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Abstract:  

Background. The researchers have shown that even small doses of some chemical substances in cosmetics, when absorbing 

and accumulating in the body, can damage the skin and provoke various diseases. Therefore, the choice of organic cosmetics 

with certified ingredients can contribute to human health and nature conservation. 

The survey aimed to determine behavior of choice and consumption of organic cosmetic products according to the consumers’ 

socio-demographic characteristics. 

Methods. A quantitative survey was performed, a validated questionnaire and data collection method – a written survey were 

used. Survey sample – 335 people (38.5 ± 4.07 years old). Data analysis using SPSS 26.0 was performed, calculated percentage 

frequencies, mean, Pearson’s Chi-Square test to detect statistically significant differences, and Spearman’s correlation was 

used. 

Results. The study found that more than half of women used organic cosmetics. A significant difference (p <0.05) was found 

with age, which showed that organic products were used significantly more often by 26–35-year-old individuals and between 

the sexes (p = 0.05).  It was found that facial skincare, body care, and hair care products are the most commonly used, while 

pregnancy skincare products are the least commonly used. Consumers indicated the reasons for choosing these products: health 

benefits, natural composition, non-polluting environment during production, and recyclability of packaging. Most often, 

respondents do not use such cosmetics due to unclear labeling and the higher prices of these products.  Sufficient and complete 

information on the label, a reliable and well-known producer are considered to be the most important identification criteria. In 

contrast, a special point of sale, clear and attractive promotional/visual information being the least important.    

Conclusions. The study has shown that organic cosmetics consumption varies between consumers of different gender and age. 

However, the education and income of consumers did not affect this choice. The type of organic cosmetic products differs 

according to consumer socio-demographic characteristics – gender, age, education, and income. In addition, the results of the 

study suggest that special attention should be paid to the choice of cosmetic products for women during pregnancy and products 

for skincare of infants and young children. Main reasons for choosing organic cosmetics were health benefits, natural 

composition, non-polluting production and recyclable packaging. However, unclear labeling and higher price are the main 

reasons for not choosing organic cosmetics. The identification criteria of organic cosmetics varied by consumer gender, income, 

and education, but the age didn't have any meaning. This study has found that consumers lack knowledge about eco-labeling 

of personal care cosmetic products. Further research is needed in this area. 

UDC Classification: 646.7, DOI: https://doi.org/10.12955/pmp.v2.190 
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Introduction 

Recently, the consumer has a great personal care and cosmetics choices. Cosmetic products help create 

the desired appearance; however, improper choice or use can damage the skin and provoke various 

diseases (Zirwas, 2019; Nowaka et al., 2018). Many chemical substances in cosmetics applied or sprayed 

on the skin are absorbed and accumulate in the body. Researchers have shown that even small doses of 

them entering the human body can cause health problems (Juliano, Magrini, 2017; Kim et al., 2016; 

Giulivo et al., 2016). Growing consumer concern for health and environment has resulted in increased 

attention towards organic cosmetics and beauty products with healthiest quality ingredients (Amberg, 

Fogarassy, 2019; Kapoor et al., 2019; Matić, Puh, 2016; Fonseca-Santos et al., 2015).  

Along with the growing awareness of people in the field of environmental care, changes in the cosmetics 

industry can also be observed (Jaśniewski et al., 2018). The changing of consumers’ by becoming more 

sustainable and healthier in their lifestyles forms the rebirth of natural cosmetics. Production of natural 

and organic cosmetics has grown in recent years (Barbulova et al., 2015; Matic, 2015). The ecological 

cosmetic market is expanding all over the world (Akter, Islam, 2020).  

To overcome consumer demand as well as the regulators, various companies and producers are 

beginning to design, develop and sell natural and organic cosmetics products (Syahrul, Mayangsari, 
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2020). Despite targeting long-term profitability and environment-friendly sustainability, there is a need 

to understand consumers' demographics such as age, gender, income, and others before deciding to use 

green cosmetics (Kapoor et al., 2019). Some studies found that demographic factors are one of the most 

influencing factors in predicting consumer behavior towards organic cosmetic products (Kapoor et al., 

2019; Matic, Puh, 2016). However, there is little research about consumer behavior of choice and 

consumption regarding organic personal care cosmetic products according to the socio-demographic 

characteristics of consumers. 

The aim of the study was to determine behavior of choice and consumption of organic cosmetic products 

according to the consumers’ socio-demographic characteristics. 

Research question: does the behavior of choice and consumption of organic cosmetics depend on 

consumers' socio-demographic characteristics? 

Literature review 

For many people, sustainability and cosmetics are two distinct terms (Amberg, Magda, 218). Sustainable 

consumption behaviour is a type of consumption that tries to balance current and future generations' 

social, economic and environmental needs (Rizkalla, Erhan, 2020). Natural and organic cosmetics have 

made use of the sustainability trend (Cinelli et al., 2019). The producers of natural and biochemical 

cosmetics try to avoid synthetic components, and carbon dioxide emission is also lower in 

manufacturing. The manufacturers have green chemical processes during production that include 

sustainable production methods (Amberg, Magda, 2018). 

The standards for organic products are confirmed by a certified logo that marks all organic products. 

There are several certification agencies, and each one defines its own guidelines for certification and 

labeling. Acknowledged cosmetic certificates in Europe include the German BDIH, the French 

Cosmebio and Ecocert, the Italian Icea, and the English Soil Association. Due to the cooperation 

between mentioned organisations, COSMOS (COSMetics Organic Standard) was established in 2010 

to unify the labeling rules of natural cosmetics in Europe (Amberg, Magda, 2018). The certification 

aims to check the ingredients, processes, production, storage of raw materials, packaging, labeling, use 

of energy resources and waste management, and the certification of producers to ensure the quality of 

the final product. Which means, the certification agencies impose standards that the production industry 

should fulfil to be able to ensure the final product quality (COSMOS-standard, 2018).  

The green consumer is concerned about the environment and the sustainability, and they have certain 

characteristics and preferences when they buy organic and natural cosmetics (Fonseca-Santos et al., 

2015). Age, gender, education level, income level is considered to be the most important demographic 

factors that have a significant relationship with environmental behavior (Chekima et al., 2015). 

The basic terms 

Natural products are formulated from natural resources, meaning that it doesn't use coloring additives, 

chemical and other non-natural substances. While organic products have a more strict definition where 

the product’s ingredients must not contain toxic pesticides or chemical substances (Amberg, Fogarassy, 

2019). In organic cosmetics, at least 95% of the formulation components are organic raw material with 

extraction certificates or raw materials that follow strict production, extraction, purification, and 

processing standards. These raw materials can be obtained through certificated crops and extraction, it’s 

fundamental that they are biodegradable and that they preserve the most natural chemical characteristics. 

Organic raw material is always natural (Fonseca-Santos et al., 2015). Organic cosmetics are multi-

faceted constructions usually aimed at the following: environmental conservation, minimization of 

polluting, responsible usage of non-renewable resources, and preservation of fauna and species. Organic 

or environmentally friendly products are mainly products defined as non-hazardous to natural resources 

and renewable. They can basically be used without harming the environment (Syahrul, Mayangsari, 

2020; Lin et al., 2018). 

Organic and natural cosmetics show qualitative similarity into formulations; however they are 

quantitative different. They may not contain synthetic or semi-synthetic raw materials in the 

formulations, with some exceptions. They may contain raw material derived from natural products with 

allowed processes. They need to contain raw materials with organic origin, which varies in the amount 

present in natural or organic products (Fonseca-Santos et al., 2015). Organic/bio /ecological cosmetic 
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products that are not unhealthy for consumers, which had not been tested on animals, do not contain 

genetically modified ingredients, and have not been irradiated (Amberg, Magda, 2018). 

The different adjectives like eco, organic, natural, made from herbs and plants practically are identical, 

meaning the same. They are all cosmetics made from natural materials that are natural, floral, can be 

found in nature like algae or minerals. The term "eco-friendly" means that there is a concern in the 

production process, the life cycle, and other factors, like the use of clean technologies, the rational use 

of natural resources, product certifications, and biodegradable packaging (Fonseca-Santos et al., 2015).  

Research hypotheses    

Today, the healthier way of living trends does affect the rising consumer's interest and perception in 

products containing natural substances, including cosmetic products (Matic, Puh, 2016; Syahrul, 

Mayangsari, 2020). Young people who are more open towards innovation are more likely to purchase 

organic cosmetics (Kaliyadan et al., 2020; Kapoor et al., 2019). The study aims what socio-demographic 

characteristics people tend to consume organic cosmetics. The first hypothesis, therefore, is: 

H.1. Use of organic cosmetics vary between the consumers with different socio-demographic 

characteristics 

Personal care products - the daily use of cosmetics to cleanse, deodorize, and beautify the face and body. 

Many traditional cosmetics contain controversial ingredients that lack safety (Kim et al., 2016). As an 

alternative - organic cosmetics are recommended, emphasizing their health benefits (Ghazali et al., 2017; 

Fonseca-Santos et al., 2015). The most sought-after products are organic skin care followed by natural-

based hair care and cosmetics (make-up). The share of oral care is half the hair care. Half of the demand 

for oral care is the demand for other cosmetics (Amberg, Magda, 2018). The study aims at what type of 

organic cosmetic products tend to consume individuals with different socio-demographic characteristics. 

This leads to hypothesis 2: 

H.2. Types of organic cosmetic products vary between consumers with different socio-demographic 

characteristics. 

Many studies have tried to discover what factors can affect sustainable consumption behavior (Rizkalla, 

Erhan, 2020). To understand consumer choice behavior, it is important to recognize how consumers 

make decisions, and the criteria used to choose the selected product over another (Syahrul, Mayangsari, 

2020). Several studies undertaken on the purchasing behavior towards organic cosmetics found that eco-

awareness, environmental knowledge, and health concerns are the main factors influencing purchasing 

of such types of cosmetics (Akter et al., 2020; Rizkalla, Erhan, 2020; Kaliyadan et al., 2020; Kapoor et 

al., 2019; Nguyen et al., 2019; Ghazali et al., 2017).  

The use of sustainable compostable or biodegradable materials for cosmetic packaging is a major 

challenge and an opportunity for sustainability. One of the factors in choosing cosmetics is recyclable 

packaging (Cinelli et al., 2019; Jaśniewski et al., 2018; Amberg, Magda, 2018; Lin et al., 2018; Fonseca-

Santos et al., 2015; Besier, 2015). Green cosmetics are often more expensive, which may result in less 

consumers being able to buy them (Kaliyadan et al., 2020; Amberg, Fogarassy, 2019; Joshi, 2015). 

Some studies show consumers do not trust the labeling on the package and remain skeptical towards 

organic cosmetics (Lin et al., 2018; Joshi, 2015). The study aims to determine the reasons for 

choosing/not choosing organic cosmetics for individuals with different socio-demographic 

characteristics. Therefore, hypothesis 3 is: 

H.3. Reasons for choosing/not choosing organic cosmetics vary between the consumers with different 

socio-demographic characteristics. 

How can the consumer decide if a certain cosmetic product is organic or not? The main feature that 

confirms the organic product standard is the certified logo, which marks all organic products (Amberg, 

Magda, 2018). In order to identify organic cosmetics, a quicker and simpler method is looking for 

certificates. As the logos of different certificates cannot be displayed on the cosmetic products without 

permission, we can say that they certify that the cosmetics were made from natural certified components 

(Amberg, Magda, 2018; Fonseca-Santos et al., 2015). Research shows that a reliable and well-known 

manufacturer is very important for consumers (Kapoor et al., 2019). The study aims what organic 

cosmetics identification criteria for individuals with different socio-demographic characteristics are. 

This leads to hypothesis 4: 
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H. 4. Organic cosmetics identification criteria vary between the consumers with different socio-

demographic characteristics. 

Data and methodology 

The survey data was collected during May of 2019–March of 2020 in three specialized stores selling 

cosmetics of Klaipeda city (Lithuania). Consumers who reported using organic cosmetics in the last 3 

months were interviewed. A quantitative survey was performed, data collection method – written 

survey. The research instrument: an original questionnaire created by the study authors and based on 

existing scientific researchers; was compromised of 6 multiple choice questions and 4 socio-

demographic characteristics. The questionnaire consisted of the following parts: demographic questions 

(gender, age, income, and education); questions revealing the organic cosmetics consumption; reasons 

for choosing/not choosing and identification criteria of organic cosmetics (Table 1). The questionnaire 

consisted of nominal and ordinal variables. The Likert’s scale was used to evaluate the ordinal variables 

(1 - not important at all, 5 - very important).   

Table 1. Structure of questionnaire 

Questions and question groups  
Number of 

responses/statements 
Measurement scale/ Variants of answer 

Organic cosmetics consumption 3 
Nominal; Yes; No;  

Don't know 

Used type of organic cosmetics  7 Nominal 

Reasons for choosing organic cosmetics 10 
Ordinal, 1 - not important at all,  

5 - very important 

Reasons not choosing organic cosmetics 5 
Ordinal, 1 - not important at all,  

5 - very important 

Organic cosmetics identification criteria 6 
Ordinal, 1 - not important at all, 5 - very 

important 

Purchasing places 8 Nominal 

Socio-demografic characteristics 

Gender 2 Nominal (male, female) 

Average monthly income 3 Ordinal (intervals) 

Education 3 Ordinal  

Age 3 Ordinal (intervals) 
 

Source: Authors 

Cronbach's Alpha coefficient was calculated for the internal reliability of the questionnaire, its values 

for all ordinal variables were greater than 0.8, which indicates good reliability of the questionnaire. The 

Cronbach’s Alpha values for the individual parts are given (Table 2).  

Table 2. Indicators of internal reliability of the questionnaire 

Groups of statements Number of statements Cronbach’s Alfa  

Reasons for choosing organic cosmetics 10 0.855 

Reasons for not choosing organic cosmetics 5 0.801 

Organic cosmetics identification criteria 6 0.879 
 

Source: Authors 

Survey sample – 335 people (56.9% women and 43.1% men). The average age of the respondents was 

38.5 ± 4.07 years. According to age, respondents are divided into three groups: 26-35; 36-45, and 46-

55 years. The majority of participants of the study were 36-45 years old respondents (61%), the least - 

46-55 years (12%), 26-35 years - 27%. Respondents' education - secondary, professional higher, and 

university higher. According to education, the majority of respondents had higher (professional and 

university) education, which accounted for 83.7%, secondary education - 16.3% of all respondents. The 

monthly income of the respondents varies from less than 240 Euros to more than 1000 Euros, the latter 

accounting for 86% of all respondents. The average monthly income was 617.88 ± 391.32 Euros.  

The basic ethical principles of the study were followed: informed and voluntary consent to participate 

in the study; ensuring anonymity and confidentiality of information received; avoidance of harm to 

respondents. 
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Data analysis was performed using the social research statistics program SPSS 26.0. For all variables, 

were calculated percentage frequencies, for ordinal – mean. The Pearson’s Chi-Square test was used to 

detect statistically significant differences among different groups, and the Spearmen’s correlation 

coefficient was used to estimate the relationship between the ordinal variables. The significance level 

selected was p <0.05.  

Results and discussion 

Organic cosmetics consumption according to consumer socio-demographic characteristics 

The study found that more than half (58.4%) of women consumed organic cosmetics in the last 3 months, 

which was 1.78 times more than those who did not use this type of cosmetics. In comparison, among 

men, those who did not use it were found to be about 1.5 times more than those who used organic 

cosmetics. After calculating the Chi-square (χ2) criterion between respondents with different socio-

demographic characteristics, a significant difference (p <0.05) was found in groups of age and gender 

(p = 0.05) (Table 3).  

Table 3. Respondents’ distribution by organic cosmetics consumption according to consumers socio-

demographic characteristics  

Socio - demographic characteristics Used 

% 

Didn’t use 

% 

Don't know 

% 

χ2 

 

df p 

Gender Women 58.4 32.7 8.8 7.27 6 0.05* 

Men 35.3 52.9 11.8 

Monthly 

income 

(Euro) 

To 500 45.5 38.6 15.9 5.53 4 0.24 

500-1000 63.5 31.7 4.8 

1001 and more 52.2 39.1 8.7 

Age (years) 26-35 73.3 17.8 8.9 13.4 6 0.04* 

36-45 43.4 49.1 7.5 

46-55 46.7 33.3 20 

Education Secondary 51.5 39.4 9.1 9.02 4 0.06 

Professional higher 41.7 45.8 12.5 

University higher 71.4 22.4 6.1 

*the difference is statistically significant (p<0.05) 

Source: Authors 

Based on the primary research results in Sweden, India, and Hungary, young women are more open 

toward organic natural cosmetics than men (Atker, Islam, 2020; Kapoor et al., 2019; Amberg, Fogarassy, 

2019). This study showed that women aged 26-35 years more commonly use organic cosmetics. Another 

study in Lithuania showed that educated middle-aged women with middle income are the most eco-

friendly when related to purchases (Pikturnienė, Mackelaitė, 2013). It has been established in this study 

that 58,4% of the interviewed Lithuanian women purchased environmentally-friendly cosmetic 

products, compared with 50% of British and 63% of Sweden women (Atker, Islam, 2020; Linet et al., 

2018). 

Type of organic cosmetic products according to consumer socio-demographic characteristics 

The most commonly used organic cosmetics were identified during the study (Figure 1). It was found 

that facial care products (70% of all respondents), body care (55%), and hair care (53%) are the most 

commonly used, while pregnancy skincare products (15%) are the least commonly used. Comparing the 

frequency of choosing a certain type of organic cosmetics products within different socio-demographic 

characteristics, according to the “chi-square” (χ2) criterion, significant differences were found (p <0.05), 

which showed that facial skincare products are used almost twice as often by women than men (p 

<0.005). Body care products are used about 1.5 times more often by persons with higher university 

education than by those with higher professional and 2 times than by those with secondary education (p 

<0.01). Ecological skincare products for infants and children are used 3 times more often by those with 

higher incomes (p <0.007) and about 2 - 4 times more often by those aged 26-35 than in other age groups 

(p <0.01). Natural decorative cosmetics are used significantly more often by women (p <0.02) and 

persons with higher university and higher professional education than by men and with secondary 

education (p <0.007).  
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Adoption of organic products is worth especially relevant for people of more vulnerable age groups - 

babies, young children, or older people, especially the sick ones, also for pregnant women. However, 

our study revealed the worrying fact that Lithuanian consumers rarely consumed organic products for 

pregnant and baby skincare. Infants and young children are at greater risk of disruption of the barrier 

function, toxicity, and contact irritation or allergy (Geer et al., 2017; Giulivo et al., 2016). Special 

precautions should be taken when using cosmetics in women who are pregnant or breastfeeding. Some 

cosmetic substances that enter the systemic circulation tend to accumulate in the body, pass through the 

placental barrier, and enter the breast milk (Geer et al., 2017; Haraux et al., 2017). Ingredients in 

cosmetic products can have side effects on the baby: some preservatives and antimicrobials, fragrances, 

surfactants, UV filters, and other substances (Giulivo et al., 2016). 

Figure 1: Type of  organic cosmetic products (%)  

 
Source: Authors 

Although facial skincare products are in the greatest demand in the market of organic cosmetics 

(Amberg, Magda, 2018), however, according to some studies, organic products are often purchased for 

skincare of children. 

During the study, respondents indicated that the most common places of organic cosmetics purchases 

are pharmacies (55% of respondents) and specialized cosmetics stores (51%), most seldom - internet 

(16%), cosmetic distributors (18%), and beauty salons (19%). After calculating the Chi-square (χ2) 

criterion, significant differences (p <0.05) were found between the places of purchase of organic 

cosmetics according to the socio-demographic characteristics of consumers. It was found that persons 

with higher university and higher professional education purchase products in specialized cosmetics 

stores about 2 times more often than those with secondary education (p <0.01). In pharmacies, organic 

cosmetics are purchased about 1.5 times more often by people aged 25-35 and 46-55 persons than 36–

45-year persons (p <0.003), and persons with secondary education (p <0.02). Women buy organic 

cosmetics in beauty salons (p <0.04). In other cases, no significant differences were found (p> 0.05). 

According to other researchers, most organic cosmetic products are purchased online, especially by 

young consumers. Online availability contains items like ease of buying, ready comparison among 

products, multiple payment options, ease of exchange and return policies (Kapor et al., 2019). 

Reasons for choosing/not choosing organic cosmetics according to consumer socio-demographic 

characteristics 

Consumers who reported using organic cosmetics in the last 3 months indicated motives for choosing 

these products: health benefits, natural composition, non-polluting environment during production, and 

recyclability of packaging (Figure 2). It is interesting to note that respondents with health and skin 

problems and organic lifestyle followers chose organic cosmetics the least. 

The Spearman correlation test between the reasons for choosing organic cosmetics and the different 

socio-demographic characteristics found that the recyclable product package was significantly more 

important (r = 0.4; p <0.001), whereas the promotion measures (r = -0.5; p <0.001) and recommendations 

of specialists and acquaintances (r = -0.4; p <0.001) were significantly less important factors for higher-

income earners. It was also found that older people choose organic cosmetics regardless of whether they 

are followers of an organic lifestyle (r = -0.3; p <0.003). No significant correlations between the 
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importance of other reasons for choosing organic cosmetics and socio-demographic characteristics were 

found (p> 0.05) (Table 4). The Chi-square (χ2) criterion was used to determine gender differences, and 

no statistically significant differences were found (p> 0.05).   

Figure 2: Reasons for choosing organic cosmetics  
 

 
Source: Authors 

 

Table 4. The Spearmen’s correlation among reasons for choosing organic cosmetics and socio-

demographic characteristics    

Factors Monthly income 

(Euro) 

Age (years) Education 

Health benefits R 0.14 -0.12 0.11 

P 0.22 0.3 0.33 

Natural composition R 0.07 -0.08 0.07 

P 0.52 0.48 0.54 

Sufficient price/quality 

ratio 

R -0.12 -0.07 0.001 

P 0.29 0.55 0.99 

Labelling (certificates) R 0.16 -0.06 0.03 

P 0.14 0.57 0.79 

Environmental benefits R 0.17 -0.09 0.02 

P 0.12 0.4 0.86 

Biodegradable packing R 0.35 0.05 0.15 

P 0.001** 0.63 0.18 

Recommendations  R -0.44 -0.13 -0.21 

P 0.00* 0.23 0.05 

Promotions (sales, gifts, 

etc.) 

R -0.46 0.005 0.21 

P 0.00* 0.97 0.06 

Pro ecological lifestyle R -0.09 -0.32 0.08 

P 0.43 0.003* 0.48 

Problems with skin R 0.18 -0.11 0.19 

P 0.79 0.42 0.09 

**the difference is statistically significant (p<0.01) 

*the difference is statistically significant (p<0.05) 

Source: Authors 

Studies in the UK showed consumer attitudes toward organic product attributes, including functions, 

ingredients, packaging, fragrance, and price, influenced purchase behavior. Therefore, consumers pay 

more attention to functions rather than detailed ingredients (Lin et al., 2018). Consumers won’t use 

natural and organic cosmetics, if they’re not as effective as their chemical counterparts (Amberg, 

Fogarasy, 2019).  

Many studies found that consumers prefer products with biodegradable, recyclable or returnable 

packaging instead of plastic packaging, which in the capacity of their nature are wastes causing 
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environmental damages (Cinelli et al., 2019; Kardos et al., 2019; Jaśniewski et al., 2018; Amberg, 

Magda, 2018; Lin et al., 2018; Fonseca-Santos et al., 2015; Besier, 2015).  

This study showed that persons having health and skin problems and pro-ecological lifestyle follower’s 

organic cosmetics choose the least. Other authors also showed a phenomenon exists where consumers 

do not necessarily buy green products even if they have knowledge of green products and know their 

attributes (Wang et al., 2019). 

The most common reasons why people did not choose organic cosmetics were identified. Most often, 

respondents do not use such cosmetics due to unclear labeling (distrust that they are truly organic) and 

the higher prices of these products (Figure 3).  

Figure 3: Reasons for not choosing organic cosmetics  

 

Source: Authors 

However, no statistically significant correlations were found between the motives for not choosing of 

organic products within individual socio-demographic characteristics. In all cases p> 0.05. Although, 

the price of organic cosmetics is slightly higher than conventional, it is due to the unique production 

method and high-quality standards. This study showed that a higher price often become an obstacle to 

buy organic cosmetics. The higher price is in some kind as an inhibitor to shift from conventional to 

organic cosmetic products (Kaliyadan et al., 2020). Study conducted by Joshi (2015) also showed that 

high price negatively influences green purchase intention and behavior. However, some studies showed 

that conscious educated, wealthy people are willing to pay extra, since they consider conserving both 

their own health and the environment an important factor (Syahrul, Mayangsari, 2020; Amberg, 

Fogarasy, 2019; Kapoor et al., 2019). 

Another inhibitor towards organic cosmetics is the lack of information about the ingredients of the 

product (Kapoor et al., 2019). Although the interest in ecological brands for Lithuanian consumers is 

comparable to world trends, they are still not able to differentiate between various levels of ecological 

labeling, terms “green”, “environmentally friendly”, and “ecological”, or recognize a “green 

brainwashing”, when producers manipulate emphasizing only one ecological element or natural 

ingredients (Pikturnienė, Mackelaitė, 2013). This research shoved in most cases, respondents do not use 

organic cosmetics for mistrust, it's really organic cosmetics. These findings are confirmed by other 

studies. The study in the UK also showed most respondents were unclear about the standards of green 

cosmetics. They do not trust the labeling on the package and do not believe in the effects of cosmetics 

(Lin et al., 2018). The consumers do not trust the information provided and remain skeptical towards 

the manufacturing, labeling, and certification procedures of various (Joshi, 2015). British consumers 

find it difficult to select green cosmetic products. Consumers are confused since the concept of ‘natural’ 

and ‘organic’ varies and is inconsistent (Lin et al., 2018). The strategy of cosmetics businesses should 

focus on increasing consumers' consciousness and inclination to favoreco-certified products. Marketers 

should work on the labeling and certification of the green cosmetics (Kapoor et al., 2019). 

Identification criteria of organic cosmetic products according to consumer socio-demographic 

characteristics 

The study identified the criteria by which consumers recognize organic products. Sufficient and 

complete information on the label, a reliable and well-known producer, and the indications of organic 

production are considered to be the most important identification criteria, whereas a special point of 

sale, clear and attractive promotional/visual information being the least important. Spearman's 

correlation results between the identification criteria according to the Likert scale and individual socio-
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demographic characteristics showed that organic production labels, sufficient and detailed information 

on the label, and clear and attractive promotional/visual information are of significant importance for 

women. A special point of sale and an eco-certificate is significantly more important for those with 

higher incomes and higher professional education (Table 5). 

Table 5. Correlation coefficients between different identification criteria of organic products and 

socio-demographic characteristics of consumers  

Identification criteria of organic products 

Gender Average 

monthly 

income 

Age Education 

Eco labels are indicated r -0.22* 0.15 -0.08 0.09 

p 0.01* 0.09 0.35 0.3 

Reliable and well-known manufacturer r -0.1 0.09 -0.14 0.05 

p 0.26 0.31 0.12 0.55 

Special trading place r -0.02 0.19* -0.02 0.2* 

p 0.8 0.03* 0.81 0.03* 

Sufficient and complete information on the label r -0.2* 0.03 -0.1 0.1 

p 0.03* 0.72 0.25 0.25 

Eco certificate r -0.03 0.2* -0.05 0.17 

p 0.74 0.02* 0.57 0.06 

Clear and engaging promotional/visual information r -0.23* -0.04 -0.02 0.04 

p 0.01* 0.66 0.84 0.69 

*the difference is statistically significant (p<0.05) 

Source: Authors 

Consumers must be clear the main feature that confirms the organic product standard is the certified 

logo, which marks all organic products. The certification aims to check the ingredients, processes, 

production, storage of raw materials, packaging, labeling, use of energy resources and waste 

management, and producers' certification to ensure the quality of the final product (Amberg, Magda, 

2018; Fonseca-Santos et al., 2015). 

With growing consumer demand for eco-innovative products, greener extraction techniques, a new 

green emulsifying system, new green-active ingredients are found to be potential alternatives, especially 

for cosmetic manufacturing industries (Gubitosa et al., 2019; Panda, Manickam, 2019; Semenzato et al., 

2018; González-Minero, Bravo-Díaz, 2018). The time has come for a new generation of cosmetics 

characterized by quality, safety, and efficacy. Sustainability and human safety are the most relevant 

issues for all cosmetic products (Barbulava et al., 2015). We need to transform our current culture of 

consumption by informing, raising awareness, educating, changing consumer behavior, adopting new 

eco-innovative biotechnology towards sustainability, and ecopreneurship achieve a green cosmetics 

industry for our future generation. 

Conclusion and recommendations  

The study has shown that organic cosmetics consumption varies between the consumers of different 

gender and age. However, the education and income of consumers did not affect this choice. Types of 

organic cosmetic products differ according to consumer socio-demographic characteristics such as 

gender, age, education, and income. In addition, the study results suggest that special attention should 

be paid to the choice of cosmetic products for women during pregnancy and products for skincare of 

infants and young children. 

The main reasons for choosing organic cosmetics were health benefits, natural composition, non-

polluting production, and recyclable packaging. However, unclear labeling and higher price are the main 

reasons for not choosing organic cosmetics. The identification criteria of organic cosmetics varied by 

consumer gender, income, and education, but the age didn't have any meaning. The study has found that 

consumers lack knowledge about eco-labeling of personal care cosmetic products. Further research is 

needed in this area. 

This study has some limitations. Firstly, a convenience sampling survey was conducted, all consumers 

volunteers were included in the survey, regardless of the different groups, especially vulnerable 

consumer groups (children, the elderly, and pregnant women). Further studies with different consumer 

groups and a bigger sample size would add to the generalizability of the findings. 
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Another limitation might emerge due to geographical restrictions in this research. The study was based 

on respondents of Klaipeda city, which cannot fully represent cosmetics choice and consumption in 

Lithuania as a whole. It is advisable to extend the investigations to a larger territorial unit. We suggest 

that the research should be conducted in other areas of Lithuania as well. Future research is also 

encouraged to conduct including organic cosmetic producers, and this could expand knowledge on 

environmentally responsible behavior.  
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