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Abstract Nowadays, the concept of sustainability is discussed in almost every 
product category. In this context, companies commit themselves to advancing 
good social, environmental, and animal-welfare practices in their business opera-
tions, including sustainable sourcing practices. Nevertheless, even if many com-
panies in the global beauty care industry have embraced such claims, common 
practices such as water pollution, the use of pesticides in the production of fib-
ers, poor labor conditions, and animal testing are omnipresent. According to the 
European Commission, 11.5 million animals were used in the European Union 
for experimental or scientific purposes in 2011. Worldwide this figure rises to 
115 million animals annually (Four Paws International 2013). In the rising ten-
sion between “greenwashing” and the use of ethical/environmental commitments 
that are nothing more than “sheer lip service,” the question arises of the role of 
the consumers with regard to sustainable practices in the cosmetics industry. Are 
consumers increasingly conscious of the adverse effects of ethical and environ-
mental imbalances? And what effect does this knowledge have on their buying 
behavior? On the divergent poles of hypocrisy and true commitment, to advance 
current understanding of sustainability and related links to consumer perception 
and actual buying behavior related to ethical issues, the aim of this chapter is to 
provide a comprehensive framework of animal welfare in the personal care indus-
try. Based on existing theoretical and empirical insights it becomes evident that 
psychological determinants, such as personality traits, empathy, ethical obligation, 
and self-identity, as well as context-related determinants in terms of one’s ethi-
cal value perception of products, the trade-off between ethical and conventional 
products, and an individual’s involvement, represent antecedents of ethical con-
sumer behavior, which can be expressed through the avoidance of specific prod-
ucts and brands and/or consumer boycott and buycott towards cosmetics using 
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animal-tested ingredients. Our concept provides a useful instrument for both aca-
demics and managers as a basis to create and market successfully cosmetics that 
represent ethical and environmental excellence.

Keywords Animal welfare · Ethical and environmental practices · Global 
beauty care industry

1  Introduction

The greatness of a nation and its moral progress can be judged by the way its animals are 
treated.

Mahatma Gandhi

Driven by rising consumer incomes, changing lifestyles, and a higher demand 
for luxury products, especially cosmetics, the global beauty care industry is 
forecast to reach an estimated $265 billion in 2017 (Lucintel 2012). Due to an 
increased consumer awareness concerning natural and organic products in com-
bination with rising concerns for health safety, the global demand for organic 
personal care products—the fastest growing segment of the global personal care 
industry—was noted at $8.4 billion in 2013 and is expected to reach $15.7 billion 
by 2020 (Transparency Market Research 2015). Apart from consumer’s aware-
ness about harmful substances, consumers show rising concerns for animal test-
ing of ingredients and/or finished products. As a consequence, as outlined above, 
the personal care industry has started to offer organic products without the use of 
pesticides, synthetic chemicals, and animal testing. However, even if companies 
commit themselves to advancing good social, environmental, and animal-welfare 
practices in their business operations, still water pollution, the use of pesticides in 
the production of fibers, poor labor conditions, and animal testing are omnipresent.

In the rising tension between “greenwashing” and the use of ethical or environ-
mental commitments that are nothing more than “sheer lip service,” the question 
arises of the role of consumers with regard to sustainable practices in the cosmet-
ics industry. Are consumers increasingly conscious of the adverse effects of ethical 
and environmental imbalances in this market? And what effect does this knowl-
edge have on their buying behavior? On the divergent poles of hypocrisy and true 
commitment, to advance current understanding of sustainability and related links 
to consumer perception and actual buying behavior related to ethical issues, the 
aim of our chapter is to provide a comprehensive framework of animal welfare 
in the global beauty care industry. To reach this objective, the chapter is struc-
tured as follows: first, the theoretical background is provided in the next section, 
which addresses ethical and environmental consumerism in general and ethical 
issues in the global beauty care industry in particular. Based on these specifica-
tions, a conceptual model of antecedents and outcomes of ethical consumption is 
derived. Particularly, the framework considers a combination of personality factors 
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and context-related factors as antecedents of brand avoidance and consumer 
boycott/buycott behavior. Finally, the chapter closes with a discussion of pos-
sible future research approaches and managerial implications as opportunities to 
develop appropriate marketing strategies and adequately respond to their custom-
ers’ needs and values. In sum, our concept provides a useful instrument for both 
academics and managers as a basis to create and market successfully personal care 
goods that represent ethical and environmental excellence.

2  Theoretical Background

2.1  Ethical and Environmental Consumerism

During the last decades, ethical and environmental consumerism has moved from 
a niche market to a mainstream phenomenon in contemporary consumer culture 
(Doane 2001; Low and Davenport 2007). The twenty-first century is perceived to 
be a time of the emancipation of the ethical consumer (e.g., Nicholls 2002), who is 
concerned about a broad spectrum of issues ranging from the environment and ani-
mal welfare to societal concerns, including human rights (Mintel 1994). Strongly 
related to consumer awareness of conditions in developing countries and the 
fact that his or her own purchases are connected to social issues (De Pelsmacker 
and Janssens 2007), the ethical buyer is “shopping for a better world” (Low and 
Davenport 2007, p. 336) and demands that products are not only friendly to the 
environment but also to the people who produce them (Rosenbaum 1993). In this 
context, ethical consumption is related to the purchase of products that concern 
a certain ethical issue (e.g., human rights, labor conditions, animal well-being, 
or the environment), the boycott of companies involved in unethical practices, 
or post-consumption behavior, such as recycling (Jackson 2006; Newholm and 
Shaw 2007). Consequently, marketing managers in all industries have realized the 
importance of customer ethics and values and how meeting ethical demands is crit-
ical if they wish to gain a competitive advantage (Browne et al. 2000).

2.2  Ethical Issues in the Global Beauty Care Industry

Environmental concern, consumer health orientation, and lifestyle changes have 
led to a rising demand for green cosmetics and beauty care products without 
animal testing and harmful substances such as pesticides and synthetic chemi-
cals (Cervellon et al. 2010; Diamantopoulos et al. 2003; Manaktola and Jauhari 
2007; Paladino 2006; Papadopoulos et al. 2009; Peter and Olson 2009; Prothero 
and McDonagh 1992; Pudaruth et al. 2015; Tsakiridou et al. 2008; Zanoli and 
Naspetti 2002). Prominent brands such as Aveda, Bare Escentuals, Burt’s Bees, 
Kiehl’s, Origins, and The Body Shop have incorporated the emergence of ethical 
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and environmental consumerism in their business activities by ensuring high envi-
ronmental standards with emphasis on natural and organic ingredients and animal 
welfare.

With special focus on animal testing, public resistance to the use of animal 
studies in the development of cosmetics created the market for products labeled as 
“animal-free cosmetics” and “non-animal-tested” (see Fig. 1).

Due to the fact that consumers perceived animal tests to be no longer legiti-
mate and referring to a resulting testing and marketing ban in the European Union, 
the cosmetics industry has to find suitable replacements for animals in cosmetic 
testing. In particular, cosmetic testing on animals refers to the test of finished 
products, individual ingredients, and the combination of ingredients on animals. 
However, even if some cosmetic companies use the claim “not tested on animals”, 
this can be misleading: an ingredient that was once tested and proved to be not 
harmful can be included in a new product without further tests. Therefore, “non-
animal tested” often means “previously animal tested,” a fact most consumers are 
unable to realize (McNeal 2005).

Fig. 1  The rise of cruelty-free cosmetics. (Sources http://www.nzavs.org.nz/nz-passes-cosmetics-
animal-testing-ban; http://mumbrella.com.au/animal-rights-group-behind-banned-graphic-violence- 
ad-parts-ways-with-agency-work-deemed-not-shocking-enough-107638; http://action.peta.org.uk/ 
ea-action/action?ea.client.id=5&ea.campaign.id=15529; http://www.picturequotes.com/thank-you- 
eu-for-banning-cruel-cosmetics-quote-25128; http://www.thebodyshop.com/values/EU_Against_
Animal_Testing.aspx; http://www.leapingbunny.org/downloads; http://www.peta.org/living/beauty/ 
beauty-without-bunnies/; http://www.novenamaternity.com/certifications/; http://www.tierschutzbund. 
de/information/hintergrund/tierversuche/kosmetik.html)

http://www.nzavs.org.nz/nz-passes-cosmetics-animal-testing-ban
http://www.nzavs.org.nz/nz-passes-cosmetics-animal-testing-ban
http://mumbrella.com.au/animal-rights-group-behind-banned-graphic-violence-ad-parts-ways-with-agency-work-deemed-not-shocking-enough-107638
http://mumbrella.com.au/animal-rights-group-behind-banned-graphic-violence-ad-parts-ways-with-agency-work-deemed-not-shocking-enough-107638
http://action.peta.org.uk/ea-action/action%3fea.client.id%3d5%26ea.campaign.id%3d15529
http://action.peta.org.uk/ea-action/action%3fea.client.id%3d5%26ea.campaign.id%3d15529
http://www.picturequotes.com/thank-you-eu-for-banning-cruel-cosmetics-quote-25128
http://www.picturequotes.com/thank-you-eu-for-banning-cruel-cosmetics-quote-25128
http://www.thebodyshop.com/values/EU_Against_Animal_Testing.aspx
http://www.thebodyshop.com/values/EU_Against_Animal_Testing.aspx
http://www.leapingbunny.org/downloads
http://www.peta.org/living/beauty/beauty-without-bunnies/
http://www.peta.org/living/beauty/beauty-without-bunnies/
http://www.novenamaternity.com/certifications/
http://www.tierschutzbund.de/information/hintergrund/tierversuche/kosmetik.html
http://www.tierschutzbund.de/information/hintergrund/tierversuche/kosmetik.html
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In fact, even though testing cosmetics on animals is banned in many countries, 
it is still omnipresent in the personal care industry. In China, animal testing is 
mandatory; in the United States, animal testing for cosmetics products or ingredi-
ents is not required, but “animal testing by manufacturers seeking to market new 
products is often necessary to establish product safety” (FDA 2000). Cosmetic 
products that have not been adequately tested for safety must have a warning state-
ment on the front label “WARNING—The safety of this product has not been 
determined” (FDA 2000). Even though experiments on animals are cast in a nega-
tive light (see Fig. 2) and governmental regulations try to reduce their implementa-
tion, it is estimated that approximately 115 million animals are used for laboratory 
experiments worldwide (HIS 2012). However, there is criticism that data are not 
fully covered. In the United States, for example, nearly 90 % of used animals are 
not covered by official statistics so that the number of 834,453 reported cases for 
2014 (USDA 2015) may be far higher than estimated (HIS 2012).

Fig. 2  Campaigns against animal testing. (Sources http://mumbrella.com.au/animal-rights-
group-behind-banned-graphic-violence-ad-parts-ways-with-agency-work-deemed-not-shocking-
enough-107638; http://www.peta2.com/heroes/noah-cyrus-dissection-kills/; https://www.pinter
est.com/pin/224617100138736978/; http://de.adforum.com/creative-work/ad/player/34454904; 
http://blog.peta.org.uk/wp-content/uploads/2011/07/PETA.pdf; http://www.sanjeev.net/printads/
l/lavera-the-price-of-beauty-695.html; http://www.peta.org/features/dave-navarro-cruelty-free/)

http://mumbrella.com.au/animal-rights-group-behind-banned-graphic-violence-ad-parts-ways-with-agency-work-deemed-not-shocking-enough-107638
http://mumbrella.com.au/animal-rights-group-behind-banned-graphic-violence-ad-parts-ways-with-agency-work-deemed-not-shocking-enough-107638
http://mumbrella.com.au/animal-rights-group-behind-banned-graphic-violence-ad-parts-ways-with-agency-work-deemed-not-shocking-enough-107638
http://www.peta2.com/heroes/noah-cyrus-dissection-kills/
https://www.pinterest.com/pin/224617100138736978/
https://www.pinterest.com/pin/224617100138736978/
http://de.adforum.com/creative-work/ad/player/34454904
http://blog.peta.org.uk/wp-content/uploads/2011/07/PETA.pdf
http://www.sanjeev.net/printads/l/lavera-the-price-of-beauty-695.html
http://www.sanjeev.net/printads/l/lavera-the-price-of-beauty-695.html
http://www.peta.org/features/dave-navarro-cruelty-free/
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3  Conceptual Model

Ethical blunders of companies such as the acceptance and conducting of experi-
ments on animals result in significant impacts on consumer behavior. Therefore, 
and against the backdrop of the challenges as discussed above, companies need 
to gain an understanding of underlying determinants and possible outcomes of 
ethical consumption. Because components of consumption behavior are not exclu-
sively limited to the purchase or consumption of specific products or brands but 
are focusing on resistant or “against consumption” behavior as well (Lee et al. 
2009; Varman and Belk 2009), the present work focuses on behavioral outcomes 
such as boycott/buycott and brand avoidance.

To reach this objective, psychological consumer traits as well as context-related 
issues are summarized within a shared model. For a structured and comprehensive 
overview, the conceptual framework in Fig. 3 considers a combination of person-
ality factors (i.e., personality traits, empathy, ethical obligation, and self-identity) 
and context-related factors (i.e., ethical value perception, involvement, and the 
trade-off between ethical and conventional products) as antecedent’s of brand 
avoidance and consumer boycott and buycott towards cosmetics using animal-
tested ingredients.

Fig. 3  Conceptual model
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3.1  Personality Factors

•	 Personality Traits: In an attempt to explain consumer behavior in general and 
ethical consumption in particular, consumers’ personality traits are often related 
to purchases or nonpurchases of specific products or brands. Therefore, con-
suming in a particular manner is largely determined by personality character-
istics and ethical decision making grounded on personal characteristics of 
individuals (Grubb and Grathwohl 1967, Hunt and Vitell 1986, 1992; Ferrell 
and Gresham 1985). In spite of the fact that “there appears to be as many defini-
tions of personality as there are authors” (Pervin 1990, p. 3), the term is sub-
ject to several definitions and understandings of its meaning. Based on the 
assumption of a temporal stability (Peck and Whitlow 1975), personality rep-
resents “generalized patterns of response or modes of coping with the world 
…” (Kassarjian 1971, p. 409). In contrast, Triandis (2001) conceptualized per-
sonality as “a configuration of cognitions, emotions, and habits activated when 
situations stimulate their expression” (p. 908) and reveals that one’s personality 
undergoes continuous changes and is to a high degree influenced by the external 
environment.

 Some studies have examined the role of personality traits for attitudes towards 
animal testing in general. Broida et al. (1993) reveal that extraverted and con-
servative personality traits are positively correlated with animal testing. 
Furthermore, agreeableness, extraversion, and openness, belonging to the big 
five personality traits, are consistently and logically related to animal welfare 
and have a strong predictive power for negative attitudes towards animal test-
ing (Furnham et al. 2003). Additionally, Goldsmith et al. (2006) focused on ani-
mal-tested cosmetics and discovered that higher levels of anticonformity were 
associated with opposition to animal testing as well. Hence, we propose that the 
receiveability of ethical dilemmas, such as practices against animal welfare, and 
the willingness of individuals to act against them, largely depends on personal-
ity factors (Vitell and Muncy 1992; Munch et al. 1991).

•	 Empathy: At its core, empathy refers “in various ways to the experiencing of 
another’s affective or psychological state and has both affective and cognitive 
components” (Zahn-Waxler and Radke-Yarrow 1990, p. 108). Although the 
cognitive component “entails understanding or identifying with another indi-
vidual’s response” (McPhedran 2009, p. 1) and is therefore sometimes labeled 
as “perspective taking,” the affective component puts emphasis on an individ-
ual’s emotional response “that is congruent with and stems from the apprehen-
sion of another’s emotional state or condition” (Zahn-Waxler and Radke-Yarrow 
1990, p. 108) and involves sharing (empathic concern) as well as reacting to 
(personal distress) emotional experiences (Davis 1980; McPhedran 2009; Signal 
and Taylor 2007; Eisenberg and Strayer 1987). The ability to empathize is not 
limited to human-to-human interactions but comprises those to animals as well 
(Apostol et al. 2013). Due to the reason that individuals capable of empathy are 
able to experience the consequences of their actions on others, it is more likely 
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that harmful behaviour will be avoided (McPhedran 2009) and that consumption 
behavior will be adjusted to solve ethical issues regarding the execution of ani-
mal experiments for the production of cosmetics.

•	 Ethical Obligation: A sense of ethical or moral obligation constitutes a driver 
for decision making in the context of ethical consumerism (Shaw and Shiu 
2002) and represents “an individual’s ethical rules, which reflect their personal 
beliefs about right or wrong” (Shaw et al. 2000, p. 882). Increasing numbers 
of consumers intend “to make certain consumption choices due to personal 
and moral beliefs” (Crane and Matten 2004, p. 341). Considering ethical and 
moral issues when choosing products and services is “used to cover matters 
of conscience such as animal welfare” (Cowe and Williams 2000, p. 4) and 
because for some consumers “it is the right thing to do” (Carrigan et al. 2004, 
p. 402). Thus, it is expected that consumers who perceive the obligation to show 
moral concern for animals may avoid products/cosmetics with animal-tested 
ingredients.

•	 Self-Identity: Consumerism is not only a way to satisfy physiological needs, 
because consumers try to express themselves and to define their identities 
through the use or the avoidance of specific products and brands (Carrigan 
et al. 2004; Aaker 1999; Solomon 1983; Hogg et al. 2000). Self-identity refers 
to “relatively enduring characteristics that people ascribe to themselves,” and 
is synonymously used with self-concept or self-perception (Sparks and Guthrie 
1998, p. 1396; Hustvedt and Dickson 2009). Despite an individual’s real self, 
imaginary selves exist, often classified in desired (positive) and undesired (neg-
ative) selves (Ogilvie 1987; Markus and Nurius 1986). To avoid identification 
with the undesired self, consumers tend to avoid specific products or services 
and the representation of one’s desired self-concept can be promoted through 
consumption (Banister and Hogg 2004; Wright et al. 1992; Freitas et al. 1997; 
Karanika and Hogg 2010). Hence, if ethical issues, as represented by animal 
welfare concerns, have become an important part of an individual’s self-iden-
tity, consumption choices and antichoices will be adjusted based on them (Shaw 
et al. 2000).

3.2  Context-Related Factors

•	 Product Involvement: Involvement can be seen as “a person’s perceived 
relevance of the object based on inherent needs, values, and interests” 
(Zaichkowsky 1985, p. 342) and is understood as an internal “motivational 
state” (Mittal 1989) or unobservable “state of motivation” (Rothschild 1984) 
that indicates the intensity of arousal or interest. Further research demonstrated 
that this construct has strong predictive power for consumers’ behavior (Celsi 
and Olson 1988; Zaichkowsky 1985, Dholakia 2001). In the specific case of 
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ethical consumerism, involvement is not limited to specific products or brands, 
but is additionally related to their ethical augmentation (Crane 2001; Bezençon 
and Blili 2010). Accordingly, a high level of involvement in ethical issues in 
general and in animal welfare issues in particular influences the consumers’ 
search for ethical information of specific products or brands as well as their 
receptivity to them which consequently affects behavioral intentions (Celsi and 
Olson 1988; Greenwald and Leavitt 1984; Zaichkowsky 1985).

•	 Ethical Value Perception: The value of ethical consumption as perceived by 
consumers and subsequently the importance of meeting ethical demands has 
a considerable impact on the achievement of competitive advantages (Browne 
et al. 2000). To investigate the question of what really adds value, it is essen-
tial to consider the multidimensionality of the customer’s perceived value based 
on “consumer’s overall assessment of the utility of a product (or service) based 
on perceptions of what is received and what is given” (Zeithaml 1988, p. 14). 
According to previous research on customer-perceived value by Sweeney and 
Soutar (2001) as well as by Smith and Colgate (2007), well-known consump-
tion values can be commonly divided into the four types economic, functional, 
affective, and social. The economic value refers to direct monetary aspects of 
the product expressed in dollars and cents that one is willing to spend to obtain 
a product (Ahtola 1984; Monroe and Krishnan 1985). The basic utilities and 
benefits of the product such as quality, uniqueness, usability, reliability, and 
durability are part of the functional value (Sheth et al. 1991). The affective value 
describes the perceived subjective utility attained through the consumption of 
a product and the related arousal of feelings and affective states to ethical con-
sumers who assign high importance to aspects such as altruism, equality, and 
peace (Littrell and Dickson 1999). Recently, the social dimension of customer-
perceived value mentions the desire of ethical consumers to try to impress and 
to meet the expectations of their social group and to influence the perception 
of others’ judgment of one’s own behavior. However, even if individuals lack 
intrinsic value to consume ethically, they would still behave ethically through 
the pressure of social norms (Starr 2009). With reference to cosmetics, it is 
expected that consumers who have a high value perception of ethical product 
characteristics and business practices are less willing to purchase products/cos-
metics tested on animals.

•	 Trade-Off Between Ethical and Conventional Products: By means of their con-
sumption choice, consumers try to satisfy their immediate consumption needs 
and conscience as well (Ehrich and Irwin 2005). Furthermore, “consumers 
will probably not sacrifice aspects of product performance for ethical consid-
erations alone” (Auger et al. 2008, p. 190). Hence, the individual choice deci-
sion between ethical and conventional cosmetics is influenced by the trade-off 
between a given product’s ethical features such as consideration of animal rights 
and avoidance of animal experiments, its functional performance (Luchs et al. 
2007), and the price of cosmetics free from animal testing (Auger et al. 2010).
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3.3  Related Outcomes

• Boycott: In a boycott, which constitutes a typical expression of ethical consump-
tion, consumers desist from buying certain products or brands. Their resist-
ance is based upon an ideological displeasure with an organization (Friedman 
1985; Hirschmann 1970) and represents “an attempt by one or more parties to 
achieve certain objectives by urging individual consumers to refrain from mak-
ing selected purchases in the marketplace” (Friedman 1985, p. 97). Accordingly, 
boycott behavior intends “to benefit one or more people other than oneself 
behaviors such as helping, comforting, sharing, and cooperation” (Batson 1998, 
p. 282) and is used to punish undesirable business behavior (Hofmann and Hutter 
2012) and to protest against unfair company practices of social, ethical, moral, 
or environmental nature (Delacote 2006; Diermeier and van Mieghem 2005). 
Whereas boycotts represent a useful means to punish companies for their mis-
behavior, buycotts follow the opposite approach and serve as a reward system for 
past good deeds (Hawkins 2010) which “attempt to induce shoppers to buy the 
products or services of selected companies in order to reward them for behavior 
which is consistent with the goals of the activists” (Friedman 1996, p. 440). Both 
forms of activism can occur simultaneously; this is partly because consumers 
participate with a higher probability to boycotts if the targeted product has satis-
factory substitutes (Sen et al. 2001). Although consumers may boycott cosmetics 
accepting experiments on animals, concurrent preferment of those products and 
brands might occur, which refrain from such cruel business practices.

•	 Brand Avoidance: The targeted rejection of a brand can be defined as brand 
avoidance. According to Lee et al. (2009) reasons for the avoidance can be 
the perceived incongruence between the brand and the customer’s desired or 
actual self-concept (identity avoidance; Englis and Soloman 1997; Grubb and 
Grathwohl 1967; Hogg and Banister 2001; Sirgy 1982), dissatisfaction through 
negative brand consumption experiences (experiential avoidance; Folkes 1984; 
Oliver 1980) and the “belief that it is a moral duty to avoid certain brands” (Lee 
et al. 2009, p. 7) due to the existence of an ideological incompatibility between 
consumer and brand (moral avoidance). Boycotters of animal-tested cosmetics 
provide the probability to rebuild the relationship if certain conditions are met 
(Hirschman 1970), however, the avoidance of a brand offers no guarantee for a 
possible reconstruction (Lee et al. 2009).

Based on the holistic understanding of the psychological and context-related 
determinants as well as related outcomes as described above, our comprehensive 
framework is a basis to gain a structured understanding of underlying determinants 
and possible outcomes of consumer behavior in the global beauty care industry. 
However, it has to be stated that consumers often tend to act differently depending 
on whom they are interacting with and the situation they are in. In addition, tak-
ing into account that consumers’ positive attitudes towards green cosmetics and 
against animal testing do not necessarily transfer into consumption behavior, an 
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attitude–behavior gap often exists between consumer claims and actual behavior 
(Carrigan and Attalla 2001; Bhattacharya and Sen 2004; Öberseder et al. 2011). 
Therefore, even if consumers report positive perceptions of the psychological and 
context-related determinants as proposed in our model, it is not possible to predict 
how consumers will behave in a real purchase situation and if the attitude–behav-
ior gap can be minimized or overcome.

In addition to these considerations, apart from the positive attitude towards 
green cosmetics and animal rights protection, existing studies give evidence to 
concentrate on the “dark side” of the consumer personality as well. As can be 
seen in previous research, Machiavellianism, narcissism, and psychopathy—col-
lectively known as the Dark Triad of personality traits—play an increasingly 
important role in society. This importance becomes particularly evident through 
the overemphasis of the self and the self-promotion through social media as well 
as through the increasing research effort concerning the workplace behavior of 
“snakes in suits” and “bad bosses” (for a detailed overview see Furnham et al. 
2013; Garcia and Sikström 2014; Buckels et al. 2014). With special focus on ani-
mals, Kavanagh et al. (2013) detected that individuals with high levels of Dark 
Triad traits demonstrated less positive attitudes towards animals and have even 
practiced violence against them.

Characteristics of the Dark Triad include “entitlement, superiority, dominance 
(i.e., narcissism), glib social charm, manipulativeness (i.e., Machiavellianism), 
callous social attitudes, impulsivity, and interpersonal antagonism (i.e., psychopa-
thy)” (Jonason et al. 2015, p. 6). Even if the individual characteristics have dif-
ferent origins, “all three entail a socially malevolent character with behavior 
tendencies toward self-promotion, emotional coldness, duplicity, and aggressive-
ness” (Paulhus and Williams 2002, p. 557). Because individuals with high levels 
of Dark Triad scales, value the “self” over “other”, these traits are often associated 
with reduced or dysfunctional morality (Campbell et al. 2009; Glenn et al. 2009) 
which could have a considerably high impact on the perception and evaluation of 
ethical and moral issues and subsequently on their consumption behavior in gen-
eral and on the cosmetics industry in particular.

Taken as a whole, based on the preceding insights and related discussion, sev-
eral implications for further research and managerial practice can be drawn as pre-
sented in the concluding remarks.

4  Conclusion

Confronted with criticisms on irresponsible business activities such as the use of 
animal testing, chemical pollution, unethical sourcing, and unsustainable ingre-
dients, the global beauty care industry has realized the importance of ethical and 
environmental business practices. The adoption of corporate social responsibil-
ity activities is reflected in efficient use of energy and water, avoidance of animal 
testing and unethical ingredients, reduction of packaging, use of environmentally 
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friendly packaging material, distribution via ethical supply chains, and fair trade 
(Organic Monitor 2010). From a consumer perspective, rising concerns, associated 
with health-related issues and ethical or environmental qualities of the products 
they buy, have led to an increased demand for natural and organic products. With 
special focus on the global beauty care industry, consumers increasingly value 
organic products that are free from harmful substances and animal testing.

Referring to the antecedents and outcomes of consumer perception and behavior 
in the context of green cosmetics, the aim of this chapter was to present a holistic 
framework of psychological consumer traits as well as context-related issues and 
related outcomes. Our model can be seen as a useful basis to create and market per-
sonal care goods successfully that represent ethical and environmental excellence.

Focusing on future research, the determinants included in the framework have 
to be empirically tested with reference to different consumer groups and prod-
uct-specific contexts. It is expected that the relative impact of the antecedents on 
actual consumption behavior differs in consideration of the variety of cultures 
across the world as well as different consumer lifestyles and consumption patterns 
within national borders.

Based on a better knowledge of relevant drivers and outcomes of ethical con-
sumption, marketers in the global beauty care industry can compare the core val-
ues expressed by their brand and compare them to the individual aspiration level 
of their actual and potential consumers to develop appropriate marketing strate-
gies and adequately respond to their customers’ needs and values. To verify that 
the commitment to ethical values and animal welfare is more than a clever promo-
tional gimmick and to refute accusations of greenwashing, ethical orientation has to 
become part of the corporate culture and business model. Each management deci-
sion has to be reflected from the ethical perspective and the responsibility that con-
sumers expect inherent in the multifaceted product attributes. To separate hypocrisy 
and true commitment clearly, companies in the global beauty care industry have to 
redefine their products and production processes, examine the supply chains, and 
translate social and environmental strategies into operational practices. Instead of 
considering ethical obligations as a threat to corporate profits, incorporating ethical 
and environmental excellence has to be regarded as a successful business opportu-
nity in a promising way to reconcile financial, ethical, and ecological values:

Our task must be to free ourselves … by widening our circle of compassion, to embrace 
all living creatures in the whole of nature and its beauty.

Albert Einstein
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