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Abstract 

Cosmetic companies seek to build strong bonds with its users and green washing is a strategy 

used by companies to emphasise sustainability. Green washing includes irrelevant claims, misleading 

labels, usage of fluffy language, images of leaves and flowers on products, green packaging and 

jargons on products that only scientists could understand. This paper throws light on various 

dimensions of user’s perception towards green washing and its ethical implication on firms selling 

cosmetic products in Madurai District of Tamilnadu. The results of a survey conducted among 

female users of cosmetic products in Madurai district are presented.  
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Introduction 

Green washing is identified as the information on the product misleading the customer with 

words highlighting its environmental features and the usage of graphics and visuals portraying the 

benefits to the environment. It is overstating or using superfluous facts on how green the products are 

and significant information is masked or omitted on the products (Chen and Chang, 2012)
1
. Green 

washing is the use of information with the aim of creating a positive image about the firm and its 

products that is environmentally friendly. (Bowen and Correa, 2014)
2
. Users of cosmetic products do 

not have an understanding of green washing tactics used by the firms such as the use of words like 

herbal, organic and natural. When it comes to making the purchase decision users often do not make 

informed choices and end up being green washed (Manvi Khandelwal, 2019)
3
.  

 

Statement of the Problem 

Green washing has become very common over the years, that the users of cosmetic products 

find it difficult to identify the truly green cosmetic products available in the market. There is a 

plethora of cosmetic companies in the market labelling their products as pure, organic, herbal, 

chemical-free, natural and dermatologist tested but, the users of cosmetic products in the study area 

are unaware of these green washing tactics used by the cosmetic industry to successfully promote 

their illegitimate products. Companies forming partnership with a green washing companies fear 

being identified as green washers themselves. The outcome is that green washing endangers investor 

confidence and provokes negative market feedback. Finally, if the environmental, social and 

governance information disclosed by firms is not reliable, a firm’s green washing behaviour can be a 

barrier to integrating the environmental, social, and governance factors into investment decisions 

(Yu, Luu, B. V., & Chen, C. H, 2020)
4
. Hence, an attempt is made by the researcher to study the 

users’ perception on green washing and its ethical implication on firms selling cosmetic products in 

Madurai district of Tamilnadu. 

 

Review of Literature 

Havas Media (2008)
5
 in its article revealed that the users demanding safe, natural and organic 

products are willing to pay 10 percent more for more sustainable products, despite the state of the 

economy. In short, the customers who demand these products are the ones who do not trust the 

claims that aim to promote them. 

Evans & Krueger (2011)
6
 in the study titled, “Elements of Trust: Risk and Perspective-

Taking” observed that in the midst of personal interactions online shopping environments lack the 

human touch and means of communication, thereby limiting the potential for further communicating 

with customers. Social presence is identified as the prime factor that could influence the trust of 
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customers. Firms must strive to achieve higher levels of social presence by making use of chat bots 

and chat support systems to interact with its customers and help them make an ideal purchase 

decision. 

Uyar Karaman, A. S., & Kilic, M. (2020)
7
 in their article, mentioned that “firms often benefit 

from green washing strategies undertaken by them. The article further revealed that, due to the 

cumulative pressure of shareholders and environmentalists, some corporations adopt green washing 

behaviour to develop an environmentally friendly image. 

 

Objectives of the Study 

1. To ascertain the socio-economic profile of the users. 

2. To analyse the product attributes influencing the user’s purchase decision of green cosmetic 

products in Madurai district. 

3. To identify the ethical implications of green washing on cosmetic products in Madurai 

District of Tamilnadu. 

4. To offer findings, suggestions and conclusion to the study. 

 

Methodology 

The paper aims to analyse the user’s perspective on green washing and its ethical implication 

on firms selling cosmetic products in Madurai District of Tamilnadu. The primary data was collected 

from women users in Madurai district using interview schedule method of data collection. The 

sample size of the study is 45. Convenience sampling technique is used in the study. The statistical 

tools used for the analysis of data in this study are inferential statistics and Likert’s scaling 

technique. 

 

Data Analysis 

Socio- economic profile of the users 

Socio-economic variables such as age, education, income and marital status indicate the 

socio-economic profile of the users.  

Table 1. Socio-economic profile of the users 

Variables Characteristics Respondents (In Percentage) 

Age 15-20 years 11 

 20-25 years 64 

25-30 years 7 

30 &Above 18 

Educational Qualification Higher Secondary 7 

UG Degree 42 

PG Degree 38 

PG Degree and above 13 

Monthly Income  Below ₹10,000 53 

  ₹10,000-  ₹20,000 19 

 ₹20,000-  ₹30,000 8 

Above  ₹30,000 20 

Occupation Housewife 9 

Profession 49 

Business 15 

Others 27 

Marital Status Unmarried 82 
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 Married 13 

Widowed 3 

Divorced 2 

Religion Christian 7 

Hindu 92 

Muslim 1 

Source: Primary data 

Table 1 shows the socio-economic profile of the respondents which reveals that 64% of 

respondents are between the age group of 20-25 years, 42% of the respondents have a UG Degree, 

49% of the respondents are professionals, 82% of respondents are unmarried, 53% of the respondents 

earn a monthly income below ₹10,000 and 92% of the respondents are Hindus. 

Table 2. Ranking of the product attributes influencing the purchase decision of users using 

Likert’s scaling Technique 

Product Attributes *Total Score **Mean Score Rank 

Sustainability  200 4.44 I 

Information on the package 199 4.42 II 

Quantity 197 4.38 III 

Eco-labels and Certification on the Package 196 4.36 IV 

Price 194 4.31 V 

Ease of  use 189 4.2 VI 

Smell 178 3.96 VII 

Locally produced 170 3.78 VIII 

Design and appearance 166 3.67 IX 

Colour 157 3.49 X 

*Total Score = (SA× 5) + (A ×4) + (NO×3) + (DA×2) + (SDA×1) 

**Total Score /No. of respondents 

Source: Primary data 

Table 2 reveals the product attributes that influence the purchase decision of users of 

cosmetic products. The attribute “Sustainability” with the mean score of 4.44 ranked first followed by 

“Information on the package” which ranked second with a mean score of 4.42. “Quantity” with a mean 

score of 4.38, “Eco-labels and Certification on the Package” with a mean score of 4.36 and “Price” with 

a mean score of 4.31 ranked third, fourth and fifth respectively. It is followed by “Ease of use” with a 

mean score of 4.2 and “Smell” with a mean score of 3.96 which got the sixth and seventh ranks. The 

attributes “Locally produced” with a mean score of 3.78 and “Design and appearance” with a mean score 

of 3.67 secured the eighth and ninth ranks respectively. The product attribute “Colour” was found to be 

least influential to users making purchase decisions and therefore got the last rank with a mean score of 

3.49. 

Table 3. Ranking of the ethical implications of green washing on cosmetic products using 

Likert’s scaling Technique 

Statements *Total Score **Mean Score Rank 

Usage of recyclable technology by firms help 

improve the environment 
196 4.36 I 

Compliance of firms with environmental 

standards is important 
189 4.20 II 

The conduct of environmental campaigns by 

firms develop customer’s trust 
186 4.13 III 

Creation of an ecological appeal through green 

washing is possible 
184 4.09 IV 

Firms gain a competitive edge through green 183 4.06 V 
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washing 

Customer’s website interaction affect the firm’s 

goodwill ( reviews, ratings and referrals) 
182 4.04 VI 

Firms make use of innovative equipment that aid 

in the reduction of discharge and emissions 
181 4.02 VII 

Energy efficient technology are employed by 

firms in the production process 
177 3.93 VIII 

Firm’s profitability is based on its capability to 

green wash its products 
173 3.84 IX 

There is optimal usage of natural resources by 

reducing their consumption 
172 3.82 X 

There is low accuracy on the environmental 

conduct of firms 
170 3.78 XI 

Promotion of green initiatives and projects 

undertaken by the firm affect the environment 
168 3.73 XII 

*Total Score = (SA× 5) + (A ×4) + (NO×3) + (DA×2) + (SDA×1) 

**Total Score /No. of respondents 

Source: Primary data 

Table 3 indicates the ranking of ethical implications of green washing on cosmetic products 

using Likert’s scaling Technique. Among the statements, “Usage of recyclable technology by firms 

help improve the environment” has major ethical implication on firms selling cosmetic products and 

thus ranked first with the mean score of 4.36 followed by “Compliance of firms with 

environmental standards is important” which ranked second with the mean score of 4.20 and 

“The conduct of environmental campaigns by firms develop customer’s trust” ranked third with a 

mean score of 4.13. “Creation of an ecological appeal through green washing is possible” with the 

mean score of 4.09 and “Firms gain a competitive edge through green washing” with the mean score 

of 4.06 got the fourth and fifth ranks respectively. “Customer’s website interaction affect the firm’s 

goodwill ( reviews, ratings and referrals)” with a mean score of 4.04, “Firms make use of innovative 

equipment that aid in the reduction of discharge and emissions” with a mean score of 4.02 and 

“Energy efficient technology are employed by firms in the production process” with a mean score of 

3.93 got the sixth, seventh and eighth ranks respectively. The statements “Firm’s profitability is 

based on its capability to green wash its products” with a mean score of 3.84 and “There is optimal 

usage of natural resources by reducing their consumption” with a mean score of 3.82 got the ninth 

and tenth ranks respectively. “There is low accuracy on the environmental conduct of firms” with a 

mean score of 3.78 and “Promotion of green initiatives and projects undertaken by the firm affect the 

environment” with a mean score of 3.73 have least ethical implication on firms selling cosmetic 

products and thus got ranked eleventh and twelfth. 

 

Findings 

1. From the foregone analysis, it is seen that 64% of respondents are between the age group of 

20-25 years, 42% of the respondents have a UG Degree, 49% of the respondents are 

professionals, 82% of respondents are unmarried, 53% of the respondents earn a monthly 

income below ₹10,000 and 92% of the respondents are Hindus. 

2. The product attribute “Sustainability” with the mean score of 4.44 ranked first and “Colour” 

was found to be least influential to users making purchase decisions and therefore got the last 

rank with a mean score of 3.49. 

3. The statement, “Usage of recyclable technology by firms help improve the environment” has 

major ethical implication on firms selling cosmetic products and thus ranked first with the 

mean score of 4.36 and “Promotion of green initiatives and projects undertaken by the firm 

affect the environment” with a mean score of 3.73 had least ethical implication on firms 

selling cosmetic products and thus got ranked twelfth. 
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Suggestions 

1. Environmental claims made by firms must be analysed by customers for its validity before 

making the purchase.  

2. Certifications and standards depicting the products sold by firms are green are to be 

welcomed by stakeholders of firms.  

3. Green audit has to be undertaken as a part of Corporate Social Responsibility (CSR) 

initiatives by firms. 

 

Conclusion 

Green washing is not a new concept to be identified anymore; it has become an essential part 

of every firm’s marketing strategy. The market space both online and offline have a huge demand for 

green and organic products, therefore the goodwill of firms solely depends on the ability of the firm 

to conceal its green washing techniques. New products keep evolving in the cosmetic industry with 

claims that support the importance of conserving the environment, therefore, it is up to the customer 

to identify the genuine products with the help of green certifications and make the apt purchase 

decision.  
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