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CONSUMERS’ OPINIONS ON THE USEFULNESS,
UNDERSTANDABILITY, AND RELIABILITY
OF PRODUCT CLAIMS ON NATURAL
COSMETICS PACKAGING

Packaging and its integral elements can be among the carriers of product claims, which
often encourage consumers to purchase cosmetics, and many make purchasing decisions
based on them. There is, therefore, a tendency to put an increasing number of claims on
packaging; these, according to requirements, should be useful, understandable, and reliable.
This article aims to determine the importance of information placed on packaging during the
purchase of natural cosmetics in comparison with other packaging elements, and to assess
the usefulness, understandability, and reliability of selected groups of product claims placed
on natural cosmetics packaging. The results confirm that the information placed on the
packaging of natural cosmetics is an important element to which consumers pay attention.
The most useful, understandable, and reliable claims are performance claims, ingredient-
related claims, and environmental claims.

Keywords: product claims, natural cosmetics packaging, labelling.

1. INTRODUCTION

Nowadays, cosmetics are treated as necessities and the beauty industry is one of the
fast-growing industries, estimated by Statista (2019) to be worth USD 545 billion in 2027.
One of the leading trends in the industry at the moment is natural products, which are
estimated to have an annual market growth rate of around 9.6% (Market Research Future,
2019). According to Mintel (2020), between 2020 and 2030, consumers will expect so-
called 'clean cosmetics', not only in terms of their composition, but also in terms of their
environmental and social impact throughout the product life cycle. Additionally, according
to the Organic Trade Association (2021), the current strengthening of the natural cosmetics
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trend has been influenced by, among other things, the pandemic and the increased interest
in environmentally and health-friendly solutions.

Natural cosmetics belong to a group of products that, in most cases, in order to become
marketable, require packaging that is a key element of the marketing communication
system, considered as a sign system. They are a channel of communication that carries
coded information about the product. They play an important role during the consumer's
purchasing decision. This also applies to natural cosmetics, on the packaging of which, in
addition to obligatory signs, manufacturers like to place various claims suggesting, for
example, the composition, functions and advantages of the products. These claims often
encourage consumers to purchase the cosmetic product in question. For this reason, it was
decided to investigate the opinion of consumers of natural cosmetics on the claims made
on the packaging of these products, and the aim of this article is to determine the relevance
of the information and to assess the usefulness, understandability and reliability of selected
groups of product claims made on the packaging of natural cosmetics.

2. COMMUNICATION FUNCTION OF COSMETIC PACKAGING

Packaging is regarded as an integral part of a cosmetic product, which performs the
functions assigned to it. Their primary role is to protect and secure the product. However,
in addition to their protective function, packaging has a communicative function, being
a carrier of information, including product claims. Furthermore, they create an appropriate
brand image. Of the many tools that interact at the point of sale, packaging is the most
important. For this reason, many manufacturers note the increasing importance of
packaging in the market communication process and see it as a tool for creating a unique
positioning and acquiring a competitive advantage (Przewozna-Skowronska, Dewicka,
2016; Rebollar et al., 2017; Purwaningsih et al., 2019). This is also the case for natural
cosmetics. According to Bellomo (2021), the packaging of a cosmetic product, including
a natural one, performs a number of different functions, including protecting the cosmetic
from contaminants and external conditions, facilitating the application of the product, as
well as by its appearance influencing attention to the product and enabling communication
with the consumer. Also, Nerwerli-Guz (2011) emphasized the multifaceted role of
cosmetic packaging, which, in addition to its protective function, now has an informative
and marketing function. Also, Shimul et al. (2022) pointed out the important role of the
labelling of organic cosmetics in a company's marketing activities. Kappogiani (2011) and
Wiwatanapusit (2018), on the other hand, proved that packaging and the labelling on it is
an important element affecting the effectiveness of a natural cosmetic's marketing strategy,
and The Benchmarking Company (2008) indicated that the majority of women who
purchase natural cosmetics read labels carefully before buying them. In addition, the
Naturativ (2018) brand proved that consumers who purchase natural cosmetics pay
attention to more information than those who do not regularly purchase these products.

Packaging is therefore a tool often used to inform consumers about the properties of
a cosmetic product, including its natural character. This is especially the case for unitary
packaging, whose purpose is to deliver the product to the final consumer. They are often
the only way to communicate relevant information about the product itself, which helps
consumers to make informed decisions. They are one of the primary sources of product
information on which mandatory labelling is carried out, i.e., without which the packaged
cosmetic product will not be placed on the market. In addition to the mandatory labelling
required by law, manufacturers often include additional information of a promotional,
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educational, informative nature. This is voluntary information, the inclusion of which on
the packaging is not mandatory but depends solely on the manufacturer and his policy.
Their purpose is to create a certain image of the product or brand. Only some of them are
legally regulated, e.g., as to presentation, form, and conditions to be met in order to label
a product in a certain way. However, all optional information must be truthful and not
mislead consumers. One of the voluntary statements on cosmetic packaging are product
claims.

3. PRODUCT CLAIMS AS A TOOL FOR CONSUMER COMMUNICATION

Product claims are understood to be statements in the form of text, names, trademarks,
images and other symbols, which serve to inform the consumer about the characteristics
and features of the products. They may take the form of certificates granted by external
bodies upon fulfilment of their requirements, but they may also be claims made by the
manufacturer. They are the primary means of differentiating cosmetics and relate to their
function, composition, and performance. They serve to inform at the labelling, sales and
advertising stage of cosmetics (Commission Regulation (EU) No 655/2013; Regulation
(EC) No 1223/2009 of the European Parliament and of the Council).

According to Cosmetics Europe (2019), 8 most common groups of claims can be
distinguished:

o ingredient-related claims, which relate to the ingredients in the product, their
properties and mode of action, e.g., “90% ingredients of natural origin”, “contains
mango extract”,

e performance claims, which are claims about the product's function, e.g.,
moisturizing, wrinkle reduction, whitening, etc.,

e comparative claims relating to the indication of the effects after use of the product
or comparing the cosmetic to similar products, e.g., “after 2 weeks of use, the skin
is firmer”,

e sensory claims that relate to the sensory attributes of the product, e.g., “gentle,
foaming formula”,

e consumer perception claims relating to the subjective perception of a product's
sensory and performance attributes and attractiveness, e.g., “100% of respondents
confirmed significant improvement in stretch marks and scars after 8 weeks of
product use”,

e claims related to life-style choices, personal values and beliefs, that enable
consumers to choose a product according to their values, e.g., “vegan product”,
“kosher product”,

e environmental claims relating to the product's environmental performance, e.g.,
“contains no microplastics”,

e hyperbolic/puffery claims, which should not be taken literally and which are
metaphorical and hyperbolic, e.g., “the smell of the gel will transport you to
a freshly mown meadow”.

Regardless of the type, it is mandatory for product claims to comply with the
requirements of Commission Regulation (EU) No 655/2013 of 10 July 2013 establishing
common criteria for the substantiation of claims made in relation to cosmetics. This
regulation is in line with other horizontal legislation on the issue of ethical communication
of, inter alia, cosmetic products and marketing claims on their packaging, i.e. the Unfair
Commercial Practices Directive (UCPD), which aims to protect consumers and their



80 N. Kozik, A. Cholewa-Wdjcik, M. Jarossova

economic interests, and the Misleading and Comparative Advertising Directive (MCAD),
which aims to protect traders against unfair commercial practices in the form of advertising.
The requirements set out therein include: legal compliance, truthfulness, evidential support,
honesty, fairness, and informed decision-making.

However, Commission Regulation (EU) No 655/2013 does not specify what
declarations can be made on, i.a. the packaging of natural cosmetics, but indicates
that when providing information to consumers, a so-called 'flexible approach' should
be adopted and the specifics of the market in question, especially social, linguistic and
cultural aspects, should be considered. This is intended to increase the level of innovation
as well as the competitiveness of the cosmetic industry. Furthermore, according to the
Regulation, product claims must be useful, understandable and reliable and enable
consumers to make informed decisions and choose products that meet their needs and
expectations.

These claims are an excellent marketing tool and can increase a company's
competitiveness, which is why there is a trend to include more and more claims on the
packaging of new products (Cousté et al., 2012; Ankiel-Homa et al., 2014). As pointed out
by Kozik (2022), on average there are several claims on the packaging of a natural
cosmetic, which have different forms: short and concise slogans, elaborate messages or
graphic symbols. These range from information whose inclusion is the manufacturer's
idea to certifications granted by external bodies. However, some researchers have
pointed out that manufacturers commit abuses by including claims on natural cosmetics
packaging that serve only marketing purposes and not the actual description of product
properties (Konopacka-Brud, 2010; Péttorak, 2013; Lixandru, 2017; Pawlik et al., 2017;
Soil Association, 2017; The Derm Review, 2021). It is also common practice to
include unsupported statements that omit information to assess their accuracy. Less
common are vague statements that contain general assertions that make it impossible
to clearly assess their correctness and false statements that are made-up and do not
correspond to reality (Kozik, 2022). Kuituen (2021), on the other hand, found that,
according to consumers, product packaging lacks valuable information, which causes
frustration among them.

The multiplicity of claims, the lack of clarified requirements and the inadequacies
present in the industry are causing confusion among consumers, a decrease in their trust,
as well as their satisfaction with the information provided by the various natural cosmetics
packaging. Therefore, it was decided to assess which groups of claims on natural cosmetics
packaging are useful, understandable and credible in the opinion of consumers of these
products. The definition of usefulness is: the extent to which the information, its scope and
presentation can influence the decision of the person receiving the message and is used by
him/her for his/her own purposes. The definition of understandability, on the other hand,
is the one developed by Lisinska-Kus$nierz (2014), according to which information
comprehensibility is 'the degree to which the physical appearance of information
determines the ordering, consistency and reception of the meaning of the message as
intended by the sender by the general public'. Credibility, on contrast, has been defined as
the degree to which the information, its presentation and/or its source are considered
trustworthy on a given issue by the person receiving the message.
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4. RESEARCH METHODOLOGY

The aim of the study was to examine the opinions of consumers of natural cosmetics
on the claims made on the packaging of these products. The scope of the study was to
determine the validity of the information placed on packaging when purchasing natural
cosmetics in comparison to other packaging elements and to assess the usefulness,
understandability and reliability of selected groups of product claims placed on natural
cosmetics packaging. The groups of claims were selected based on the division proposed
by Cosmetics Europe (2019).

Conducted research was carried out in a quantitative manner. A CAWI survey
method was used. The research tool was an electronic survey questionnaire consisting of
two parts.

The first part contained 5 questions, of which 1 was a filter question allowing the
selection of people who use natural cosmetics to answer subsequent questions. The
substantive part used closed questions, i.e. with predetermined answers, among which
were:

e alternative questions, i.e., allowing the respondent to indicate one of two mutually

exclusive answers,

e scale questions, allowing one to find out the degree or intensity of the respondents'

attitudes and assessments towards the phenomenon under investigation,

e conjunctive questions, i.e., questions to which the respondent can indicate at least

two of the given answer options (Mazurek-Lopacinska, 2016).

Respondents were introduced to the definitions of usefulness, comprehensibility and
reliability before answering the questions.

On the other hand, the second part — the classifying part — consisted of 6 questions,
which had a closed form and concerned: gender, age, education, professional situation,
place of residence, assessment of income situation monthly. The cafeteria for the metric
questions was created based on, among others, the statistical yearbooks of the Central
Statistical Office of Poland.

The data obtained in the study were subjected to statistical analysis. The analysis
of quantitative variables (i.e., expressed as numbers) was performed by calculating
the mean, standard deviation, median and quartiles. The analysis of qualitative variables
(i.e., not expressed by number) was performed by calculating the number and percen-
tage of occurrences of each value. The analysis was performed in R software,
version 4.3.0.

The survey was conducted in 2022 among 621 respondents of whom 121 were not
consumers of natural cosmetics. Therefore, the responses of a purposively selected sample
of 500 respondents who purchased natural cosmetics were analyzed.

The characteristics of the group of subjects taking part in the survey are shown in
Table 1.
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Table 1. Characteristics of the surveyed consumer

Users of natural Non-users of natural
Characteristics cosmetics (n=500) cosmetics (n=121)
n % n %
gender female 361 72.2 64 52.9
male 139 27.8 57 47.1
<24 38 7.6 4 33
25-34 138 27.6 26 21.5
age 35-44 89 17.8 23 19.0
45-54 110 22.0 29 24.0
>55 125 25.0 39 322
primary school 9 1.8 2 1.6
lower secondary school 8 1.6 1 0.8
education basic vocational school 54 10.8 23 19.0
level secondary school 164 32.8 48 39.7
post-secondary school 53 10.6 7 5.8
college and above 212 42.4 40 33.1
student 24 4.8 0 0.0
employed 358 71.6 68 56.2
emptIO}t/ment unemployed 15 3.0 10 8.3
sttuation retiree/pensioner 71 14.2 36 29.7
housekeeper 32 6.4 7 5.8
village 94 18.8 38 314
city with less. than 20,000 55 11.0 14 116
inhabitants
city of between 20,000 and
! 50,000 inhabitants 76 15.2 15 124
plzflce of city of between 50,000 and
residence 100,000 inhabitants 68 13.6 11 9.1
city of between 100,000 and
! 500,000 inhabitants 121 24.2 26 215
city of more t.han 500,000 36 172 17 14.0
inhabitants
very good 40 8.0 3 2.5
assessment of good 134 26.8 24 19.8
monthly average 261 522 57 47.1
income bad 56 11.2 32 26.5
very bad 9 1.8 5 4.1
Source: Own analysis based on the survey conducted in the project number

037/2J0/2022/PRO ‘Przydatnos¢, wiarygodnos¢ i zrozumiato$¢ informacji zamieszczanych
na opakowaniach kosmetykow naturalnych’ Cracow University of Economics.

5. THE RESEARCH RESULTS

Analysis of the data revealed that information on packaging is the second most
important element of packaging for consumers (3.63). Only the functionality of packaging
(e.g., opening, dosing) was found to be more important (3.72). Packaging material (type,
quality) was rated as less important than information (3.27). Further elements, i.e., shape
(2.84), graphic elements (2.72) and packaging colours (2.50) were rated as unimportant.
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Detailed results as to the importance of individual packaging elements are presented in
Table 2.

Table 2. Elements of packaging relevant during purchase

Elements N | Average | SD Median | Min | Max | Q1 Q3
packaging colours 500 2.50 1.05 3 1 5 2 3
information 500 3.63 1.01 4 1 5 3 4
graphic elements 500 2.72 1.03 3 1 5 2 3
packaging material 500 3.27 1.06 3 1 5 3 4
shape 500 2.84 1.05 3 1 5 2 4
functionality 500 3.72 0.96 4 1 5 3 4

SD — standard deviation, Q1 — lower quartile, Q3 — upper quartile.

Source: Own analysis based on the survey conducted in the project number
037/2J0/2022/PRO ‘Przydatnos¢, wiarygodnosc i zrozumiato$é informacji zamieszczanych
na opakowaniach kosmetykow naturalnych’ Cracow University of Economics.

In terms of usefulness, the range of indications for the listed labels was between 45.4%
and 89.4%. The most useful for consumers were ingredient-related claims (89.4%),
performance claims (84.2%) and environmental claims (80.0%), which received 400 or
more indications. The next most useful were claims related to life-style choices (76.2%),
sensory claims (70.4%), comparative claims (68.6%) and consumer perception claims
(59.8%). The claims that received the lowest number of indications — less than 250 — were
hyperbolic/puffery claims (45.4%).

Detailed results as to the usefulness of product claims appearing on natural cosmetics
packaging in the opinion of consumers are presented in Table 3.

Table 3. Usefulness of product claims in consumers' opinions

. Usefulness (n=500)
Claims
n %
ingredient-related claims 447 89.4
performance claims 421 84.2
comparative claims 343 68.6
sensory claims 352 70.4
consumer perception claims 299 59.8
claims related to life-style ghmces, personal 381 762
values and beliefs
environmental claims 400 80.0
hyperbolic/puffery claims 227 454

Source: Own analysis based on the survey conducted in the project number
037/2J0/2022/PRO ‘Przydatnos¢, wiarygodnos¢ i zrozumiato$¢ informacji zamieszczanych
na opakowaniach kosmetykow naturalnych’ Cracow University of Economics.

When assessed for understandability, the range of indications for each group of claims
was between 56.8% and 88.4%. In contrast, the most understandable for consumers were
ingredient-related claims (88.4%), product performance claims (86.4%) and environmental
claims (80.6%), which were rated as understandable by more than 400 respondents. This
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was followed by claims related to life-style choices, personal values and beliefs (79.6%),
sensory claims (77.8%), comparative claims (75.6%) and consumer perception claims
(70.8%). The least number of indications was given to hyperbolic/puffery claims (56.8%).

Detailed results regarding the understandability of selected groups of claims on natural
cosmetics packaging are presented in Table 4.

Table 4. Understandability of product claims in consumers' opinions

. Understandability (n=500)
Claims o

n %o
ingredient-related claims 442 88.4
performance claims 432 86.4
comparative claims 378 75.6
sensory claims 389 77.8
consumer perception claims 354 70.8
claims related to life-style 9h01ces, personal 398 79.6

values and beliefs

environmental claims 403 80.6
hyperbolic/puffery claims 284 56.8

Source: Own analysis based on the survey conducted in the project number
037/2J0/2022/PRO ‘Przydatnos¢, wiarygodnos¢ i zrozumiato$¢ informacji zamieszczanych
na opakowaniach kosmetykow naturalnych’ Cracow University of Economics.

In terms of reliability, the range of indications for each group of statements was between
44.8% and 84.4%. The most common assessed as reliable were ingredient-related claims
(84.4%). In contrast, performance claims (79.8%), environmental claims (76.0%), claims
related to life-style choices, personal values and beliefs (74.4%), sensory claims (63.8%),
comparative claims (59.6%) and consumer perception claims (54.2%) were indicated as
reliable by more than half of the respondents. Under 250 indications were given to
hyperbolic/puffery claims (44.8%).

Detailed results as to the reliability of selected groups of information appearing on the
packaging of natural cosmetics in the opinion of consumers are presented in Table 5.

Table 5. Reliability of product claims in consumers' opinions

Claims Reliability (n=500) _
n Yo
ingredient-related claims 422 84.4
performance claims 399 79.8
comparative claims 298 59.6
sensory claims 319 63.8
consumer perception claims 271 54.2
claims related to life-style ghoices, personal 372 744
values and beliefs
environmental claims 380 76.0
hyperbolic/puffery claims 224 44.8

Source: Own analysis based on the survey conducted in the project number
037/2J0/2022/PRO ‘Przydatnos¢, wiarygodnosc i zrozumiato$é informacji zamieszczanych
na opakowaniach kosmetykow naturalnych’ Cracow University of Economics.
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6. DISCUSSION

The results of the study correspond with the work developed previously, as confirmed
by research conducted by, i.a. Vergura et al. (2019), Bui et al. (2021), Bernard and Parker
(2021), and Mohamad Daud and Hee (2021). As stated, consumers who seek information
about a product are more likely to be positive towards the purchase of a natural cosmetic,
and knowledge about a product and adequate information about its characteristics have
a significant impact on consumers' perception of the quality of these products and purchase
intentions. It is therefore important to use the right tools to provide information to the
consumer. One of these is packaging, which, according to Moslehpour et al. (2021), is the
most effective tool at the producer's disposal to influence consumers' purchasing decisions,
and its role and importance is particularly important in the shop when the consumer is
browsing the shelves (Kim, Seock, 2009; Singhal, Malik, 2021). The importance of the
informativeness of packaging was pointed out by Cervellon et al. (2011), Cervellon, Carey
(2011), Lin et al. (2018), Accenture et al. (2020) and Mobile Institute (2021), who found
that the information on the packaging often enables consumers to see and identify natural
cosmetics. In contrast, Jeong and Hwang (2011), Han et al. (2016) and Oh (2020)
highlighted the impact of on-pack information on consumer satisfaction.

The frequency with which claims are indicated in terms of their usefulness,
comprehensibility and reliability also reflects the results of the work of other Authors. As
indicated by Naturativ (2018), Polski Zwigzek Przemystu Kosmetycznego (2019),
Accenture et al. (2020), Sajincic¢ et al. (2021), Salve et al. (2021), consumers most often
seek and use information on ingredients - including the presence or absence of specific
ingredients, their origin, the content of natural or organic ingredients and the function of
individual ingredients, as confirmed in this study.

Other frequently sought information among consumers of natural cosmetics is that on
the performance and properties of the cosmetic, as evidenced by Zyngiel and Platta (2015),
Naturativ (2018), Polski Zwiagzek Przemystu Kosmetycznego (2019) and as also confirmed
in this study.

In addition, environmental claims are also important for the majority of consumers of
natural cosmetics, as evidenced by the results of studies conducted by Amberg and
Fogarassy (2019), Azib (2019), Kantor and Hiibner (2019), Kapoor et al. (2019), Sabahat
and Emadul (2019) and Kang and Cho (2021), who indicated that factors such as
environmental concern and ecological knowledge play an important role when purchasing
natural cosmetics. In contrast, studies by Chin et al. (2018), Akter and Islam (2020),
Abdulmoaz and Ayham (2021) and Zollo et al. (2021) found that the purchase attitudes of
natural cosmetics consumers are mainly shaped by concern for the environment, interest in
its state of degradation and natural resources, and that companies should emphasise the
green attributes of products in their marketing efforts.

The somewhat lower understandability and credibility of claims was also pointed out
by other researchers such as: Randiwela and Mihirani (2015), Ma et al. (2018), Lin et al.
(2018), Kahraman and Kazanc¢oglu (2019) and Kozik (2021), emphasising that their level
depends, among other things, on the consumer's knowledge of natural cosmetics. Thus, it
can be assumed that regular purchasers of these products have a greater store of information
about natural cosmetics. For non-buyers of natural cosmetics, low understandability and
reliability of information was identified, which is one of the most important purchase
barriers according to Dimitrova et al. (2009), Wiwatanapusit (2017), Lin et al. (2018),
Kapoor et al. (2019), Firek and Dziadkowiec (2020), Bernard and Parker (2021), Mobile
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Institute (2021), Sadiq et al. (2021), Sharma et al. (2021), Sniepiené and Jankauskiené
(2021), Lavuri (2022).

7. CONCLUSIONS

A key element of packaging is the product claims on it, which aim to enable consumers
to make informed decisions and choose products that meet their needs and expectations.
As demonstrated by Naturativ (2018) and Chandon (2020), many consumers make
purchasing decisions precisely based on the claims made on packaging.

This corresponds with the results of the present study, which proved that the
information on the packaging of natural cosmetics is an important element that consumers
of these products pay attention to, and that the product claims are useful to consumers,
which indicates the significant role of the claims in their purchasing decisions and
evaluation of the natural cosmetic in question, as well as being understandable and reliable.
Considering the aforementioned criteria, the hierarchy of the labels followed a similar
pattern, reflecting the needs of consumers who would like product claims to provide them
with specific information mainly related to the composition, action and function of the
cosmetic. Environmental issues are equally important to consumers of natural cosmetics,
and this is also worth communicating on the packaging. They make slightly less use of
claims that enable them to choose a product in line with their values, as well as those related
to the sensory and functional attributes of the product and its attractiveness. They also find
these claims slightly less understandable and credible. The least useful, understandable and
credible claims are exaggerated claims that are hyperbolic and metaphorical and not
literally understood by consumers.

In consideration of the above, it is worthwhile for manufacturers to include product
claims on the packaging of natural cosmetics in addition to the mandatory information, as
they are mostly useful, understandable and credible to consumers. At the same time, they
should ensure that the number and architecture of the information and signs on the
packaging is appropriate, focusing mainly on those that are most relevant to the consumer
and dispensing with claims that are unnecessary for the consumer. The correct placement
and prominence of information can effectively improve the finding of specific information
messages, as well as their interpretation and, consequently, the effectiveness of the
packaging's marketing communication. It is therefore important that, after the initial
interest by means of shape or colour, the packaging maintains the consumer's curiosity
through clear, legible and, above all, useful, understandable and credible information.
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