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ABSTRACT

The aims of this study are to examine the influegdactors on consumers attitude
and subjective norm and to analyze the effect obumers attitude and subjective norm
on behavior intention of consumers in Yangon. Thel is conducted based on 385
respondents who purchases from 8 organic shopmgdfa Based on the survey results, it
is found that health consciousness, appearancecioossess, eco literacy, and
interpersonal influence have positive significanpact on attitude and subjective norm of
consumers of organic cosmetics. In turn, attitudd subjective norm have significant
effect on behavior intention of consumers towardganic cosmetics. The study
recommends that marketers of organic cosmetics teeeducate and communicate and

reduce the waste of material usage to promote hbahiatention of consumers towards
their products.
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CHAPTER 1

INTRODUCTION

Since the beginning of the human history, every aomants the beauty especially
facial or body beauty. From the classical age ¢italiage cosmetics have always played an
important role in women daily life styles. Cosmstimeans any substances put on face or
body that are intended to improve appearance (ddgéAccademic Dictionary, 2012) and

it includes skin care, makeup and hair care cosseti

Most of the people concern towards natural envireminis recently increasing,
consumers trend to find the green aspect of thmetiss as well as their effects on Earth.
Environmental protection and awareness of the wesdn of natural resources are rising
issues in the last decades. This factor is appeaéae main driving force for consumers to
purchase organic cosmeti¢aurthermore, consumers are becoming increasingbrewf
the impact of consumption of everyday cosmeticshenenvironment. The healthy issue is
becoming one of the main concerns of consumersiichasing cosmetics, especially when

it comes to cosmetics.

The issue of environmental protection has createdfeendly consumption called
green consumerism (Moisander, 2007). Green conssimmeran be described as being a
multifaceted concept, including protection and preation of the environment, pollution
decrease, animal welfare, species preservation raggonsible use of non-renewable
resources (McEachern & McClean, 2002). As the is§@avironmental protection has been
raised, consumers have translated their enviroraheahcern into actively demanding and

purchasing organic cosmetics.

Evidence suggests that an increasing number of Ipeae becoming more
environmentally responsible in terms of their paeddiabits and lifestyles and are looking
for organic cosmetics (Stone, Barnes, & Montgom@&885). As a result of the growing
number of organic consumers, marketers are tagyéti@ organic market segment. From
this global shift to organic cosmetics, the cososeindustry could not be excluded. More
and more companies in the personal care cosmettsrsare turning to organic ingredients

to win over environmentally conscious consumers.



According to Camilla Kay, beauty director at IPQs’Style magazine, there’'s’ a
growing number of environmentally conscious consignweho care about their lifestyle
choices, from the food they eat to the beauty ctissmi¢hey buy. Jennifer McKinley,
president and co-founder of Cor, claims that teadrto use organic ingredients is here to
stay since people care about what they put on tiady, into their body and into their
environment. D'Souza, Taghian, & Lamb, (2006) ssgdleat consumers environmental
concern may be a key factor in the marketing ofhetscs.

Although the rapid growth in sales of organic cosose and particularly personal
care cosmetics, has intrigued interests, the ntgjofithe existing research on the organic
cosmetics context has dealt with marketing strategather than consumers behavior. A
deep understanding of consumers behavior for tludyct category is necessary to devise
effective marketing strategies.

Several reasons affecting consumers behavior haea Iproposed by existing
literature, most of them falling into two categarieonsisting of egoistic and altruistic
motives. Environmental concern, health concerneapmce consciousness, environmental
knowledge and interpersonal influence are among ubally examined factors that
influence attitude, subjective norm and intentiowdrd organic purchases. Therefore, this

study examines consumers attitude toward orgarsmetics and subjective norm.

1.1 Rationale of the Study

More and more people are concerned about greeasisstom the point of view of
consumers, several reasons are behind the ideadgoegn. It is difficult to evaluate these
reasons why consumers want to buy organic bechaseare personal and related to the
culture, values and beliefs of consumers (Hopk#t)9). Consumers do not only buy
organic cosmetics with the motives of providing ieowmental benefits. In addition to the
environmental benefits, other reasons are quotel as health, cost-effectiveness, status,
security and pleasure (Thggersen, 2011). It isstbe difficult for companies which want
to implement a green strategy.

Consumers who are highly sensitive to organic ctissie€lo not trust each brand
easily even if it has a logo. Because more and mooewashed cosmetics are being put on
the market, manufacturers face a lack of trustwies on their organic goods by customers.
The word "food-washed product” is used when supposganic cosmetics are made from

e.g. 90% organic ingredients, but the remaining TO%ain unhealthy ingredients which is



organic or not. In the newspapers, it was arguatigbople should only put ingredients on
their skins that they could consume as well. Assailt, companies are forced to expand their
R&D department to produce cosmetics that attraotfeendly consumers.

Nowadays, the cosmetics industry has dramaticallgrsified its managerial and
marketing orientation towards customer requirements to the growth in response to the
customer trends towards a healthier lifestyle aequirements for organic cosmetics
(Dimitrova, Kaneva, & Gallucci, 2009). The cosmstisdustry is a very important industry
and the use of personal care cosmetics which hasg/albeen an essential part of consumers

lives.

Moreover, more people are becoming aware of cugewronmental issues and the
effects of climate change. The usage of organimetiss is increasing all over the world to
reduce the environmental problems and health pnodlén efforts to mitigate these effects,
many people are trying to be more responsible tdsvilre environments and sustainability
is becoming a trend. To success in business, guagucer must know the consumers

behavior in purchasing, otherwise it will lead &bdl in product line.

A large number of foreign import organic cosmetias be found in Yangon. Organic
cosmetics are expensive than synthetic cosmetmseMer why women want to use organic
cosmetics rather than unnatural cosmetics. Thest bricertain believe and their norm on
organic cosmetics. Therefore it is need to knovuaricing factors effect on consumers
attitude towards organic cosmetics and their @#@ton intention towards purchasing organic
cosmetics. This study therefore is to find out #t#tude and intentions toward organic

cosmetics.

Women interest in beauty product are rocket highstvf the people are eager to
buy the beauty cosmetics including artificial ogamic as long as it delivered better
appearance to the user. Myanmar women ready toiddte foreign celebrity appearance.
Skin absorb 60% of things that apply to it. The am® know the knowledge of organic or
the harmful of artificial one they swish to useamg cosmetics.

To success in business, every producer must knewctimsumers behavior in
purchasing, otherwise it will lead to fatal in pumd line. Consumers behavior is quite
complex because each consumers taste will be diier one another such as in attitude
towards a purchase, consumption, and disposal @dugst (Solomon, 2009). A clear
understanding in what customer want bring to thecess in business. Marketing of



cosmetics product is directly dependent on theuérfting factors of consumers believe.
Therefore, consumers purchase intention and behianéntion play as a successful tool for

marketers to roar in their segment.

Based on that information, the marketers of orgaogmetics product can design the
best possible product or service that fully sasfionsumers needs and demands, and decide
where the service or product would be made avaldbt straight forward access of
consumers. The result of the study will help tongaiore understanding about Myanmar

women purchase behavior to buy organic cosmetics.

1.2 Objectives of the Study
The objectives of this study research are as falow

(1) To examine the influencing factors on consumerngude and subjective norm
towards organic cosmetics in Yangon.
(2) To analyze the effect of consumers attitude angestide norm on behaviors

intention of organic cosmetics users in Yangon.

1.3 Scope and Method of the Study

This study mainly focuses on consumers attitudesaibjective norm which leads to
behavior intention in organic cosmetics. Survewndes collected from 8 organic cosmetics
shop in Yangon. Total sample received 385 respdedesm survey data sent from organic
cosmetics shops. The respondents include men angewavho is age from 20 to 64 years
old from the different occupation. This study uaealytical research method with primary
data only. Primary data are collected with strustiugjuestionnaires designed with five-point
Likert scale from selected respondents. The studgsures the behavior intention from
attitude and subjective norm of organic consuniens. data are collected during the period
from August, 2019 to November, 2019.

1.4  Organization of the Study

This research paper is organized into five chap@mapter one includes the rationale

of the study, the objectives of the study, scopkrarthod of the study and organization of



the study. Chapter two is the illustrations of¢bacept and theoretical frameworks that have
been used regarding consumers behavior intentionswners attitude models and
influencing factors on consumers behaviors. In tdvahree, it includes the background of
organic cosmetics of studied and the influencirgdis of consumers attitude and subjective
norm of organic cosmetics. Chapter four includes d@halysis of the effect of consumer
attitude and subjective norm on consumers behamtention to buy organic cosmetics.
Finally, chapter five is the conclusion of the tlkefindings, recommendations, suggestion
and needs for further research is described.



CHAPTER 2

THEORETICAL BACKGROUND

This chapter presents the theoretical backgrourttheofll the applied variables in
this study. It contains the theories, concepts, ratel/ant literature on consumers behavior
intention with attitude and subjective norm andcpered environmental concern by pro-
environmental reasoned action (PERA). The concéptuaework of the study is described

at the end of the chapter.

2.1 Organic Cosmetics

The term organic is currently used to describeotarisustainable agricultural and
food items, cosmetics, bath and body care cosmdimgerages, toys, furniture, textiles,
mattresses and many other cosmetics. AccordindhéoMerriam-Websters’ dictionary,
“organic produce” refers to products produced bpgi$eed or fertilizer of plant or animal
origin without the use of chemically formulatedtiiezers, growth stimulants, antibiotics or
pesticides (Merriam-webster, 2019). In the curretnidy organic cosmetics are defined
according to the definition of Merriam-Websterstthnary.

Organic cosmetics have a very long history siney tvere used in ancient times.
There is mention of cosmetics in the Bible. Tramh# from ancient times prove that people
of various cultures knew the usefulness of orgaagmetics ingredients. Egyptians believed
in the adage “cleanliness is next to godlinessth®y came up with various products and
cosmetics not just to keep clean but also to lookdg The Egyptians during Queen

Cleopatras’ time were experts in organic makeupnedss.

Additionally, most of these cosmetics had a themtipgantiseptic and medical value
to them. Juice, seeds, flowers and plants, olivédoney, eggs, myrrh, incense, frankincense
could be found in the extensive list of organicradients for ancient cosmetics. However,
history has recorded a multitude of cases whereny ypopular and widely used beauty
cosmetics contained harmful substances and dargjecbemicals such as arsenic,
formaldehyde, mercury and lead. Even after alréisearch that proves these substances are
dangerous, they are still used to a small degreanadern mainstream cosmetics.

Furthermore, the modern cosmetics industry usegla mnge of other chemicals such as



parabens, petrochemicals, sodium lauryl sulphdtiéicel colours and preservatives. There

is no doubt that long-term exposure to such chdmioay cause many health related
problems like cancer, dermatitis and other allexgiéis created the need of an alternative,
which led to the creation of cosmetics that usdg patural, herbal and organic ingredients.
People have become conscious of the dangerous @entieing used in the ordinary

cosmetics and turn to organic cosmetics. Gradaagjgnic cosmetics seem to win more and
more fans over their conventional counterpartss the organic cosmetics market has grown

considerably.

2.2 Perceived Environmental Concerns

The environmentalist are perceived value on buyimggs. They measured their
believed on their own personal norm among themettiastors are widely used such as
environmental consciousness, health consciousappsarance consciousness, eco literacy
and interpersonal influence.

From the mid-1980s onwards, research into consubedravior and the environment
focuses on getting a better understanding of théves of environmentally friendly
behavior (Shrum, McCarty, & Lowrey, 1995). The themf reasoned action (TRA),
proposed by (Ajzen & Fishbein, 1980), has beenrsitely utilized by research in the field
of social behavior and intention to predict andizeathe motivational impacts on behavior.
According to TRA, an individuals’ behavior is driveby behavioral intention while
behavioral intention is driven by the combinatidntwo factors, attitude and subjective
norm. In reality, behavioral intention is an immedi antecedent of performing actual
behavior and is also a function of beliefs abowabpbility that performing a behavior will
cause a specific outcome. In terms of this studyATis appropriate to marketers and
organizations attempting to identify proper stragsgto direct consumers attitude and
influence their behavior intention in choosing argacosmetics.

Various reasons that can potentially influence bnatoward organic cosmetics
have been proposed within the literature, fromissich the, Europe, UK, North America,
Asia and Australia. Most of the studies focus ogaoic cosmetics and food consumption.
Concern for health (Wandel & Bugget, 1997) (Chefp9, environmental concern
(Schifferstein & Oude Ophuis, 1998) (Laroche, Beoge& Barbaro-Forleo, 2011) (Kim &
Chung, 2011), environmental knowledge (Chan & Yd®995), interpersonal influence
(Bandura A. , 1986) (Cheah & Phau, 2011) and appea considerations (Kim & Chung,



2011)are some of the factors identified. The sal&prographic profile has also received
much attention (Laroche, Bergeron, & Barbaro-Fqr81.1) and seems to affect consumers
attitude and behavior intention toward organic ceiscs. Attitude toward organics are
mainly influenced by age, gender, income, levaddiication and the presence of children in
the household (Magnusson, Arvola, Koivisto Hurstiherg, & Sjoden, 2001). However,
many authors agree that demographics are not suskfal and reliable profiling method
and are less important than knowledge, values #itdd® in explaining consumers eco-
friendly behavior (Chan R. , 1999).

Environmental consciousness, although not a pyigsgue, is a factor that affects
consumption of organic cosmetics (Schifferstein &d® Ophuis, 1998). Health
consciousness is found to be the primary motiverg@anic purchases (Magnusson, Arvola,
Koivisto Hursti, Aberg, & Sjoden, 2001). Appearanoensciousness is found to be an
important predictor of consumers attitude towargaoic personal care cosmetics (Kim &
Chung, 2011). Numerous studies have examined tleetefof eco literacy on organic
purchase intention and behavior intention. Theifigs indicate that, if an individual is
knowledgeable about environmental issues, promfatesrable attitude toward organic
cosmetics (Cheah & Phau, 2011). Finally, interpestonfluence has proven to be an
important influential factor of behavior (Beardéigetemeyer, & Teel, 1989). Based on the
above findings, this study is going to examine thi#tuence of these five factors on
consumers attitude and subjective norm in the sbmfeorganic cosmetics.

2.2.1 Environmental Consciousness

Environmental consciousness represents ones’ dedremotional attachment to
environmental issues (Benton, 1994). Schultz sugdeshat environmental concerns
involve three correlated factors: concern for te# sgoistc (Schultz, 2000), concern for
other people (altruistic) and for the biospheregpheric). Environmental consciousness
guides people to make buying decisions that are mao-friendly cosmetics (Peattie, 2001).
Environmentally conscious people are willing torg@ their behaviors intention in order to
improve the environment (Chase, 1991). According(Reothero & McDongh, 1992),
cosmetics and toiletries industry has developedriogcosmetics produced without the use
of pesticides, synthetic chemicals, or 16 aninmsting, in order to face consumers increasing
concerns regarding environmental destruction framtiul substances and animal testing



of ingredients and products. Environmental conexerts a strong influence on consumers

attitude and behavior intention to organic cosnsefitssoussi & Zahf, 2008).

In a number of studies environmental consciousisesstrong motive for consumers
and seems to affect organic cosmetics purchasean(@009). In the context of personal
care cosmetics, (Kim & Chung, 2011) found that emwnental consciousness is an
important factor in predicting consumers attitudevdrd organic cosmetics. Translating
these results into the context of organic cosmeticsse findings would suggest that
environmental consciousness is a determinant tfid¢t and subjective norm of organic

cosmetics.

2.2.2 Health Consciousness

Health consciousness assesses the readiness wdimidual to undertake healthy
actions (Becker, Maiman, Kirscht, Haefner, & Dra@mn 1977). Health conscious
consumers care about their state of well-beingardmotivated to maintain or improve a
healthy life (Newsom, McFarland, Kaplan, Huguet, Z&ni, 2005). In the context of
cosmetics purchases, health conscious consumersanaigder whether a product is safe to
body and skin. Therefore, they may be more condeara involved with the types of
ingredients of the product than consumers with Ibealth consciousness (Johri &
Sahasakmontri, 1988).

According to the relevant literature on organicroeics consumption, it appears that
health consciousness influences attitude towardnigugrganic cosmetic (Chrysohoidis &
Krystallis, 2005). An increasing number of studmghlights 17 concerns for ones’ health
as the predominant motive for explaining attityalechase and behavior intention of organic
cosmetics (Chen, 2009) . Consumers have become meaith conscious and healthiness
has become an important criterion for organic pasels (Magnusson et al., 2001).

According to a recent study of (Tsakiridou et2008), aiming to identify consumers
attitude and behavior toward organic cosmeticsltfi@ansciousness is a strong motivating
factor in organics’ perceptions, attitude and comstion. Another research conducted in
Lithuania, investigating the eco-friendly cosmetasmetics consumers profile, found that
the majority of the respondents attributed theneselto the group of health fanatics
according to their motives (BartytBrazionieg, & Gadeikier, 2010).

According to Chen, (2009) women can adapt theisamption patterns when they

accepted that their behaviors affect their hedfdmale consumers purchase organic or

10



environmentally friendly goods not only as of thelevance for eco-friendly protection but
also for their own health. Supported in anothedgt Dutch customers also pursued by
health consciousness when buying organic cosmeticshase. Even though investigation
have focused in health as the compared to envirntahprotection the outcome may be

combined by customers’ position of natural nutritemd time.

2.2.3 Appearance Consciousness

Consumption of personal care cosmetics is a bulpelgavior that satisfies an
individuals’ need for beauty and care of his/hgyegyance (Todd, 2004). According to (Lee
& Lee, 1997) appearance consciousness is the drieice that leads people to be interested
in clothing and cosmetics that express or diffeadattheir images. Personal care cosmetics
influence consumers appearances and people use cshetics to manage their
appearances (Marcoux, 2000). People who try to ongrtheir general appearance and
desire to keep a youthful look ask for organic,noloal-free cosmetics and health care
products. A recent study of (Kim & Chung, 2011)Hlights the importance of appearance
consciousness as a predictor of consumers attitwelrd organic personal care cosmetics.

Extrinsic quality cues such as place (availabilipfomotion and packaging as well
as the intrinsic quality cue appearance also inffeeconsumers attitude toward organic
cosmetics (Yue, Alfness, & Jensen, 2006). Thomp&oKidwell, (1998) measured
consumers actual choices of organic and conventansmetics made in retail outlets, and
accounted for effects of differences in cosmetipegpance. The products examined were
fresh fruits and vegetables. Their results showemsiivity of consumers at specialty
groceries concerning differences between pricesrgénic cosmetics and conventional
cosmetics.

Production and usage of natural cosmetics has giowecent years and today,
consumers have become more concerned about a yoapipiearance, health and the quality
of cosmetics. In the past, chemicals were usedilbstgute expensive organic ingredients
making the cosmetics available and widely used.aypthe trend for a healthier way of
living is increasing consumers perceptions andéstetowards mainly organic cosmetics,
including cosmetic. Some studies found that, inoslitg cosmetics, natural aroma, high
quality, hydration, skin protection, medical adviclng lasting, good promotion,
hypoallergenic and not tested on animals’ are thetnmportant motivating factors for the

customers in Bulgaria, Montenegro and ltaly. Ndtacsmetics are bought by people who

11



practice an environmentally friendly lifestyle amdre about their health, beauty and
appearance (Dimitrova et al., 2009: 1158).

Generally, people who strongly desire to maintayoathful look and improve their
appearance look for chemical-free personal carmebss. Today, physical appearance is
becoming very important to modern consumers. Estevidence also shows that
perceptions of the body and physical appearantgeimie people’s behavior in their role as
consumer (Reingen & Kernan, 1993). Laroche et1896) found that consumers brand
attitude and purchase intention will be higher wagmoduct has high preference image and

familiarity.

2.2.4 Eco literacy

Eco literacy or environmental knowledge can bergefias a general knowledge of
environmental facts, concepts, and relationships@ming the natural environment, carbon
foot print and its major eco systems (Fryxell & PO03). Environmental knowledge evolves
in two 18 forms: the first occurs while educatihg tonsumers on the general impact of the
product on the environment, and the other occumsmwthe consumers already knows that
the product itself is produced in an environmegt#iiendly way (D'Souza, Taghian, &
Lamb, 2006).

According to (Moseley, 2000), there are three staxjeenvironmental knowledge or
literacy: the first stage is nominal environmerii@racy, which means that consumers is
able to recognize many basic environmental termhddses not understand the issues in depth
in order to cause specific purchase intention aeldabior intention. The second stage,
functional environmental literacy, characterizesmstoners who understand the basic
meaning of environmental issues and are able tahadeknowledge while communicating
with other people.

Finally, operational environmental literacy is ttterd stage, where people can
gather, interpret, evaluate and analyze data admoutonmental issues and take them into
account in their purchasing behavior. Eco litera@s developed by (Laroche, Toffol,
Chankon, & Muller, 1996) to measure the respondabiity to identify or define a number
of environmentally-related concepts, symbols antabmrs. It has been found to be
correlated with some attitude and behavior towde eénvironment. According to their

survey, an individuals’ knowledge about the envin@mt plays a multiple role in influencing

12



his/ her behavior. It provides the subject with\wiexge about issues and helps form attitude
and intentions through the belief system.

However, empirical findings for the influence ofnsmimers eco literacy on their
organic behavior are contradictory. Studies sudhase by (Multer & Taylor, 1991) claim
that it has little effect on environmental frienddghavior, while others report a positive
association between environmental knowledge ankbgical behavior (Laroche, Bergeron,
& Barbaro-Forleo, 2001) in their study on segmeorteof consumers who were willing to
pay more for environmentally friendly cosmetics cdoed that eco literacy was not a good
predictor of consumers willingness to pay moreeiavironmentally friendly cosmetics.

In a similar n, (Rahbar & Wahid, 2010) in theircdon the effect of environmental
protection and knowledge on actual behavior intentound that environmental knowledge
is not a major impact. Such mixed empirical findirggiggest a more complex relationship
between eco literacy and behavior (Chan R. , 1998yironmental knowledge may act as
mediating variable for 19 environmental attitudel #ehavior (Cohen, 1973). It found that
students, who were given more environmental knogéetiad different attitude toward the
environment, as compared with students of low emvirental knowledge. Davis, (1993) has
also concluded that knowledge of environmentaldssoan lead to positive ecological
attitude, while (Synodinos, 1990) proposed that regnpositive attitude may result by
increasing knowledge about environmental issueshsidtent with the previews studies are
the findings of (Chan R. , 2001), indicating a pwsirelationship between knowledge and
attitude toward green purchases. Environmental keye was a good predictor of eco-
friendly attitude and behaviors. The positive aigaigicant relationship between knowledge
and green purchase attitude supports previews ras€dtern, 1992). Finally, (Cheah &
Phau, 2011) suggested that if an individual hasléemcy promotes favorable attitude

toward green cosmetics.

2.2.5 Interpersonal Influence

Interpersonal influence primarily consists of th#fect of acting to convince,
persuade or influence other people for the purpddeaving a specific outcome. Various
articles of psychological and consumers researche h@searched the existence of
interpersonal influence upon individual decisioagasses (Kassarijian & Robertson, 1981).
An important determinant of ones’ behavior is thiguence of others (Bearden, Netemeyer,

& Teel, 1989). Indicative of this belief is the uek attractive spokespersons endorsing

13



cosmetics. In order to fully understand consumetsalsior, consideration should be given
to the effects of interpersonal influence on depalent of attitude, values, norm, aspirations
and purchase intention and behavior intention {@t@f& Cocanougher, 1977). Social
environments like family, friends and peers (notiwgatsusceptibility) strongly affect
purchasing decisions that involve green cosmetit®rpersonal relationships between
opinion leaders and professionals may have a suistaffect on similar attitude toward
green purchasing (Bandura A. , 1986).

In terms of parental influence toward people esplgoyoung consumers to purchase
for organic cosmetics has imposed some significapact. Parental influence is seen as a
socialization factor in adolescent stage. The stayChaplin & John, 2010) shows the
consumption behavior of a parent, their attitude @eir intentions to buy product strongly
influence the consumption pattern of young adoletsgeople, meaning that children always
benchmark on the purchase intention and behavtention of their parents and tend to
purchase the specific product same as their pagentStudy found that family influence can
inspire young people in shaping their behavior t@r@nvironmental awareness. (Palmer,
Suggate, Robottom, & Hart, 1999) .

Besides, peer influence also shaped a purchassiorieof customer towards green
cosmetics. Based on the research studies of (R@ax,) , people may become affected with
their peers beliefs and behaviors in their development stagpecially in young adolescent
stages. A study has been conducted in china basgylamong children information seeking
sources shows, they value friends ranked as tharst mportant influential factor (McNeal
& Ji, 1999) among other socializing factors. Thpsople especially for young customer
always get influence to purchase specific cosmekos instance, young customer may
choose to purchase for organic when their frieradsgurchase for organic also. Furthermore,
the mass media influence also shaped the purchasiegtion of customer on organic
cosmetics. According to (Moschis & Churchill, 197udies, found that young people’s
purchase decisions are also influenced by massamadl customer which are young
adolescents are normally become more interestegatteer information from a variety of
communication sources. The study on (Atwater, SaJvge Anderson, 1985) found that
consumers can gather information about environnhésgaes through mass media which

include TV, magazine, radio, and newspapers.
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2.3 Consumers Attitude, Subjective Norm and Behawgr Intention

Consumers generally tend to choose cosmetics amvicas that align with their
personal values and stable beliefs, and espetiadiynight be considered foreseeable when
it comes to choose between sustainable and coowahttonsumption. This fact explains
why past researchers have included classificationuman values to predict sustainable
consumption (Grunert, Hieke, & Wills, 2014). It Hasen noted in the literature that there is

a relationship between perceived values and consuati@ude (Sweeney & Soutar, 2001).

2.3.1 Attitude

The consumers behavior toward buying a product mipen attitude toward this
product. Hence, the study of attitude can be rea#lgful for companies in order to
understand them and be able to adapt their offerdaer to create a positive attitude toward
the product they are selling.

To begin with, when buying cosmetics and especigilBen cosmetics, consumers
do not only take into consideration their concesndnvironmental conservation but also
their concern for their own health (Kim and Seo2k09). The health consciousness
“assesses the degree of readiness to undertakbyhaations” (Chen, 2009). It reflects the
readiness of a person to do something for his/eeitin In fact, consumers control their
health by looking for healthy skincare and cosnsetia fact, they believe that natural
ingredients make the cosmetics healthier. For sodieiduals, environmental concern has
become a way of life guiding their consumption odadly basis (Kim and Seock, 2009).
Many researchers believe that if an individualeiady to take actions to become healthier,
his/her attitude toward green product should bétipes

Attitude toward a behavior can be defined as “coration of affective, behavioral
and cognitive reactions toward an object,” (IbrahiR, 2002). Attitude defined as “the
individuals’ positive or negative feelings aboutfpeming a behavior” by (Ajzen I., 1985),
one is more likely to adopt a certain behavior whefshe has a positive attitude toward the
behavior. The theory of reasoned action (TRA), pema by (Fishbein & Ajzen, 1980)
shows a linkage between attitude and behavior.the@ry has widely been used by research
in the field of social behavior and intention, tegict the motivational impacts on behavior.
TRA has been referenced to this study also dus televance to the corresponding content.
Numerous studies have asserted the positive re$tip between consumers attitude and

intentions for green purchasing in multiple contekCheah & Phau, 2011). A positive
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attitude toward buying organic personal care comsas significantly correlated with
behavior intention (Kim & Chung, 2011).

2.3.2 Subjective Norm

Subjective norm reflects one’s perceived socialsguee to perform a certain
behavior. If consumers believe that significanteoghthink organic skin care cosmetics are
good, consumers will have more intention to buys¢heosmetics. Subjective norm has a
significant effect on behavioral intention in thentext of behavior related to skin
management (Hillhouse, Turrisi, & Kastner, 2000\d aa strong relationship between
subjective norm and intention has been shown ieares on green consumers behavior
(Bamberg, 2003).

According to (Coleman, Bahnan, Kelkar, & Curry, 2Dlhe determinants of
subjective norm as a function of the individualsliéf to participate or not in an activity is
influenced by the persons’ readiness to obey taitiiation. A person may perform certain
behavior with the influence of families, or soagbups. The subjective norm can control
ones’ behavior which is different from the way age® desires to perform act. According
to the (Ewing, 2001) research also found that $owam are important motivator for
ecologically responsible behavior. In addition, dstudone by (Qader & Zainuddin,
2011)states that one of the major social influeneas whereas media exposure, which
significantly influence a consumers behavior intembf environmentally friendly goods.

2.3.3 Behavior Intention

The higher level education and income are alsocested with organic food
purchases intentions of customers. Consumers prefertowards a particular product was
based on attitude toward available substitutesaifgiroduct (Woese, Lange, Boess, & Bog|,
1997). Therefore, if consumers were asked to inditteeir responses regarding organically
versus conventionally produced, such buyers comghaie attitude toward the methods of
producing the goods, product characteristics e#forb stating their product preferences.
Nevertheless, particular attitude is assumed to teaspecific type of behavior. Moreover,
the attitude of customers towards organic producthmse is influenced more by product
quality and other inherent health characteristlzan by price. However, lack of knowledge,
information, awareness and product availabilityevire major inhibitors preventing non-
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buyers from purchasing organic product (Roddy, GgwaHutchinson, 1996). Consumers
were willing to pay higher price premiums for organosmetics even with a shorter shelf
life, such as fruits and vegetables, compared b@rotonventional cosmetics (Gregory,
2000).

Purchase intention is the possibility that a peseriorms a specific behavior [46].
Research on green cosmetics has shown that numeadables can be applied to explain
behaviors. Mostafa (Mostafa, 2009) indicated tmtrenmental concerns and knowledge
affected consumers intention to purchase green etissn Kaiser & Gutscher (2003)
reported that more than 50% of the explanation @gp#or the intention to purchase green
cosmetics can be used to explain consumers purdiedsseviors toward green cosmetics.
These data can be used to explain consumers perbkaaviors toward green cosmetics in
the Chinese and American markets (Chan R. , 2001).

2.4  Empirical Studies

The definitions of environmental concerns varygiag from the specific attitude of
perceived environmental behavior, to a more encesipg value orientation. It also ranges
from the specific attitude that determine intentiora more general attitude. Environmental
concern expresses individual self-interest towdme énvironment. Accordingly, in this
study, the PEC is the consumers feeling about pwr@nmental physical activities.
Environmental concern is expected to influenceandevidual to perform pro-environmental
activities. The consumers with high environmentehigeness tend to purchase eco-friendly
cosmetics to show their environmental concern (KhaBotiane, & Mokhethi, 2014) . In
this study, the consumers with high environmenteraness were expected to buy green
skincare cosmetics. Several studies confirmed th&tipe influence of the PEC on
individual pro-environmental activities, such a®-environmental shares, green energy
system adoption, and green product purchasing (lKhRotiane, & Mokhethi, 2014). Under
the perceived environment concern a lot of variabke studied among than most these
factors are recently studied such as environmeotadciousness, health consciousness, eco

literacy and interpersonal influence (Saroj, 2011).
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2.4.1 Relationship between Antecedents to Attitudend Subjective Norm

Consumers, can reduce their impact on environmahnhzake a positive difference
through their purchasing decisions. The beliéh# the consumers perceived environmental
concern is one of the determinants of their “orgamiying” behavior i.e., buying and
consuming cosmetics that are environmentally beréfi(Mainieri, Barnett, Valdero,
Unipan, & & Oskamp, 1997). Kapogianni (2011), apd relation between pro-
environmental concern and attitude of organic cagsmeonsumers in the paper of attitudes

and intention toward organic cosmetics in Greece.

In the study of Kapogianni (2011) the results iatkcd that environmental
consciousness and interpersonal influence are tapiguredictors of attitude toward organic
cosmetics. Health consciousness, appearance caossegs and eco literacy appear to have
an insignificant impact on attitude. Attitude emetgas a positive and important predictor
of intention to purchase organic cosmetics. HoweWdyanmar people have different
perspective view from western world in the attitaeel subjective norm. It is need to check

all of antecedents to attitude toward organic cdgrs.e

Fig 2.1 Conceptual Framework of Kapofianni

Environment

Health Conscious | —

Attitude Toward Intention Toward
Appearance . . Purchasing Organic
PP Organic — 919
. Cosmetics
Cosmetics
Eco Literacy —

Interpersonal

Source: Kapogianni (2011)
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2.4.1 Relationship between Attitude and SubjectivBlorm to Behavior Intention

The theory of reasoned action (TRA) predicts thention to perform a behavior
based on the subjective belief and attitude ofnaiividual (Ajzen & Fishbein, 1975).The
TRA spawned influential research in the field otiab psychology history (Trafimow,
2009). There are four variables in the TRA modtituale, subjective norm, intention, and
behavior. In recent studies, the TRA was adaptezhtaronmental studies (studies related
to environmental behavior and pro-environmentata@esh) (Coleman, Bahnan, Kelkar, &
Curry, 2011). The proenvironmental reasoned adiRiEERA) is an extension of the TRA
that incorporates environmental consideration. PEBAbines the TRA with two additional
factors; namely, perceived authority support (PABJ perceived environmental concern
(PEC). However, in this research we do not considerPAS due to insufficient support

from authority in Myanmar.

Fig 2.2 Conceptual Framework of Jacky and et al.

PEC Consumers
= Attitude
N Behavior
w Intention
Subjective
PAS — Norm f

Source: Jacky , Bernard , Jiang , Mufidah , Persaicé Noer (2018)

2.5 Conceptual Framework of the Study

Attitude towards the behavior influences consumietention to purchase the
product. The belief about the behavior and alldtvesequences of the behavior has affected

the perceived attitude and subjective towards toglyct. Attitude and subjective norm
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determines final decisions in the consumers buyetavior. Hence, based on the

importance of attitude in consumers buying decisi@conceptual framework is evolved.

Figure 2.3 Conceptual Framework of the Study

Environment Conscious

Health Conscious ] Consumers Attitude
Behavior Intension

To Cosmetics Organic

Appearance Conscious | —

Products

N/

_ Subjective Norm
Eco Literacy —

Interpersonal Influence

Source: Own Compilation (2019)

This research provides a detailed information resowovering all the key data
points on factors of attendants influencing to cwoners attitude, subjective norm and
behavior intention in organic cosmetics. The ardenéfactors are measured into five parts
such as environmental, health, appearance, ecadjteand interpersonal influence. The
factors that are believed to affect consumersudgitand subjective norm. The conceptual
framework was developed from the literature revmwconsumers behavior intention. In
this study, the effect of the independent variadflenfluencing factors on the dependent

variable of behavior intention to organic cosmelias been studied.

20



CHAPTER 3

PROFILE AND ANTECEDENTS OF CONSUMERS ATTITUDE AND
SUBJECTIVE NORM OF ORGANIC COSMETICS IN YANGON

This chapter focuses on consumers attitude anéatiig norm of organic cosmetics
in Yangon. It includes the demographic profile duying behavior of organic cosmetics
users. This chapter also included the explanatiaitibude and subjective norm of organic
cosmetics in Yangon. In this study, attitude anbljesttive norm consist of environmental
consciousness, health consciousness, appearanggatemess, appearance consciousness

and interpersonal influence in Yangon.

3.1 Profile of Respondents

In this study, 385 customers are surveyed to egplloeir perception towards five
factors which can influence on their attitude andjsctive norm of organic cosmetics. The

profile of surveyed 385 customers is shown in T&Bl#).

It is found that most respondents are females. Hase 82.86% outnumber than
male who have responded 17.14% of survey. The tretiws that women are more
interested in organic cosmetics, they are heavsgsugecosmetics in general and they invest
much time and effort in improving the way they lobkoreover, women are more motivated
than men to answer the questionnaire because tteeyighly engaged in purchasing

cosmetics and personal care cosmetics.

It is found that the majority of the respondentsia the age group between (21-25)
years old, followed by the age group of (26 -3@rgeold, and finally the age group between
(36 - 40) years old, accounting for 31.42%, 19.22%d 17.14% respectively. These three
age groups combined represent 67.79 percent aedpondents. This indeed affirms the
findings on the age bracket indicating the agesuba cosmetics. Taking into consideration
that people belonging in the age group of 21 - déry old have the tendency to put much
emphasis on their general appearance, these agpsgexpected to be regular users of

cosmetics.
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Table 3.1 Demographic Data of the Respondents

Particulars No. of Respondents| Percentage
Total 385 100
Gender Male 66 17.14
Female 319 82.86
Age Under 20 years 18 4.68
21-25 years 121 31.43
26-30 years 74 19.22
31-35 years 52 13.51
36—40 years 66 17.14
Above 41 years 54 14.02
Education High School/ Diploma 28 7.26
Bachelor Degree 204 52.99
Masters’ Degree 153 39.74
Occupation  Student 78 20.26
Self Employed 62 16.10
Government staff 61 15.84
Employee 142 36.88
Other 42 10.91
Income Under 300,000 kyats 144 37.40
300,001 - 700,000 kyats 80 20.78
700,001- 1,100,000 kyats 57 14.81
1,100,001- 1,500,000 kyats 26 6.75
1,500,001 kyats Above 78 20.26

Source: Survey data, 2019

The majority of the respondents received bacheldegjree, followed by masters’
degree or higher, representing 92.96% of the tesglondents as those people are educated
and most of them have an occupation and afford@bbaly cosmetics with their income.
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These individuals were more likely to be aware emiscious of environmental and health

issues and have organic product purchase experience

In terms of occupation, the majority of the respamd are company employees and
followed by students and the least mean score septge the others. Most of the respondents
earn between three lakhs to seven lakhs, and #st teean indicates eleven millions to

fifteen millions.

3.2 Buying Behavior of Respondents

In this study, in order to know the respondent badraof using cosmetics, the
guestionnaires are based on the reason of usiagiorgosmetics, their influencer, and place

to purchase organic cosmetics.

Concerning with frequency of purchasing, about bathe group likes to purchase
cosmetics once in three months, followed by onc®ath and the least group prefer two to
three time a month. Observing with spending povweuahalf of of the group likes to spend
under thirty thousands, the moderate spending gspend thirty thousands to seven
thousands about thirty four percent. Around tens@né of spending group are seven

thousands to one lakhs and above one lakhs group.

Supermarket/Hypermarket is the most popular ch@oeng the respondents.
Interestingly, the minimum percentage of the resigots selected ‘other’, in which they
usually specify either ‘duty free’, or ‘ask frientts buy from abroad’ in their choices. The
majority of respondents effecting person to purelas social media (Facebook, Instagram),
people around them, blogging websites, websitegridement (TV, radio) and Publications
(magazines, journals) severally. Surprisingly peomwt want to seek the information from
printed media.
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Table 3.2 Buying Behavior of Respondents

Particulars Res’\:)%'n(c)jfents Percentage
Total 385 100
No | Frequency of purchasing
1 | Once in three months 177 45.97
2 | Once a month 128 33.25
3 | 2-3 times a month 55 14.29
4 | More than 3 times a month 25 6.49
Spending power
1 | Under 30,000 kyats 167 43.38
2 | 30,001 - 70,000 kyats 134 34.81
3 | 70,001 - 100,000 kyats 41 10.65
4 | More than 100,001 kyats 43 11.17
Place to purchase
1 | Organic cosmetics counter in department store 186 48.31
o | Retail-wholesale cosmetics store 86 22.34
3 | Online shopping 77 20.00
4 | Others 36 9.35
Source of Information
1 | Advertisement (TV, radio) 19 4.94
2 | Publications (magazines, journals) 7 1.82
3 | People around them 54 14.03
4 | Website 26 6.75
5 | Social media (Facebook, Instagram) 252 65.45
6 | blogging websites 27 7.01

Source: Survey data, 2019

cosmetics at department store, followed by Retdiblasale cosmetics store and the least
group prefer other places. Supermarket/Hypermaskigie most popular choice among the
respondents. Interestingly, the minimum percentdgbe respondents selected ‘other’, in
which they usually specify either ‘duty free’, ask friends to buy from abroad’ in their

choices. The majority of respondents effecting @erso purchase are social media

Concerning with place to purchase, about half & gmoup likes to purchase

24




(Facebook, Instagram) , people around them , bhoggiebsites, website, advertisement
(TV, radio) and Publications (magazines, journadsyerally. Surprisingly people not want

to seek the information from printed media.

3.3  Antecedents Attitude and Subjective Norm of Orgnic Cosmetics

In this study, selected 385 numbers of respondantangon are surveyed. Linear
regression is used. It is including how to relabe taffecting of factors which are
environmental consciousness, health conscious,aa@pee consciousness, eco literacy,
interpersonal influence on consumers attitudesaigective norm of organic cosmetics are
analyzed. In order to find out the importance dluencing factors on consumers attitude
and subjective norm of organic cosmetics in Yangtmictured questionnaire was used. The
standard deviation and mean scores of the inflngrfeictors are presented in the study based

on survey results.

3.3.1 Environmental Consciousness

In this study, the five factors are considered asadrs which affect on attitude
towards organics cosmetics. The first factor isiremwnental conscious. The results from

descriptive analysis on health conscious of 38pardents are shown in Table (3.3).

Table 3.3 Environmental Consciousness

No Environmental Consciousness Mean S.td'.
Deviation
1. | Claims environmental friendly 3.93 0.91
2. | Do not want to pollute environment 3.74 0.92
3. | Declares organic certification that the product is 4.06 0.92
environmentally friendly
4. | Contribute in saving the environment 3.78 0.98
S. | Contribute in saving planet earth. 3.94 0.75
Overall Mean 3.93

Source: Survey Data, 2019
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Overall environmental consciousness representedntan score of 3.93 from all
tested variables. The most influencing item is fbtimat while buying an organic product,
the respondents look for some certification, whidbeclares that the product is
environmentally friendly. The reasons of purchasiiganic cosmetics because the
respondents prefer organic and they want to cart&ilm saving planet earth. This indicates

that environment is a generally concerning issu¢he respondents.

3.3.2 Health Consciousness

In this study, the five factors are consideredaasdrs which can effect on attitude
towards organics cosmetics. The second factora#ttheonsciousness. The results from

descriptive analysis on health conscious of 38pardents are shown in Table (3.4).

Table 3.4Health Consciousness

No. Health Consciousness Mean De?itgt.ion

1. | Enhance health by using organic cosmetics 3.89 0.70

5. ?g;‘(renteotig:e organic cosmetics than chemical based 3.85 0.92

3. | Promoting effect on Health 4.26 0.94

4. | Benefit in health 3.88 0.95

5. | Safe to consume and contain less health risk. 3.79 0.94
Overall Mean 3.87

Source: Survey Data, 2019

Regarding to the analysis on health consciousngikgencing on the consumers
attitude, respondents are required to answer taemments of influencing on purchasing
organic cosmetics. The most influencing item igfbthat the reasons of purchasing organic
cosmetics because of the respondents believe orpasi a health-promoting effect. The
second and third influencing factors on consumdtitude are found in the factors of
purchasing because enhance health and free framcdldased. Therefore, the respondents
are concerned about preserving and protecting hleailth status. They are concerned about
their state of healthy life style.
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3.3.3 Appearance Conscious

Regarding to the analysis on appearance conscidlugncing on the consumers
attitude, respondents are required to answer t&emments of influencing on purchasing
organic cosmetics. The results from descriptivdyasmaon appearance conscious of 385

respondents are shown in Table (3.5).

Table 3.5 Appearance Conscious

No. Appearance Conscious Mean De?itgt.ion

1. | Appearance is important 3.64 0.90

2. | Good appearance is lead to good life 3.68 0.84

3. | Distressed when others make remarks about appearanc  3.51 0.80

4. | Using organic cosmetics gives a sense of satisfacti 3.68 0.87

5. | Better quality/performance than conventional cosraet 3.65 0.89
Overall Mean 3.63

Source: Survey Data, 2019

The respondents accept that their appearance a&sth@or average score. Therefore,
the respondents give mean scored of 3.63. Sameestigitore on appearance is great
influence in life and organic produces give a seofssatisfaction.Therefore, they think
organic cosmetics performance better than convegitmosmetics. They have merely felling on

what other people remark of their appearance.

3.3.4 Eco literacy

Regarding to the analysis on eco literacy influegcon the consumers attitude,
respondents are required to answer five statenwdntsluencing on purchasing organic
cosmetics. The results from descriptive analysiappearance conscious of 385 respondents

are shown in Table (3.6).
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Table 3.6 Eco Literacy

. Std.
No. Eco literacy Mean Deviation
1. | Environmentally safe in cosmetics and packages 3.60 0.85
2. | Buy cosmetics made or packaged in recycled magerial 3.78 0.94
3. | Buy cosmetics in packages that can be refilled 3.76 0.92
4. | Have certification which confirms organic product 3.89 0.99
5 H_ave certification which declares environmentally 384 0.94
friendly.
Overall Mean 3.77

Source: Survey Data, 2019

The respondents agree that some certificate mpsoap that product is organia.
mean score of 3.61 indicates that consumers are knowledgeable about organic product must
have organic certificate. The second highest sitbe cosmetics must have certificate that
declare environmental friendly. Many people beliévat they know more about recycling than

the average person, and looking for refilled itéms come with cost issue.

3.3.5 Interpersonal Influence

Regarding to the analysis on interpersonal influemon the consumers attitude,
respondents are required to answer five statenwdntsluencing on purchasing organic
cosmetics. The results from descriptive analysiagpearance conscious of 385 respondents

are shown in Table (3.7).

The respondent regarded interpersonal to be agridle@ mean score value of 3.68.
The responseseveal that people are generally influenced by rsthepinions, especially by

opinion leaders, professionals and people that titusy.
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Table 3.7Interpersonal Influence

No. Interpersonal Influence Mean Desitgt.ion

1. | Learn from friends, family and classmates 3.61 0.83

2. | Most of friends and family buy organic cosmetics 3.69 0.76

3. | Gather information from friends or family 3.72 0.89

4. | Share information to buy organic cosmetics witbrids 3.70 0.90

5. | Use organic cosmetics because friends and collsageeit. 3.67 0.78
Overall Mean 3.68

Source: Survey Data, 2019

The respondents reveal that consumers do care phothiasing cosmetics that others
will approve of or achieve a sense of belongingobychasing the same cosmetics and brands
that others purchase. All of the interpersonaluieffice above peers the average level on

consumers intention.
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CHAPTER (4)

ANALYSIS OF CONSUMERS ATTITUDE, SUBJECTIVE NORM AND
BEHAVIORS INTENTION OF ORGANIC COSMETICS

This chapter consists of three main parts: analgsisffect of attitude towards
organic cosmetics, analysis on effect of subjecatwen and analysis on the effect of attitude
and subjective norm and consumers behavior interiarganic cosmetic. The following
parts are presenting about analyzed results ofutnass attitude, subjective norm and
behavior intention of organic cosmetics in Yangnthis chapter, the data is statistically

analyzed and the results are presented in theafimigpcategorized.

4.1  Analysis of Influencing Factors on Attitude tavards Organic Cosmetics

In this category, Consumers antecedents is impifidators that effect on consumers
attitude of organic cosmetics. In order to find the most influencing factors of consumers
attitude towards organic cosmetic, structured gomeséaire was used. The standard deviation

and mean scores are presented in the study baseday results.

4.1.1 Consumer Attitude towards Organic Cosmetics

Consumers usually select their cosmetics not onihe quality and benefits but also
on rely on their attitude for long term use. Conswrattitude are very important in making
purchase behavior intention. In order to analyze ¢bnsumers attitude of the organic

cosmetics users, 385 users were surveyed.

The objective of the study sought to determine diagctthat are important in
influencing consumers attitude. The respondent&asked to indicate the extent to which
various factors were important in influencing orgacosmetics. The factors were drawn
from various influences that were likely to affebe attitude of organic cosmetics users.
These were influencing factors include health, emrmental, appearance, eco literacy and
interpersonal consciousness. The results are shoWable (4.1) based on survey findings.
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The interpretation was based on the magnitudée@itean score. The higher the
mean score the more agree that factor(s) was amesidmportant in influencing attitude

and choice of cosmetics.

Table 4.1 Consumers Attitude of Organic Cosmetics

Sr. No Attitude toward Organic Cosmetics Mean St d'-
Deviation

1 Have a_favorable attitude toward purchasing organic 365 0.87
cosmetics

2 Prefer tp use organic cosmetics over chemical based 377 0.94
cosmetics

3 | Purchasing organic cosmetics is good. 3.81 0.94

4 Purghase organic cosmetics that are good for the 3.79 0.93
environment

5 | Worry chemicals in cosmetics 373 0.89

5 Red.uce environmental damage with organic cosme*tlc3'80 0.94
are important
Overall Mean 3.76

Source: Survey Data, 2019

Concerning with attitude on organic cosmetics, alenean score is 3.76. It means
that the attitude towards organic cosmetic aboeeatrerage level on consumers intention.
The most influencing factor is the good prodddte respondents reveal that consumers do
care about reducing the environmental damage. filn@ most highest score is organic
cosmetics are good for environment. This meansattiéude on organic cosmetic have a

significant effect on consumers purchasing decision

4.1.2 Influencing Factors on Attitude towards Orgaic Cosmetics

The regression analysis, with the effect of indeleen variable of influencing factors
on consumers attitude, was analyzed first. In thield below the linear regression on effect
of influencing factors on consumers attitude towamdganic cosmetics is shown in Table
(4.2). This Table relates to the influencing fast@n consumers attitude of organic

cosmetics.
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Table 4.2 Analysis on Influencing Factors of Attitule towards Organic Cosmetics

Unstandardized | Standardized
Variable Coefficients Coefficients ¢ Sig. VIF
B =il Beta
Error

(Constant) 162 .164 991 .323
Environmental 037| 044 036 .835| .404| 1.702
Consciousness
Health Consciousness .280*t* .044 296 6.447| .000| 1.921
Appearance Conscious .167*t* .062 144 2.669| .008| 2.671
Eco Literacy .108** .054 106 1.988| .048| 2.612
Interpersonal Influence .363*** .055 .324| 6.648| .000| 2.164
R 765
R Square .585
Adjusted R Square .580
F 106.888***
Durbin-Watson 1.873

Source: Survey Data, 2019.

Notes: *** = Significant at 1% level, ** = Signif@nt at 5% level, *= Significant at 10% level

As shown in Table (4.2), the value of R Square.&8D that means this specified
model could explain 58.5 percent about the vamaid the attitudes towards organic
cosmetics. The model can explain 58.5 percent abfmutvariance of the independent
variable of influencing factors of attitude towamtganic cosmetics and dependent variable
(attitude and subjective norm) because adjustegure is 0.580. The overall significant of
the model, F value, is significant at 1 percentlekiat indicates the specified model can be

said valid.

This model can explain the effect of influencigtbrs on attitude towards organic
cosmetics. The significant level of influencingtfars of attitude towards organic cosmetics
is at 1 percent confidence level. The effect diiaficing factors on attitude towards organic
cosmetics has the expected positive sign and hijghjficant value at 1 percent level. The
positive relation indicates that increase influegcifactors of attitude towards organic
cosmetics lead to increase in health conscioudaess, appearance conscious factor, and
interpersonal influence. Therefore, increasing ttiree significant factors such as health
consciousness factor, appearance conscious factdrinterpersonal influence are able to

rise the attitude towards organic cosmetics.
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The significant level of increasing the three fastof health consciousness factor,
appearance conscious factor, and interpersonaleinfle are at 1 percent confident level
respectively. Therefore, these three variableseapected positive sign and these positive
relationship indicates that increase in three éem lead to increase in attitudes towards

organic cosmetics.

The results found in Table 4.2 indicate which coedhts were significant. To
understand which were significant, the calculagekels of significance for each variable
were considered; if these levels of significanceeness than the desired significance level
of 1%, then the coefficient was deemed to be sigamt. In this case, the coefficients of
health consciousness, appearance conscious, e@zlit and interpersonal influence were

all deemed to be significant.

Health consciousness on consumers attitude hasexpected positive highly
significant coefficient value at 1 percent leveheTpositive relationship indicates that the
increase in one of health consciousness factomrgemic cosmetics effect on consumers
attitude. An increase in this factor by 1 unitlvailso rise the effect on consumers attitude
by .280 units.

Appearance conscious on consumers attitude hasexpected positive highly
significant coefficient value at 1 percent leveheTpositive relationship indicates that the
increase in one of appearance conscious factomganic cosmetics effect on consumers
attitude. An increase in this factor by 1 unitlvailso rise the effect on consumers attitude
by .167 units.

Eco literacy on consumers attitude has the expgusiive moderately significant
coefficient value at 5 percent level. The positigiationship indicates that the increase in
one of eco literacy factors on organic cosmetiésceon consumers attitude. An increase

in this factor by 1 unit will also rise the effemt consumers attitude by .108 units.

Interpersonal influence on consumers attitude Ias expected positive highly
coefficient significant at 1 percent level. The ip@e relationship indicates that the increase
in one of interpersonal influence factors on orgamusmetics effect on consumers attitude.
An increase in interpersonal influence by 1 unill wiso raise the effect on consumers
attitude by 0.363 units.

The standardized coefficient (Beta) of interpersamfuence has the largest value
(0.363) than other influencing factors of orgamsmetics. This indicates the interpersonal
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influencing of organic cosmetics have the greatestribution to the effect on consumers
attitude. The overall evaluation reveals that med®tplain the variation in consumers
attitude because the estimation produced expeigasd and significant coefficients for both

variables. The increases of the influencing factage the positive effects on consumers

attitude on organic cosmetics except environmeatasciousness.

In summary, the results show that the influenciactdrs of consumers attitude of
organic cosmetics have mostly positive significampact on consumer attitude towards
organic cosmetics. Most consumers are stronglyemited by attitude towards organic
cosmetics. Consumers have moderate effect on &rady. Organic cosmetics are trusted
in Myanmar market because organic cosmetics haee gmredients and better quality.
Therefore, by giving more knowledge on health cansness, appearance consciousness,
interpersonal influence and eco literacy consum@ke greater positive attitude. Organic
consumers want health boosting effect which prottdesatisfaction to the consumers and
they want organic cosmetics with reliable certificcand then they collect the information
from their close social circle. Moreover, the camgus believe using organic cosmetics are

good for them.

4.2  Analysis of Influencing Factors on Subjectivilorm Organic Cosmetics

In this category, Consumers antecedents is impifidators that effect on consumers
subjective norm of organic cosmetics. In ordefind out the most influencing factors of
consumers subjective norm of organic cosmetic,ciirad questionnaire was used. The

standard deviation and mean scores are presentiee study based on survey results.

4.2.1 Consumers Subjective Norm of Organic Cosmes

Consumers usually select their cosmetics not omiyne quality and benefits but also
on rely on their subjective norm of their self bgk. Subjective norm are important in
making behavior intention. In order to analyzet¢basumers subjective norm of the organic

cosmetics users, 385 users were surveyed.

The objective of the study sought to determine digctthat are important in
influencing consumers subjective norm. The respotsdeere asked to indicate the extent

to which various factors were important in influgrgcorganic cosmetics. The factors were
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drawn from various influences that were likely fteat the subjective norm of cosmetics

user. These were influencing factors include healtiironmental, appearance, eco literacy
and interpersonal consciousness. The results awnsin Table (4.3) based on survey

findings.

The interpretation was based on the magnitudée@itean score. The higher the
mean score the more agree that factor(s) was amesidmportant in influencing attitude

and choice of cosmetics.

Table 4.3 Consumers Subjective Norm of Organic Cosetics

Sr.No Subjective Norm Mean S.td'.
Deviation

1 US|r_19 organic appliances is one way to protect the 377 0.90
environment

2 Purchase of environmental friendly 3.68 0.85

3 Usage gf organic co'sr.netlcs than non-organic 3.86 0.97
cosmetics because it is safe

4 Prefer organic over non organic 378 0.92

5 Wllllng to pay extra for cosmetics in organic 379 0.91
ingredient

6 Willing to pay extra for cosmetics in green packagi| 3.83 0.88

Overall Mean 3.79

Source: Survey Data, 2019

According to the Table (4.3), it is found in theu# that the respondents are willing
to pay extra for cosmetics in organic ingredientaaese they like to buy the ecofriendly
products which are not harm to the environmenaddition, the respondents are willing to
pay extra for cosmetics in green packaging becpesple nowadays are aware of protecting
ecofriendly environment and they reduce plastiadpots. Moreover, the respondents prefer
organic over non organic products that the orgprocucts are better for all types of skins
combination. Besides that, the respondents pexdbit they purchase the environmental
friendly product because they care of green enun@nt. According to overall mean score,

consumers subjective norm of organic cosmetics nabely influence on the respondents
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that they are aware of the organic products whieheaofriendly for entire process such as

ingredients, and packaging.

4.2.2 Influencing Factors on Subjective Norm towads Organic Cosmetics

The regression analysis, with the effect of indeleen variable of influencing factors
on subjective norm, was analyzed first. In the €di#low the linear regression on effect of
influencing factors on consumers subjective nornergianic cosmetics is shown in Table

(4.4). This Table relates to the influencing faston subjective norm of organic cosmetics.

Table 4.4 Analysis on Influencing Factors of Subjdive Norm towards Organic

Cosmetics
Unstandardized | Standardized
, Coefficients Coefficients )
Variable t Sig. VIF
Std.
B Beta
Error
(Constant) .22( 171 1.287 199
Environmental _012| .046 _011| -257| 798| 1.702
Consciousness
Health Consciousness273*** .045 .283| 6.029 .000 1.921
Appearance 330 | 065 280| 5.073| .000| 2.671
Conscious
Eco Literacy 1475 .057 142 2.592 .010 2.612
Interpersonal 2149+ | 057 187| 3.755| .000| 2.164
Influence
R .753
R Square 567
Adjusted R Square 561
F 99.188***
Durbin-Watson 1.536

Source: Survey Data, 2019.

Notes: *** = Significant at 1% level, ** = Signif@nt at 5% level, *= Significant at 10% level

As shown in Table (4.4), the value of R Square.%60 that means this specified
model could explain 56.7 percent about the vamaid the attitudes towards organic
cosmetics. The model can explain 56.1 percent abmutvariance of the independent
variable of influencing factors of attitude towamganic cosmetics and dependent variable

(attitude and subjective norm) because adjusteguBre is 0.561. The overall significant of
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the model, F value, is significant at 1 percenelekiat indicates the specified model can be

said valid.

This model can explain the effect of influenciagtbrs on subjective norm towards
organic cosmetics. Most of the influencing factexgept environmental consciousness of
subjective norm towards organic cosmetics is aertegnt confidence level. The effect of
influencing factors on subjective norm towards aigaosmetics has the expected positive
sign and highly significant value at 1 percent leviéhe positive relation indicates that
increase in health consciousness factor, appearemascious factor, eco literacy and
interpersonal influence lead to subjective nornomgfanic cosmetics. Therefore, increasing
the four significant factors such as health conssness factor, appearance conscious factor,
eco literacy and interpersonal influence are ablerise the attitude towards organic

cosmetics.

The significant level of increasing the three fastof health consciousness factor,
appearance conscious factor, and interpersonaleinfle are at 1 percent confident level
respectively. Therefore, these four variables aggeeted positive sign and these positive
relationship indicates that increase in four vdaaldead to increase in subjective norm

towards organic cosmetics.

The results found in Table 4.4 indicate which coedfhts were significant. To
understand which were significant, the calculagekls of significance for each variable
were considered; if these levels of significanceeness than the desired significance level
of 1%, then the coefficient was deemed to be sigamt. In this case, the coefficients of
health consciousness, appearance conscious, e@zyit and interpersonal influence were
all deemed to be significant.

Appearance conscious factor on subjective normtiasxpected positive highly
significant at 1 percent level. The positive reaship indicates that the increase in one of
appearance consciousness factors effect on orgasimetics on subjective norm. An
increase in appearance conscious influence bytlwilhialso rise the effect on subjective
norm by 0.330 units.

Health consciousness factors has the expectedvedsighly significant at 1 percent
level. The positive relationship indicates that therease in one of health consciousness
factors effect on organic cosmetics on subjectiv@an. An increase in health consciousness
influence by 1 unit will also rise the effect orbgective norm by 0.273 units.
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Interpersonal influence factor has the expectedipesighly significant at 1 percent
level. The positive relationship indicates that iferease in one of interpersonal influence
factors effect on organic cosmetics on subjectioerm An increase in interpersonal

influence by 1 unit will also rise the effect orbgective norm by 0.214 units.

Eco literacy on subjective norm has the expecteditige highly significant
coefficient value at one percent level. The positlationship indicates that the increase in
one of eco literacy factors effect on organic casreeon subjective norm. An increase in
eco literacy influence by 1 unit will also rise thiéect on subjective norm by 0.147 units.

The standardized coefficient (Beta) of appearancs@ousness has the largest value
(0.330) than other influencing factors of orgamsmetics . This indicates the appearance
consciousness of organic cosmetics s have theegteabntribution to the effect on
subjective norm. The overall evaluation revealst thodels explain the variation in
consumers subjective norm because the estimatamtuped expected signs and significant
coefficients for both variables. The increaseshaf influencing factors have the positive
effects on consumers subjective norm on organicmetiss except environmental

consciousness.

In summary, the results show that the influenciagtdrs on subjective norm of
organic cosmetics have mostly positive value. Mostsumers have strongly effect on health
consciousness, appearance conscious, eco litaradynterpersonal influence factors to buy
organic cosmetics. Organic cosmetics are trustetMyanmar market because organic

cosmetics have good ingredients and better quality.

Therefore, by providing more knowledge and educata health consciousness,
appearance consciousness, eco literacy and inserp@rinfluence in Yangon consumers
make greater positive attitude. Organic consumeiaagon, know to enhance health by
using it, they also know good appearance bringebdife, it have ecofriendly and share
information to family and friends. Moreover, thensamers willing to pay extra cost for

green packaging which would not damage the envissmiim

4.3  Analysis of Consumers Attitude and SubjectivBlorm on Behavior Intention of

Organic Cosmetics

In this category, Consumers attitude and subjectorm are important factors that

effect on consumers behavior intention of orgaweneetics. In order to find out the most
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influencing factors on behavior intention of cosimedtructured questionnaire was used. The

standard deviation and mean scores are presentiee study based on survey results.

4.3.1 Behavior Intention towards Organic Cosmetics

The following Table (4.5) shows the mean value efdviour intention towards
organics cosmetics. There are 6 questions to amalyd mean value of each questions are

shown as follow.

Table 4.5 Behavior Intention towards Organic Cosmets

Sr. No. Behavior Intention Mean | Std. Deviation
1 Buying organic cosmetics more for environmentally 3 77 0.67
friendly
2 Buying healthy organic cosmetics 3.72 0.90
3 Buying safe organic cosmetics 3.82 0.94
4 seeking out information about organic 3,83 0.96
5 Buying new organic cosmetics when running out 3.78 0.94
6 Recommending organic cosmetics to other people. 51(3.8 0.84
Overall Mean 3.79

Source: Survey Data, 2019

According to Behavior Intention towards Organic @esics Table (4.5), it is found
in the result that the respondents recommend argasimetics to other people because they
know the differences between organic and nonorgeostnetics and they feel the better
guality and it is safe for green environment. Mmexo the respondents seek out information
about organic because they rather use the orgasimetics and look for the ecofriendly
cosmetics. Furthermore, the respondents buy orgaogmetics for health because
sometimes, nonorganic cosmetics are not suitablalffgkin types so that seeking organic
cosmetics for healthy purpose. According to theraVenean score, the respondents intend
to buy organic cosmetics because behavior intemdiards organic cosmetics influence on

the respondents.

39



4.3.2 Analysis on Effect of Consumers Attitude andubjective Norm on Behavior

Intention of Organic Cosmetics

To gain a better understanding of which variabhdlsiénced the behavior intention

of organic cosmetics were analyzed.

As shown in Table 4.6, according to the value gfisteéd the R Square 62.5% of the
variation in influencing factors can be explaingdtibe variables analyzed in this analysis.
Since, the value of F test and the overall sigaife of the model is highly significant at 1

percent level, this relationship was deemed tartsat.

Table 4.6 Analysis on Effect of Consumers Attitudand Subjective Norm on Behavior

Intention of Organic Cosmetics

Unstandardized | Standardized
) Coefficients Coefficients )
Variable " t Sig. VIF
= Error il
(Constant) 602 .128 4.691| .000
Consumers Attitude| .508**F  .047 .504| 10.796| .000| 2.230
Subjective Norm .339%* .046 342 7.330| .000| 2.230
R 792
R Square .627
Adjusted R Square .625
F 320.909***
Durbin-Watson 1.697

Source: Survey Data, 2019.

Notes: *** = Significant at 1% level, ** = Signif@nt at 5% level, *= Significant at 10% level

As shown in Table (4.6), the value of R Square.®®® that means this specified
model could explain 62.7 percent about the vamaid the attitudes towards organic
cosmetics. The model can explain 62.5 percent abmutvariance of the independent
variable of influencing factors of attitude towamtganic cosmetics and dependent variable
(attitude and subjective norm) because adjusteguBre is 0.625. The overall significant of
the model, F value, is significant at 1 percenelekiat indicates the specified model can be

said valid.
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This model can explain the effect of consumertidit and subjective norm towards
organic cosmetics. Most of the influencing factexsept environmental consciousness of
subjective norm towards organic cosmetics is aertgnt confidence level. The effect of
influencing factors on subjective norm towards arga&osmetics has the expected positive
sign and highly significant value at 1 percent levighe positive relation indicates that
increase in consumer attitude and subjective n@&au to behavior intention of organic
cosmetics. Therefore, increasing these signifi¢aators such as consumer attitude and

subjective norm are able to rise behavior intentibarganic cosmetics.

The significant level of increasing the three fastof health consciousness factor,
appearance conscious factor, and interpersonaleinfle are at 1 percent confident level
respectively. Therefore, these two variables apeeted positive sign and these positive
relationship indicates that increase in two vagalead to increase in behavior intention

towards organic cosmetics.

The results found in Table 4.6 indicate which coedhts were significant. To
understand which were significant, the calculaekels of significance for each variable
were considered; if these levels of significanceeness than the desired significance level
of 1%, then the coefficient was deemed to be sigamt. In this case, the coefficients of
health consciousness, appearance conscious, e@zyit and interpersonal influence were
all deemed to be significant.

Consumers attitude has the expected positive hgjghificant at one percent level.
The positive relationship indicates that the inseean consumers attitude of organic
cosmetic effect on behavior intention of cosmetosumers. An increase in consumers
attitude influence by 1 unit will also raise théeet on behavior intention by 0.508 units.

Subjective norm has the expected positive higlggiicant at one percent level. The
positive relationship indicates that the increassubjective norm of organic cosmetic effect
on behavior intention of cosmetic consumers. Amgase in subjective norm influence by 1

unit will also raise the effect on behavior intentiby 0.339 units.

Correlation coefficient (R) measures that thedmelationship between independent
variables and dependent variables. At above Tab®,(R is 0.792 which lies between 0
and 1. It indicates that there is effect of consunagtitude and subjective norm on behavior
intention of organic cosmetics.

The adjusted R? of the model is 0.625 and it shinasthe study model is 62.5% fit
with the study. With the R2 = 0.627 means thatlinee independent variables explain 62.7%
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of the variance on influencing factors of subjeethnorm. These independent variables are
the benefits that accrue as a result of influeria®osumers attitude and subjective norm of

the respondents.

In summary, the results show that both consumétade and subjective norm have
significant value and the main determination ofdyabr intention is subjective norm. The
knowledge and perceptions that are acquired byrdbowmtion of direct experience with the
attitude of consumers and related cosmetics infoomafrom various sources such as
references form friends and family and from beadyisor. This knowledge and resulting
perceptions commonly take the form of beliefs; thathe consumers believe that the attitude
object possesses various attributes and that gpbeifiavior will lead to behavior intention

of organic cosmetics.

Therefore, by making more attitude and subjectiemto organic consumers in
Yangon makes more behavior intention. Most ofdbresumers have behavior intention by
means of actively gather information due to thedpud is safe to consume. They even

recommend organic cosmetic to other people totuse i
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CHAPTER 5

CONCLUSION

This chapter is presented with findings and disomss suggestions and
recommendations from the study of the paper. Timgpter also includes the suggestions for
the further study needs for the organic cosmetidsidtry. The purpose of this study is to
examine the influencing factors on consumers atitand subjective norm towards organic
cosmetics in Yangon and to analyze the effect obumers attitude and subjective norm on

behaviors intention of organic cosmetics usersangon.

5.1 Findings and Discussions

It is very important to understand the influencfagtors of consumers attitude and
subjective norm of organic cosmetics consumers exainine the effects on consumers
behavior intention. This study collected the priynalata by structured questionnaires
through online and distributed questionnaires t® &&pondents in Yangon who have been

using or used of cosmetics.

The findings of influencing factors of attitude tass organic cosmetics indicate that
most of the respondents are female, mainly ageddaet early twenty one to twenty five
years old, most of the respondents are bachelaeddwlders. Regarding the occupation,
the majority of the respondents are employee. Mbshem generated income from three
lakhs to seven lakhs kyats.

As shown in the survey results the following cosaas can be drawn. The factor
strongly influencing to consumers attitude are tmealonsciousness and appearance
consciousness and interpersonal influence. The ratadg influencing to consumers attitude
is eco literacy. Respondents are prefer to bugriogcosmetics due to some certification
which declares that cosmetic is organics, it i® $afconsume and awareness of consumers

believe that it have safe ingredients than chenfiaaéd cosmetics.

Health consciousness on consumers attitude hasexpected positive highly
significant and the positive relationship indicatdmt the increase in one of health
consciousness factors on organic cosmetics effactansumers attitude. Appearance

consciousness give sense of satisfaction for udessganic cosmetics, better quality than
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conventional, do not have any feeling on otherspfge@omments. More influence on
interpersonal influence by friends, family and slaate. Benefit of organic cosmetics spread

by word of mouths because people are communicaach other.

As shown in the survey results of subjective ndim,following conclusions can be
drawn. The factor strongly influencing to subjeetimorm are health consciousness and
appearance consciousness, eco literacy and ingerp@Er influence. Environmental
consciousness are not influence on subjective mdronganic consumers. Respondents are
prefer to buy organic cosmetics due to some ceatibbn which declares that the product is
organics, are safe to consume and awareness afiotat safe ingredients than chemical
based cosmetics. The dominant factor appearanceicoisness give sense of satisfaction
for users of organic cosmetics, better quality tbanventional, do not have any feeling on
others people comments. The factor influencingubfective norm is cosmetics users have
guite knowledgeable about recycling and other emwvirental issues. The respondents reveal
that consumers do care about purchasing cosmbtt®thers will approve of or achieve a
sense of belonging by purchasing the same cosnagticbrands that others purchase. Many
people believe that they know more about reutifizinan the average person, and how to

select environmentally safe cosmetics and packages.

According to the survey results the following carstbns can be drawn. The factor
strongly effect on behavior intention to attitude asubjective norm. The results show that
attitude and subjective norm are highly significantl positivity relate to behavior intention
to organic cosmetics. Therefore increasing in bemantention are lead to buy organic
cosmetics. Consumers are willing to pay high pfazeorganic cosmetics because of good
quality and zero harmful ingredient. Consumers as® encourage other people to buy

organic cosmetics.

As shown in the survey results the following coisabns can be drawn. The behavior
intention lead to less healthy risk. Therefore,réspondents are concerned about preserving
and protecting their health statost consumers are concerned about their appeacaheel
stressed when others make remarks about their epea Therefore, they think they have
responsible much to care of appearance of whahhppened to life. They thought organic
cosmetics have a better quality and provide thesenge of satisfaction.

As shown in the survey results the following cosaas can be drawn. The factor
influencing of behavior intention is cosmetics @sérave quite knowledgeable about

recycling and other environmental issues. The teqdint out that interpersonal influence,
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health consciousness, and appearance conscious ahgasitive significant effect on
consumers attitude and subject norm, and theseigwns attitude and subject norm have a

greater positive effect on the behavior intentiborganic cosmetics.

5.2 Suggestions and Recommendations
Overall, this finding indicates that interpersomdluence of consumers are more likely

to develop positive attitude and subjective normeai@ organic cosmetics.

Environmental consciousness should be evoked to tahsumers cultivate a more
positive attitude and subjective norm toward orgacwsmetics. Marketers and advertisers
should, therefore, communicate that purchasingrecgaosmetics can have an important impact
on the welfare of the environment. These perceibedefits should be highlighted when
marketing organic cosmetics to consumers. Marketeusd encourage positive attitude and
behaviors of environmentally conscious consumersutih properly targeted advertising

campaigns.

This study revealed that the effect of subjectivamis also positive and significant
on organic cosmetics behavior intention of the comers. It shows that people still have
beliefs, follow group conformity norm and are irdhced by the significant others in their
purchase decisions. This clearly indicates thaketarg strategies should be designed by
marketers keeping in mind that status values apeitant for people and should be stressed.
Moreover, the marketers should hallmark their reabte priced goods by attaching status
green environment symbols to them in order to ettistatus conscious consumers.
Therefore, organic cosmetics companies implememiesprograms and strategies such as

emphasizing the green attributes of the companystigport environmental sustainability.

The consumers were expected to intend to behawitanstion organic cosmetics as
a representation of their environmental awaren&ssan organization, organic cosmetics
companies should help consumers to be aware oénkgonment. Thus, they need to
produce a good quality product and use a high upfoduction process. Good product
quality and quality production create a positivelpureputation, so that consumers will trust
and use. This condition has advantages for pergumahasing power of organic cosmetics
because environmental concern inspires consumelnsijtarganic. Cosmetics marketing
managers should improve sales plans to warranjuhéty of cosmetics to customers and

improve their green brand image via the Internet social media sites, which not only
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provides a financial point of view, but also shola@v the company cares about green
initiatives. Participating in several pro-environmed events for the company is also a good

approach.

Based on the findings mentioned above, this studypwver organic cosmetics users
insight about their behavior intention and implicat when they come to buy orgainc
cosmetic products this understanding to allow markeo be able to optimally allocate their
marketing budget to the right marketing factorpmiducts, price, and promotion effectively
and efficiently. The price is still the factor tratstomer concern about the price should not
expensive. Moreover, the success of organic cosmétiands can be also propelled by
endorsements from famous celebrities, creatingdeamareness among the target users.
Moreover, the firm should offer seasonal promotiansl other promotion gifts such as
samples for trials. The place to purchase needdp® find. Should have focus on the online
shopping is benefit to the market nowadays.

In order to get higher behaviors intention of thgamic cosmetics consumers, quality
is the greatest influence. This, therefore, indisdhat the organic cosmetics should always
maintain or keep up with their quality in order g@ain competitive position in the
marketplace. Most consumers are more concernedt alsganic cosmetics quality, and
would be willing to pay more for a higher qualifyhe organic cosmetics category like facial
care and make up products have more behaviordime@rganic cosmetic has brand image
that respond the need of Myanmar female that weahave perfect skin, the best compline

with health and look forever young.

These organic cosmetics products should high engplas broadcasting their
organic personalities, which are portrayed throatfjtactive in-store displays. The appealing
store ambience, combined with eye-catching packaffestively captures the primarily
young target demographic. Consumer perceive thernrdtion from Internet or social
network such as; YouTube, blog, Facebook increasififpat affects the marketing strategy
to advertise on Internet or social network chanvekeover, presenter, blogger and reviewer
are the person that can affect the consumer mgrerthase.

At the same time understand deeper into what isugstomer attitude and subjective
norm who allow cosmetics come to believe for thededs in this categories. Organic
cosmetics users not only want to get beauty fraenctismetic but they want cosmetics can
help to improve or better health care on their skimerefore, organic cosmetics promise is

a value or experience a user can expect to reegesy single time they interact with it. The
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more organic cosmetics product can deliver on pramise, the stronger the organic

cosmetics value in the mind of users.

53 Needs for Further Research

It is interesting to investigate consumers attitadel behavior intention towards
organic cosmetics since cosmetics industry is baggmore booming in Yangon and
Mandalay. This study target respondents are onhg@a cosmetics users and so the further
study may expand to large cities such as MandaldyMawlamyaing as cosmetics market
for both gender users. Moreover, this study is domlg on organic cosmetics and so the
further study can also do other imported such daralacosmetics and also traditional
Thanaka product. The future study need to focusenmor specific group of respondents
because many age or many of aspect can have diffetttude and requirement from the
product. The future research should find more albetneeds of customer toward the
cosmetics and find the unique point to sell thedpob such as; the packaging of makeup
come in travel size for customer easy to carry wigm the product with them because there

are many competitor in the market.
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APPENDICES

APPENDIX | - Questionnaire
Questionnaire

Consumers Attitude towards Purchasing Decisions ddrganic Cosmetics
in Yangon

This survey is conducted by Aung Myat Tun @ Mg Mdviaster degree student of
Business Administration from Yangon Institute obBomics. The purpose of this survey is
to collect the data about consumers attitude tosv&tdrchasing Decisions of Organic
Cosmetics in Yangon. Please kindly help me outrisyering the questions and it will take
from 5 to 10 minutes. Your answer will be anonys@nd all information will remain
confidential. Thank you for taking time to assigt m my educational endeavors.

Organic Cosmetics

Organic Beauty is the formulation of cosmetics gsainganically farmed ingredients. These
ingredients are grown without the use of Genetddlbdified Organisms (GM), herbicides,
synthetic fertilizers and more.

Certified organic beauty go one step further. Bgklag for the Soil Association symbol
you’re choosing a cosmetics product that says:

- NO animal testing

- NO GM

- NO controversial chemicals

- NO parabens and phthalates

- NO synthetic colors, dyes or fragrances
- NO nano particles

Organic have three level
100 percent organic

“100 percent organic” can be used to label any pebthat contains 100 percent organic
ingredients (excluding salt and water, which anestdered natural).

Organic
“Organic” can be used to label any product thata&ios a minimum of 95 percent organic

ingredients (excluding salt and water).

Made with Organic ?



“Made with Organic " can be used to labelalpct that contains at least 70 percent
organically produced ingredients (excluding satt aater).
Do you know skin absorb 64% of whatever appliedt®n

Part 1: Personal Information

Instruction: Please mark v in O for the most possible answer

1.1 Do you know skin absorb 64% of whatever appbiedt?

O Yes O No
1.2 Sex
O Male O Female
1.3 Age
O Under 20 O 21-25
O 26-30 O 31-35
O 36-40 O 41 and Above

1.4 Education
0 High School/ Diploma 00 Bachelor Degree
[0 Master Degree or Higher

1.5 Occupation

[0 Student [0 Self Employed
OO0 Government staff OO0 Employee
O Others
1.6 Income
0 Under 300,000 kyats 0 300,001 — 700,000 kyats

O 700,001- 1,100,000 kyats [ 1,100,001- 1,500,000 kyats
0 1,500,001 kyats Above

1.7 The frequency of purchasing organic cosmetics
O Once in three months 0 Once a month

O 2-3 times a month O More than 3 times a month



1.8 How much do you purchase on organic cosmetics?
0 Under 30,000 kyats 10 30,001 — 70,000 kyats

0 70,001 — 100,000 kyats [ More than 100,001 kyats

1.9 Where do you mostly purchase organic cosmetics?
[0 Organic cosmetics counter in department store Sagermarket, Plaza)
[0 Retail-wholesale cosmetics store (eg., Spirit,tKaini, beauty dairy, chain store)

O Online shopping L Others....cooi i

1.10 Where do you mostly receive information?
0 Advertisement (TV, radio) [0 Publications (magazines, journals)
[0 People around you 0 Website

[0 Social media (Facebook, Instagram)Blogging websites



PART 2

Please read the following statements and circletimeber that represents your degree of
agreement/disagreement with them (1 = stronglygdéss 2 = disagree, 3 = neutral, 4 = agree, 5 =
strongly agree).

Environmental Conscious 112/3]4|5
1 Organic cosmetics are true to their environmeendly claims.
2 I’'m an environmentally aware consumers, | try tagpollute the
environment.
3 While buying an organic product I look for sonestiication,
which declares that the product is environmentaigndly.
4 Organic cosmetics can contribute in saving thérenment
because deterioration of the environment is a ggligsue.
5 | prefer organic cosmetics because | want tormrie in saving
my planet earth.

Please read the following statements and circlentimaber that represents your degree of
agreement/disagreement with them (1 = stronglygess 2 = disagree, 3 = neutral, 4 = agree, 5
= strongly agree).

Health Conscious 1/2] 3] 4|5
1 The use of organic cosmetics enhances my health.
2 Organic cosmetics are safer than chemical bassdetics

3 | am of the view that the use of organic cosnsdtis a health-
promoting effect.

| am aware of the benefits of organic cosmetichéalth.
Organic cosmetics are more safety to consumeamiin less
health risk.

(G203

Please read the following statements and circlentimeber that represents your degree of
agreement/disagreement with them (1 = stronglyguless 2 = disagree, 3 = neutral, 4 =
agree, 5 = strongly agree).

Appearance Conscious 1/2|3(4|5
1 What | look like is an important part of who | am
2 My appearance is responsible for much of whatlagpened to
me in my life.
3 | feel distressed when others make remarks ahgatppearance.
4 Using organic cosmetics gives a sense of sdtisfac
5 Organic cosmetics have a better quality/perfogadhan
conventional cosmetics.

Please read the following statements and circlentimeber that represents your degree of
agreement/disagreement with them (1 = stronglyguess 2 = disagree, 3 = neutral, 4 =
agree, 5 = strongly agree).



Eco literature 112|3/4|5
1 | know that | buy cosmetics and packages that mvee@mentally
safe
2 | prefer to buy cosmetics made or packaged ipcted materials.
3 | prefer to buy cosmetics in packages that carefiléed.
4 There must be some certification which confirheg the product
IS organic.
5 While buying an organic product | look for sonegtification,
Which declares that the product is environmentaigndly.

Please read the following statements and circletimber that represents your degree of
agreement/disagreement with them (1 = stronglygtless 2 = disagree, 3 = neutral, 4 =
agree, 5 = strongly agree).

Interpersonal Influence 112|3]|4]|5

1 | learn from my friends, family and classmatesudtorganic
cosmetics.

Most of my friends and family buy organic cosrogti

wiN

| frequently gather information from friends anfily about a
product before | buy

| will share information to buy organic cosmetragh my friends.

gl

| use organic cosmetics because my friends allehgoes
use the same




PART 3

Please read the following statements and circlentiraber that represents your degree of
agreement/disagreement with them (1 = stronglygilesg 2 = disagree, 3 = neutral, 4 = agree,
5 = strongly agree).

Attitude toward Organic Cosmetics 1/2|3]4]|5
| have a favorable attitude toward purchasin@oigcosmetics.
| prefer using organic cosmetics over chemicakdacosmetics.
| think purchasing organic cosmetics is goodner.

I am willing to purchase organic cosmetics thatgood for the
environment.

| worry that there are chemicals in my cosmatimsmetics

6 | think organic cosmetics that can reduce enviremtal damage
are important.

Please read the following statements and circlentlreber that represents your degree of

agreement/disagreement with them (1 = stronglygiess 2 = disagree, 3 = neutral, 4 =
agree, 5 = strongly agree).

AIWIN|F

ol

Subjective Norm 1]12|3]4]|5
1 | know that using organic appliances is one veagrotect the
environment.

| know the organic cosmetics | bought are envirentally
friendly.

Organic cosmetics are safer to use than non-wrgasmetics
| prefer organic cosmetics over non organic cosse

I’'m willing to pay extra for cosmetics in orgariigredient.
I’'m willing to pay extra for cosmetics in green gaging.

N

oo~ w

Part 4

Please read the following statements and circlentmeber that represents your degree of
agreement/disagreement with them (1 = stronglygiesy 2 = disagree, 3 = neutral, 4 =
agree, 5 = strongly agree).

Behaviors Intension toward organic cosmetics 1/2/3]4]|5
1 | often buy organic cosmetics because they are more
environmentally friendly.

| often buy organic cosmetics for my health.

| often buy organic cosmetics that are safety twsame.

| actively seek out information about organic cosose

| buy organic cosmetics as soon as | run out ottsenetics
| am currently using.

I will recommend organic cosmetics to other people.

g bhiwiN

(o3}




APPENDIX II

Analysis of Influencing Factors on Consumers Attitae

Model Summary®

Std. Change Statistics
Adjusted Errorof| R
R R the |Squareg F Sig. F | Durbin-
Model]l R |Squargq Square|Estimatg Changd Change dfl| df2 | Changgq Watson
1 .765' .585 .580[ .46432 .585/106.889 5(379] .000[ 1.873

a. Predictors: (Constant), Int._Mean, EC_Mean, HCatM&co_Mean, AC_Mean
b. Dependent Variable: Att_Mean

ANOVA?2
Sum of
Model Squares df Mean Squar€ F Sig.
1 Regression 115.222 5 23.044f 106.888 .00QP
Residual 81.710 379 216
Total 196.932 384

a. Dependent Variable: Att_Mean
b. Predictors: (Constant), Int._ Mean, EC_Mean, HCaMd&co _Mean, AC_Mean

Coefficientst
Unstandardized | Standardize Collinearity
Coefficients Coefficients Statistics
Std.
Model B Error Beta t Sig. [Tolerancq VIF
1 (Constant 162 164 991 .323
EC_Mean .037 .044 .036] .835| .404 .588| 1.702
HC_Mean .280 .044 .296| 6.447] .000 520| 1.921
AC_Mean 167 .062 144 2.669, .008 374 2.671
Eco_Meatr .108 .054 .106| 1.988] .048 .383| 2.612
Int Mean .363 .055 .324| 6.648] .000 A462| 2.164

a. Dependent Variable: Att_Mean



Analysis of Influencing Factors on Subjective Norm

Model Summary®

Std. Error Change Statistics
R | Adjusted| ofthe |R Squarg F Sig. F | Durbin-
Model] R |Squarg R Squarg Estimate| Change | Change| dfl df2 | Change [ Watson
1 .753'| .567 .561| .48336 .567(99.188 5| 379 .000[ 1.536|
a. Predictors: (Constant), Int_Mean, EC_Mean, HCat&co_Mean, AC_Mean
b. Dependent Variable: Sub_Mean
ANOVA?
Sum of
Model Squares df Mean Squar€ F Sig.
1 Regression 115.869 5 23.174 99.188 .000
Residual 88.548 379 234
Total 204.417 384
a. Dependent Variable: Sub_Mean
b. Predictors: (Constant), Int._ Mean, EC_Mean, HCaMd&co Mean, AC_Mean
Coefficients*
Unstandardized | Standardize Collinearity
Coefficients Coefficients Statistics
Std.
Model B Error Beta t Sig. | Tolerancq VIF
1 (Constant 220 171 1.287] .199
EC_Mean -.012 .046 -.011f -.257[ .798 .588| 1.702
HC_Mean 273 .045 .283| 6.029 .000 .520| 1.921
AC_Mean .330 .065 .280| 5.073| .000 374| 2.671
Eco_Mear] 147 .057 142 2.592( .010 .383| 2.612
Int_ Mean 214 .057 .187| 3.755 .000 A462| 2.164

a. Dependent Variable: Sub_Mean



Analysis of Consumers Attitude and Subjective Nornon Behavior Intention of
Organic Cosmetics in Myanmar

Model Summary®

Std. Change Statistics
Adjusted Errorof| R
R R the |Squared F Sig. F | Durbin-
Model]l R |Squargq Square|Estimatg Changd Change dfl| df2 | Changgq Watson
1 792 .627 .625| .44256 .627/320.909 2382 .000[ 1.697
a. Predictors: (Constant), Sub_Mean, Att_Mean
b. Dependent Variable: Beh_Mean
ANOVA?2
Sum of
Model Squares df Mean Squar€ F Sig.
1 Regression 125.706 2 62.853 320.909 .00QP
Residual 74.819 382 .196
Total 200.525 384
a. Dependent Variable: Beh_Mean
b. Predictors: (Constant), Sub_Mean, Att_Mean
Coefficients®
Unstandardized |Standardize Collinearity
Coefficients Coefficients Statistics
Std.
Model B Error Beta t Sig. |[Tolerancq VIF
1 (Constant .602 128 4.691] .000
Att_Mean .508 047 .504|10.79 .000 448| 2.230
Sub_Mear .339 .046 .342| 7.330] .000 A448| 2.230

a. Dependent Variable: Beh_Mean



