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Consumers are concerned about the environmental issues, social problems, and working 

conditions throughout the beauty industry, which has prompted consumers to demand 

sustainable beauty products that align with their beliefs.  

 

This research aims to identify the role of consumer behavior in the creation of a sustainable 

supply chain in the beauty industry. This study shows the different sustainable tendencies 

implemented by beauty companies and NGOs through partnerships with suppliers to achieve 

and improve agricultural practices and working conditions. Furthermore, it identifies the 

limitations and challenges that companies have encountered while implementing a 

sustainable supply chain. 

 

Following the analysis of the academic and grey literature. It is established that consumers 

are considered an external pressure for companies to create and implement a sustainable 

supply chain. Their demands and insight have an impact on the financial performance, 

product development, and supplier selection. Additionally, there were presented examples 

of implementing sustainable supply chains in different industries, therefore showing the 

possibility for the beauty industry to follow other industries. 
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1  Introduction 

“The most beautiful makeup of a woman is passion. But cosmetics are easier to buy”-Yves 

Saint Laurent.  

 

The beauty industry is a sizable and dynamic sector that includes cosmetics, skincare, 

haircare, nailcare, and fragrance products. In this ever-growing global market, this industry 

is consistently evolving, driven by constantly shifting consumer preferences, demands, 

technological advancements, and growing sustainability concerns. The foundations of the 

beauty industry started with local knowledge about herbs, flowers, and plant healing 

properties. From there, it expanded to the kitchen of housewives with small pharmacies, but 

later, it became a robust global industry. (Jones, 2010)  

There are many brands, but these are the most well-known  companies, starting with L’Oréal 

and Procter and Gamble (P&G), which both have sales of around one-fifth of the total sales 

alone; this is because both companies own a vast amount of brands all over the globe (Jones, 

2010)According to L’Oréal 2023 annual report the company had €41.18Bn (L’Oréal, 2023); 

meanwhile Procter & Gamble (P&G)  registered 82.0 Bn in sales 25 % baby, feminine and 

family care and 18 % beauty (Procter & Gamble, 2023)  

Unilever and Estée Lauder Cos have accomplished substantial sales figures following these 

mega-companies. Unilever has amassed 26.15 Bn U.S dollars. Meanwhile, Estée Lauder Cos 

accumulated 15.2 billion U.S. dollars in revenue. (Statista, 2024) Lastly, LVMH is the 

world's leading group in luxury brands; this group has around 75 prestigious brands in 

different industries, and in 2023, they gathered € 86.2 Bn in revenue (LVMH, 2023), from 

this revenue €713 million belonged to the Perfume and Cosmetics industry. (LVMH, 2023) 

The beauty industry has a meaningful impact on the environment. Estimates are that around 

95% of cosmetics packaging is not recycled. Packaging is the ultimate sustainability 

challenge encountered by the beauty industry. Only 14% of the packaging makes it to the 

recycling plant, but recycling single-use plastics is not the answer to the issue. Not all 

countries have recycling plants, and this is why companies must innovate and ditch single-
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use plastic packaging. It is important to mention that single-use plastic packaging takes up 

to 450 years to break. (Council, 2023) 

Packaging is not the only issue impacting the environment; oceans are polluted with single-

use plastic, and while these plastics originate from different industries, the beauty industry 

has contributed to this consequence. Records imply that approximately 70 % of dolphins 

have ingested plastic. These microplastics come from the exfoliation clumps in facial scrubs 

to the pod in dishwasher and laundry soap and, unfortunately, have been ingested by marine 

animals. (Baulch, 2013) 

Palm oil, this emulsifier found in around 70 % of beauty products, is often sourced from 

plantations in South Asia; these plantations have an estimated size of 300 football fields. 

This has devastated many endangered wildlife habitats, such as the Sumatran tiger and 

orangutan. (Davison, 2023) In 2021, Beauty giant L’Oréal was reported to have used less 

than 310 tonnes of palm oil and approximately 90,003 tonnes of palm oil derivatives, derived 

from the pulp and kernel of palm fruit. These oils are crucial to produce glycerin, fatty acids, 

and fatty alcohols, which are important for the group’s products. This company has a 

sustainable strategy that includes tracing back the supply, which makes their supply chain 

fully transparent; it additionally supports smallholders, a partnership where L’Oréal helps 

smallholders link to the consumer demand for “zero deforestation” by ensuring sustainable 

practices. Lastly, the company has committed to respecting human rights by guaranteeing 

that where the company operates, there is no child labor, forced or bonded labor, and safe 

working conditions. (L’Oréal, 2021) 

Water is one of the key ingredients in the beauty industry. In 2020, the industry utilized 

around 10.4 million tons of water. In addition to using water, the industry is also a big 

contributor to ocean pollution and water waste. Water is used for creating products and 

rinsing off products in our homes, contaminating our water systems. (Davison, 2023) 

Consumer behavior plays a major role in shaping the way of doing business in the beauty 

industry. Customary consumers have influenced many factors within the beauty industry, 

such as brand development, product development, brand reputation, quality, and price. 

However, there has been a growing shift towards sustainability as a definite key for 

consumer purchasing decisions in recent years. (Rothenberg & Matthews, 2017) 
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Without consumers, there wouldn’t be a supply chain, considering the amount of effort 

companies invest in making sure the consumers are satisfied. This is because the consumer’s 

opinions and values will determine the decision-making buyers make about the suppliers. 

(Zignify, 2023) Consumer behavior impacts industries because consumers’ buying decisions 

and patterns signal the type of processes and production they appeal to. (Buerke, et al., 2017)  

There has been a rise in consumers demanding beauty products that align with their 

environmental demands and social responsibility. This shift in consumer preferences and 

demands has made beauty brands evaluate their supply chain practices and make 

sustainability their focus throughout their operations, not only in their supply chain but 

beyond. (Sahota, 2014) 

A sustainable supply chain has become the essence of the companies, and the main objective 

is to produce, safeguard, and cultivate long-term products and services for wholesale. (Jug 

& Joseph, 2019) A sustainable supply chain includes designing, integrating, and 

implementing environmentally friendly attributes, ethical sourcing, and corporate social 

responsibility initiatives across the supply chain and business, from sourcing raw materials 

to manufacturing, distribution, development, and end-of-life disposal. (Gillespie & Rogers, 

2016) 

Furthermore, brands have implemented consumer awareness and education that have played 

a crucial role in driving consumers to learn about the newer sustainable implementations 

made by beauty brands as a response to consumer demands. Consumers are more informed 

about the environmental and social implications of their purchasing decisions; they seek 

brands that prioritize sustainability and transparency. (Ritch, 2015) 

Beauty brands have made some progress in integrating sustainability into their business; for 

example, The Greenpeace report regarding palm oil led many companies to take amendatory 

measurements. One of these companies was Unilever, which invested US 33 million in a 

contract with an Indonesian firm called Sinar Mas, but after an audit showed that the firm 

was involved in rainforest destruction, Unilever stopped doing business with them and PT 

Duta Palam and stated that they would only use palm oil that has been ethically and 

sustainably sourced (Sahota, 2014)   

In conclusion, consumer behavior is a key driver of change in the beauty industry, 

influencing the design and implementation of sustainable supply chains. By understanding 
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consumer preferences, demands, values, and motivations, beauty brands can adapt their 

practices to the ever-evolving market demands and patterns while also evolving their 

environmental and social sustainability goals. (Sahota, 2014) 

1.1  Research Questions 

This qualitative thesis research intends to explore the relationship between consumer 

behavior and the implementation of sustainable supply chains in the beauty industry. The 

primary aim is to analyze how this phenomenon happens by understanding the perceptions 

and motivations of consumers regarding sustainable beauty products. And, more 

importantly, how beauty brands have implemented and successfully integrated consumers’ 

insight into the supply chain. It is essential to understand how consumer preferences, 

demands, values, and attitudes shape the sustainability practices adopted by beauty brands. 

Main research question (RQ):  

What kind of role does consumer behavior have in the creation of a 

sustainable supply chain in the beauty industry? 

Sub-questions: 

What are the perceptions and motivations of consumers regarding 

sustainable beauty products? 

How does a beauty brand integrate consumers’ insight and demands into its 

supply chain? 

The main research question aims to discover the complex relationship between consumer 

behavior and supply chain management. It explores the influence of consumer values and 

demands on the decision-making process within the supply chain. The aim is to present the 

path for implementing sustainability values into the core business strategy in the beauty 

industry. 

The sub-questions aim to identify the perceptions and motivations of consumers regarding 

sustainable beauty products. By understanding the perceptions and motivations companies 
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can implement and change their practices to fulfill the customers’ demands. Lastly, the last 

sub-questions help us show the methods adopted by companies to integrate sustainable 

practices within the supply chain. This will help us understand the best practices and areas 

of improvement for beauty brands. 

1.2  Conceptual Framework  

Figure 1 presents the conceptual framework of this study. The main concepts are the Triple 

Bottom Line, consumer behavior, and sustainable supply chain management. The concepts 

intertwine the knowledge of the Triple Bottom Line, which helps consumers change their 

behavior into more sustainable consumption and influences the creation and implementation 

of sustainable supply chain management.  

 

 

Figure 1. Conceptual framework. 

 

Industrialization and rapid economic development negatively affected natural resources 

around the world, the damage to the environment became more visible as several 

environmental disasters happened, for example, the Great Smog of 1952, the thick layer of 

Triple Bottom Line

Consumer 
Behavior

Sustainable 
Supply Chain 
Management
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smog covered the city of London from December 5 to December 9, 1952, the smog was the 

result of factories and chimney from houses. It is calculated that 1,000 tonnes of smoke 

particles and around 2,000 tonnes of carbon dioxide were released each day while the 

disaster lasted. The result of this disaster was that people suffered respiratory issues, and 

roughly 4,000 people died. (Hayes, 2022) 

The Triple Bottom Line attitude influences consumers to demand and buy more sustainable 

products, and this demand influences companies to create sustainable products, create a 

transparent supply chain, produce responsibly, and no animal testing. The Triple Bottom 

Line is the foundation for several sustainability standards and certifications such as 

Rainforest Alliance, Fairtrade, ISO 14001, B Corporation, and UTZ Certified. (Sahota, 

2014) 

Brands like Lumene Group have a leading circular economy report on their website that 

gives a deep insight to consumers about their corporate governance and business ethics, 

which are social responsibility, climate action, and leader in circular beauty. Sustainability 

is the core value of the Lumene Group. The company has achieved circularity to 55% which 

is eight times above the global average. Lumene aims to accomplish 66% material circularity 

by 2028. (Lumene Group, 2023) 

The relation between these examples above makes it clear that consumers immensely 

influence sustainable strategies not only in the corporate but also in the government; the 

great smog prompted the government to make a change to avoid natural disasters due to 

uncheck industrialization. This disaster opened the way to sustainability and was a 

foundation for sustainable movements among citizens, Companies such as Lumene 

implement sustainable and ethical practices to their core values, which makes this brand 

more aligned to the triple bottom line. These dynamics form the foundation of this study, by 

exploring the role of consumers, and how their voices shape companies’ way of doing 

business. 
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Another example of commitment is LVMH Group, which has an action program called Life 

360, A new luxury. This program has four strategic pillars, each with 2023-2026 objectives 

as shown in Table 1. 

 

Table 1. LVMH 360. A luxury program. (LVMH, 2023) 

 

Strategic Pillars 2023–2026 

Objectives 

Creative circularity 

 

2023 new Circular services (repairs, 

upcycling, etc.). 

2026 Zero virgin fossil-based plastic 

packaging. 

Traceability 

 

2026 100% of new products to be backed by 

customer information system by 2026. 

Biodiversity 

 

2026 100% of strategic raw material 

certified to standards guaranteeing the 

conservation of ecosystems and water 

resources. 

Climate 

 

2026 50% reduction in GHG emissions 

attributable to energy consumption (2019 

baseline). 

100% renewable or low-carbon energy at 

stores and sites. 

 

All these objectives that groups like Lumene and LVMH have resulted from consumer 

behavior, demands, and patterns for companies to be more sustainable. 

In summary, this conceptual framework will help us understand this complex and fascinating 

relationship between consumer behavior, the beauty industry, and their sustainable supply 

chain. 
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1.3  Key Concepts  

The following key concepts will be used throughout this study. To ensure understanding, it 

is imperative to define the concepts concisely. 

Sustainability: is the strategy that combines meeting the present needs without 

compromising the capability of future generations to meet theirs. This approach takes into 

consideration both short and long-term ecological, social, and economic impacts of our 

actions and highlights the environment and human well-being as an important end. (Potvin 

& Richards, 2015)  

Sustainable supply chain management (SSCM): According to (Carter & Rogers, 2008) 

SSCM, SSCM is the strategic, transparent integration and achievement of an organization’s 

social, environmental, and economic goals in the systemic coordination of key inter-

organizational business processes to improve the long-term economic performance of the 

individual company and its supply chains. 

Consumer behavior: Is primarily driven by the needs, accessibility, and available solutions 

to meet such demands of consumers. (Rajagopal, 2018) it is also worth mentioning that 

consumer behavior is more than just the acquisition through economic exchange; it also 

includes the consumption, disposal, product, or service design. (Maclnnis & Folkes, 2010) 

Stakeholder theory is the theory regarding how a business works at the top of its game and 

how it could work and exceed. It is explicit, prescriptive, and instrumental at the same time. 

It is also about value creation, trade, and how to operate a business efficiently. (Freeman, 

2010)  

Triple Bottom Line (TBL): According (Slaper & Hall, 2011) is an accounting framework 

that incorporates three dimensions of performance: social, environmental, and financial. The 

TBL dimensions are also called the three Ps: people, planet, and profits. 

Corporate Social Responsibility (CSR): According to (Beal, B. D., 2014) CSSR, it is the 

moral and practical obligation of participants to contemplate the impact of their actions on 

system-level outcomes and to regulate their behavior rather than to regulate their behavior 

to contribute to bringing that outcome into congruence with societal expectations. 
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1.4  Limitations  

This thesis aims to provide a valuable perception of the role of consumer behavior in the 

creation of a sustainable supply chain in the beauty industry; this study has limitations that 

must be discussed to provide a critical perspective on the findings. Recognizing these 

limitations could identify the areas for future research. 

This study has two types of limitations: theoretical and empirical. The theoretical limitations 

are related to the extent of the research; this is because the thesis focuses on the role of 

consumer behavior in the creation of a sustainable supply chain, thus excluding other 

important factors such as corporate strategies, technological advancements, government 

policies, and regional policies. This thesis does not go into supplier relationship management 

despite supplier relationships having a major role in the sustainable supply chain. Therefore, 

supplier relationship management is excluded from this thesis. Similarly, much research 

focuses on consumer intentions rather than the actual action of purchasing, therefore creating 

a gap in the research because there is a gap between what consumers say and what they do, 

and this influence has a say on the supply chains.  

The main empirical limitation is the industry. This study is limited to the beauty industry, 

which restricts the generalization of findings to other industries with different supply chain 

structures, such as automotive, fashion, food, or retail. The beauty industry has a remarkable 

uniqueness, such as ingredient sourcing, that is inapplicable to broader discussions on supply 

chain sustainability. Geographic and market constraints are also limitations; the findings in 

this study may not be accurate due to being focused more on Europe and North America and 

less on emerging markets, where sustainability might not be the biggest concern. 

Overall, this study aims to explore the relationship between consumer behavior and 

sustainable supply chains in the beauty industry. Acknowledging these limitations is 

necessary to ensure the reliability and integrity of this study. 
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1.5  Structure of Thesis  

This thesis contains five chapters (Table 2). The first chapter consists of the introduction 

which includes background, research question conceptual framework, and key concepts. 

 

Table 2. Structure of study 

 

Chapter Content 

1. Introduction  • Background  

• Research Questions 

• Conceptual Framework 

• Key Concepts 

2. Theoretical background 

Sustainable supply Chain 

Management   

• Theoretical Framework 

• Drivers 

• Key Components 

• Implementations 

• Challenges and Limitations 

3. Research Methodology  • Research Methodology 

• Data Collection 

• Data Analysis 

• Reliability and Validity 

4. Empirical Analysis 

The Development of Sustainability 

in Beauty Industry 

 

• Early Practices 

• Consumer Behavior in the Beauty 

Industry 

• Sustainable Supply Chain in the 

Beauty Industry 

5. Discussion and Conclusion • Conclusions of the study 

 

The second chapter consists of the theoretical background of sustainable supply chain 

management, which includes the theoretical framework, drivers, key components, 

implementations and challenges, and limitations. The third chapter consists of the research 

methodology of this study, as well as the data collection and analysis done in this study. 
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The fourth chapter consists of the empirical analysis which includes information regarding 

sustainability in the supply chain from the early practices to the recent shift in the beauty 

industry, lastly, the study ends with a discussion and conclusion, which includes the analysis, 

limitations, and suggestion for future studies. 

2  Sustainable Supply Chain Management 

Since supply chains have turned into globalized forces and stakeholders are more vocal 

regarding unsustainable activities, these critics have opened the door to a new research area 

regarding responsible and sustainable supply chain management (SCM)  as an important part 

of corporate social responsibility (CSR) (Gillespie & Rogers, 2016) As businesses are 

determined to meet the demands of more environmentally and socially conscious consumers, 

sustainability has expanded beyond sheer compliance to become a mandatory requirement 

for companies. Product production is scattered around the globe. Great value comes with 

great responsibility since the production stages may be incurred in social and environmental 

issues. Companies tend to be held responsible for their supplier’s side effects. Several 

companies such as Disney, Levi, and Adidas have been condemned for their apparel 

production, some of the issues listed are the following, e.g., inhumane conditions and 

environmental contamination of the local area where their apparel is being produced. 

(Seuring & Müller, 2008) Supply chain managers can positively or negatively affect social 

and ecological via supplier selection, supplier development, carrier selection, routes, 

locations, packaging, and more. (Carter & Easton, 2011) 

 

Sustainable Supply Chain Management (SSCM) is defined as the strategic, 

transparent integration and achievement of an organization’s social, 

environmental, and economic goals in the systemic coordination of key inter-

organizational business processes to improve the long-term economic 

performance of the individual company and its supply chains. (Carter & 

Rogers, 2008)  

 

This definition is built upon the triple bottom line framework and the four key elements of 

sustainability: risk management, transparency, strategy alignment, and organizational 

culture. This is envisioned and shown in Figure 2. (Carter & Rogers, 2008) 
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Figure 2. Conceptualization of Sustainable Supply Chain Management. (Carter & Easton, 

2011) 

 

Carter and Rogers (2011) have identified four supporting facilitators of SSCM, which are 

shown in Figure 2, are strategy, meaning identifying the initiatives that align with the 

company’s sustainability strategy; secondly, risk management which includes risk planning 

for both upstream and downstream supply chain; Thirdly, an organizational culture that 

inherent and encircles organizational citizenship, that includes high ethical standards and 

expectation alongside respect for society inside and outside the organization and the natural 

environment; lastly, transparency in proactively engaging and communicating with key 

stakeholders and having traceability and visibility into upstream and downstream supply 

chain operations. 

It’s necessary to approach the social and environmental scopes of Sustainable Supply Chain 

Management (SSCM), as demonstrated in Figure 2, with a clear comprehension of the firm 

economic objectives. It is not suggested that the organization focus only on the social and 

environmental goals associated with the supply chain without cautious deliberation. It is 

argued that neglecting the economic dimension could make such efforts socially 

irresponsible unless they are aligned with the firm’s wider strategic and financial aims. 

Hence, the term “good?”, which is used to describe the junction of social and environmental 
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dimensions, is questioned, as it omits the economic aspect of the triple bottom shown in 

Figure 2. (Carter & Rogers, 2008) 

The areas portrayed in Figure 2 that do not overlap with economic performances represent 

environmental and social activities that can negatively affect or, at the slightest, fail to 

support the economic bottom line of the firm. Furthermore, it is important that various 

individual environmental and social actions can fail, parallel to challenges encountered in 

marketing, research, product development, new product innovation, and other business 

initiatives. (Carter & Rogers, 2008) 

If anything, there are social and environmental supply chain activities situated at the overlap 

with the economic bottom line; these actions are defined as sustainable. Economic 

advantages include Cost savings for reducing packaging waste and the possibility of 

designing packaging for reduction and dismantling (Carter & Rogers, 2008); Cost reduction: 

by implementing practices, the company could save costs by using renewable materials in 

production and renewable energy. (Rausch-Phan & Siegfried, 2022)Reducing health and 

safety costs will ensure safer warehousing, transportation, and better working conditions. 

(Carter & Rogers, 2008); fourthly, Brand images: consumers are more aware of the 

environmental impact, therefore, to gain more customers, companies must add sustainable 

strategies to their manufacturing process. (Rausch-Phan & Siegfried, 2022) Better working 

conditions will increase the productivity and motivation of supply chain personnel. (Carter 

& Rogers, 2008); Sustainable behavior will ensure that the firm is more attractive to 

suppliers and consumers, alongside new shareholders and employees; Implementation of 

ISO 1400 standards that provide a framework for environmental management systems; 

Proactive sustainable changes can shape future government regulations, especially when the 

regulations are modeled after an existing firm sustainable supply chain. The idea of including 

supply chain management activities in firm sustainability can develop a long-term and 

unique set of processes. (Carter & Rogers, 2008) 

2.1  The Drivers of Sustainable Supply Chain Management  

The drivers of sustainable supply chain management are external and internal forces that 

motivate firms to implement sustainable practices in their operations and core values. (Saeed 

& Kersten, 2019)  Stakeholders demand environmentally friendly services, products, and 
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operations from the firm. The pressure from stakeholders motivates and forces the firm to 

implement sustainable supply chain management. (Rausch-Phan & Siegfried, 2022) 

Nevertheless, not all the drivers have the same level of access to the organizational 

knowledge and level of value contribution to the supply chain. The drivers can be divided 

into primary and secondary based on the level. Primary drivers directly influence the 

organization’s supply chain, financial institution, competitor, top management 

commitments, and regulatory agents. The secondary drivers indirectly influence the 

organization and supply chain and include reputation, NGOs, social groups, and 

communities. (Saeed & Kersten, 2019)  

2.1.1  External Drivers of the Sustainable Supply Chain Management 

Customers are the firm's end goal; therefore, they directly impact the firm's financial 

performance. Customers are more aware of climate change, environmental degradation, and 

shortage of natural resources. Consequently, they are changed to buy products and services 

that include environmental and social performance. The external drivers include all the 

aspects from outside the firm that considerably influence the firm internal organization. As 

shown in Figure 3, the external drivers can be divided into the following categories: market 

pressure, regulatory pressure, and societal pressure. (Saeed & Kersten, 2019) 

 

Figure 3. The external drivers of Sustainable Supply Chain Management. (Saeed & Kersten, 

2019) 
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The market pressure includes suppliers, investors, customers, and consumers. The 

competitors are a direct driver when incorporating sustainability into the supply chain. 

(Saeed & Kersten, 2019) Typically, firms compete between them in price, quality, 

marketing, product, and services. Thus, the way to differentiate from the competitor is to 

gain competitive advantages for the firm. When a firm adds environmental practices, it 

forces competitors to add these initiatives. (Rausch-Phan & Siegfried, 2022) 

Customers are the key stakeholders who directly impact the firm’s profitability and financial 

performance. (Rausch-Phan & Siegfried, 2022) Customers are more demanding and less 

tolerant of defective products, which leads to a higher percentage of returns. Additionally, 

the increase in environmental knowledge leads customers to demand the company be 

transparent about its supply chain and have a green image that fits its values. (Mann, et al., 

2010)  

The regulatory pressure includes national, regional, and/or international regulators, trade 

associations, and certification bodies. (Saeed & Kersten, 2019) legislations and regulations 

are the mother of all the drivers because they leave no option but to comply or exit the 

market. (Mann, et al., 2010) Companies could ignore other stakeholder demands and 

criticisms about environmental impact, but they cannot ignore government regulations. 

Ignoring the government will damage reputation, cause a loss of operation license, and bring 

legal sanctions. (Rausch-Phan & Siegfried, 2022) 

Societal pressure includes all communication channels, such as social media, press and 

media, NGOs, and societal groups that help spread awareness and demand companies 

implement sustainable practices in their supply chains. (Saeed & Kersten, 2019) Societal 

pressure plays a major role because NGOs have the ability to influence stakeholders on 

sustainable issues. (Rausch-Phan & Siegfried, 2022) 

2.1.2  Internal Drivers of Sustainable Supply Chain Management 

The internal drivers include all the organizational factors, and as shown in Figure 4, it is 

divided into four categories: organizational culture, corporate strategy, organizational 

resources, and organizational characteristics. (Saeed & Kersten, 2019)  
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Figure 4. Internal Drivers of Sustainable Supply Chain Management. (Saeed & Kersten, 

2019) 

 

The corporate strategy includes top management, the organization’s sustainability strategy, 

and Cost-related and operational performance. It is crucial for top management to have a 

clear awareness of sustainability practices and how they affect the firm. Top management 

oversees the firm’s vision, mission, policies, and code of conduct, which is why it is 

imperative that top management support the implementation of sustainable practices. (Saeed 

& Kersten, 2019) 

The organizational culture includes innovativeness, health and safety issues, a code of 

conduct, and information dissemination. Organizations have a moral responsibility toward 

society and the duty to meet stakeholders' expectations and demands. That responsibility can 

be seen in the company's code of conduct. This code of conduct is an internal driver for 

implementing sustainability practices in accordance with international, national, and 

regional regulations. (Saeed & Kersten, 2019) 

Organizational resources include organizational capabilities, human capital, employees, 

physical capital, and organizational resources. The subsidy of organizational resources for 

executing sustainability practices plays a significant role. The shortage of resources is one 

of the main drivers for organizations to adopt sustainable practices. (Saeed & Kersten, 2019) 
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Organizational characteristics include the following: organization size, level of 

environmental actions, geographical location, industrial sector, and position of the supply 

chain. Geographical location is the most crucial driver in selecting an operational site 

because, depending on the area, some companies might face stricter regulations from the 

country or region. (Saeed & Kersten, 2019) 

2.2  Key Components of the Sustainable Supply Chain Management 

A sustainable supply chain is based on the triple bottom line. These dimensions are 

intertwined, and they are environmental, social, and economic. Implementation aims to 

reduce the environmental impact and improve the community while achieving long-term 

economic benefits. (Rausch-Phan & Siegfried, 2022) The goal of the environmental 

components is to embrace environmental practices and implement them into their supply 

chain operations, for example, with product design, supplier selection, transportation, and 

manufacturing processes. In 2013, many companies planned to implement sustainable 

practices in their business model in response to the United Nations regulations as well as 

rising public awareness. (Saeed & Kersten, 2019) 

The economic component is another critical key to sustainable development. The main aim 

is to reduce costs and enhance efficiency within the supply chain while ensuring that the 

environment and society are not negatively affected. Nevertheless, it is important to point 

out that the initial cost and expenses may rise during the implementation of sustainable 

practices. Thus, economic sustainability seeks to balance financial goals with protecting the 

environment and society. It is well known that environmental and economic sustainability 

are more studied and recognized than social sustainability, which tends to be overlooked. 

This overlook is regrettable because all the components must be studied, recognized, and 

implemented to reach a sustainable organization. (Saeed & Kersten, 2019) 

The concept of social supply chain sustainability (SSCS) encompasses several social aspects, 

including: (Saeed & Kersten, 2019) 

• Safety 

• Equity 

• Labor rights 
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• Philanthropy 

• Product responsibility 

These factors affect all individuals within the supply chain. (Saeed & Kersten, 2019) 

The firm must understand to whom they are socially responsible, and which issues must be 

prioritized. The stakeholder theory illustrates that managers have responsibilities to 

shareholders, stakeholders, and the corporation. To reach a sustainable competitive 

advantage, the company must fulfil the needs of all the stakeholders. (Saeed & Kersten, 

2019) 

2.3  Sustainable Supply Chain Management Implementation and Models  

It is important to understand that there isn’t a one-size-fits-all model for supply chain 

management (SCM); each industry and firm has its own environment and unique SCM. 

Nonetheless, several factors are universal and crucial for sustainable supply chain 

management. These factors are grouped into three models that align social, environmental, 

and economic goals. The choice depends on the company’s strategy, intentions, and abilities 

contributing to the supply chain. There are several models, but the focus will be on the 

following: reactive, cooperative, and dynamic. (Zimon, et al., 2019) 

The reactive model is a direct approach where the external drivers are minimal, and the 

internal resources may be limited. In this model, the main goal is avoidance. Practices apply 

to waste, water, and air, reducing energy consumption and emissions, sourcing of non-

hazardous and non-toxic materials, while conducting a sustainability assessment. Another 

practice includes eliminating toxic materials, optimizing packaging design, and limiting 

resource consumption.  (Zimon, et al., 2019) 

The cooperative model resembles the reactive model. This model marks the shift from 

reactive to cooperative, where the company perceives SSCM not as a pressure but as a 

business opportunity. Additionally, it is blended into the company’s core responsibilities. 

This model is a combination of effective approaches from the reactive model, but includes 

different aspects that have a major effect on the external environment. Some of the 

implementations are the following: development of a sustainability common mission, vision, 

and goals, sustainable procurement that considers the social and environmental aspects, 
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implementation of certification and standards such as ISO 1400, technological and 

organizational preparations, and lastly, the improvement of reverse logistics. (Zimon, et al., 

2019) 

The dynamic model highlights problem-solving, ethical accountability, and value creation 

with constant improvement. The outcome is that it actively collaborates with both upstream 

suppliers and downstream customers. Some implementations include high-quality recycling, 

green products, green design, corporate social responsibility practices, ethical leadership, 

and green image management. (Zimon, et al., 2019) 

2.4  Barriers to Sustainable Supply Chain Management 

Sustainable supply chain management (SSCM) has become an imperative part of 

organizations in several sectors due to external and internal pressures that prompt 

organizations to move towards sustainable practices. Nevertheless, multiple obstacles 

obstruct the execution of sustainable supply chain management (SSCM), which 

organizations must overcome. The barriers can be classified into the following categories: 

Managerial and organizational challenges, information-related barriers, financial 

constraints, and socio-cultural issues. (Reshad, et al., 2023) 

The lack of support from the top management is a barrier to the implementation of SSCM. 

Organizations tend not to be involved in long-term agreements with their partners, suppliers, 

or others. Instead, they shift to better opportunities and lower costs to increase their profit. 

The organization also lacks knowledge of the benefits of sustainability; this can lead to the 

organization not implementing sustainable practices in its supply chain. Most organizations 

focus more on the price of implementing sustainable practices and forget the long-term 

benefits that will bring to the organization. (Rakesh R. & V., 2021) Some of the 

organizational barriers are the following: unwillingness to share risks, lack of commitment 

from management, lack of trust within the supply chain members, and complex supply chain. 

(Reshad, et al., 2023) 

As mentioned before, one of the barriers is the lack of trust among the supply chain members; 

by withholding information, both parties cannot achieve sustainable practices in the supply 

chain. The lack of trust impedes collaboration and coordination among stakeholders, leading 
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to minimal exchange of information among partners. Some of the information-related 

barriers are Lack of coordination, lack of collaboration, and lack of information technology 

support for ERM. (Reshad, et al., 2023) 

Implementing a sustainable supply chain requires an investment that some companies might 

be unable to make. In some cases, the companies must implement infrastructure and new 

systems, which requires high capital and puts the organization under financial constraint. 

(Rakesh R. & V., 2021) Some financial barriers are a lack of budget, a low profit margin for 

sustainable activities, and financial constraints. (Reshad, et al., 2023) 

Another barrier is socio-cultural barriers, which include society's roles in the decision-

making process for implementing an SSCM. Nevertheless, there is insufficient pressure from 

the government and environmental-friendly groups. An example could be that the top 

management does not find a suitable corporate social responsibility, which is a barrier. 

(Reshad, et al., 2023) 

3  Research Methodology 

This chapter is focused on the research methodology for this study utilized to answer the 

study’s research questions; it also justifies the chosen research approach, the data collection 

method, content analysis, and the decision behind the selected approach. Since this is based 

on a specific industry, the best approach was a qualitative research approach combined with 

content analysis, to understand and have an in-depth knowledge of the topic. A systematic 

literature review utilized a direct and strict criterion to identify, evaluate, and consolidate the 

literature, including a list of published peer-reviewed and grey literature. (Thomé & 

Scavarda, 2016) defines gray or grey literature as any material not easily identifiable by 

traditional bibliographic index or database, such as newsletters, reports, working papers, and 

theses.  

A systematic literature review is defined as an important research endeavor by 

itself and not merely a review of previous writings. It responds to a specific 

research question and is a methodology that locates existing studies, selects, 

and evaluates contributions, analyses, and synthesizes data, and reports that 

evidence in such a way that allows reasonably clear conclusions to be reached 

about what is and is not known. (Thomé & Scavarda, 2016) A systematic 
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review features three key phases such as planning the review, conducting the 

review, and reporting the review. Lastly, the reporting of the review phase is a 

single phase. (Staples & Niazi, 2007) 

(Given & Given, 2008) defines qualitative research as the method that explores the human 

component of the topic, where people see and experience the world. This method focuses on 

the “why” rather than the “what,” and it approaches the phenomenon and captures the 

individual’s motivations, interpretations, feelings, and processes. Qualitative research 

should have a framework, and most importantly, the researcher must separate their personal 

views and experiences and abstain from making any judgment; this ensures reliability and 

trustworthy information. (Given & Given, 2008) Qualitative business research provides a 

critical view regarding the business world (Eriksson & Kovalainen, 2008), combined with 

content analysis, provides an understanding of the topic with both theoretical and empirical 

sources. 

 (Krippendorff, 2019) defines content analysis as a research technique used to understand 

reliable and valid inferences from text or other materials to systematically examine a 

particular phenomenon.  As a research technique, this approach offers new insight and 

increases the researcher reader's understanding of the phenomena. This approach requires a 

context within each available text that will be examined and analyzed. 

3.1  Data Collection  

The data was collected from the LUT Primo database, SCOPUS, Statista, and Google 

Scholar to identify relevant studies. The following standard keywords were used in this 

study: “consumer behavior and beauty industry,” sustainable supply chain,” “sustainable 

supply chain management,” “beauty industry,” and “green consumer behavior.” 

3.1.1  Academic sources 

To classify and ensure trustworthy sources, the university requires academic sources, to fulfil 

such requirements, there were inclusion and exclusion criteria:  
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Inclusion Criteria: 

• Focused on consumer behavior, sustainability, and sustainable supply chain 

management, green consumers 

• Written in English  

• Academic sources 

Exclusion Criteria: 

• Opinion pieces or blog posts 

• Studies unrelated to the topic 

• Sources not available or open 

As mentioned before, the literature search was conducted using reliable academic sources. 

The inclusion and exclusion criteria were used to ensure relevant, high-quality sources were 

included. The result was 50 references. The list of included sources is presented in Appendix 

1. 

 

• Table 4. Sources used in this study 

Source Number of literatures used 

SCOPUS 4 

LUT Primo 33 

Statista 5 

Google Scholar  8 

Total  50 

 

3.1.2  Non-academic sources (Grey literature) 

The data for this study were collected from previous academic studies and complemented 

with public media sources from the beauty industry. Practical examples of sustainability 

efforts are found on the web pages of beauty industry companies and other related 

documents, such as sustainability reports. 
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(Thomé & Scavarda, 2016) Gray defines grey literature as any material not easily 

identifiable by a traditional bibliographic index or database, such as newsletters, reports, 

working papers, and a thesis. The list of companies used as sources in this thesis is presented 

in Appendix 2. 

3.2  Research Reliability and Ethical Considerations 

To ensure the reliability of the findings, it included only credible non-academic sources, and 

the study follows PRISMA guidelines to ensure transparency. Lastly, this study relies on 

publicly available secondary data; there was no need for ethical approval, and all the sources 

are cited to maintain the academic integrity required by the institution.  

To ensure the clarity and coherence of this thesis, AI tools such as Grammarly and OpenAI 

for grammar and structure were used. All the information in this thesis is the work of the 

researcher. 

4  The Development of Sustainability in the Beauty Industry 

This section focuses on the historical context of sustainability within the beauty industry. It 

cross-examines how environmental knowledge has transformed product development and 

business practices over the past decades. 

4.1  Early Practices and Their Environmental Impact 

The beauty industry encompasses not only makeup products, but also essential hygiene items 

and products aimed at health goals, such as healing lotions and acne medications. It is 

important to note that cosmetics do not solely include products for “vanity” but also serve 

various other essential purposes. This industry has been under examination for its early 

practices, such as animal testing and harsh chemicals, ingredient sourcing, packaging, and 

safety of cosmetic ingredients. (Jones, 2010) 
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4.1.1  Animal-Testing  

Animals have been used for testing and scientific purposes as early as the third century BC, 

with the Alexandrian physicians Herophilus and Erisistratus recording their examinations of 

the functional differences between sensory nerves, motor nerves, and tendons. Studies from 

Galen of Pergamum, a Greek Physician who did research regarding the complexities of the 

cardiopulmonary system, and the function of the brain and spinal cord. It is important to 

point out that most of these experiments were conducted without anaesthetic, and religion 

also played a major role in the views of animal feelings and pain; this is because St Thomas 

Aquinas declared in his Summa Theologiae (1260) that humans were unique beings and that 

all other animals were incapable of rational thinking. After all, they possessed no mind. Only 

humans have souls and the power to reason. This meant that animals were objects used to 

satisfy human needs and had no moral status. The religious society didn’t see the suffering 

of animals as cruel since it was the consequence of some higher purpose or the pursuit of 

more excellent knowledge.  (Monamy, 2009)  

Animal testing in the beauty industry consists of using non-human animals to test the safety 

level of the ingredients and the finished products. Historically, this process includes a variety 

of tests. For example, skin and eye irritation tests are performed on animals such as rabbits, 

mice, guinea pigs, and rats. These tests assess how certain ingredients and/or substances 

affect eyes and skin. (Sahota, 2014)  

In 2020, the Royal Society for the Prevention of Cruelty to Animals surveyed the number of 

animals used in research and testing worldwide. The United States is the world’s largest user 

of animals in research and testing. (The Royal Society for the Prevention of Cruelty to 

Animals, 2021) 
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Figure 5. The annual number of animals used in research and testing in selected countries 

worldwide as of 2020 (The Royal Society for the Prevention of Cruelty to Animals, 2021) 

 

Although this figure doesn’t show that the cosmetic industry uses all animals, it is a good 

reminder that animals are used for testing in other fields of science and industries despite the 

European Commission’s ban on animal testing. The following figure shows which type of 

animals are used for testing in the scientific sector.  

 

 

Figure 6. Share of animals used for scientific research in the European Union in 2022, by 

class of animals. (European Commission, 2024) 

According to the (European Commission, 2023) Cosmetics Directive, supplies the 

regulatory foundation for the end of animal testing for cosmetic purposes; it encompasses 
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- A testing ban – A prohibition to test finished cosmetics products and their ingredients 

on animals. 

- A marketing ban – A prohibition on marketing finished cosmetics and ingredients in 

the EU if they were tested on animals. 

The testing ban on finished cosmetic products has been implemented since September 

110204. The testing ban on ingredients or a combination of ingredients has been in place 

since 11 March 2009. (European Commission, 2023) 

The marketing ban has been carried out since 11 March 2009 for all human health concerns 

except repeated-dose toxicity, reproductive toxicity, and toxicokinetic. For specific health 

concerns, the marketing ban has been applied since 11 March 2013, irrespective of the 

availability of alternative non-animal tests. (European Commission, 2023) 

As mentioned in the beginning, Animal testing has been around for many years, but so has 

the opposition. In 1876, the Cruelty to Animals Act (Legislation.Gov.Uk, 1876) was passed 

with the following clauses: 

- Prohibition of painful experiments on animals. 

- General restrictions as to the performance of painful experiments on animals. 

- The use of urari as an anesthetic is prohibited. 

- Special restrictions on painful experiments on dogs, cats, etc. 

- Absolute prohibition of public exhibition of painful experiments. 

Furthermore, there are organizations such as Cruelty-Free International, founded in 1898, 

whose role was the early social justice movement, and they work to create a world where 

animals don’t suffer in a laboratory; they also have developed the leaping bunny program, 

where they approve cruelty-free cosmetics, personal care, and household products. It is 

believed that around 1,000 brands are part of the Leaping Bunny program; each brand has 

the Leaping Bunny logo on their products, which helps customers choose to shop for cruelty-

free products. This organization has shown cruelty performed on animals in laboratories, 

with footage from laboratories that are not open to the public, and there is no CCTV 

available. Some laboratories show images that are staged and barely any footage of the 

experiment or the aftermath of those experiments. (Cruelty Free International, ei pvm) 
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Figure 4. Cruelty-free International Logo (Cruelty Free International, ei pvm) 

An additional organization is the animal rights group People for the Ethical Treatment of 

Animals (PETA), an international nonprofit organization based in Virginia, United States of 

America, but with offices worldwide. Founded in 1980, they dedicate their efforts to 

defending and establishing the rights of all animals; they believe that humans do not have 

the right to eat, wear, entertain, or abuse animals. (PETA, ei pvm)This organization also has 

a program certifying that your product isn’t being tested on animals. This program is called 

PETA’s Global Beauty without Bunnies, and it’s not only about cosmetics but also about 

everyday household items, household products, and personal-care products. There are two 

ways a company can be certified: (PETA, ei pvm) 

Global Animal Test-Free recognizes brands and companies that have confirmed that they 

and their suppliers do not conduct any type of test on animals for their ingredient formulas 

or finished products, and they will not do so in the future. (PETA, ei pvm) 

Global animal test-free and vegan-validated companies and brands meet all the requirements 

and have an entire product line free of animal ingredients and derived products. These 

companies are known as cruelty-free. (PETA, ei pvm) 
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Figure 5. PETA’s global “Animal Test-Free or “Animal Test-Free and Vegan logos. (PETA, 

ei pvm) 

The process for such certifications is easy; it is free to be certified, and once approved by 

PETA, they can choose to use PETA’s animal test-free or animal test-free and vegan logos, 

and the companies and brands pay a one-time 350-dollar licensing fee. Regarding Europe, 

the label is different; despite their ban on animal testing, there are some loopholes in the law. 

Some products are being tested outside of Europe and then imported to Europe. Also, 

chemicals are being tested on animals for safety reasons, yet in PETA’s eye, this violates 

animal rights. (PETA, ei pvm) 
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Figure 6. PETA’s logos are designed for companies that sell their products in EU countries. 

(PETA, ei pvm) 

 

In the United States, California was the first state to ban animal testing in the cosmetics 

industry. The bill was passed unanimously, declaring that the use of animal testing in the 

cosmetics industry is illegal. In China, the government demands that all cosmetics imported 

to the country be tested on animals, not only cosmetics but also other products. (Wang, et 

al., 2020) 

4.1.2  Harsh Chemicals 

Most cosmetics are made of chemicals, meaning the chemical and cosmetic industries work 

together to create different products, from makeup to skincare. Around 12,000 industrial and 

synthetic chemical ingredients are believed to be used in cosmetics, and around 20% of these 

ingredients are considerably safe to use. Most sewage plant treatments do not have the proper 

infrastructure to remove the ingredients since many products have microplastics and 

synthetic musk.  Besides environmental pollution, these chemicals also present a health risk 

to humans; some of these chemicals are Parabens, Triclosan, 1,4 Dioxane, Siloxanes, 

silicones, Organic and Inorganic UV-filters/Absorbers, and finally, microplastic particles. 

(Bilal, et al., 2020) 

Parabens are a chemical mainly used as a preservative in cosmetics and pharmaceuticals 

because of their antimicrobial activities. While plants and bacteria produce this component 

naturally, almost all commercial parabens are made by synthetic methods. This preservative 

was first introduced in the 1920s; it is believed that around 80% of personal care products 

have parabens listed as ingredients, but a study conducted in 1995 showed that parabens 

were found in 77% of the rinse-off and around 99% of leave-on cosmetics. The European 

Union has prohibited the consumption or inclusion of benzyl paraben, isobutyl paraben, 

isopropyl paraben, methylparaben, and phenyl paraben; despite all the restrains and bans, 

there is still the usage of paraben in personal and cosmetics products due to their low price, 

toxicity and activity against bacteria, molds, and yeast. It is believed that Parabens could be 

carcinogenic; as a direct result of these studies, many manufacturers decided to alter the 

formulas and replace parabens. (BŁEDZKA, D. et al., 2014) Parabens have been found in 

rivers in China and some in Europe, (BŁEDZKA, D. et al., 2014) as well as dust, air particles, 
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and marine mammals. They have also been found in human urine, milk, and human breast 

cancer tissues. (Bilal, et al., 2020)  

Triclosan is an antimicrobial component that is widely used as a preservative in different 

products that vary from shampoos, toothpaste, detergents, and sunscreens are more; besides 

those products, it can also be used as a stabilizer in textiles, packaging, or as an antiseptic 

for medical devices and household products due to its antibacterial and fungal properties. 

The most significant source of pollution is through domestic sewage, and this is because the 

concentration of triclosan is ineffectively eliminated, leading to damage to the environment. 

Exposure to the component can have several impacts on the environment and human health, 

such as decreased sperm count, tumor development, and possible thyroid impairment. (Bilal, 

et al., 2020) 

The following interview was performed in 2020 with American Consumers. The question 

was whether there should be more regulations to monitor ingredients used in the cosmetics 

industry. The results show that 54% agreed that there should be regulations. Meanwhile, 

19% do not believe in regulations, while 27% claim it depends on the ingredients. 

 

 

Figure 7. Should more regulations be in place to monitor the ingredients in cosmetics? 

(Happi Magazine, 2020)  

 

Overall, the safety of cosmetic ingredients is a subject widely discussed among consumers 

and NGOs since some studies have shown that certain ingredients, such as phthalates, which 
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are primarily used as solvents, could act as potential endocrine disruptors. As mentioned 

before, parabens are thought to be linked with possible breast cancer. Some EU regulations 

have banned certain chemicals, but some are still permitted in other regions. (BŁEDZKA, 

D. et al., 2014) 

4.1.3  Ingredient Sourcing 

Palm oil (Elaeis Guineensis) is a vegetable and edible oil that comes from the fruit of palm 

oil.  Native to Africa but later introduced to Southeast Asia about 100 years ago. This led to 

Indonesia and Malaysia being top producers, making around 85% of the world supply. The 

Palm oil can produce two types of oil. Carp oil and Kernel oil which is known as crude palm 

oil and palm kernel oil. 80% of palm oil is used in food, and 20% in cosmetics, detergents, 

and lubricants. (Lai, et al., 2012) 

Palm oil is of paramount importance for several countries in Africa and Southeast Asian 

countries because it is a lucrative oil and easy to grow and handle. In 2009/2010, palm and 

kernel oil had an estimated production of around 51 million tons, worth around 46 billion. 

The production can be divided into the following order: Indonesia, with 49%; Malaysia, with 

32%; and Colombia, Cote d’Ivoire, Nigeria, and Papua New Guinea. The main buyers of 

crop oil are China, India, the European Union, Pakistan, and others. (Lai, et al., 2012) 

As the oil demand increases, so does deforestation. In Brazil, the government granted 

incentives to boost biofuel products, and sadly, amazon has been affected. The expansion 

has affected the local communities, but on a positive note, it has also decreased deforestation 

from 8% to less than 1%. (Lai, et al., 2012)  

Sandalwood is undoubtedly one of the most valuable trees in the world; it has several 

benefits, such as antibacterial, anti-inflammatory, and antioxidant. It is believed that 75% of 

the harvested sandalwood in India has been illegally obtained, and sadly, 33% of the global 

sandalwood is illegally sourced. (Bunney, E. et al., 2023) Ingredient sourcing is a significant 

issue within the beauty industry because some ingredients could be hard to track the supply 

and ensure 100% transparency. (Sahota, 2014) 
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4.1.4  Packaging 

Packaging has a tremendous impact on the environment. The beauty industry tends to use 

multiple layers of packaging, especially with the public relations box (PR), a meticulously 

selected item sent to influencers to attract fans who will later become customers. Luxury 

brands also use multiple layers of packaging for the skincare and perfumes. This practice is 

constantly questioned. The biggest concern is that packaging impacts the environment, and 

the most used material for packaging is plastic; it is favorable due to its lightweight, 

versatility, and flexibility; nevertheless, it generates pollution. (Sahota, 2014) 

Presently, plastic and microplastic are some of the most severe environmental issues, and 

they are significantly connected to the beauty industry. These plastics can be found in 

different forms, for example, as part of the product formula, such as exfoliating scrubs, and 

the second is the packaging. Knowingly, microplastic can be 5mm to 0.1 micromillimeter, 

which makes it difficult for wastewater treatment plants to filter out, transfer to water 

courses, and pump to the oceans. Subsequently, marine animals consume it, and plankton 

negatively affect the marine ecosystem's food chain. (Cubas, et al., 2022) 

Polymers are a form of plastic that has become a significant environmental issue. It is 

believed that in 2015, roughly 4.9 billion metric tons of plastic were manufactured 

worldwide. The main types of plastic manufactured are Polyethylene (PE), Polypropylene 

(PP), Polystyrene (PS), expanded Polystyrene (EPM), and Urethane polyester packaging. 

These plastics are usually used in the manufacturing of cosmetics and food packaging. 

Additionally, roughly 50% of plastics are interrelated with highly aggressive chemical 

components that have caused irreparable environmental damage—the estimated 5.25 trillion 

plastic particles in the oceans, which is almost 269 thousand tons. As mentioned, 49 billion 

metric tons of plastic are manufactured worldwide, but they are not correctly disposed of 

and end up in our oceans, landfills, soils, streets, and dumps. (Cubas, et al., 2022) 

In conclusion, the early practices of the beauty industry were constantly marked using harsh 

chemicals, non-eco-friendly packaging, disregard for animal welfare, and unethical 

ingredient sourcing. While typical then, these practices have since been considered harmful 

to consumers, animals, and the environment. As consciousness has grown, consumers and 

NGOs have become more vocal in demanding a change, pushing the beauty industry towards 

cleaner, more conscious, safer, and more sustainable practices. This switch emphasizes the 
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importance of transparency in the beauty industry's supply chain, product development, and 

ethics, setting the bar for a more responsible future. (Sahota, 2014) 

4.2  Consumer Behavior in the Beauty Industry 

In recent years, consumer behavior in the beauty industry has significantly developed, 

tailored by trends, technology, and moral values. Today’s consumers are more informed, 

conscious, and varied in their preferences. They seek products and brands aligned with 

inclusivity, sustainability, health consciousness, and transparency. (Sahota, 2014) Several 

people are particularly focusing on better understanding consumer behavior. Entrepreneurs 

and marketers aim to have an insight into their actual and prospective customers, with the 

ultimate goal of persuading them to buy their products and services. NGOs, policymakers, 

and others are interested in persuading consumers to behave and make donations or avoid 

driving under the influence. Finally, consumers want to learn and understand where they 

stand when it comes about making more conscious consumption decisions. (Hoffmann & 

Akbar, 2023) 

In the present, consumer behavior is considered more than an economic exchange as it 

includes consumption and product disposal; it is more than just acquiring goods or services; 

it also provides consumption and disposal practices. This holistic view connects consumer 

behavior to marketing and other institutions, highlighting the importance of these stages in 

the consumer journey: acquisition, consumption, and disposal. By examining these stages, 

we can understand their impact on individuals, society, and the environment, such as 

accomplishing personal goals, networking, sensory experience, educational, and artistic. 

This approach elevates marketing from just business to a vital part of the institution that 

shapes, influences, and reflects societal values. (MacInnis & Folkes, 2010) 
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Figure 8. Consumer Behavior. Their role and behavior. (Hoffmann & Akbar, 2023) 

 

As seen in Figure 8, the word consumer is usually established by the distinction between 

production and consumption. Nevertheless, there is more than just production and 

consumption; recently, consumers have become involved in product development, supplier 

selection, and market shaping. The second word for consumer behavior is behavior; this term 

overlays behavioral science, especially in economics, sociology, biology, psychology, and 

physiology. (Hoffmann & Akbar, 2023)   

4.2.1  Shifting consumer preference toward sustainability  

Consumers are prioritizing sustainability in their beauty product choices. Several key factors 

drive consumers towards this shift: Environmental awareness, ocean pollution, and waste 

impact. A growing number of reports on sustainability, product origin, and the 

environmental impact have raised consumer awareness of social and environmental issues. 

Consumers are learning that their purchasing decisions directly impact the environment and 

communities. (Sahota, 2014)  The truth is that sustainable consumption is promoted by 

NGOs, governments, and international agencies to reduce the impact on the environment 
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and communities. (Murray, 2013) In 2019 and 2022, consumers were interviewed regarding 

what attributes are essential to them in beauty products; the following figure shows the 

attributes. 

 

Figure 9. The most crucial sustainability attributes for beauty products for consumers in 

2019 and 2022. (GCI, 2022) 

This figure demonstrates the key attributes consumers prioritized in 2019 and 2022 when 

choosing products, including biodegradable packing, cruelty-free, and ethical sourcing. This 

shift mirrors a booming awareness of how purchasing decisions impact the environment, 

pressing companies to adjust their practices. To preserve loyal customers and attract new 

ones, brands must align with these values and adopt more sustainable business models. 

This shift in consumer behavior is influencing demand for cosmetics and personal care 

products. Though the main decision for cosmetics products remains personal, ethical and 

environmental deliberations are becoming progressively important when consumers buy 

these products; consumers are looking for beauty products that are ethical, natural, and 

organic. This high demand for this type of product has increased global sales from less than 

1 billion dollars in the 1990s to 9.1 billion dollars in 2011. Consumers care about their carbon 

footprint and the ingredients of their beauty products. (Sahota, 2014) 
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4.2.2  The rise of ethical and inclusive beauty 

The beauty industry is known for its traditional narrow beauty standards, which include the 

exclusion of skin tones, body types, and cultural background. Nonetheless, a significant shift 

has happened recently as consumers increasingly pursue brands that reflect their values and 

prioritize inclusivity, ethical sourcing, cruelty-free, and environmental responsibility. This 

rise has triggered a transformation within the industry, with brands expanding their shade 

range, including vegan formulas, sustainable packaging, and cruelty-free practices. Today, 

ethical and inclusive beauty is not just a trend but a response to the demand from consumers 

for genuineness, transparency, and representation. This movement not only reconsiders 

beauty standards but also challenges companies to build trust and align with a consumer base 

that values integrity as much as aesthetics. (Confetto, et al., 2023) 

Inclusivity refers to beauty products and services that serve all individuals, regardless of age, 

gender, religion, skin tone, skin type, or body type. This includes models envisioned in 

product advertisements for products and services; inclusivity attracts more consumers than 

traditionally represented or catering. (Baek, et al., 2022) For example, in 2018, makeup 

brand Tarte was heavily condemned by black influencer Jackie Aina for lacking darker 

shades in their upcoming foundation. The foundation had 15 shades, and only three were 

intended for dark skin. Yet again, in 2023, this brand was criticized after hosting a luxury 

influencer trip to Dubai and Turk and Caicos; black influencer Bria Jones posted a video on 

the TikTok platform talking about how she felt the brand was treating her differently than 

the white creator. Some creators were invited to the Formula 1 event. In contrast, Bria was 

just asked to the practice and commented on how her accommodation differed from the white 

creator, who was assigned a bigger room and invited to the Formula 1 event. (Jones, 2023) 

In 2017, Fenty Beauty transformed the beauty industry with no exaggeration. Many credit 

the brand’s success to Rihanna’s fanbase and the support of LVMH. While these factors 

certainly played a role, reducing the brand’s impact on Rihanna’s celebrity status alone 

simplifies its influence. The truth is that this brand is more than another “celebrity beauty 

brand,” and viewing it as such overlooks the industry state before Fenty Beauty’s launch. 

For a long time, the beauty industry had an unrealistic standard and neglected representation 

in advertisements and products, sending an unwelcome message to those who do not fit the 
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Eurocentric ideal. Fenty Beauty confronted this issue and ignited a robust conversation about 

diversity and inclusivity. (Fetto, 2020) 

Fenty Beauty’s innovative debut included an impressive 40 shades range that was later 

expanded to 50, designed to cater to all skin tones, backed by a genius marketing campaign. 

The brand reportedly generated 100 million dollars in sales within the first month, was 

named one of Time magazine’s 25 inventions, and sparked what is now called the “Fenty 

Effect.” Beauty brands began expanding their shade range, with 40 shades being the new 

standard. Less than that was viewed as apathetic; more was seen as a competitive edge, with 

some brands offering 50, 60, or 100 shades. Yet, while providing a wider range may be 

impressive, quantity alone is not enough. It’s the formula that matters. Adding pigment to 

foundations initially designed for lighter skin tones does not work for deeper shades and 

often results in ashy tones. (Fetto, 2020) 

Fenty Beauty forged an emotional connection with women the beauty industry had 

overlooked. By improving visibility and representation, the brand proved the importance of 

being acknowledged. It demonstrated the power of women of color, demonstrating that black 

consumers and people of color are a valuable market that should not be overlooked. The 

most obvious proof is when the darkest shade of Fenty Beauty sold out first. (Fetto, 2020) 

Fenty Beauty expanded their business to Europe, India, and Africa. In 2022, Fenty Beauty 

owner Rihanna released a post on her Instagram account sharing that Fenty Beauty and Fenty 

Skin, her skincare brand, will finally be available in Africa. The list of countries is as follows: 

Botswana, Ghana, Namibia, Nigeria, South Africa, Zambia, and Zimbabwe. (Tazewell, 

2022) In March 2024, an Indian retailer company, Nykaa, announced the welcome of Fenty 

Beauty to the country; both companies were thrilled to work together to bring the brand to 

India. (Afaqs, 2024) 

Over the past decade, the beauty industry has experienced a wave in ethical consumption as 

consumers become more mindful of social causes. This goes beyond eco-friendly practices; 

consumers expect brands to uphold social justice principles, including fair labor practices, 

inclusivity, and genuine representation. Younger consumers increasingly make purchasing 

decisions based not only on the quality but also on alignment with brands that reflect their 

values on social issues like #BlackLivesMatter, #MeToo, #BreakTheBias, #TimesUp, and 
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#GenerationEquality, which have gained force on social media in recent years, emphasizing 

how strongly consumers feel about social issues. (Confetto, et al., 2023) 

 

Figure 10. Share of consumers who say brand actions in response to racial injustice would 

result in trust gain or loss in the United States 2020, by race. (Edelman, 2020) 

Several brands have played a role in activism through their campaigns, such as Ben & 

Jerry’s, Patagonia, Unilever, and Gillette, supporting environmental and social issues such 

as toxic masculinity, gender inequality, and racial inequality. One of the most famous in Ben 

and Jerry’s, whose business DNA is social justice; the issues they care about are the 

following: racial justice, fair trade, rights and dignity of refugees, democracy is in our hands, 

LGBTQ+ rights, and climate justice. They mentioned on their website, “We love making ice 

cream – but using our business to make the world a better place gives our work its meaning. 

(Ben &Jerry's, 2024) 

Figure 10 demonstrates that several racial and ethnic groups in the United States – Black, 

Latinx, Asian American, White, and the overall population; most consumers believe that 

brands demonstrating an active role and response to racial injustice would earn or retain their 

trust. This demonstrates the strong expectation from brands to engage in social justice. The 

data shows that a brand that commits to addressing social justice is positively viewed across 

different demographics. 
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In conclusion, consumer behavior in the beauty industry is evolving, with a booming 

preference for brands that prioritize sustainability, ethics, social justice, awareness, and 

inclusivity. This shift reflects the high awareness for transparency, as consumers 

increasingly favor products that align their values on social and environmental issues. This 

enables consumers to hold brands accountable. 

4.3  Sustainable Supply Chain in the Beauty Industry  

The sustainable supply chain has become a critical focus in the beauty industry as companies 

answer consumer demand for environmental responsibility and transparency. A sustainable 

supply chain embraces ethically sourced ingredients, waste reduction, eco-friendly 

packaging, fair trade, and fair labor practices at every stage, from raw material extraction to 

product development and disposal. Brands adopt a sustainable supply chain to minimize 

their ecological footprint and fulfil consumer demand. 

4.3.1  Sustainable sourcing and raw materials 

Sustainable sourcing and ethical use and extraction of raw materials have become an element 

in the beauty industry’s shift concerning environmental and social responsibility. As 

consumers demand transparency in the companies’ supply chain, brands prioritize 

transparency, sustainability, ethical labor practices, and biodiversity protection. Brands rely 

on and affect biodiversity. The beauty industry relies on biodiversity since it supplies a 

source of innovation and raw materials. Traditionally, these raw materials are transformed 

into oils, emulsifiers, butter, natural colors, and other products. (Sahota, 2014)  

Givaudan is the largest purchaser of raw materials, not only in the fragrance industry but 

also in the beauty industry. (Sahota, 2014) “Human by nature” is the motto of this company. 

Their DNA matches consumer demands for clean, organic, and natural ingredients and 

transparency; the company has a project called Sourcing4Good, which ensures the 

transparency of their sourcing partners. The company sources around 11,900 raw materials 

globally; several are from remote communities with environmental and economic issues. 

(Givaudan, ei pvm) 
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Sourcing4Good is a program established on the partnership, knowledge sharing, experience, 

and expert input from suppliers, customers, and partners. This program includes all 17,900 

of the company brand suppliers, all the natural or synthetic materials, and indirect materials 

and services. The four goals of this program are improving working conditions in factories, 

farms, and at the collector level; promoting sustainable agricultural practices and the 

preservation of the wild harvest supply chain; reducing environmental footprints and 

promoting biodiversity; and lastly, improving the lives of the communities where they 

source. (Givaudan, ei pvm) The company has projects for the following: 

 

Table 3. Givaudan Sourcing4Good Project 

Ingredients Location Project 

Bergamot Italy • Audit main suppliers 

• Third-party auditors trained 

as agronomists to conduct 

field audit 

• Collaboration to improve 

agricultural practices 

Chilli India • Supporting communities 

with periodic health checks, 

school supplies and medical 

support. 

• Promoting and improving 

good agricultural practices 

throughout the whole 

growing cycle of the chilli 

Cistus Spain • Investing in a modern 

extraction unit. 

• Long term partnership while 

paying the premium for the 

material 

Clove Madagascar • Acquiring the material 

directly from the farmers 

• Building a network focus on 

loyalty, trust and 

transparency 
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Guarana 

 

 

Brazil 

 

• Promoting better agricultural 

practices 

• Installation of new ovens for 

the drying process 

Lavender France • Strengthen their sourcing 

relationship 

• Tackling the disease impact 

on the lavender 

• Research to developed 

methods to control the 

spread of the disease 

Patchouli Indonesia • Improving the livehoods of 

the smallholder 

• Improve the process of 

distillation with energy 

efficiency. 

Tonka Venezuela • Partnership with 

conservation international to 

protect the forest where 

Tonka grow 

Vanilla Madagascar • The company has 

partnership with local NGO 

to run a development 

program about hygiene, 

food, and education 

Vetiver Haiti • They achieve the Ecocert 

Fair for Life Certification 

that ensures fair condition 

for everybody 

• The cooperative benefits are 

ensuring premium prices for 

the vetiver roots which fund 

support the community 

 

The table highlights the different projects the company has implemented alongside NGOs 

and cooperatives to support its sourcing communities by improving agricultural practices 

and enriching social sustainability. The common aim of these initiatives is to invest in local 
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farmers’ sustainable farming practices that will benefit both parties in the future while 

reducing the environmental impact. 

The project’s focus is on reducing environmental impact, improving agricultural practices, 

and improving community well-being, such as providing education, healthcare, and fair 

compensation.  

4.3.2  Sustainable Packaging Solutions  

Packaging is one of the main areas of improvement due to its environmental impact. As 

mentioned in par 2.1.4, the packaging is linked to the loss of marine biodiversity. Plastic 

packaging is widely used in the beauty industry, and since it is not biodegradable, it ends up 

in landfills, creating environmental pollution. Beauty products have several layers of 

packaging. The primary one is the one who has direct contact with the product. The second 

is the bin that covers the primary packing, and the last is the packaging used for shipping, 

warehouse storage, and such. (Sahota, 2014) 

Brands are focusing on exploring eco-friendly packaging options such as biodegradable, 

refillable containers, and recyclable plastics. Finnish company Lumene is the world’s first 

to sell water-based cosmetics in sustainable packaging. Lumene, in collaboration with 

Sulapac, developed a jar made from industrial compostable material that is manufactured 

sustainably and is eco-friendly. The product is packaged in an FSC-certified wood chip and 

plant-based materials. This technology is made of industrially compostable material that 

protects the product and is in contact with natural microbes that leave no trace behind. 

(Holley, 2022)  

5  Discussion and Conclusion  

In this chapter, the role of consumer behavior in creating a sustainable supply chain within 

the beauty industry will be analysed. The discussion starts by analyzing the theoretical 

background regarding sustainable supply chain management and comparing these findings 

with the empirical research; it is essential to link both research and spot the similarities or 

differences between them. As defined by Carter and Roger, sustainable supply chain 
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management is a strategic, transparent integration of an organization’s social, environmental, 

and economic goals in the structured coordination of key inter-organizational business 

processes (Carter & Rogers, 2008), but how have companies been able to turn the theory 

into reality? As shown in Chapter 4, companies like Givaudan and Lumene, but it is essential 

to mention that a sustainable supply chain is implemented in the beauty industry and other 

industries such as fashion and car retail, for example, Patagonia and Polestar.  

In the beauty industry, in 2021, Givaudan implemented Sourcing4Good. The main goal of 

this project is to create collaboration and discussion with customers, specialists, and 

Givaudan experts. Another approach is to promote agricultural sustainability, reduce 

environmental footprint impacts, and promote biodiversity. Givaudan manages around 

11,000 raw materials across several countries. (Givaudan, 2021) 

Additionally, in this chapter, the research questions will be answered: " What kind of role 

does consumer behavior have in the creation of a sustainable supply chain in the beauty 

industry?” Consumers play a critical role in the creation of a sustainable supply chain. As an 

external driver, consumers are a key stakeholder for businesses, affecting the company’s 

financial performance. (Rausch-Phan & Siegfried, 2022)  Customer demands also 

encourages companies to implement sustainable practices, but when companies do not 

comply to the demands, this could lead to loss of costumers, and this affects the company 

financial performance and even reputation. (Saeed & Kersten, 2019) Consumers affect not 

only the mentioned financial performance but also product development, materials, 

ingredients, suppliers, packaging, and more. Brands have reformulated several product 

recipes to fulfill the demands for products without microplastics, parabens, and other 

chemicals. Furthermore, they can shape the brand marketing strategies and social justice of 

the company. Across the years, consumers are more aware of the company's social 

sustainability, whether they take a stand on different social issues, and brands have answered 

by taking stands and using social media to spread awareness. As seen in Figure 11, these are 

some of the actions taken by companies towards sustainability. 
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Figure 11. Leading actions taken up by companies as part of sustainability efforts worldwide 

2022. (Deloitte, 2023) 

Figure 11 does not show that these actions were taken due to the consumer demands but it 

does show that companies are putting the effort on shifting their way of doing business, one 

of the action of training employees on climate change actions and impacts resembles the job 

Givaudan has done with their project Sourcing4Good which trains suppliers with better 

agricultural practices, this ensures transparency in their supply chain. (Givaudan, 2021) 

Subsequently, the sub-research question will be answered, which is what the perception and 

motivation of consumers are regarding sustainable beauty products. Consumers are 

increasingly aware of the environmental crisis, which has led them to opt for sustainable 

products. (Reddy, et al., 2023) Furthermore, consumers are leaning towards purchasing 

products that have an eco-label, and even more if they include information about the 

advantages for the environment and customers’ health. (Malhotra, et al., 2024) Labeling 

plays a crucial role in influencing consumers. Transparency and an eco-friendly label 

increase the positive perception among consumers because they help them understand the 

quality of the product. Nonetheless, the lack of regulations in green cosmetics can make 

consumers confused, and this can lead to consumers not buying the products and continuing 

to buy conventional products. (Timpanaro & Cascone, 2025) However, some customers are 

hesitant because they have the perception that environmentally friendly products tend to be 
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more expensive. (Malhotra, et al., 2024) Additionally, sustainable products are perceived as 

less effective than traditional products. (Jahnert, et al., 2025) 

The primary motivation for sustainable beauty products is environmental concerns. 

Additionally, there are health concerns, as sustainable products are perceived as healthier. 

Most consumers shift towards sustainable products because they contain fewer chemicals. 

Some consumers believe these products can positively affect their health and help them 

achieve higher well-being. (Testa, et al., 2024) Some research shows that, for example, the 

Generation Z motivation for purchasing natural cosmetics is mainly distinction from their 

peers; meanwhile, environmental concerns are not their priority for these consumers, but this 

claim has been refuted by different researchers claiming that environmental concern does 

motivate consumers to purchase green cosmetics products. Additionally, health concerns are 

another motivation for buying green products. Another motivation is the positive published 

experience on social media that can prompt consumers to buy green products. (Pop, et al., 

2020) 

Ultimately, the last research question will be answered: How does a beauty brand integrate 

consumers’ insight and demands into its supply chain? The beauty industry is growing, and 

the main categories of products are skincare, makeup, perfume, and toiletries. (Mondello, et 

al., 2024) This industry faces several issues, including animal testing, health, and 

environmental impact. It is believed that animal testing is permitted in around 80% of the 

world, Additionally, 20% of the ingredients in cosmetics products are considered safe, and 

these chemicals reach the aquatic environment, whether it was directly or indirectly, and this 

affects the marine fauna. (Dube & Dube, 2023) This fast-growing industry is expected to 

continue growing; besides the continued growth, so does consumer pressure, which is why 

companies are working towards an environmentally friendly sourcing process. (Mondello, 

et al., 2024)This has prompted companies to implement the circular economy approach into 

their business. It is important to mention that the circular economy is focused on the product's 

end of life and the entire process. (Mondello, et al., 2024) An example of a beauty company 

including the circular economy is Lumene, whose goal is to achieve a 66% material 

circularity by 2028, additionally, they aim to create a portfolio of products that comply with 

the circular economy principles. (Lumene Group, ei pvm) Circular economy has 

sustainability within its principles. Circular economy aims to maintain the value of the 

product value, resources, and materials while minimizing waste. This is because the 
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framework of circular economy is the 4Rs: Reuse, Recycle, Recovery, and Reduce. 

(Mondello, et al., 2024) 

Another example of how companies integrate consumer demands is by implementing 

reusable packaging and eco-design practices for some products. L’Occitane group worked 

on creating an eco-design packaging for their best-selling hand cream, the company claims 

that the new packaging reduces GHG emissions. The product’s main tube is made from 

recyclable high-density polyethylene, which is recyclable and made into composite wood or 

plastic lumber, which can be recycled in different facilities across France, Europe, and the 

United States; additionally, the company has also switched the transportation from air freight 

to rail freight. According to studies, air freight produces around 100 times more CO2e than 

sea shipment. (Group L'Occitane, 2024) Along with the eco-design for their hand cream, 

they also have eco-refills, solid shampoos, and deodorant balm that come in aluminum 

packaging. (L'Occitane, ei pvm) 

The findings conclude that consumers play a substantial role in creating a sustainable supply 

chain in the beauty industry. Consumer pressure has motivated companies to comply with 

their demands for cruelty-free products, transparency, natural ingredients, better sourcing 

practices, and eco-friendly packaging. Furthermore, the motivations and perceptions driving 

consumers towards sustainable beauty products have shown that sustainable products are 

perceived as healthy and high quality. As well, the motivations are health concerns, 

environmental concerns.  The NGOs also play a major role in the creation of a sustainable 

supply chain due to their pressure and creation of sustainability certifications that help not 

only the consumer to identify sustainable products but also the environment and the 

community, whether it is fair trade, Leaping Bunny, or Cruelty-Free International.  

Moreover, it is shown that brands are paying attention to the consumer demands and insights, 

whether the feedback is about the brand’s social justice or about the product itself. All the 

interaction between the brand and consumer is through social media, with brands receiving 

feedback in real time and engaging with solutions. Ultimately, the integration has 

encouraged companies to be transparent with their suppliers, work with the partners to 

improve working conditions, and agricultural sustainability. 

The limitations of this research are the following: the research is mostly focused in 

qualitative, the results do not show in real time the real-time impact of consumers in the 
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creation of a sustainable supply chain, as mention before the geographical limitation because 

it avoids different regions and some regions are more studied than others and lastly there is 

minimal data regarding the role of consumer behavior in the beauty industry even thought 

that industry is fast-growing, and well-known. 

The suggestions for future research are to execute qualitative research in different regions 

and, in such research, take into consideration the cross-cultural analysis because different 

regions have diverse cultures that have distinct views of sustainability. Additionally, 

research regarding brands’ sustainable strategies should focus on product development and 

sustainability communication between brands and consumers. 
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