s economic and social components as often as environmental ones.
This was even a dilemma in the literature review, as most studies focus on the environmental
dimension when looking for sustainability and even sustainable cosmetics. So the problem on
the social side, for example, was not very addressed, and consequently, It would be interesting
to study more about the social and economic component in order to understand the impact of
these dimensions on consumers in a deeper way, and not only the environmental and nature

concern that are so often mentioned.

Another recommendation for future studies is the study of the issue of information
overload, which was recurrently mentioned by the participants, that on one hand they feel the
need of more information on sustainability in the cosmetics industry and on the other they say

that there is too much information and that it is very confusing.

Considering nowadays generation Z consumers use social media platforms on a daily basis,
and that there are algorithms behind these platforms determining what is shown to them, it
would be of interest to study the impact of these algorithms, and how they might be used to
promote more sustainable choices. The fact these recommendations of pages, brands and
advertisements are based on users’ previous choices is very positive for people who are already
interested in sustainable cosmetics, but can become a barrier for people who do not consume
this kind of content, as the information will not “come to them” unless they searching for it

directly.

It would also be of interest for future research to investigate the reasons for the attitude-
behaviour gap beyond information. For instance, if consumers are shown that their actions have
an effect, it may be more likely this gap will be reduced. So concepts such as the diffusion of
responsibility (Latané & Darley, 1969) or the drop in a bucket (Bandura, 1977) or even
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Maslow’s pyramid (Maslow, 1943), could be a way to understand and potentially close this gap

regarding sustainability in the cosmetic industry.

It would also be of interest to compare the impact of different sources of information
regarding sustainable cosmetics on different generational cohorts, in order to understand
whether there are generational differences in the types of information used and trusted, and their

impact on behaviour.

In conclusion, there is more work to be done on this issue, but we are making some
progress. Despite the attitude behaviour gap, consumers are very aware of it, and they feel their
choices have an influence, and view themselves moving into a direction of making increasingly

sustainable choices regarding cosmetics and its sustainability.
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Annexes

Annex A — Interview script

Interviewer: Before starting the interview, | wanted to introduce the topic a bit, to give some
contextualization. The focus of this study is the cosmetics industry, and the study aims to
understand what consumer choices are and what are their sources of information regarding
this industry and its sustainability. And for that reason, I think it is also relevant to define the
cosmetics: basically, any product or substance intended to be placed in contact with various
external parts of the human body (whether skin, hair, ...) is a cosmetic product. These products
are usually called “hygiene products”, “beauty products”, “personal care products” and even
“makeup products”, therefore face creams, body creams, shampoos, shower gels, hair styling

oils and creams, facial cleansers, perfumes, nail polish, toothpaste, deodorants, lipsticks,

mascara, foundation and other makeup products are all considered cosmetics.
After this elucidation, I will then begin the interview questions:

1. Can you describe which 3 main criteria are important for you when you buy a cosmetic
product?
2. Before buying a cosmetic product do you usually look for information about that
product? If yes, what type of information you look for?
a. If the answer is no, suggest that it can be any type of information, about the
brands, the characteristics of the product, the price, etc.
b. If the answer is sustainability, ask about what sustainable information.
c. If none of the information is sustainable related, ask if they are interested about
sustainable information.
3. What comes to your mind when we speak about sustainable cosmetic products? How
would you define sustainable cosmetics?
4. What do you think are the main sustainability issues and problems associated with the
cosmetics industry?
5. How well informed do you feel on the topic of sustainability in the cosmetic industry?
6. Option 1 for those who feel they are informed: What are your main sources of
information for you to be informed about the sustainability in the cosmetic industry?
Option 2 for those who do not feel informed: If you wanted to look for more information

about the sustainability in the cosmetic industry, where would you do it?
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10.

11.

12.

13.

14.
15.

Regarding the sources you identified, which are the most reliable for you?
To what extent do you feel that the information you get from these sources influences
somehow your purchase of cosmetic products?
Have you ever bought or stopped buying a certain cosmetic product or brand due to its
behaviour in terms of sustainability?

a. Ifyes, how did you know about that behaviour?
What would influence you to buy more sustainable cosmetics?
Do you think that people of your age, having information about sustainability in the
cosmetics industry, act upon it?

a. What about you? Do you act upon that information?
Can you think of any labels or brands that you automatically associate with sustainable
cosmetics and others that you associate with no sustainable cosmetics?
Do you consider that you carry responsibility for the impacts of the cosmetic industry?
If yes, in what way?
Is there any subject you would like to address that my questions didn’t cover?
In order to end the interview | would like to ask you the following information:

a. Year of birth

b. Gender

c. Level of education

d. Education field
Employment (if any)

@

f. Area of residence

Portuguese and original version:

Entrevistadora: Antes de comegar a entrevista queria introduzir um pouco o tema de modo a
dar algum contexto. O foco deste estudo é a inddstria da cosmética, e 0 estudo tem como
objetivo perceber quais séo as escolhas do consumidor e quais as suas fontes de informacéao
relativamente a esta industria e a sustentabilidade da mesma. E por isso mesmo, acho relevante
também definir a industria da cosmética: qualquer produto ou substéncia destinada a ser
colocada em contacto com as varias partes externas do corpo humano (seja pele, cabelo...) é

um produto cosmético. Esses produtos sao chamados normalmente de “produtos de higiene”,

IS

“produtos de beleza”, “produtos de cuidado pessoal” e até “produtos de maquilhagem” e por
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isso cremes de rosto, de corpo, shampoos, gel de banho, 6leos e cremes de pentear o cabelo,

produtos de limpeza facial, perfumes, vernizes de unhas, pasta de dentes, desodorizantes,

batons, rimmel, base e outros produtos de maquilhagem... sdo todos considerados produtos de

cosmética.

Apos este esclarecimento vou entdo dar inicio as perguntas:

1)
2)

3)

4)

5)

6)

7)

8)

9

Podes descrever os teus 3 principais critérios quando compras um produto de cosmética?

Antes de comprares um produto de cosmética procuras informacao sobre ele? E que tipo de

informacdo procuras?

a) Se disserem que ndo procuram sugerir que pode ser qualquer tipo de informacdo, por
exemplo sobre as marcas, sobre o preco, sobre as funcionalidades do produto.

b) Se responderem sustentabilidade perguntar que topicos lhes interessam sobre a
informacdo de sustentabilidade

c) Se ndo disserem nada acerca da sustentabilidade perguntar se tém interesse na
sustentabilidade.

O que te vem a mente quando se fala em produtos de cosmética sustentavel, ou seja, como

definirias cosmética sustentavel?

Quais achas que sao as principais questdes/problemas em termos de sustentabilidade que se

associam a industria da cosmética?

Quado bem informado sentes que estés acerca da sustentabilidade na industria da cosmética?

Opcdo 1 para quem sente que estd bem informado: Quais sdo as tuas principais fontes de

informac&o para estares informado acerca da sustentabilidade na inddstria da cosmética?

Opcdo 2 para quem sente que ndo esta informado: Se quisesses procurar mais informacéo

sobre a sustentabilidade, onde o farias?
Destas fontes que enumeraste, em quais confias mais?

Até que ponto sentes que a informacdo que obténs dessas fontes influencia a tua compra de

produtos cosmeticos?

Alguma vez passaste a comprar ou deixaste de comprar um certo produto de cosmética ou
marca devido ao seu comportamento em termos de sustentabilidade?

a) Se sim, como soubeste desse comportamento?

10) O que achas que te influenciaria a comprar mais produtos de cosmética sustentavel?
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11) Achas que os jovens da tua idade, tendo informacéo acerca da sustentabilidade na inddstria
da cosmética, agem sobre ela?

a) E tu ages sobre essa informacdo? Relacionas-te com o0 que 0s outros jovens fazem?

12. H& alguma marca que associas a cosmética sustentavel e ha alguma que associas a praticas

menos sustentaveis?

13. Consideras que deténs responsabilidade pelos impactos da inddstria da cosmética? Se sim,

de que maneira?

14. Ha algum assunto que gostasse de abordar e que as minhas questdes ndo tenham
contemplado?
15. De modo a finalizar esta entrevista gostaria de saber os seguintes dados:
a. Ano de nascimento
b. Género
c. Nivel de educagdo
d. Area de estudo

Area de trabalho (se aplicavel)

@

f. Area de residencia
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Annex B — Informed consent

O presente estudo para o qual solicito a sua colaboragdo pretende contribuir para o
aprofundamento do conhecimento sobre as fontes de informacéo dos consumidores acerca da
indUstria da cosmética, as suas tomadas de decis&o e a sustentabilidade na industria. Este estudo
é realizado por Margarida Rodrigues e decorre no &mbito da tese de Mestrado em Gestdo de
Empresas, no Iscte-Instituto Universitario de Lisboa.

A sua participacdo neste estudo, a qual implica uma entrevista, terd a duracdo de cerca de lhe
é estritamente voluntaria: pode escolher livremente desistir a qualquer momento. Para além de

voluntaria, a participacdo também é anénima e confidencial.
Seré feito um registo de audio da entrevista, apenas realizado mediante o seu consentimento.

Para esclarecimentos adicionais ou se desejar obter informacGes sobre resultados gerais da

investigacdo, podera solicitar informacdo através do endereco eletrénico: mnrss@iscte-iul.pt

Declaro ter compreendido os objetivos do que me foi proposto e aceito participar no estudo,

bem como aceito a gravacao de audio da entrevista.

Data: [

Assinatura:

Obrigada pela sua colaboracéo.
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Annex C — Categories and subcategories of the thematic analysis (*)

Order | Categories and subcategories on thematic analysis

3. Sustainability in cosmetics (concept)

4. Sustainability issues in the cosmetic industry

2.1 Company behaviour and transparency

2.2 Packaging

28 Animal testing

24 Pollution and climate change

25 Price

2.6 Others

3. Sustainable and non sustainable brands

4. Complexity of Sustainability

5. Information search

5.1 Reviews / Word of Mouth

5.2 Sustainability

5.8 Company behaviour and transparency

5.4 Price

55 Product characteristics

5.6 Others

6. Level of information

7. Information sources

7.1 Internet in general

7.2 Social Media/ influencers

7.3 Brands/companies

74 Friends

7.5 Articles

7.6 Field specialists

7.7 Others

8. Most trustworthy sources

8.1 Field specialists

8.2 Brands

8.3 Social media/influencers

8.4 Friends

8.5 Articles

8.6 Others

9. Dissemination of information problem

10. Impact of information on sustainable purchases

11. Impact of company’s behaviour on sustainable
purchases

12. Criteria for cosmetic purchase

12.1 Price

12.2 Product characteristics
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12.3 Brand / product loyalty

12.4 Reviews / Word of mouth

12.5 Quality

12.6 Animal Testing

12.7 Others

13. The influence of context on sustainable purchases
14, Factors influencing sustainable purchases

14.1 Price

14.2 More information

14.3 Effectiveness

14.4 Offer

14.5 Others

15. Responsibility for the impacts of cosmetic industry
16. Getting out of comfort zone

(*) Note that within several categories, there are a few subcategories named “others” which imply some

occurrences that do not fit into any of the other subcategories.
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