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RESUMO

Esta investigagdo decorre num contexto em que as preocupagdes ambientais, as pressoes
regulatérias e as mudancas nas expectativas dos consumidores estdo a transformar
profundamente o setor. As embalagens, hd muito consideradas um simples elemento funcional,
sdo agora vistas como um indicador central da responsabilidade ambiental das marcas.

Este estudo investiga os principais fatores que influenciam o comportamento dos
consumidores da Geragao Z em Franga no que diz respeito as embalagens sustentaveis de
cosméticos. Para responder a esta investigacdo, o estudo utiliza a Teoria do Comportamento
Planeado (Ajzen, 1991) e a Teoria do Valor-Crenga-Norma (Stern et al., 1999). Foi realizada
uma pesquisa quantitativa utilizando um questionario online distribuido a inquiridos franceses
da Geragao Z.

Os resultados mostram que atitudes favoraveis, alta consciéncia ambiental e influéncia
social sao fatores significativos da intengao de compra. No entanto, a percepgao estética e a
sensibilidade ao prego parecem ser fatores ambivalentes que podem atuar tanto como alavancas
quanto como barreiras. A credibilidade dos rdtulos e a narrativa desempenham um papel
importante, mas desigual, devido a um certo ceticismo em relagdo ao greenwashing. Por fim, o
estudo confirma a existéncia de uma lacuna entre intengdo e comportamento, mostrando que
intencdes positivas ndo se traduzem sistematicamente em comportamentos de compra reais
devido a restricdes financeiras, praticas ou de disponibilidade do produto. Esta pesquisa
contribui para a literatura ao aplicar modelos comportamentais ao caso especifico das

embalagens sustentaveis em cosméticos franceses.
Palavras-chave: Industria cosmética, Embalagens sustentaveis, Gera¢ao Z, Comportamento do

consumidor

JEL Classification System: M31 (Marketing), Q01 (Sustainable Development)
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ABSTRACT
This research takes place in a context where environmental concerns, regulatory pressures and
changing consumer expectations are profoundly transforming the sector. Packaging, long
perceived as functional, is now considered a central indicator of brands' environmental
responsibility.

This study investigates the main factors influencing the behaviour of Generation Z
consumers in France regarding sustainable cosmetic packaging. To answer this investigation,
the study uses the Theory of Planned Behavior (Ajzen, 1991) and the Value-Belief-Norm
Theory (Stern et al., 1999). A quantitative survey was conducted using an online questionnaire
distributed to French Generation Z respondents.

The results show that favourable attitudes, high environmental awareness and social
influence are significant drivers of purchase intention. However, aesthetic perception and price
sensitivity appear to be ambivalent factors which can act as both levers and barriers. The
credibility of labels and storytelling plays an important but uneven role due to a certain
scepticism about greenwashing. Finally, the study confirms the existence of an intention—
behaviour gap showing that positive intentions do not systematically translate into actual
purchasing behaviours due to financial, practical or product availability constraints. This
research contributes to the literature by applying behavioural models to the specific case of

sustainable packaging in French cosmetics.

Keywords: Cosmetic industry, Sustainable Packaging, Generation Z, Consumer Behaviour

JEL Classification System: M31 (Marketing), Q01 (Sustainable Development)
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1.INTRODUCTION

1.1 Contextualisation of the Subject

Global warming, environmental collapse and growing piles of plastic waste, every generation
is now facing an environmental emergency which is compelling companies and consumers to
radically rethink their buying behaviour. The cosmetics industry is frequently criticised for the
heavy use of materials in product packaging. Once perceived as purely functional and aesthetic,
packaging is now considered as an indicator of environmental responsibility from the consumer
perspective. This shift highlights how packaging can shape consumer perceptions of corporate
sustainability, at a time when transparency, sustainability, ethics and ecological commitment
are increasingly scrutinised and progressively integrated into purchasing decisions.

This shift is particularly noticeable among Generation Z, that is defined as individuals born
between 1997 and 2012. This generation, as well referred as digitally native, has grown up in
an environment shaped by unlimited access to information, the omnipresence of social media
and exponential awareness of climate issues. This conditioning has shaped very specific
expectations. Generation Z is no longer satisfied with purchasing a product purely for its
utilitarian value. They take into account the values and commitments it represents and what the
brand truly symbolises. For this generation, cosmetics are not only a means of individual
expression they are also a source of well-being, an element of identity and ethics.

It is in this context that packaging appears as a source of tension and a significant
opportunity of innovation for economic players. It represents both a practical need and a
symbolic aspect which is a key factor that brands use to communicate their positioning. It is
crucial to understand how Generation Z perceives sustainable packaging in the cosmetics sector
in order to understand and anticipate changes in consumer behaviour along with the strategic

challenges facing companies.

1.2 Relevance of the Topic and Definition
The cosmetics industry plays an important role in the global economy and in France's economy.
It represents not only a high value-added sector but also an industry under constant pressure to
innovate and that must now incorporate eco-responsible innovation. Indeed, the role of
packaging which has long been perceived as secondary, is now at the centre of debate. It
constitutes both a crucial marketing tool and a major source of environmental impact.

In the academic field, research towards Generation Z's behaviour regarding consumer

products has increased significantly in recent years. However, very few studies focus



specifically on sustainable packaging and the cosmetics sector particularly in the French
context. Studying this subject therefore allows to fill in this gap in the literature while providing
leads for research on the evolution of their consumption behaviour in the context of these
environmental challenges.

From a managerial perspective, it is crucial for brands to understand the expectations of
Generation Z. This is due to the demographic dimension and what influences their consumption
practices. It is a matter of identifying the various factors that orientate purchasing intentions
with regard to sustainable packaging. This is in fact an essential lever for adapting and adjusting
companies' various strategies, thereby increasing their competitiveness while responding to
new societal expectations.

Finally, the author's motivation for investigating “The key factors influencing Generation
Z consumer behaviour in France towards sustainable packaging in the cosmetics industry”
resulted from a dual academic and personal interest. Indeed, from an academic perspective,
consumer behaviour has been a recurring theme throughout the author's education. Particularly
throughout their studies in marketing, branding and consumer psychology. The author has been
able to develop and gain a deeper understanding of why preferences are formed and how they
change in response to societal trends. On a professional level, the decision to focus on the
cosmetics sector was driven by professional experience in the cosmetic sector. This has given
the author insights into how brands position themselves, develop and innovate in terms of
packaging to meet consumer expectations. Then, on a personal level, a growing awareness of
environmental stakes and the switch to more eco-friendly consumption habits in daily life led
the author to take an interest in this topic. This dual perspective, both internal with brand
strategy and external with consumption practices, offers a unique approach and emphasises the

relevance of this research.

1.3 Problem Statement, Research Objectives, Questions and Approach

Although Generation Z is known to be sensitive to environmental issues, available studies
provide little insight into how their attitudes translate into purchasing behaviour, particularly in
the French cosmetics sector. Some studies highlight a difference between purchase intentions
and actual purchase practices. However, the role of packaging in this process has not been
sufficiently studied. This dissertation aims to fill this gap by analysing the perception of
sustainable packaging and the factors that influence these purchasing decisions by French

Generation Z.



The main question of this dissertation is the following: RQ: What are the key factors
influencing Generation Z consumers’ behaviour in France toward sustainable packaging in the
cosmetics industry?

From this main question arise four sub-questions that aim to understand the perceptions
and behaviours of the French generation Z regarding sustainable packaging in the cosmetic
industry. The first question (RQ1) examines how the French generation Z consumers perceive
sustainable packaging in the cosmetic industry. The second question (RQ2) explores What
internal, social or external factors are influencing the purchase intentions of cosmetic products
with a sustainable packaging. Then, the third question (RQ3) focuses on which marketing levers
(price, aesthetic, labels, storytelling and brand image) influence significantly the purchase
intention. Finally the fourth question (RQ4) explores whether a gap exists between declared
purchasing intentions and actual behaviour and what are the main obstacles.

Four corresponding objectives emerge from each of these research questions. The first
objective (i) is to explore how the French generation Z consumers perceive sustainable
packaging in cosmetic (rational and emotional attitudes). The second objective (ii) is to identify
the influence of internal (attitudes and values), social (peer norms) and external (label, price
and aesthetic) factors on purchase intentions regarding sustainable cosmetic packaging
purchase intentions. Then, the third objective (iii) is to analyse which marketing levers
(aesthetics, price, brand storytelling, eco-labels) significantly influence the purchase intention
of a sustainable cosmetic packaging of the French generation Z. Finally, the fourth objective
(iv) 1s to investigate the existence of a gap between the intention to purchase sustainable
cosmetic packaging and the actual buying behaviour.

Finally, the method adopted to answer the questions and meet the objectives combines a
detailed review of the literature and a quantitative survey of French Generation Z consumers.
This approach aims to offer both theoretical contributions and managerial leads for the

cosmetics sector.

1.4 Dissertation Structure

This dissertation is structured in six sections that progress in a logical path. It opens with an
introduction that sets out the context, the author's motivations, the relevance of the subject and
the research questions as well as the objectives. The second part is dedicated to a literature
review organized around three main axes: the cosmetic industry, the role and evolution of
packaging and finally the consumer behaviour theories particularly the ones that apply to the

generation Z. Based on these analyses the third part presents a conceptual model and the



hypothesis of the research. The fourth part presents the employed research methodology and
the implementation. Continuing with the fifth part that exposes the results and the associate's
discussion that highlights the theoretical and managerial contribution of this study. Finally the
sixth part concludes by providing recommendations, highlighting the limitation of the research

and providing the possible future leads to further investigation on this topic.



2.LITTERATURE REVIEW

2.1 Introduction

The literature review aims to establish the theoretical and empirical foundations of three main
themes: the cosmetics sector, the role of packaging as well as the strategy, and the behavioural
theories, using Generation Z's relationship with each of these areas as a common thread. It is
based on academic sources such as books, scientific articles, academic journals, legal texts and
reports on the cosmetics industry.

This literature review is structured in a funnel shape, starting with the context of the sector
and moving towards the framework theories. This structure allows to identify and highlight the
factors that influence the purchasing behaviour of cosmetics products with sustainable
packaging and to connect this information to the conceptual framework model of the
dissertation.

The first part establishes the context of the cosmetic sector with an analysis of the French
and the eco-responsible cosmetics market. It concludes with a focus on Generation Z's
relationship with the cosmetics sector. The second part examines the function of packaging then
its evolution towards sustainable packaging, followed by a detailed look at innovations and
ends with Generation Z's perception of sustainable packaging. Finally, the literature review
concludes with the various behavioural theories. The Theory of Planned Behaviour, the Value
Belief Theory and the Intention Behaviour gap are the theories explored which will lay the

foundations for the theoretical model.
2.2 The Cosmetic Sector

2.2.1 Cosmetic Industry Overview
The French cosmetics industry is one of the most dynamic and emblematic sectors, both
economically and culturally. This sector is well-known for its excellence, innovation, and
product diversity. Cosmetic products are generally defined as “non-medicinal products
designed to meet human needs in terms of body care, hygiene and beauty” (Larousse, n.d.).
According to European Regulation (EC) No. 1223/2009 and Baki (p. 11. 2022), cosmetics
are defined as: “any substance or mixture intended to be placed in contact with external parts
of the human body (...) or with the teeth and mucous membranes of the oral cavity with a view
exclusively or mainly to cleaning them, perfuming them, changing their appearance, protecting

them, keeping in good condition or correcting body odours”.



This legal framework provides an understanding that cosmetic products are designed to
clean, protect, beautify or perfume the body. From a marketing perspective, cosmetic products
are classified into four main categories: skin care products (creams, serums, masks), hygiene
products (soaps, shampoos, deodorants), make-up products and perfumes.

In 2023, the global cosmetics industry reached a market value of approximately USD 500
billion with projections of reaching USD 580 billion by 2027 (McKinsey & Company, 2023).
With constant growth mostly in the Asian, American and European markets. The industry is
one of the fastest growing sectors globally, particularly influenced by consumer trends such as
digitalisation, e-commerce as well as sustainable, clean and inclusive beauty trends (Mondello
et al., 2024). Additionally, the Covid-19 pandemic accelerated consumer awareness on
environmental and ethical concerns regarding the beauty industry. Social media platforms such
as TikTok and Instagram have transformed the way products are presented to consumers. This
is particularly noticeable among younger generations, who have the opportunity to discover,
learn and evaluate products (Lee et al. 2022).

France plays a central role in the European cosmetics market. Although specific market
data may fluctuate significantly, academic studies reveal that France is one of the largest
markets in Europe and globally, particularly in terms of exports (Turcu & Brancu, 2025).
Beyond the economic weight of the French cosmetics industry, it is characterised as dynamic
and challenging. The sector is composed of small and medium-sized enterprises alongside
global leaders. All are involved in product innovation, R&D and packaging design (Mondello
et al., 2024). In addition, there has been a rise of new entrants and independent companies in
the ethnic and natural beauty segment. This reflects changes in societal and environmental

expectations as well as environmental trends (Amberg & Forgarassy, 2019).

2.2.2 Focus on the Sustainable Cosmetic Industry
The sustainable cosmetics segment refers to cosmetic products that incorporate a company's
efforts to reduce their environmental and social impact throughout the entire product life cycle.
This includes ethical sourcing, formulations, eco-friendly packaging and post-consumption
waste reduction strategies (Martins & Marto, 2023). Not only is it a marketing strategy, it is
also a holistic approach that encompasses physical appearance (a person's mental, emotional,
environmental and spiritual well-being). This cosmetic trend relies on expectation regarding
transparency, authenticity and responsibility.

Globally, the sustainable cosmetics segment is experiencing rapid growth, driven by

increasing consumer demand and stricter environmental regulations. According to



Transparency Market Research (2024), the global market value of so-called ‘green’ cosmetics
was estimated at USD 33.7 billion in 2023. These results are similar to another market estimate.
The Business Research Company (2025) estimates this market at USD 41.7 billion in 2024 and
forecasts growth of 5.3% for the following year, bringing this segment to approximately USD
43.95 billion in 2025. These data from sector reports confirm the overall momentum of the
sector and highlight a long-term trend. This momentum is also fuelled by large multinationals
such as L'Oréal and Unilever, which are investing heavily in eco-friendly product lines and by
other specialist players such as The Body Shop, Lush and Weleda (with their positioning). Their
innovations in packaging are a key differentiator and attractiveness factor in the market.

The European market is also following this global trend, driven by various European
regulations that require manufacturers to drastically reduce their use of plastics. In France, the
trend towards eco-friendly products is following the global market trend. The organic personal
care segment was valued at USD 813.8 million in 2022 and is projected to reach USD 1.57
billion by 2030 (Grand View Research, 2023). The sustainable segment is expanding faster than
conventional cosmetics trends. This trend is also corroborated by the Federation of Beauty
Companies (FEBEA), which identifies sustainability as a major strategic focus for the entire
industry by 2030 (FEBEA, 2024).

This dynamic is driven by several players who contribute to the development of products
aimed at reducing plastic use. Among the most emblematic is Aroma-Zone, the leading national
brand offering natural cosmetics, which is experiencing strong growth with its “do it yourself”
concept. The L'Occitane en Provence and Rocher groups are also pioneers in the sector, offering
natural, organic and refillable products.

These market factors and data, which focus on products as a whole, show that the global,
European and French markets for sustainable cosmetics are no longer a niche market but are
driving the transformation of this sector. Furthermore, this helps to explain the growing role of
packaging as a vehicle for sustainability, which is the result of a combination of growing

consumer demand and the European regulatory framework.

2.2.3 The role and Position of the Sector in Relation to the Generation Z

Generation Z (comprising individuals born between 1997 and 2012) now represents a strategic
lever for the cosmetics industry, both in terms of its demographic weight and its influence on
consumer expectations. It is composed of individuals who come into contact with beauty
products earlier than their elders and thus quickly develop consumer habits. According to

Euromonitor International (2025), Generation Z represents 17% of beauty and skincare



spending in Europe, with an increase of up to 20% expected by 2029. This reflects this
generation's strong interest in cosmetics.

Furthermore, Generation Z is not only starting to consume at an earlier age, it is also
influencing market norms. It is behind several social trends and phenomena that have been
popularised through communication channels such as Instagram and TikTok. Certain trends,
such as the ‘clean girl” phenomenon, have shifted the aesthetic towards minimalist beauty based
on product transparency and sustainability. This early media usage, combined with a strong
awareness of sustainability and the environment, requires brands to offer products that align
with their values. This shows that members of Generation Z place particular importance on
safety, ethics and sustainability in their choice of cosmetics. Furthermore, this generation stands
out from others in its quest for meaning, authenticity and consistency between brands' rhetoric
and their actual actions (Shim et al., 2024). Eco-consciousness strongly influences consumer
behaviour (Joshi & Rahman, 2015). This is where sustainable packaging comes in as a key
criterion, providing a tangible interface that demonstrates brands' environmental responsibility.

In conclusion, Generation Z is a driving force of the expanding market and has become a
cultural influencer that is reshaping consumption standards in the cosmetics industry.
According to Shim et al. (2024), Generation Z is one of the most sensitive to sustainability
issues in the cosmetics industry, making it a driver of change. Therefore, for players in this
sector, attracting this customer demographic represents not only considerable revenue potential

but also an opportunity to anchor their brand in new aesthetic and social references.
2.3 The Strategy and Symbolism of Packaging

2.3.1 Functions of Packaging
More than just a container, packaging is a strategic communication tool. It is an essential
element of differentiation in the competitive world of cosmetics. Packaging attracts consumers
on the Point Of Sales (POS) and has a real influence on their perception of value and purchase
intention contributing to the overall consumer experience. It goes beyond its protective role to
become a powerful marketing tool (Rundh, 2005).
Packaging has several functions such as utilitarian, informational, aesthetic and symbolic.
First, there is an utilitarian function that ensures the protection of the product from external
aggressions such as light, temperature, water or bacteria, ensuring its stability until the

consumption.



Then, the packaging plays an informational role since companies use the packaging surface
to provide mandatory information. The following elements must figure on the packaging: the
International Nomenclature Cosmetic Ingredient list (INCI) which is the list of ingredients of a
product, the method of use, the expiration dates, labels (such as “Made in France”, organic or
vegan labels) and other information related to the brand (such as its values or history).

To continue, there is an aesthetic role that makes the product attractive and captures the
consumer's attention at the point of sales. According to Silayoi & Speece (2004), packaging
highlights visual elements such as colours, shapes or designs/graphics that evoke emotions in
consumers while providing information that supports their purchasing decisions. It is the first
visual contact consumers have with the product, this is why packaging is crucial in the
marketing strategy.

Furthermore, packaging fulfils a symbolic function. It is the identity of the product and the
brand. It helps build this image and introduce consumers to the product's universe through
visual and sensory elements and also serves to build loyalty. It creates an emotional experience
and strengthens brand attachment (Srivastava et al., 2022)

Packaging is therefore a decisive factor. Up to 73% of purchasing decisions made at the
point of sale (Srivastava et al., 2022). In a context where consumers' environmental and social
expectations are changing, these traditional functions are being transformed and brands must
rethink their packaging strategy. Therefore a well thought packaging including all the above

elements can be the key to a successful cosmetic product.

2.3.2 Transition Towards Sustainable Packaging
In everyday life, plastic remains the dominant raw material for cosmetic packaging. However,
its environmental impact makes it one of the major challenges to address. More than 15 million
tons of plastic packaging waste are generated annually within the European Union (Somlai et
al., 2023), with a recycling rate of only 41% (Eurostat, 2024). France's rate is one of the lowest
in terms of recycling efficiency of plastic packaging in Europe. In addition, the recycling of
other materials is lower than most European countries with 80% recycled glass and 65% of
recycled paper and cardboard. This data demonstrate the difficulty of integrating plastic into an
effective circular economy (Morel et al., 2024). In addition to the dominance of plastic use for
packaging, the use of multi-layers and combinations materials block this circularity (Schmidt
et al., 2022).

To address this situation, regulations have been established and are playing a driving role

in a plastic-free transition. Indeed, in 2019, the European Union adopted a Directive on Single-



Use Plastics (Directive (EU) 2019/904), strengthening the circular economy. France has also
established laws in this regard that progressively impose the reduction in single use plastics and
encourage the development of reusable solutions (European Commission, 2019). These
regulations are compelling companies in the cosmetics industry to rethink their packaging
design strategies by integrating this principle of circularity.

From a methodological perspective, Life Cycle Assessment (LCA) is now an essential tool
for measuring the environmental impact of packaging. This method allows the comparison of
different options based on their weight, material composition, lifespan, and recyclability (Bher
et al., 2024). Regarding cosmetic products, research indicates that strategies that integrate
material reduction, the use of mono materials and the implementation of refillable systems have
a significant potential to significantly reduce their impacts. According to Vassallo et al., (2024),
this reduction can only occur if these new methods are widely adopted by consumers.

Furthermore, packaging is not only a technical and tactical method of sustainability, it also
constitutes a strategic communication tool. This allows companies to convey their transparency
through labels, environmental declarations, and traceability. According to Sahota (2014),
packaging has become a central means for sustainable commitment, directly shaping brand
credibility and influencing consumer trust towards the brand and product.

Thus, in this alarming context, sustainable packaging is becoming not only an
environmental necessity (imposed by various regulations) but also a strategic brand opportunity
enabling differentiation within the cosmetics industry while strengthening its legitimacy among

consumers who are increasingly sensitive to sustainability issues.

2.3.3 Innovation in the Field of Sustainable Packaging

Demand and the transition towards sustainability have led the cosmetics industry to launch a
wave of innovations in packaging. These innovations aim to reduce environmental impact while
maintaining quality and brand identity. They target all stages of the product cycle (sourcing,
packaging, materials and functions) and can be grouped into three main categories: alternative
materials, eco-designed and refillable packaging (Rocca et al., 2022).

Firstly, alternative materials are an innovation made from plants or biodegradable
materials. It proposes to replace conventional plastic with a sustainable option that is bio-based,
recycled or biodegradable materials (Peelman et al., 2013). For instance, Lush is one of the first
companies in the sector to offer this type of packaging. The brand offers biodegradable

packaging for its solid shampoos.
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Then, eco-designed, single-material and simplified packaging refers to packaging that
significantly minimises the impact of brands. Garnier, for instance, sells solid shampoos that
are 100% plastic-free, using cardboard as packaging. Another similar example is the French
brand Respire, which uses tube-shaped cardboard packaging for hygiene products such as
deodorants. These innovations reduce not only the carbon emissions during production and end
of the product's life cycle but influence as well the consumer perception. In fact, according to
Magnier & Crié¢ (2015), consumers associate the visual simplicity and material to a bigger
environmental responsibility.

Finally, the innovation increasingly used in the sector is refillable products. It allows
consumers to reuse the main packaging and pay only for the refill, while reducing the
environmental impact. Refillable perfumes and cardboard packaging are now becoming
commonplace, even in the high-end sector. In the fragrance industry is Kenzo Parfums. This
brand launched the fragrance L'Eau Pure in a glass bottle with a glass cap, making the product
fully recyclable. In addition, Kenzo has developed a highly innovative Gift With Purchase
(GWP): a recyclable paper bag containing the perfume which replaces conventional plastic
GWPs.

The success of refillable packaging in the cosmetic industry according to Zdonek &
Jawarska, (2024) depends mainly on the practicality and simplicity. As these new innovations
are more eco-friendly, they also come with challenges such as practicality, product perception

and also the logistics of refilling products.

2.3.4 Consumer Perception Regarding Sustainable Packaging
Previously stated, product packaging conveys meaning and image, allowing consumers to judge
its sustainability. Several factors can influence the perception towards a product. According to
Magnier & Schoormans (2015), visual appearance, including colours, texture and shapes, can
signal to consumers the level of sustainability. In addition to these visual appearances, labels
can reinforce credibility, clarity and consumer confidence Magnier & Crié (2025). Storytelling
is another factor that can as well reinforce influence. Therefore, visuals, labels and storytelling
should be part of the strategy so that consumers must be convinced by a coherent and practical
message (Rocca et al. (2022) .

Faced with these various factors, consumers may have either a negative or positive reaction,
which influences their purchasing decision. Indeed, it may be negative if there is confusion
about a product. According to Rocca et al. (2022) and Szabo & Webster (2021), negative

reactions may be linked to greenwashing, a lack of understanding of certain labels, and the
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perception of a lack of practicality or effectiveness. On the other hand, it can also be positive if
sustainable packaging demonstrates the brand's commitment and responsibility to consumers,
thereby increasing trust and leading to a purchase.

Regarding Generation Z, the expectations for product transparency are high and require
tangible evidence. This sensitivity is therefore significant and brands must offer attractive
designs and also leverage the influence of fathers and social media, which are essential for
convincing consumers. Consumer perceptions of packaging and sustainability within the
cosmetics industry range from a real marketing opportunity to a credibility challenge. It is

therefore a key determinant of purchase intention.
2.4 Sustainable Consumer Behavioural Theories

2.4.1 Theory of Planned Behaviour

The Theory of Planned Behaviour (TPB), developed by Icek Ajzen in 1991, is one of the most
known frameworks for explaining how an intention becomes an actual behaviour. According
to this model, a person's behaviour can be predicted by their intention which itself is influenced
by three main factors: attitude towards the behaviour, perceived social norms and perceived
behavioural control. Attitude towards behaviour refers to an individual's positive or negative
perception of a given behaviour. Then, perceived social norms correspond to social pressures
from social circles (family, friends, peers) and societal expectations. Finally, perceived
behavioural control is connected to an individual's perception of their ability to adopt the
behaviour by taking into account their resources such as financial, time or information (Ajzen,
1991).

TPB has been used in empirical studies regarding sustainable consumption. For instance,
Paul et al. (2015) and Yadav et Pathak (2017) have demonstrated that a green purchase is
predicted by attitudes, social norms and perceived control. Applied to Generation Z and the
consumption of cosmetics products with sustainable packaging, TPB provides a better
understanding of their purchasing behaviour. This is a generation that has a positive attitude
towards sustainable cosmetics since they perceive them as consistent with their ethical and
environmental values. Additionally, social norms have a strong impact on their behaviour,
particularly through social media, influencers, friends and peers. As a result, both their inner
and outer circle plays a key role in validating their choices (Rocca et al., 2022).

However, perceived behavioural control can limit the transition from intention to the actual

behaviour due to a perceived high price or reduced accessibility to sustainable products, which
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can in fact constitute major obstacles. Therefore, the TPB suggests that although Generation Z
shows a positive attitude and interest in cosmetics with sustainable packaging, their final
behaviour is strongly influenced by perceived constraints such as price or accessibility.
Based on this theories and insights, the following hypothesis are proposed:
- HI: A positive attitude towards sustainable cosmetic packaging positively influences
purchase intention.
- H2: A high level of environmental concern is positively associated with the intention to
purchase a cosmetic product with sustainable packaging.

- H3: Social influence (from peers or social networks) affects purchase intention.

2.4.2 Value Belief Norm Theory

The Value Belief Norm theory (VBN) was developed by Stern et al. (1999) and complements
the Theory of Planned Behaviour (TPB) by introducing a moral and ethical dimension to the
consumer's behaviour journey. Although the TPB focuses on rational intentions, the VBN
suggests that pro-environmental behaviours are motivated by a sense of moral obligation. An
individual's personal values can therefore influence environmental beliefs and thus have an
impact on final purchasing behaviour.

The consumer behaviour towards sustainable cosmetics results from a combination of three
factors. According to Fennis & Strobe (2020), internal factors corresponding to individual
values and pro-sustainability attitudes can influence this behaviour. Then, Rocca et al (2022)
suggest that factors can also be external: use of labels, transparent brand storytelling and price
range. An additional factor called social factors is taken into account. This includes different
cultural norms, the peer pressure and the influence of external social circles via social media.

The VBN applied to Generation Z is particularly interesting. As previously mentioned, this
generation has grown up with climate issues resulting in being highly sensitive to environmental
challenges and developing a sense of anxiety (known as eco-anxiety). This context amplifies
their values and feelings of moral responsibility as well as developing high expectations
regarding the clarity of labels and corporate transparency (Rocca et al., 2022). This is the result
of confusion in the market about ‘green’ cosmetics, which are not sufficiently communicated
and defined to be well perceived.

Therefore, VBN suggests that ethical values and environmental awareness are strong
among Generation Z, which should encourage them to adopt sustainable purchasing behaviours.
These behaviours would then depend on internal factors (values and beliefs), external factors

(labels and brand image) and social factors (peers, cultural norms).
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Drawing on the VBN theory framework and its application to the generation Z, the
following two hypothesis can be formulated:
- H4: A favourable aesthetic perception of sustainable cosmetic packaging increases
purchase intention.
- HS5: High price sensitivity has a negative impact on the purchase intention of a cosmetic

product with sustainable packaging.

2.4.3 Intention Behaviour Gap

After establishing that behaviour can be predicted by an intention (TPB) and that there is as
well a moral and ethical dimension to the decision-making process (VBN), research highlights
the existence of a gap between the stated intentions and the final behaviour of consumers.
Several barriers may explain this gap: price, product accessibility, perceived product
effectiveness, trust and credibility (that an individual has for a brand) and habits.

Firstly, price is a major barrier since sustainable products are often perceived as more
expensive (Vermeir & Verbeke, 2006). Accessibility is also a determining factor in the
decision-making process. Indeed, availability may be limited for certain sustainable products,
as they remain less common than traditional products. Furthermore, the perceived effectiveness
and quality of sustainable products is also lower than that of traditional products (Carrington et
al., 2010). In addition, the issues of trust and credibility play an important role. There is a strong
fear of greenwashing and confusion due to the proliferation of labels, which can undermine a
brand's credibility (Joshi & Rahman, 2015). Finally, according to White et al. (2019), consumer
habits are a powerful barrier for consumers. Consumers stick to their habits and develop a strong
attachment to established brands, which reinforces their resistance to change.

When applied to the Generation Z, the intention behaviour gap highlights a disparity. This
generation has a strong intention to buy cosmetics with sustainable packaging due to their high
ecological awareness and eco-anxiety. However, the ability to take action is slowed. The main
obstacles identified are price, accessibility and a lack of clarity regarding green cosmetics. The
green gap suggests that although Generation Z has high intentions regarding sustainable
cosmetics purchases, their final behaviour depends heavily on the reduction of these barriers.

From this concept on the intention gap behaviour two hypothesis can be formulated:

- H6: Trust in brand transparency and eco-labels positively influences the intention to

purchase a cosmetic product with sustainable packaging.

- H7: Strong purchase intention and actual behaviour may be hindered by internal or

external factors.
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3.CONCEPTUAL MODEL

3.1 Context

The conceptual model developed in this dissertation combines three theories: the Theory of

Planned Behaviour (Ajzen, 1991), the Value Belief Norm Theory (Stern et al., 1999) and the

Concept of Intention-Behaviour Gap (Carrington et al. 2010).

These models provide an approach that offers a comprehensive framework for

understanding how attitudes, values, social influences and contextual constraints may shape

Generation Z's purchasing behaviour regarding cosmetics with sustainable packaging.

3.2 Research Hypotheses

In order to present the conceptual model developed, a summary of the hypothesis with their

corresponding factors and literature is presented below:

Table 3.1: Summary of Factors and Associated Hypothesis

Factor Description Hypothesis

Attitude Individual positive or H1: A positive attitude towards
negative evaluation of | sustainable cosmetic packaging positively
sustainable packaging | influences purchase intention.

(Ajzen, 1991).
Environmental Values and beliefs that H2: A high level of environmental
concern are linked to sustainability | concern is positively associated with the
and moral responsibility [ intention to purchase a cosmetic product
(Stern et al., 1999) with sustainable packaging.
Social The impact of peers, H3: Social influence (from peers or
influence influencers and social | social networks) affects purchase
media (Ajzen, 1991). intention.

Aesthetic The visual appeal and H4: A favourable aesthetic perception
design of sustainable | of sustainable cosmetic packaging
packaging (Silayoi & | increases purchase intention.

Speece, 2004).
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Price Perception of H5: High price sensitivity has a
sensitivity sustainable cosmetics | negative impact on the purchase intention
appears to be more [of a cosmetic product with sustainable

expensive (Vermeir & | packaging.

Verbeke, 2006).
Trust and Brand  transparency H6: Trust in brand transparency and
Labels and credibility perceived | eco-labels positively influences the
regarding eco-labels | intention to purchase a cosmetic product

(Sahota, 2014; Rocca et | with sustainable packaging.

al., 2022).
Intention Internal and external H7: Strong purchase intention and
behavior Gap barriers (accessibility, | actual behaviour may be hindered by

price, habits) limit the final | internal or external factors.
purchase action

(Carrington et al., 2010).

Source: Own Elaboration

3.3 Conceptual Model
The conceptual model is presented by the following figure based on the seven hypotheses,
the factors associated with each of them and the literature review provided in the previous

chapter.

Attitude

H1

Environmental Concern

H2 .
Intention behavior Gap
Social influence H7

H3

H4

Price sensitivity
H5

Trust and Labels
H6

Figure 3.1: Conceptual Model - Factors Influencing Generation Z Behaviour Towards

Sustainable Cosmetic Packaging

Source: Own Elaboration
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The model is structured around two main stages: the antecedents of intention and the
transition from intention to behaviour.

The first group on the left of the model is the list of all the independent variables
representing the factors hypothesised to influence the purchase intention. These include:
attitudes toward sustainable packaging, environmental concerns, social influence, perceptions
of aesthetics, price sensitivity and the credibility and trustworthiness regarding labels and
storytelling.

At the centre of the model, these factors converge towards the purchase intention. This
constitutes the immediate predictor of behaviour according to the TPB. For this model, the
intention is conceptualised as the consumer's willingness to purchase a cosmetic product with
a sustainable packaging.

On the right side of the model, the intention is linked to the actual behaviour. However, the
intention behaviour gap concept is incorporated into the model to account for possible barriers
identified in the literature review chapter. This gap reflects the divergence between the positive
intention and the actual purchase.

By incorporating these dimensions into the model, it is possible to identify the main factors
that precede the purchase intention among the French Generation Z consumers regarding
sustainable packaging in cosmetics. In addition, it will allow recognition of the barriers that can
prevent the transition from intention to the actual behaviour of the consumer regarding the

purchase of a cosmetic product with sustainable packaging.
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4. RESEARCH METHOD AND IMPLEMENTATION

4.1 Research Context and Purpose

The main objective of this study is to identify the factors that influence the purchasing
behaviour of French Generation Z regarding sustainable packaging in the cosmetics sector. To
achieve this objective, different hypotheses were constructed based on three theoretical
frameworks presented in the literature review chapter: TPB, VBN and Intention Behaviour
Gap). They will be tested via a quantitative questionnaire with 100 respondents (N=100) and
two open questions to complete the analysis.

To structure and guide this chapter, four objectives of this research are as follows:

- (1) Explore how the French generation z consumers perceive sustainable packaging in
cosmetic ( rational and emotional attitudes).

- (ii) Identify the influence of internal (attitudes and values), social (peer norms) and
external (label, price and aesthetic) factors on purchase intentions regarding sustainable
cosmetic packaging purchase intentions.

- (ii1) Analyse which marketing levers (aesthetics, price, brand storytelling, eco-labels)
significantly influence the purchase intention of a sustainable cosmetic packaging of the
French generation Z.

- (iv) Investigate the existence of a gap between the intention to purchase sustainable

cosmetic packaging and the actual buying behaviour.

4.2 Research Strategy and Method

To conduct this research, the author adopted a quantitative approach based on a self-
administered questionnaire designed using the Qualtrics platform. This digital tool is widely
used in academic settings and allows the author to design, collect, and store the participants'
response data in a secure way.

The link to the online questionnaire was distributed primarily through social media
(LinkedIn, WhatsApp, Facebook, and Instagram) and among various French groups and student
groups. This choice of channels is explained by the profile of the target population of this study,
which is the Generation Z (individuals born between 1997 and 2012), who are digital natives
using these platforms daily.

Regarding the structure of this chapter, the author first presents the sample profile and
consumption habits, then the results related to TPB: attitude (H1) and environmental awareness

(H2), social influence (H3). Then, the author analyses three external levers: aesthetics (H4),
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price (H5), trust/labels and storytelling (H6). Then the author test the Intention—Behaviour Gap

(H7) before summarising the qualitative findings (Q13—Q14) and proposing a conclusion.

4.3 Data Collection

The quantitative questionnaire, supplemented by two qualitative questions, was put online for
a period of two weeks during the year 2025. Before distributing the questionnaire, it was tested
by fifteen participants in order to identify possible comprehension problems and improve its
fluency.

In total, 100 respondents that have completed the questionnaire correspond to the inclusion
criteria. The collection of the data via Qualtrics presents numerous advantages. It allows to
maintain a certain distance between the researcher and the participants, thus minimizing some
risks of data distortion. It also offers integrated statistical analysis and visualization functions
(reports, graphs and Excel files).

The inclusion criteria applied are to belong to Generation Z, being French, and consuming
cosmetic products. Individuals who did not meet these conditions were excluded from the
sample. The sampling method combines convenience sampling and snowball sampling. The
first one relies on the author's personal and professional network, while the second one involves
inviting the first respondent to distribute the questionnaire to their own contacts. This

combination allows for a gradual increase in the number of participants.

4.4 Questionnaire Design and Measures

The questionnaire administered in French is structured into six sections to cover all research
hypotheses. The questionnaire also includes a visible progress bar to maintain respondents’
attention and motivation.

The first section presents the objectives of this research and provides an explanation of the
academic use of the data. It also indicates anonymity and the time required to complete the
questionnaire (Appendix A).

The second section provides two detailed definitions. Indeed, it seemed essential to explain
the terms packaging and sustainable packaging in order to ensure a consistent understanding by
all respondents (Appendix B).

The third section ensures the collection of data related to consumer habits and consists of
three questions (Appendix C). These relate to purchasing frequency, products used, and the

budget allocated to cosmetic products.
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The main section is the fourth section. It is constructed from factors emerging from the
literature review, which are: attitude (Appendix D), environmental concerns (Appendix E),
social norms (Appendix F), aesthetics (Appendix G), price sensitivity (Appendix H), labels and
trust (Appendix I), purchase intention, and actual behaviour (Appendix J). Respondents
evaluate their agreements with propositions using a five-point Likert scale (from strongly
disagree to strongly agree). In addition, a ranking system is used on page 9 to further identify a
factor essential in the purchasing decision.

The fifth section consists of two open qualitative questions to precisely collect the obstacles
and expectations regarding sustainable packaging (Appendix K).

The sixth section consists of five demographic questions: gender, education level,
employment status and monthly income (Appendix L).

The last section is an appreciation message to signal the end of the questionnaire and to

ensure that the data is sent to the platform (Appendix M).

4.5 Hypothesis Testing and Analysis

Various data analysis strategies were employed and processed using software such as Qualtrics
and Excel, allowing results reports and pivot tables to be generated. The first step was a
descriptive analysis that summarized demographic data (gender, age, education level,
employment status, and monthly income) as well as purchasing habits (frequency, monthly
budget).

The core of the analysis focused on the research hypotheses (H1 to H7). These were tested
using Likert scales whose internal consistency was assessed using reliability analysis
(Cronbach's Alpha) as well as exploratory factor analysis.

Finally, specific items Q13 and Q14 were analysed in relation to Hypothesis H7, which
addresses the existence of an intention—behaviour gap. These questions enabled a comparison
between declared purchase intentions and actual reported behaviours, providing insights into

the barriers that may hinder the translation of intentions into effective consumer actions.

4.6 Conclusion and Limitation

Several limitations must be taken into account. For example, the sample size is limited, as we
selected participants without any input from them. The approach may also be limited, as it is
predominantly quantitative. There is also a risk of social desirability bias when discussing the

method used.
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The questionnaire developed for this research was pre-tested with a small group of
participants to ensure comprehension of the questions and ease of navigation. The internal
reliability of the scales was verified using Cronbach's alpha. Content validity was ensured by
adapting factors from recognized academic studies. These various steps strengthen the
reliability of the study.

However, certain methodological limitations must be taken into account. First, the sample
size, while sufficient for an exploratory Master's-level study, remains limited and does not
guarantee full representativeness of French Generation Z. Furthermore, the use of a non-
probability sampling method (convenience and snowball sampling) may introduce selection
bias. Finally, as with any self-administered questionnaire survey, there is a risk of social
desirability bias, as some participants may over-report their long-term intentions relative to their
actual behaviours.

These limitations do not compromise the relevance of the results obtained. In fact, they
must be kept in mind when interpreting them. They also open up perspectives for future research
which could rely on larger and more diverse samples (or on mixed methods combining

qualitative and quantitative approaches).
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5. RESULT AND DISCUSSION

5.1 Introduction and Context

This chapter presents and discusses the empirical results of the research focusing on the
perception and factors influencing Generation Z's intention to purchase cosmetics with
sustainable packaging in France. The theoretical framework relies on three theories: Theory of
Planned Behaviour (Ajzen, 1991), Value Belief Norm Theory (Stern et al., 1999) and the
concept of the intention-behaviour gap (Carrington et al., 2010). These three perspectives
guided the formulation of hypotheses H1-H7 tested in this chapter.

In order to organise this analysis, four research questions structure the presentation of the
results:

- (RQ1) how the French generation Z consumers perceive sustainable packaging in the

cosmetic industry?

- (RQ2) What internal, social or external factors are influencing the purchase intentions

of cosmetic products with a sustainable packaging?

- (RQ3) Which marketing levers (price, aesthetic, labels, storytelling or brand image)

influence significantly the purchase intention?

- (RQ4) Does a gap exist between declared purchasing intentions and actual behaviour

and what are the main obstacles?

The data comes from an online Qualtrics questionnaire distributed to French Generation Z
respondents. The sample consists of 100 respondents (N=100). The questionnaire is organised
using a 5 point Likert scale (attitude, social influence, environmental awareness, aesthetics,
price, trust/labels), two open-ended questions (perceived drivers and barriers) and demographic
and habit variables (purchase frequency, budget and consumption categories). The
administration and sampling strategy are convenience and snowball.

The analysis follows a progression from the sample profile to the testing of hypotheses H1
to H7. The analysis begins with an examination of demographic data and consumption habits.
It then continues with the various factors: attitude (H1), environmental awareness (H2), social
influence (H3), external levers such as aesthetics (H4), price (H5) and trust/labels (H6), and the
behavioural gap (H7). Finally, the analysis concludes with a qualitative analysis of questions

Q13 and Q14 to identify levers and barriers.

23



5.2 Demographic and Consumption Habits Data

The sample for this research is composed of one hundred respondents, all belonging to French
Generation Z and consumers of cosmetic products. Figure 5.1 shows that the sample is
predominantly female, at 67% against 32% male and 1% non-binary. This predominance of
women corresponds to an expected structure within the cosmetics sector, which is traditionally
more popular among women. However, the significant presence of men in this sample attests

to a broadening of the market to a male audience, revealing an evolution in the cosmetics sector.

DO, Which gender do you identify with?

1%

— 3%

l:i?"“.”‘-'cuJ

B Nonnimary @ Man B Woman

Figure 5.1: Gender Distribution of the 100 Respondents

Source: Own Elaboration

Regarding the age of the respondents, the Figure 5.2 shows that the majority belongs to the
24-26 age group (58%) and the 21-23 age group (39%), while only 3% are in the 18-20 age
group. This age distribution may be linked to the sampling method, as the questionnaire was
distributed via student networks, but it nonetheless corresponds to a population of young adults
at the start of their careers or in higher education, who are therefore fully integrated into the

logic of cosmetics consumption.
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DQ2. Which age group do you belong to?
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Figure 5.2: Age Distribution of the 100 respondents

Source: Own Elaboration

Furthermore, the respondents' level of education confirms this type of profile. Indeed, 86%
of respondents have a Master's degree, 8% have a Bachelor's degree and 6% declare themselves
as having another qualification. The level of qualification is consistent with the distribution
channels used (university group, group of young working people in France) and therefore
reflects a relatively educated population that is likely to be more sensitive to sustainability
issues (Fennis & Stoebe, 2020).

Finally, in terms of socio-economic status, 38% of participants are students, 23% are
managers/intermediate professionals, followed by manual workers at 20%, 10% of participants
are seeking employment and finally 6% are civil servants. The incomes declared by respondents
correspond to their declared professional status. The majority of the sample has a modest
income with 32% reporting earnings of less than 500€ per month, 9% between €500 and €1000,
35% between €1,001 and €2000, and finally 24% exceeding €2000. These data suggest that
purchasing intentions can be interpreted as being influenced by significant budgetary
constraints, which are identified in the literature as a major barrier to sustainable purchasing
(Vermeir & Verbeke, 2006).

In terms of consumption habits, 60% declare that they purchase cosmetic products every
month, 28% a few times a year, 7% every week, and 5% rarely or never. This frequency of
purchase reflects regular consumption that is integrated into daily life, confirming that
Generation Z has entered the world of beauty at an early age (Lee et al. 2022). Furthermore, the
monthly budget allocated to cosmetics is generally moderate. Indeed, 41% of respondents
estimate that they spend between €21 and €50, 30% spend less than €20, and 2% spend more
than €100 per month. These figures confirm a reality of consumption that is constrained by the
price criterion, which remains an important and decisive factor in the choice.

Finally, in order to better understand the type of product most used by Generation Z in
terms of cosmetics, participants were asked a question with a ranking system. Hygiene products

came out on top, followed by skincare, then makeup, and finally perfumes. This hierarchy
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observed in the data reinforces the idea that functional consumption is complemented by
products linked to identity expression, such as makeup and perfume, in line with the analyses
of Shim et al. (2024) on the evolution of beauty practices among younger generations.

In conclusion, these demographic and purchasing behaviour data provide a better
understanding of this sample of Generation Z, which is predominantly female and has limited
financial resources. Their cosmetics consumption is regular but constrained by budget, with a
preference for hygiene and skincare products. This information and these socio-demographic,
economic and behavioural characteristics provide an essential framework for interpreting the
results relating to the hypotheses on the various theoretical frameworks mentioned in the

literature review (attitude as an influencing factor and the act of purchasing).
5.3 Attitude, Environmental Awareness and Social Influence as Factors of TPB

5.3.1 Attitude Towards Cosmetic Products

Three items were exposed to the respondent about the idea of usage of a cosmetic product with
sustainable packaging, the perceived use of a sustainable cosmetic packaging and the
importance regarding the usage of it (Appendix D). The results from Figure 5.3 indicate that
the sample expresses a highly favourable attitude towards sustainable packaging. On a five-
point Likert scale, the mean of the three items measuring this dimension reaches 4.37/5,
reflecting an almost unanimous agreement. More specifically, 92% of respondents declared that
they appreciate the idea of using cosmetics with sustainable packaging, while only 2% oppose
it. The items proposed related to the appreciation of the idea of using sustainable packaging,
the perception of the value of sustainable packaging in the cosmetics industry, and the

importance attached to its use.
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Figure 5.3: Attitudes Towards Sustainable Cosmetic Packaging (100 respondents)

Source: Own Elaboration
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In terms of attitude, it appears that women are slightly more enthusiastic than men with an
average of 4.42 for women versus 4.28 for men (Appendix N) , confirming a trend often noted
in the literature review as a more pronounced environmental awareness in female consumption
(Joshi & Rahman, 2015). These results corroborate hypothesis H1, which states that a
favourable attitude towards sustainable cosmetic packaging would positively influence

consumption intentions.

5.3.2 Environmental Awareness

Environmental sensitivity emerges as another key factor influencing consumer behaviour.
In this questionnaire, three items were used in order to measure this dimension: sensitivity to
current issues, awareness of environmental impact in everyday life and belief that individual
consumer choices can help protect the environment (Appendix E). The average scores are all
above 4 out of 5, more than 90% of respondents recognise their individual responsibility for
ecological transition.

Cross-tabulations provide an interesting nuance (Appendix O). Respondents with a
monthly income above €2,000 reported a slightly higher average (M = 4.22) than those with
incomes between 0-1000€ (average of M = 4.19). This difference suggests that a stronger
economic situation may reinforce one's ability to engage in responsible consumption (this may
be due to reduced budgetary constraints). However, environmental concerns remain transversal
and shared by all participants thereby confirming hypothesis H2.

These results therefore correspond to the Value-Belief Norm theory (Stern et al., 1999),
which explains that ecological values and environmental beliefs can foster a sense of moral
responsibility that directly influences consumer behaviour. This also ties in with the
observations of Roca et al. (2022), who explain that eco-anxiety experienced by young people
corresponds to a strong sensitivity to climate issues.

These analyses confirm that French Generation Z adopts very positive and favourable
attitudes towards sustainable cosmetics packaging and demonstrates a strong environmental
awareness. These two dimensions constitute powerful drivers of purchase intention, as
predicted by the behavioural models seen in the literature review chapter. Nevertheless, cross-
tabulations suggest that the expression of these sensitivities may be modulated by gender and
income, revealing that while a positive attitude may be almost universal, its translation into

practice may depend on certain socio-economic constraints.
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5.3.3 Social Influence

As previously established in the literature review, the theory of planned behaviour with
subjective norms (pressure and expectations from family, friends and social circle) are
determinants of intention. Three sentences were used to measure this dimension: one relating
to encouragement from friends and family to buy sustainable products, another relating to
recommendations from friends and acquaintances and finally a sentence on the influence of
social networks on the choice of cosmetic products (Appendix F).

The results demonstrate an existing social influence, but one that varies depending on its
source. Indeed, the statement ‘My friends and family encourage me to buy sustainable products’
has an average score of 3.22/5, reflecting moderate family influence. On the other hand, the
statement ‘I am more inclined to buy a sustainable cosmetic product if my friends or
acquaintances recommend it’ scores 4.16/5, and ‘Social media influences my choice of
cosmetic products’ scores 3.95/5 (Appendix P). This means that recommendations from peers
such as friends and acquaintances dominate over recommendations via social media.
Recommendations from close friends and family in the strict sense therefore remain more
variable.

There is a concentration towards ‘somewhat agree’ and ‘strongly agree’ regarding the
influence of friends and social networks. This is more than just encouragement from loved ones.
This confirms that Generation Z forms purchasing intentions in relation to their peer community
(through recommendations from friends, acquaintances and social content).

These results confirm hypothesis 3, which assumes that subjective norms originating from
close circles (friends and acquaintances) and external circles (social networks, influencers)
affect purchase intention. This pattern is therefore consistent with the role of reference circles

and social media described in the literature review.

5.4 Value Belief Norm Theory

This section analyses three factors that can influence the transition from intention to purchase:
aesthetics (the desirability of the packaging), price (the affordability of a cosmetic product) and
labels and storytelling (perceived credibility). These three levers reflect how Generation Z

perceives the value of a cosmetic product with sustainable packaging.

5.4.1 Aesthetic
Visual appeal plays a decisive role in the initial evaluation of a product in the beauty and

skincare categories (Silayoi & Speece, 2004). Young consumers are exposed to the aesthetic
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code of social media, which strongly influences appearance. A literature review on sustainable
design shows that less than 15 signs of poorly coded sustainability can penalise the
attractiveness of a sustainable product (Magnier & Schoormans, 2015).

The results of the study confirm the decisive role of aesthetics in converting consumers to
purchase. Three statements were used for this hypothesis, with the following averages: 4.03/5
for ‘the appearance of a cosmetic product's packaging influences my desire to buy it’, 3.29/5
for ‘sustainable cosmetic products are often less aesthetically pleasing’ and 4.16/5 for ‘I prefer
to buy a product whose packaging is both aesthetically pleasing and eco-friendly’ (Appendix
Q).

These average results reflect a high sensitivity to product appearance and a clear preference
for a combination of aesthetics and sustainability. The average score of 3.29 on the negative
item suggests that a large proportion of respondents still perceive the aesthetics of sustainable
packaging as negative. This confirms that aesthetics can be a driving force and can also become
a hindrance when a cosmetic product is considered sustainable and judged to be less attractive
(Magnier & Schoormans, 2015).

These elements confirm hypothesis H4. Aesthetics is a trigger for intention but can hinder
conversion to purchase if it is perceived as less appealing to the consumer. In line with Ajzen
(1991), a favourable attitude triggered by the combination of aesthetics and sustainability can
support sustainable purchasing intentions among Generation Z. In this case, sustainable

packaging is perceived as less appealing than the conventional alternative.

5.4.2 Price Sensitivity

The demographic data in section 5.2 represent budget constraints. According to Vermeir &
Verbeke (2006), the green gap in watches means that price sometimes acts as a major barrier to
purchase intention and action.

To better understand the influence of price on purchase intention, three items were tested
with the following averages: ‘Price is a determining factor in my choice of cosmetics, even if
the packaging is sustainable’ with 4.29/5, ‘I am willing to pay a little more for cosmetics with
sustainable packaging’ with 2.78/5, and ‘I think that sustainable cosmetic products are often
more expensive than others’ with 3.76/5 (Appendix R). These figures reveal a real disconnect
between the importance of price, which is considered high in this case, and the low acceptance
of additional costs. This shows that most respondents are unwilling to pay extra for sustainable

packaging compared to conventional packaging.
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This confirms hypothesis HS: price acts more as a deterrent than as a lever. Here, in the
case of Generation Z, if the target audience is students or young professionals, even a relatively
modest additional cost can discourage purchase if there is no tangible benefit (e.g. a refill that
is actually cheaper to use, greater convenience, etc.) to offset the constraint. This can fuel and
confirm the green gap highlighted by Vermeir & Verbeke (2006), where the intention to

consume more sustainably comes up against perceptions of alternatives.

5.4.3 Trust Perceived in Labels and Storytelling

In a context where greenwashing exists and is perceived by consumers, the informational
credibility provided by certification labels and storytelling becomes a risk reducer (Szabo &
Webster, 2021). Hypothesis H6 proposes that trust in labels and clear communication
strengthens purchase intention.

Three items are then proposed to the questionnaire respondent, relating to trust in eco-labels
on packaging, whether attractive packaging and certificates have a positive influence on
purchase intention, and finally another item on trust, which can increase when the brand clearly
communicates its commitments (Appendix I).

The trust rating for labels is 3.78/5, which is an intermediate level. The trust rating for
purchase intention because a cosmetic product has labels or certifications is 3.61/5. Finally, the
trust rating for clear communication is 3.62/5. The qualitative Verbatim questions reveal some
doubts about effectiveness (particularly regarding deodorants and solid shampoos) and
therefore suspicion of greenwashing, which reinforces the demand for proof and transparency.

Hypothesis H6 is therefore partially confirmed, as labels and discourse on environmental
responsibility can increase consumer intention. However, evidence must be provided to

consumers in order to build credibility and trust (Sahota, 2014).

5.5 Intention Behaviour Gap
Hypothesis 7 extends the theoretical framework of TPB (Ajzen, 1991) by postulating that even
in the presence of a positive attitude and a high intention, certain constraints and informational
uncertainties prevent the conversion of intention into purchase behaviour. (Carrington et al.,
2010). To test this hypothesis, two sets of items with a 5-point Likert scale were used. One set
focused on purchase intention and the second on actual behaviour (Appendix J).

The first block consisted of three items relating to intentions. The first item concerned the
intention to purchase cosmetics with sustainable packaging. The results show that there is a

favourable disposition to purchase this type of product (average equal to M=3.55/5). The second
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item, concerning ‘strong intentions that are prevented by other factors related to the purchase
decision’, shows that even if the intention is strong, there are declared barriers (M=3.44/5).
Finally, a last item on ‘various obstacles such as price, practicality and availability of
sustainable cosmetics’ shows that there is a strong signal and that this can be an obstacle to
making a purchase (M=4/5).

The second block also consisted of three items relating to actual purchasing behaviour for
cosmetics with sustainable packaging. Firstly, the item ‘I already regularly buy cosmetics with
sustainable packaging’ shows that there is an average or even below-average level of regular
purchasing intention (the average being M= 3.01/5). The item relating to ‘I sometimes avoid
these products because of their price or appearance’ shows that although the intention to
purchase is high, the actual purchase is attributed to a perceived cost or visual appeal that is
considered inferior (M=3.67/5). Finally, the item relating to ‘I would like to buy them more
often, but it is not always easy’ shows that there is a kind of friction in the purchase (M=3.84/5).

There is therefore a gap between intention (3.66) and regular purchase (3.50) of 0.16. This
is consistent with the theories of the Gap book proposed in the literature review. These two
blocks of items therefore reflect that there is a gap and that there is a real difficulty in
overcoming perceived costs and maintaining the value of use with factors such as practicality,
aesthetics and price. This ties in with the idea that a tangible benefit such as simpler use or
proven performance and evidence of the real impact of a sustainable product compared to a
conventional product is required to justify the effort of purchasing a product that claims to be
sustainable (Vermeir & Verbeke, 2006).

Hypothesis 7 is therefore confirmed, there is indeed a significant gap between stated
intentions and actual behaviour with regard to the purchase of cosmetics with sustainable

packaging.

5.6 Qualitative Data Analysis
Two open-ended questions (Q13 and Q14) were asked at the end to supplement the quantitative
analysis and to provide further insight into certain factors that encourage or discourage the
purchase of cosmetics with sustainable packaging. The responses were analysed and visualised
using word clouds (Appendix S & T) through thematic coding and ordered from most
mentioned to least mentioned.

The first table below shows the main drivers mentioned for purchasing cosmetics with

sustainable packaging (Q13).

31



Table 5.1: Classification of Levers Regarding Purchasing Cosmetics with Sustainable

Packaging (Q13)
Theme Verbatim Implications for brands
Practicality and “More convenient and Offer more intuitive,
ease of use portable product”, “Better | practical, and durable formats.

format”, “Easier to use refills”

Work on the ergonomics of

refills.

Availability and

“Availability in pharmacies”,

Better distribute product

quality”, Must be as effective as a

regular product”

assortment “More choice”, “wider range”, | inventory.
“Easier access” Expand product ranges
(with different shades, different
sizes, adapting to different
needs).
Performance/Eff “(...) eco-responsible and It is necessary to guarantee
icacité / Qualité which works(...)”, “Better | effectiveness at the same level

as so-called “classic” products.

reduction”

Transparency “Clear communication”, Provide access to
“communicating about what is | information and make
sustainable” information verifiable

(regarding  labels,  simple
information).

Aesthetic “Visually beautiful”, Working on designs to
“Aesthetically pleasing (doesn’t | combine beauty codes and
look too cheap/cardboard)” sustainable materials.

Prices and “Promotions”, “Cheaper”, Review pricing policies and

Promotions “More reasonable price”, “Price | make products more accessible.

Offer targeted promotions

to lower the barrier to entry.
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Awareness “More Provide simple education
raising communication/information about | and explain the impact of the
products”, Raising awareness of | product compared to a
the issues” traditional product and why to

adopt it.
Reference brands “If  big brands (...) Signaling effect of iconic

Chanel/Dior”, “(...)Chanel or

Guerlain”

and flagship brands in the sector
to increase credibility and

normalize purchasing.

Source: Own Elaboration

This classification of the themes identified in this qualitative question allows us to

understand that the most frequent themes are practicality, availability, performance,

transparency, aesthetics, price, awareness and reference brands.

The first table below presents the main obstacles mentioned for the purchase of cosmetic

products with sustainable packaging (Q14).

Table 5.2: Classification of the Main Obstacles Regarding Purchasing Cosmetics with

Sustainable Packaging (Q14)
Theme Verbatim Implications for brands
Practicality, “Less practical to use”, “Difficult Rethink product
Refills and | to recharge”, “Not practical”, “Gets | ergonomics and use more
Ergonomics damaged” resistant materials.
Efficiency and “Not efficient enough”, “Works Prioritize ~ performance
performance less well” and provide proof of
effectiveness to consumers
Texture, “Poor quality”, “Textures and Work on the sensory
Sensoriality and | smells that are not good”, “I did not | aspects of products through
Quality like the consistency”, “(...) texture, | textures, fragrances and
effectiveness or scent were not | product stability.
satisfactory”.
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Aesthetics

“Less aesthetic”, “cheap”,
“cardboard”, “less pretty than the

others”

Find a solution to counter
the so-called “cheap” look by
focusing on finishes and

aesthetic codes.

Availability “Difficult to find”, “you don’t see Better distribute products
and Access them everywhere”, not available | and find ways to promote
enough” points of sale to make

products more visible.
Distrust  and “Labels not clear”, “I have Credibility = must  be
Greenwashing doubts”, “evidence strengthened and recognized
labels used where possible to

reduce this mistrust.

Price “expensive”, “a little expensive” The price must be

justified or compensated by

offering less expensive refills.

Source: Own Elaboration

This classification of the themes identified in this qualitative question allows us to
understand that the most frequent themes are practicality, efficiency, texture, aesthetics;
availability, distrust of greenwashing and price.

The themes emerging from these two qualitative questions confirm that a positive attitude
is not enough to convert intention. Indeed, certain perceived constraints (such as price and
practicality) and informational norms (such as consumer trust in a brand and labels) remain
unfavourable (Ajzen, 1991). Furthermore, the role of aesthetics, which has already been
highlighted (Silayoi & Speece, 2004), appears to be central to reducing perceived effort and
supporting use value. Finally, respondents' insistence on tangible evidence may echo the
recommendations of White et al. (2019) to reduce the behavioural gap by concrete facilitators
(adjusting prices, improving and communicating performance, and transmitting credible

signals).
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6 CONCLUSION AND RECOMMENDATION

6.1 Main Findings and Contributions

The aim of this thesis was to analyse the factors influencing the behaviour of Generation Z
consumers in France with regard to sustainable packaging in the cosmetics industry. Using the
Theory of Planned Behaviour (Ajzen, 1991), Value-Belief-Norm Theories (Stern et al., 1999)
and the Concept of the Intention-Behaviour Gap (Carrington et al. 2010), seven hypotheses
were formulated and tested through a quantitative survey. The results contribute to both the
literature review and practical application.

Firstly, the results show that attitude and environmental awareness are the major
determinants of purchase intention. Respondents express a largely positive attitude towards
sustainable packaging (averages of 4.37 out of 5 on items measured in this dimension), and
more than 90% of respondents recognise individual responsibility in the ecological transition.
These results therefore confirm hypotheses H1 and H2 and highlight Generation Z's strong
alignment with environmental values.

Secondly, social influence also appears to be a relevant factor in accordance with the TPB
model. Perceived norms and peer influence play a crucial role in the intention to purchase a
cosmetic product with sustainable packaging. This confirms hypothesis H3 and highlights the
role of community dynamics and social networks in this generation.

Thirdly, the results show that aesthetics and price act as ambivalent levers. The aesthetic
appeal of sustainable packaging is recognised, but certain limitations related to design and cost
are identified as potential barriers. Price in particular is an obstacle for respondents with lower
incomes, confirming the importance of affordability in democratising the adoption of products
with sustainable packaging (H4 and HS).

Fourthly, labels and storytelling generally reinforce trust and purchase intent, but their
credibility remains uneven. There is scepticism about greenwashing, which partially confirms
H6 and ties in with academic debates on the importance of label reliability (Joshi & Rahman,
2015).

Finally, the study confirms the existence of an international gap identified by Vermeir and
Verbeke (2006). Positive intentions do not always translate into actual purchasing behaviour
due to certain budgetary constraints of availability or practicality, thus validating hypothesis
H7.

Overall, the thesis contributes to understanding the behaviour of Generation Z in France by

applying behavioural models to a still relatively unexplored area: sustainable packaging in the
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cosmetics sector. The results confirm a generally positive perception of sustainable packaging
among Generation Z (RQ1) and show that purchasing intentions are driven by internal factors
such as attitude, environmental and social values (the importance of peers, close networks and
social networks). It is also modulated by external levers such as aesthetics, price and trust in
labels and information provided by brands (RQ2 and RQ3). Finally, the behavioural gap is
evident (with a difference of 0.54 points between intentions and regular purchases), which can
be explained by barriers relating to practicality, the ergonomics of refills, effectiveness,
sensoriality, availability, assortment and the credibility of label information, and finally price.
Conversion therefore requires a three-pronged approach based on desirability (design),
accessibility and credibility (label, evidence). This is consistent with the Theory of Planned

Behaviour, the Value Belief Norm Theory and green gap behaviour.

6.2 Recommendations and Managerial Implications
The results of this research have several implications for cosmetics companies, packaging
manufacturers and public decision-makers.

The first is to combine sustainability with aesthetics. For Generation Z, packaging is
perceived as a functional medium and a symbol of identity. Sustainable packaging is perceived
as less attractive than traditional packaging, which may discourage purchasing intentions. The
challenge is therefore to reconcile eco-design with premium design in order to encourage
purchasing intentions. To achieve this, eco-friendly materials must be incorporated while
preserving the visual identity and attractiveness of the packaging. This means that marketing
teams must test innovative materials, maintain aesthetic finishes and consider tactile or
colorimetric elements that match the brand image. Consumer testing phases can be set up to
validate that sustainable packaging remains desirable and in line with the expectations of
Generation Z.

The second implication is to make prices more accessible, as young consumers are
environmentally conscious but many face budget constraints. This means ensuring that products
with sustainable packaging are not perceived as an unaffordable luxury. Companies can
consider hybrid ranges, targeted promotions for young consumers, or price adjustments on
certain lines. The goal is to make sustainable packaging as competitive as traditional options,
in order to facilitate access to these products for a wider audience.

The third implication is to ensure the credibility of commitments. Indeed, a brand's labels
and storytelling only have an impact if they are perceived as reliable in the eyes of the consumer.

Companies must therefore go beyond generic statements and provide detailed reports, create
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specific sections on their websites, and use QR codes on packaging. Generation Z, being
particularly connected, will appreciate this transparency and accessibility to information,

thereby reinforcing perceived trust and authenticity.

The fourth implication would be to leverage social influence and social media. Companies
must take advantage of social influence by using influencers, particularly through seeding
(sending products to influencers without direct remuneration) and investing in paid media
campaigns to amplify the message. It is also wise to adopt and use certain social media trends
to pique consumer curiosity. Finally, it is also important to rethink point-of-sale (POS)
promotion, particularly by redesigning displays. This can be done by highlighting campaign
images (e.g. a visual model featuring the product and the ambassador) and staging elements
that showcase the sustainable product. This allows consumers to better identify products
directly in stores, making them more attractive and better integrated into the daily lives of

Generation Z.

6.3 Limitation and Reliability
Several limitations must be taken into account in order to qualify the interpretation of the
results.

The first relates to the size and composition of the sample. The questionnaire was
distributed via digital channels, mainly using a convenience sampling method and snowball
sampling. This approach made it possible to collect a sufficient number of responses in order
to test the hypotheses but it does not guarantee statistical representativeness of the entire French
Generation Z.

Secondly, the fact that the method is almost entirely quantitative may be a limitation. The
use of a standardised questionnaire allows to identify general trends and verify the hypotheses
put forward but it does not allow for a deeper understanding of the respondents' subjective
motivations, possible contradictions or emotional trade-offs. A complementary qualitative
approach can provide more insight into these dimensions.

The third limitation is the geographical scope of the study. The analysis focused solely on
France which limits the possibility of generalising the results to other cultural and regulatory
contexts. Different factors such as perceptions of sustainability, price sensitivity and trust in
labels can vary significantly from one country to another.

The last possible limitation may be the cross-sectional nature of the research. The data was

collected at a given point in time, which prevents analysis of behavioural changes over time.
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The intentions and attitudes observed could evolve in response to regulatory changes, industrial

innovations or broader socio-economic transformations.

6.4 Recommendation for Future Research
Several paths for future research can be considered based on these limitations.

Firstly, the use of mixed methods combining the benefits of quantitative and qualitative
research. For example, the use of semi-structured interviews or focus groups could help deepen
the understanding of the emotional and symbolic aspects associated with cosmetics sustainable
packaging.

Secondly, comparative research on an international scale could deepen the understanding
of behaviours by comparing French findings with those of other European and non-European
countries. This research would make it possible to assess the impact of cultural, regulatory and
economic disparities on the adoption of sustainable packaging.

Thirdly, incorporating digital aspects into behavioural models appears to be a promising
path. Given the central role that social media, influencers and e-commerce platforms play in
setting consumption standards for Generation Z, a more systematic study of their impact could
be considered.

Fourthly, the use of longitudinal methods would make it possible to track changes in
attitudes and behaviours over time. This type of study would provide essential information on
the strengthening or weakening of purchase intentions in response to the gradual spread of
sustainable packaging and changes in comparative prices.

Finally, it would be interesting to analyse in greater detail the interaction between the
product and its packaging. Although this thesis has focused primarily on the analysis of
packaging, consumers generally view the product and its packaging as an indivisible entity. It
would be highly beneficial to existing research to understand how these two aspects combine

to influence purchasing decisions.
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8. APPENDIXES
Appendix A - First Section of the Questionnaire (Objectives of the Research)

Original x
Bonjour,
French
Dans le cadre de mon mémoire de fin d'études en marketing, je réalise une recherche portant sur les habitudes de consommation de la
. génération Z en France & [&gard des produits cosmétiques et de leurs emballages
Version
Vs réponses permettront didentifier les facleurs qui influencent les choix de cette génération en matire d'emballages durables dans
l'industrie cosmétique.
Ce questionnzire est anonyme et vos réponses seront utilisées uniquement  des fins académiques
Le temps de réponse est estimé entre 5 2 7 minutes.
Metei beaucoup par avance pour volre participation |
Page suivante >
English Hello,
translation

As part of my final year dissertation in marketing, I am conducting
research on the consumption habits of Generation Z in France with regard to

cosmetics and their packaging.

Your answers will help identify the factors that influence this generation's

choices in terms of sustainable packaging in the cosmetics industry.

This questionnaire is anonymous and your answers will be used for

academic purposes only.

The estimated time to complete the questionnaire is 5 to 7 minutes.

Thank you very much in advance for your participation!

Source: Own Elaboration
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Appendix B - Second Section of the Questionnaire (Definition)

Original
I
Fl"el’lCh Quelques définitions:
. Dans ce questionnaire le terme "packaging” désigne 'emballage extérieur d'un produit cosmétigue (ex: un flacon, une boite, un tube ou
Verslon un pot) qui sert & protéger le produit, 3 le présenter et & communiguer des informations (composition, mode d'usage....).
Le packaging durable est un packaging recyclable, biodégradable, rechargeable ou congu avec des matériaux éco-responsables.
English A few definitions:
translatio [ In this questionnaire, the term ‘packaging’ refers to the outer packaging of a
n cosmetic product (e.g. a bottle, box, tube or jar) which serves to protect the

product, present it and provide information (composition, instructions for use,

etc.).

Sustainable packaging is a packaging that is recyclable, biodegradable,

refillable or designed with eco-friendly materials.
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Appendix C - Third section of the questionnaire (Consumer Habits)

Original | e— .
1. A quelle fréquence achetez-vous des produits cosmétigues ?
French - »
Sélectionner un élément ~
Version
2. Classez les produits cosmétiques que vous achetez le plus souvent
Produit d'hygiéne (shampoings, déodorants)
Soin du visage
Parfum
Maguillage
3. Quel budget consacrez-vous en moyenne par mois aux produits cosmétigues ?
Sélectionner un élément ~
English 1. How often do you purchase cosmetic products? -> Select an option
translatio | Option 1 : Every Week
n Option 2: Every Months

Option 3: Few times a year

Option 4: Never

2. Rank the cosmetic products you purchase most frequently:
-hygiene products (shampoos, deodorants)

-skincare

-fragrances

-make-up

3. What is your average monthly budget for cosmetic products?
-> Select an option

Option 1 : <20€

Option 2: 21 - 50€

Option 3: 51 - 100€

Option 4: >100€

Source: Own Elaboration
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Appendix D - Fourth Section of the Questionnaire (Attitude - H1)

s - 1
Original
4, Merci dindiguer votre niveau d'accord avec chague affirmation suivante.
FrenCh Ni d'accord, ni en
Pas du tout d'accord Plutdt en désaccord désaccord Plutdt d'accord Tout & fait d'accord
VGI'SiOH J'apprécie lidée d'utiliser des
procui'..s cosmétiques avec un O O O O O
packaging durable.
Je pense que les packagings
durables sont une bonne chose O D O D O
dans le secteur des cosmétiques.
IL est important pour moi d'utiliser
des cosmétigues avec un O O O O O
packaging durable.
English 4.Please indicate your level of agreement with each of the following statements:
translatio | (— From left to right : Strongly disagree;Somewhat disagree; Neither agree nor
n disagree; Somewhat agree; Completely agree.)
o Ilike the idea of using cosmetics products with sustainable packaging.
o | think sustainable packaging is a good thing in the cosmetics industry.
o Itis important for me to use cosmetics with sustainable packaging.

Source: Own Elaboration
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Appendix E - Fourth Section of the Questionnaire (Environmental Concern - H2)

disagree; Somewhat agree; Completely agree).

e [ am concerned about current environmental issues.

e | am mindful of my environmental impact in my daily life.

o1 |
Original
5. Merci d'indiquer dans quelle mesure vous étes d'accord avec les affirmations suivantes concernant l'environnement
FrenCh Ni d'accord, ni en
Pas du tout d'accord Plutdt en désaccord désaccord Plutdt d'accord Tout & fait d'accord
Version s s e
ommenenta s, o o O O o
Je fais attention & mon impact
erwir_o.nnerrenlal dans ma vie O O O O O
quotidienne.
Je pense que mes choix en tant
Contiar 3 psecton de @ O o o ©
lenvironnement.
English 5. Please indicate to what extent you agree with the following statements about
translatio | the environment.
n (— From left to right : Strongly disagree;Somewhat disagree; Neither agree nor

e I believe that my choices as a consumer can contribute to protecting the

environment.

Source: Own Elaboration
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Appendix F - Fourth Section of the Questionnaire (Social Norms - H3)

Original
6. Merci d'indiquer dans guelle mesure vous étes d'accord avec les affirmations suivantes concernant votre entourage et vos cercles
French sociaux
Ni d'accord, ni en
. Pas du tout d'accon Plutdt en désaccort SAcCor Plutét d'accor Tout & fait d'accor:
VerSK)n di d d il dé d dé; d lutdt d d & fait d d
Mes proches m'encouragent &
acheter des produits durables. o O O O o
Je sui§ plus e!lf:hn{e] & Eche'._er un
AT O o o o o
recommandent.
Les réseaux sociaux influencent
mes choix de produits de O O O O O
cosmétigues
English 6. Please indicate to what extent you agree with the following statements about
translatio | your friends and social circles.
n (— From left to right : Strongly disagree; Somewhat disagree; Neither agree nor

disagree; Somewhat agree; Completely agree).

e My friends and family encourage me to buy sustainable products.
e [ am more inclined to buy a sustainable cosmetic product if my friends
or acquaintances recommend it.

e Social media influences my choice of cosmetic products.
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Appendix G - Fourth Section of the Questionnaire (Aesthetics - H4)

disagree; Somewhat agree; Completely

o1 .|
Original
7. Merci d'indiquer dans quelle mesure vous &tes d'accord avec les affirmations suivantes concernant lesthétique d'un produit
Fl"el’lCh cosmétique
VGI'SiOH Pas du tout d'accord Plutdt en désaccord " ddics(;ircdo‘rg - Plutdt d'accord Tout & fait d'accord
L'apparence du packaging d'un
produit cosmétigue influence mon O O O O O
envie de l'acheter.
rnshinrerial o o o o
Je préfére acheter un produit dont
le packaging est & la fois O O O O O
esthétique et éco-responsable.
English 7. Please indicate to what extent you agree with the following statements
translatio | regarding the aesthetics of a cosmetic product.
n (— From left to right : Strongly disagree; Somewhat disagree; Neither agree nor

agree).

o The appearance of a cosmetic product's packaging influences my desire

to buy it.

o Sustainable cosmetic products are often less aesthetically pleasing.

o I prefer to buy a product whose packaging is both aesthetically pleasing

and environmentally friendly.

Source: Own Elaboration

49



Appendix H - Fourth Section of the Questionnaire (Price Sensitivity - HS)

Original

8. Merci d'indiquer dans quelle mesure vous &tes d'accord avec les affirmations suivantes concernant le prix.
French N

Ni d'accord, ni en
Pas du tout d'accord Plutdt en désaccord désaccord Plutét d'accord Tout & fait d'accord

VerSlon Le prix est un eritére déterminant

di n choix d duit:

coamétuss, méme e o o o o O

packaging est durable.

Je suis prét(e) & payer un peu plus

pour un cosmetique avec un Q O O O O

packaging durable.

Je pense que les produits

cosmétiques durables sont O O D O D

souvent plus chers que les autres,
English 8. Please indicate to what extent you agree with the following statements
translatio | regarding price.
n (— From left to right : Strongly disagree; Somewhat disagree; Neither agree nor

disagree; Somewhat agree; Completely agree).

e Price is a determining factor in my choice of cosmetic products, even if
the packaging is sustainable.

o lam willing to pay a little more for cosmetics with sustainable packaging.

o [ think that sustainable cosmetic products are often more expensive than

others.
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Appendix I - Fourth Section of the Questionnaire (Labels and Trust - H6)

disagree; Somewhat agree; Completely agree).

o I trust the eco-labels displayed on cosmetic packaging.

Original
9. Merci dindiquer dans quelle mesure vous étes d'accord avec les affirmations suivantes concernant votre confiance envers les
French margues et labels,
Ni d'accord, ni en
Version Pas du tout d'sccord Plutdt en désaccord désaccord Plutdt d'accord Tout & feit d'accord
Je fais confiance aux labels
écologigues apposés sur les O O D O O
packagings cosmétiques.
Je fais davantage confiance (c'est-
a-dire e considere corwme
i communiuentclaromant o o o o O O
anranmamenos.
Les labels ou certifications
influencent positivement men (@) (@) O O O
intention d'acheter un cosmétique.
English 9. Please indicate to what extent you agree with the following statements
translatio | regarding your trust in brands and labels.
n (— From left to right : Strongly disagree; Somewhat disagree; Neither agree nor

e | trust (i.e. consider credible and reliable) brands that clearly

communicate their environmental commitments.

o Labels or certifications positively influence my intention to purchase a

cosmetic product.

Source: Own Elaboration
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Appendix J -

H7)

Fourth Section of the Questionnaire (Purchase Intention and Actual Behavior -

Original
French

Version

10. Merci d'indiquer dans guelle mesure vous étes d'accord avec les affirmations suivantes concernant vos intentions d'achats.

Ni d'accord, ni en
Pas du tout d'accord Plutdt en désaccord désaccord Plutdt d'accord Tout & fait d'accord

Jiai lintention d'acheter des

produits cosmétiques avee un (@) O O (@) O
packaging durable.

Méme avec une intention forte,

d'autres facteurs m'empéchent

d'acheter des cosmétiques éco- D o o D o
responsables.

Je suis parfois freiné(e) par Le prix

|z praticité ou Lz disponibilité des O o O O o

produits cosmétiques durables.

11. Parmi les freins suivants, lequel constitue le plus grand obstacle pour vous lors de 'achat de produits cosmétigues durables ? Merci
de classer ces éléments du plus important (1) au moins important (5).

Prix du produit

Praticité (format, facilité d'utilisation, recharge)

Disponibilité (accessibilité en magasin ou en ligne)

Esthétique

Autre

12. Merci d'indiguer dans quelle mesure vous &tes d'aecord avec les affirmations suivantes concernant vos comportment d'achat

Ni d'accord, ni en
Pas du tout d'accord Plutdt en désaccord désaccord Plutdt d'accord Tout & fait d'accord

J'achéte déja régulierement des
cosmétiques & emballage durable. O O O O O

J'aimerais en acheter plus souvent,
mais ce n'est pas toujours facile

(en référence aux freins comme le O O O O O

prix, la disponibilité, L2 praticité, la
variéte)

Il m'arrive d'éviter ces produits &

cause de leur prix ou de leur O O O O O

apparence.
Page suivante >

English
translatio

n

10. Please indicate to what extent you agree with the following statements
regarding your purchasing intentions.

(— From left to right : Strongly disagree; Somewhat disagree; Neither agree nor
disagree; Somewhat agree; Completely agree).

o lintend to buy cosmetics with sustainable packaging.
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o Even though I have a strong intention to do so, other factors prevent me
from buying eco-friendly cosmetics.
o I am sometimes discouraged by the price, practicality or availability of

sustainable cosmetics.

11. Which of the following factors is the biggest obstacle for you when
purchasing sustainable cosmetics? Please rank these factors from most important

(1) to least important (5).

e Product price

o Practicality (format, ease of use, refillability)
e Availability (in-store or online)

o Aesthetics

e Other (please specify)

12. Please indicate to what extent you agree with the following statements about
your purchasing behaviour
(— From left to right : Strongly disagree; Somewhat disagree; Neither agree nor

disagree; Somewhat agree; Completely agree).

e T already regularly purchase cosmetics with sustainable packaging.
e I would like to buy them more often, but it is not always easy (referring
to barriers such as price, availability, practicality, variety).

o [ sometimes avoid these products because of their price or appearance.

Source: Own Elaboration
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Appendix K - Fifth Section of the Questionnaire (Two Qualitative Questions Q13 - Q14)

Ori ginal Y

13. Selon vous, qu'est-ce qui pourrait vous encourager 3 acheter plus souvent des produils cosmétigues avec un packaging durable ?

French
Version
14. Avez-vous déja é1é décu(e) par un produit cosmétique dit “éco-responsable” 7 Si oui, pourquei ?
English 13. In your opinion, what would encourage you to buy cosmetics with

translatio | sustainable packaging more often?

n
14. Have you ever been disappointed by a cosmetic product that was marketed

as ‘eco-friendly’? If so, why?

Source: Own Elaboration
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Appendix L - Sixth Section of the Questionnaire (Demographic Questions)

Original
French

Version

A propos de vous

DOL. A guel genre vous référencez-vous 7

Sélectionner un élément v ‘

DQ2. Dans quelle tranche d'ige vous situez-vous ?

Sélectionner un élément v ‘

DQ3. Quel est votre niveau d'études actuel f atteint ?

Sélectionner un élément v ‘

DQ4. Quelle est votre situation professionnelle ?

Sélectionner un élément v ‘

DQS. Quel est votre revenu mensuel approximatif?
O <s00¢

() 500-1000€

(O 1001-2000¢

O =2000¢

Page suivante >

English
translatio

n

DQI1. Which gender do you identify with?
Select an option

e Woman

¢ Man

e Non-binary

e Does not wish to state

DQ?2. Which age group do you belong to?
Select an option

e 18-20 years old

e 21-23 years old

e 24-26 years old
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e 27-28 years old
o 29-44 years old
e 45-60 years old

DQ3. What is your current/highest level of education?
Select an option

e high school undergraduate

e bachelor's degree

e master's degree

e Other

DQ4. What is your professional status?
Select an option

e Student

o Employee/manual worker

e Manager/ intermediate profession

e Civil servant

o Job seeker

e Other

DQS5. What is your approximate monthly income?

o <500€

o 500-1000€
o 1001-2000€
o« >2000€
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Appendix M - Last Section of the Questionnaire

Original .
French Merci d'avoir pris le temps de participer a cette enquéte
. Votre réponse a été enregistrée.
Version
English End of Survey
translatio | Thank you for taking the time to participate in this survey.
n Your response has been recorded.

Source: Own Elaboration
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Appendix N - Comparison between Women and Men regarding Attitude

Female

| like the idea of using cosmetics

products with sustainable __
packaging.

| think sustainable packaging is a

good thing in the cosmetics NN ———

industry.
It is important for me to use
cosmetics with sustainable _-
packaging.
0 10 20 30

Male

| like the idea of using cosmetics

products with sustainable __
packaging.

| think sustainable packaging is a

good thing in the cosmetics _—

industry.
It is important for me to use
cosmetics with sustainable ] __
packaging.
0 20 40 B0

Source: Own Elaboration
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Somewhat disagree
MNedither agree nor...
Somewhat agree

Completely agree

Strongly disagree
Somewhat disagree
MNedither agree nor...
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Completely agree



Appendix O - Comparison of Environmental items between Overall score, >2000€ score and

<500-1000€ score.

Filter

Data from the Qualtrics Questionnaire

Overall

5. Merci d'indiguer dans quelle mesure vous étes d'accord avec

protecting the environment.

les affirmat, Mean Minimum Maximum Standard Deviation
I am concerned about current environmental issues. 4,41 1,00 5,00 0,74
1 am mindful of my environmental impact in my daily life. 391 1,00 5,00 0.78
| believe that my choices as a consumer can contribute to
. . 4,08 2,00 5,00 0.82
protecting the environment.
>2000€ lsésh;:icrfr:a‘\[nmquer dans quelle mesure vous &tes d'accord avec Mean Minimum Maximum Standard Deviation
| am concerned about current environmental issues. 4,46 3,00 5,00 0,64
| am mindful of my environmental impact in my daily life. 4,00 2,00 5,00 0,71
| believe that my choices as a consumer can contribute to
. . 4,21 2,00 5,00 0,71
protecting the environment.
<500€ lz:‘::[r;:ﬂ'\lnmquer dans quelle mesure vous étes d'accord avec Mean Minimum Maximum Standard Deviation
and . .
| am concerned about current environmental issues. 4,44 3,00 5,00 0,63
1000€ I am mindful of my environmental impact in my daily life. 4,05 2,00 5,00 0,64
| believe that my choices as a consumer can contribute to
4,10 2,00 5,00 0,84

Source: Own Elaboration
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Appendix P - Data from the questionnaire related to Social influences

6. Merci d'indiquer dans quelle mesure vous étes
d'accord avec les affirmat...

My friends and family encourage me to buy
sustainable products.

| am more inclined to buy a sustainable cosmetic
product if my friends or acquaintances recommend
it.

Social media influences my choice of cosmetic
products.

60

Mean Minimum
3,22 1,00
4,16 2,00
3,95 1,00

Source: Own Elaboration

Maximum

5,00

5,00

5,00

Standard deviation

0,90

0,66

0,82



Appendix Q - Data from the questionnaire regarding related to Aesthetic

7. Merci d'indiquer dans quelle mesure vous étes
d'accord avec les affirmat...

The appearance of a cosmetic product's
packaging influences my desire to buy it.

Sustainable cosmetic products are often less
aesthetically pleasing.

| prefer to buy a product whose packaging is
both aesthetically pleasing and environmentally
friendly.

Moyenne Minimum
4,03 2,00
3,29 1,00
4,18 1,00

Source: Own Elaboration

Maximum

5,00

5,00

Standard deviation

0,80

1,08
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Appendix R - Data from the questionnaire regarding the items related to Price sensitivity

62

B. Merci d’indiquer dans guelle mesure vous étes
d'accord avec les affirmat...

Price is a determining factor in my choice of
cosmetic products, even if the packaging is
sustainable.

| am willing to pay a little more for cosmetics
with sustainable packaging.

| think that sustainable cosmetic products are
often more expensive than others.

Mean Minimum
4,29 1,00
2,78 1,00
3,76 2,00

Source: Own Elaboration

Maximum

5,00

5,00

5,00

Standard deviation

0,77

1,05

0,78



Appendix S - Word Cloud representing the levers (Q13)

pharmacies . rai:;:r
different access appeal advertising .
cheap-locking
lower performance .
effectiveness
quality brands wider cheaper
ergonomics dior
accessible use convenient af:;) o a::.:;el
choice . promotions cautiiul o
attractive . awareness
} visual marketing
refillable WOFKs aesthetics ortable
scents discounts ® big ® P cost practicality
== communication s«
easier information design €asy practical availability

chanel diversity transparency

Source: Own Elaboration
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Appendix T - Word cloud representing the main obstacles (Q14)

strict

. |E]Ck texture
EﬁECtlve disappointment poor

expectations

fragie” == packaging

damaged

meet
|abels deodorants duratie practical  cardboard price
worse inconvenient skin  shampoo
itable
adapted sul regular

products satisfying eco recycling smell

costly issu es refill quality irritation
hair expensive use performance Iess sensoriality
d .fﬁ It foaming <olid efficiency
I Cu allergy effect . .
recyclable ineffective

Source: Own Elaboration
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