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Abstract 
The market for ethical and natural personal care products (PCPs) is growing rapidly as consumers 
have become increasingly aware of environmental and animal welfare issues in the personal care 
industry, as well as more concerned for their own health. Although positive attitudes towards ethical 
consumption have increased, purchase behavior has not increased at the same rate. As personal 
values are guiding principles in people’s lives, they have proved to have an impact on consumers’ 
purchase intentions, especially in the case of ethical consumption. For marketers to create successful 
marketing strategies, it is imperative to understand the values of their consumers and how it affects 
purchase intentions.  

This master’s thesis studies consumers’ repurchase intentions toward natural PCPs from a value 
theory perspective and offers insights about the values and attitudes of natural PCP consumers and 
about barriers which may affect consumption. Theoretical contributions are made with the 
combination of Schwartz’s (1992) Theory of Human Values and Ajzen’s (1991) Theory of Planned 
Behavior in a conceptual framework. In addition, this study expands the research of natural PCP 
consumption and values to a new context of Finnish consumers.  

This study answers the research questions ‘What values do consumers of natural PCPs hold and 
how do those values explain attitudes toward natural PCPs?’, ‘How does the Theory of Planned 
Behavior explain repurchase intention toward natural PCPs?’ and ‘How do barriers to consumption 
explain differences in repurchase intentions toward natural PCPs?’. The results were analyzed 
utilizing existing literature and insights gathered from data collected via a survey for natural PCP 
consumers (n=676), distributed in November 2022. Quantitative research methods such as factor, 
cluster and multiple regression analyses were used to interpret the data.  

This research both confirms and challenges findings from previous literature. The results indicate 
that six different value categories can be identified (self-transcendence, self-enhancement, openness 
to change, conformity, hedonism, and secure self-direction) from which four distinct consumer 
groups can be identified (selfless shoppers, non-conformist consumers, responsible achievers, and 
health-conscious indulgers). The results also indicate that only self-transcendence values and secure 
self-direction values explain variance in attitudes toward natural PCPs. Furthermore, attitudes and 
perceived behavioral control are found to explain variance in repurchase intentions. Lastly, this 
research identifies three barriers to consumption: price, quality, and consumer skepticism.   

The findings of the research provide valuable managerial implications for both commercial and 
non-commercial actors in the natural PCP industry in Finland. Understanding underlying values 
and attitudes behind consumers’ repurchase intentions helps marketers target their offering more 
accurately. This thesis also provides further avenues for future research in this topic. 
Keywords  ethical consumption, consumer values, value theory, repurchase intentions, natural 
cosmetics, natural PCPs, consumer behavior, barriers to consumption 

 



 
 

 

 

Aalto-yliopisto, PL 11000, 00076 AALTO 
www.aalto.fi 

Maisterintutkinnon tutkielman tiivistelmä 
 
Tekijä  Teresa Lehtinen 
Työn nimi  The Effect of Values Toward Repurchase Intentions of Natural Personal Care Products 
[Arvojen vaikutus kuluttajien luonnonkosmetiikan uudelleenostoaikomuksiin] 
Tutkinto  Kauppatieteiden maisteri 
Koulutusohjelma  Markkinointi 
Työn ohjaaja(t)  Sami Kajalo 
Hyväksymisvuosi  2023 Sivumäärä  83 Kieli  Englanti 

Tiivistelmä 
Eettisten ja luonnollisten kosmetiikkatuotteiden markkinat kasvavat nopeasti, sillä kuluttajien 
tietoisuus eläinten hyvinvointi- ja ympäristöongelmista kosmetiikka-alalla sekä huoli omasta 
terveydestä on kasvanut. Vaikka positiiviset asenteet eettistä kulutusta kohtaan ovat lisääntyneet, 
ostokäyttäytyminen ei ole kasvanut samassa tahdissa. Ihmisten henkilökohtaiset arvot ohjaavat 
ihmisten elämää, ja tutkimukset ovat osoittaneet, että erityisesti eettisessä kuluttamisessa arvot 
vaikuttavat kuluttajien ostoaikeisiin. Onnistuneita markkinointistrategioita varten on 
välttämätöntä ymmärtää kuluttajien arvoja ja kuinka ne vaikuttavat ostoaikeisiin. 

Tämä tutkielma tutkii kuluttajien luonnonkosmetiikan uudelleenostoaikomuksia arvoteorian 
näkökulmasta ja käsittelee luonnonkosmetiikan kuluttajien arvoja ja asenteita sekä kulutukseen 
mahdollisesti vaikuttavia esteitä. Teoreettinen viitekehys on tehty yhdistämällä Schwartzin (1992) 
arvoteoria ja Ajzenin (1991) suunnitellun käyttäytymisen teoria. Lisäksi tämä tutkimus laajentaa 
luonnonkosmetiikan kulutuksen ja arvojen tutkimusta suomalaisiin kuluttajiin. 

Tämä tutkielma vastaa seuraaviin tutkimuskysymyksiin: "Mitä arvoja luonnonkosmetiikan 
kuluttajilla on, ja miten nämä arvot selittävät asenteita luonnonkosmetiikkaa kohtaan?”, "Kuinka 
suunnitellun käyttäytymisen teoria selittää kuluttajien uudelleenostoaikomuksia 
luonnonkosmetiikkaa kohtaan?" ja "Kuinka kulutusta estävät tekijät selittävät eroja 
luonnonkosmetiikan uudelleenostoaikomuksissa?”. Työhön sisältyy laaja kirjallisuuskatsaus, jonka 
pohjalta muodostettiin kyselytutkimus suomalaisille luonnonkosmetiikan kuluttajille 
marraskuussa 2022. Vastauksia kyselyyn saatiin 676. Aineiston tulkinnassa käytettiin 
kvantitatiivisia tutkimusmenetelmiä, kuten faktori-, klusteri- ja regressioanalyysejä. 

Tutkimustulokset sekä puoltavat että haastavat aiempia tutkimustuloksia. Tuloksista voidaan 
tunnistaa kuusi erilaista arvokategoriaa: epäitsekkyys, itsensä korostaminen, avoimuus 
muutokselle, yhdenmukaisuus, hedonismi ja turvallinen itseohjautuvuus. Näistä voi erottaa neljä 
erillistä kuluttajaryhmää: epäitsekkäät ostajat, toisinajattelevat kuluttajat, vastuulliset menestyjät 
ja terveystietoiset nautiskelijat. Tulokset osoittavat myös, että epäitsekkäät arvot sekä turvalliset 
itseohjautumisarvot selittävät vaihtelua asenteissa luonnonkosmetiikkaa kohtaan. Lisäksi 
asenteiden ja koetun käyttäytymisen kontrollin on havaittu selittävän uudelleenostoaikomuksien 
vaihtelua. Lopuksi tässä tutkimuksessa esitetään kolme estettä kulutukselle: hinta, laatu ja 
kuluttajien skeptisyys. 

Tutkielma tarjoaa hyödyllisiä suosituksia kaupallisille ja ei-kaupallisille toimijoille 
luonnonkosmetiikan toimialalla Suomessa. Kuluttajien uudelleenostoaikomuksien taustalla olevien 
arvojen ja asenteiden ymmärtäminen auttaa markkinoijia kohdistamaan tarjontaansa tarkemmin. 
Lisäksi tutkimuksessa tarjotaan ehdotuksia jatkotutkimusta varten.  
Avainsanat  eettinen kulutus, arvot, arvoteoria, uudelleenostoaikomukset, luonnonkosmetiikka, 
kulutuskäyttäytyminen, kulutuksen esteet 
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1 INTRODUCTION 

Ethical consumption has become a topic of growing interest to researchers in the past decade 

due to increasing sensitivity to ethical choices in consumers’ buying behavior (Montagnini, 

Maggioni and Sebastiani, 2016). Ethical consumption can be defined as the act of purchasing 

products and services that are produced in a way that minimizes social and/or environmental 

damage (IDG.com, 2007). The market for ethical and natural personal care products (PCPs) 

is growing rapidly as consumers have become more concerned about their personal health, 

and more aware of environmental and animal welfare issues in the personal care industry 

(Kim and Chung, 2011; Hansen, Risborg and Steen, 2012; Ghazali et al., 2017; Hsu, Chang 

and Yansritakul, 2017; Chin et al., 2018; Lin et al., 2018; Mishra, 2018; Amberg and 

Fogarassy, 2019; Papista and Dimitriadis, 2019; Kahraman and Kazançoğlu, 2019; Zollo et 

al., 2021). Natural personal care products (PCPs) comprise skin care, hair care, oral care, 

color cosmetics, deodorants, toiletries and feminine hygiene products made from natural 

ingredients, without the usage of chemicals, artificial coloring or other non-natural mixtures 

(Luonnonkosmetiikka.fi, 2016; Ghazali et al., 2017; Chin et al., 2018; Zollo et al., 2021). 

To create successful marketing strategies, marketers must better understand the ethical 

markets they operate in (Pervin, Ranchhod and Wilman, 2014). Personal values have been 

shown to have an impact on consumers’ purchase behavior, especially in the case of ethical 

consumption (Shaw et al., 2005; Osburg et al., 2019). Allen (2002, p. 2475) postulates that 

there is a cognitive process wherein consumers “form product preference by attending to and 

evaluating the human values symbolized by a product against the human values that they 

endorse”. Every attitude and behavior is ultimately traceable to the personal value system 

because the “structure and interplay of values guide, justify, and explain attitudes and 

actions” (Hauser, Nussbeck and Jonas, 2013, p. 765). It is therefore imperative to understand 

personal value systems in order to create successful marketing strategies. 

An individual’s behavior is based on their intentions to perform a certain behavior. Those 

intentions are influenced by the individual’s attitude toward the behavior and their attitude 

is influenced by their values and beliefs (Jain, 2019). Kim and Chung (2011) argue that 

consumers with different value systems will have different purchasing behavior toward 

organic personal care products, due to their values being guiding principles in their lives. 

Information regarding the values of the target market’s consumers provides valuable insight 

to develop successful marketing strategies and advertising campaigns (Allen, 2001). 
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Therefore, this study aims to find out what types of values consumers of natural personal 

care products hold, and how it explains repurchase intentions of natural PCPs. The natural 

PCP market is still relatively under-researched, and there is a research gap to study the 

natural personal care market from a consumer behavior and value theory perspective (Matić 

and Puh, 2016). 

The theoretical background for this research will largely be based on Schwartz's (1992) 

Theory of Basic Human Values. To support the value theory, Ajzen's (1991) Theory of 

Planned Behavior will be utilized to provide a holistic approach to understanding consumer 

behavior. Both Schwartz's (1992) value theory and Ajzen's (1991) theory of planned 

behavior have been referred to as relevant theories in studying, for example, consumers’ 

organic food consumption as well as natural and organic PCPs (Aertsens et al., 2009; 

Hansen, Risborg and Steen, 2012). This thesis contains empirical research in the form of a 

survey and various quantitative research methods were applied to study the empirical data. 

With the growing number of ethical consumers, there is a critical need to understand the 

consumer behavior of sustainable consumption (Jain, 2019). In terms of the organic personal 

care industry, most of the research has covered marketing strategies for the products, but a 

consumer behavior perspective has been lacking (Matić and Puh, 2016). Without a deep 

understanding of consumer behavior, it is difficult to create successful marketing strategies 

(Kim and Chung, 2011). Moreover, Liobikienė and Bernatonienė (2017) argue that there is 

a large gap between the research attention given to the purchase behavior of green cosmetics 

and the growing use of these products. Despite the growing popularity of natural personal 

care products, the natural PCP market is still an under-researched area (Matić and Puh, 

2016). 

Schwartz's (1992) Theory of Basic Human Values is “one of the most commonly used and 

tested transcultural theories in the field of behavioural research” (Giménez and Tamajón, 

2019). The theory has been utilized in many studies when researching how values affect 

consumption, especially ethical consumption in various industries (Hansen, Risborg and 

Steen, 2012; Krystallis, Vassallo and Chryssohoidis, 2012; Ma and Lee, 2012; Yamoah et 

al., 2016; Bullock, Johnson and Southwell, 2017; Mishra, 2018; Jain, 2019; Ramasamy et 

al., 2020). There is extensive research available about values and consumer behavior in the 

context of, for example, organic food products (Dreezens et al., 2005; Shaw et al., 2005; 

Aertsens et al., 2009; Hauser, Nussbeck and Jonas, 2013; Yadav and Pathak, 2016; Yamoah 

et al., 2016; Bullock, Johnson and Southwell, 2017; Ogorevc et al., 2020). However, 
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literature regarding values and consumer behavior in the context of natural PCPs is still 

lacking (Matić and Puh, 2016) and provides an interesting research gap for this thesis. 

Jain (2019) proposes a conceptual framework utilizing Schwartz’s value theory and Ajzen’s 

Theory of Planned Behavior to study the factors affecting sustainable luxury purchase 

behavior. The objective of the study was to explore what factors affect luxury fashion 

purchase intention. The study did not contain any empirical research and was limited to the 

sustainable luxury fashion segment alone. Therefore, it offers a research gap for the 

framework to be applied to a different industry and to include empirical research. A similar 

framework could thus be used in the context of natural PCPs. 

This brief overview of existing literature proposes a distinct research gap to study the 

influence of human values to the purchase intentions of natural PCPs. This research gap 

brings forward the following research questions for this thesis. 

Research questions:  

1. What values do consumers of natural PCPs hold? 

2. How do consumers’ values explain attitudes toward natural PCPs? 

3. How does the Theory of Planned Behavior explain repurchase intention 

toward natural PCPs? 

4. How do barriers to consumption explain differences in repurchase 

intentions toward natural PCPs? 

 

2 LITERATURE REVIEW AND THEORETICAL BACKGROUND 

An individual’s behavior is based on their intentions to perform a certain behavior. Those 

intentions are influenced by the individual’s attitude toward the behavior and their attitude 

is influenced by their values and beliefs (Jain, 2019). Due to the centrality of values in a 

consumer’s cognitive structure, “it is widely recognized that values provide a powerful 

theoretical basis for understanding consumer attitudes and evaluations” (Hansen, Risborg 

and Steen, 2012, p. 478). “Values are the ultimate source of choice criteria that drive buying 

behaviour” (Claeys, Swinnen and Vanden Abeele, 1995, p. 193) and are of imperative 

importance for marketing decisions as they predict behavior over extended periods of time 

(Mishra, 2018).  
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The theoretical background for this research will largely be based on Schwartz's (1992) 

Theory of Basic Human Values, as it is one of the most robust and comprehensive theories 

of values and one of the most common transcultural theories used and tested in the field of 

behavioral research (Bardi, Calogero and Mullen, 2008; Bilsky, Janik and Schwartz, 2011; 

Giménez and Tamajón, 2019). To support the value theory, many researchers have utilized 

Ajzen's (1991) Theory of Planned Behavior to provide a holistic approach to understanding 

consumer behavior. 

Shalom Schwartz's (1992) Theory of Basic Human Values has been refined over the years 

to reach its most recent version in 2012. The theory is formed into a circular continuum, 

“meaning that the items do not have exact limits between the values and thus have a shared 

load on more than one, giving rise to multicollinearity” (Giménez and Tamajón, 2019). The 

purpose of the circular structure is to reflect the motivations that each value expresses and 

capture the compatibility and conflicts among the values (Schwartz, 2012b). 

The ten basic human values identified by Schwartz are self-direction, stimulation, hedonism, 

achievement, power, security, conformity, tradition, benevolence, and universalism. These 

values can be divided into four higher-order categories: openness to change, self-

enhancement, conservation and self-transcendence (Schwartz, 1992, 2012b). The values 

have been recognized in different cultures; however, the importance of certain values varies 

depending on the groups or individuals being studied (Schwartz et al., 2012). 

Ajzen's (1991) Theory of Planned Behavior (TPB) provides a conceptual framework for 

predicting and understanding “particular behaviors in specified contexts”. The theory 

discusses three main concepts which can predict behavioral intentions with high accuracy: 

attitudes toward the behavior, subjective norms, and perceived behavioral control. The 

theory has become “one the most frequently cited and influential models for the prediction 

of human social behavior” (Ajzen, 2011). The theory has been a useful tool in explaining 

“both personal value and social value in various consumer behavior studies” (Jain, 2019).  

This literature review will explain these theories and provide a theoretical background to 

research ethical consumption, more specifically in the context of natural personal care 

products (PCPs). 
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2.1 Theory of Basic Human Values 

Studying the motives behind consumer behavior can help understand how consumers make 

certain purchase decisions (Ladhari and Tchetgna, 2017). The study of values can be used 

to characterize different groups and individuals and also explain the motives behind specific 

attitudes and behavior (Schwartz, 1992, 2012b). Especially in the context of ethical 

consumption, Shaw et al. (2005) argue that understanding the relevance of certain values in 

decision making has been neglected in consumer behavior research. 

The word value can have multiple definitions, but in this research the term value refers to 

“trans-situational goals, varying in importance, that serve as guiding principles in the life of 

a person or group” (Schwartz et al., 2012, p. 664). Values are formed into a coherent system 

that is underlying, and can help explain individual decision making, attitudes and behavior 

(ibid). 

Schwartz and Bilsky (1987) “proposed a tentative theory of the universal content and 

structure of human values” which tested data from seven different countries (Schwartz, 

1992, p. 3). They argue that “values are cognitive representations of three types of universal 

human requirements: biologically based needs of the organism, social interactional 

requirements for interpersonal coordination, and social institutional demands for group 

welfare and survival” (Schwartz and Bilsky, 1987, p. 551). They identified seven 

motivational domains of values: prosocial, restrictive conformity, enjoyment, achievement, 

maturity, self-direction, and security. This was the original version of the Theory of Basic 

Human Values. 

In 1992, Schwartz revised the theory with some modifications and additions to the theory. 

Ten motivationally distinct value types were identified that can be recognized across cultures 

(Schwartz, 1992; Schwartz et al., 2001). The set of value types “is relatively comprehensive, 

encompassing virtually all the types of values to which individuals attribute at least moderate 

importance as criteria of evaluation” and is used to form value priorities (Schwartz, 1992, p. 

59). 

Below is a summary of the conception of values that are implicit in the research and writings 

of many theorists, and defines six main features prominent to values (Rokeach, 1973; 

Schwartz, 1992; Jowell et al., 2007; Schwartz, 2012b; Arieli, Sagiv and Roccas, 2020): 
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(1) Values are beliefs and when values become activated, they become infused with 

feeling. 

(2) Values refer to desirable goals that motivate action. 

(3) Values transcend specific actions and situations, which differentiates values from 

norms and attitudes that often refer to specific situations or actions. 

(4) Values serve as standards or criteria meaning they guide “the selection or 

evaluation of actions, policies, people and events”. However, the influence of values 

in everyday decision-making is rarely conscious. Usually, people become aware of 

their values when something comes into conflict with them. 

(5) Values are ordered by importance in relation to each other. Value hierarchies also 

differentiates values from norms and attitudes. 

(6) The relative importance of multiple values guides action meaning that any 

behavior or attitude often influences multiple values. 

In addition to the aforementioned features of values, Schwartz (1992, 2012b) proposes that 

what distinguishes values from each other is the type of goal or motivational concern it 

expresses. As mentioned above, these three requirements are “needs of individuals as 

biological organisms, requisites of coordinated social interaction, and survival and welfare 

needs of groups” (Schwartz, 2012b). Values are the concepts used to represent these needs 

and provide the vocabulary to express them. 

In 2012, Schwartz presented an overview of the Theory of Basic Human Values. The theory 

refines the ten types of values and explains the dynamics between different values identified 

in 1992. The ten values have been structured into a circular continuum, which portrays the 

conflict and congruence amongst the different values. The farther the values are from each 

other in the circular framework, the more conflicting they are. Schwartz’s extensive research 

regarding values has been studied in different cultures around the world and can be seen as 

applicable across cultures. Although the values are universal in nature, individuals and 

groups may place importance and priority to certain values and have different value 

“hierarchies” (Schwartz, 2012b). “Value structure” refers to how the different values are 

compatible or in conflict with each other and “value priorities” or “value hierarchies” refers 

to how people organize the importance of different values in their own understanding of the 
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world (Schwartz, 1992). The more importance an individual places on a value, the more 

likely that value is to motivate action (Rokeach, 1973; Sagiv and Schwartz, 2022).  

The Theory of Basic Human Values entails ten universal values that can be divided into four 

higher-order categories: Openness to Change, Self-Transcendence, Self-Enhancement and 

Conservation (Jowell et al., 2007; Schwartz, 2012b). The next section will explain in detail 

the ten universal values and the underlying motivators behind them.  

2.1.1 Overview of Basic Human Values 

Self-Direction 

“Self-direction derives from organismic needs for control and mastery and interactional 

requirements of autonomy and independence” (Schwartz, 2012b). The defining goal is 

related to independent thought and action as well as choosing, creating, and exploring. Value 

concepts related to self-direction are, for example, freedom, choosing own goals, curious 

and independent (Schwartz, 1992; Bardi, Calogero and Mullen, 2008; Schwartz, 2012b). 

Stimulation 

“Stimulation values derive from the organismic need for variety and stimulation in order to 

maintain an optimal, positive, rather than threatening, level of activation” (Schwartz, 2012b). 

The defining goals are excitement, novelty and challenge in life and value concepts related 

to stimulation are an exciting and varied life and daring (Schwartz, 1992; Bardi, Calogero 

and Mullen, 2008; Schwartz, 2012b). 

Hedonism 

“Hedonism values derive from organismic needs and the pleasure associated with satisfying 

them.” (Schwartz, 2012b). Value concepts related to hedonism are pleasure, enjoying life 

and self-indulgence (Schwartz, 1992; Bardi, Calogero and Mullen, 2008; Schwartz, 2012b). 

Achievement 

“Competent performance that generates resources is necessary for individuals to survive and 

for groups and institutions to reach their objectives. As defined here, achievement values 

emphasize demonstrating competence in terms of prevailing cultural standards, thereby 

obtaining social approval” (Schwartz, 2012b). The defining goal of achievement is “personal 

success through demonstrating competence according to social standards” (ibid) and value 
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concepts related to achievement are, for example, ambitious, influential, successful, self-

respect and social recognition (Schwartz, 1992; Bardi, Calogero and Mullen, 2008; 

Schwartz, 2012b). 

Power 

“The functioning of social institutions apparently requires some degree of status 

differentiation… To justify this fact of social life and to motivate group members to accept 

it, groups must treat power as a value. Power values may also be transformations of 

individual needs for dominance and control” (Schwartz, 2012b). The defining goals of power 

are social status or prestige and control or dominance over people and resources. Some value 

concepts related to power are social power, wealth, authority and preserving public image 

(Schwartz, 1992, 2012b).  

Both power and achievement values focus on social esteem. However, the distinction 

between achievement and power values is that achievement demonstrates successful 

performance in concrete interaction, whereas power highlights maintaining a dominant 

position with the social system more generally (Schwartz, 2012b). 

Security 

“Security values derive from basic individual and group requirements. Some security values 

serve primarily individual interests (e.g., clean), others wider group interests (e.g., national 

security). Even the latter, however, express, to a significant degree, the goal of security for 

self or those with whom one identifies” (Schwartz, 2012b). The defining goals related to 

security are safety, harmony, and stability of society, relationships and of self. Value 

concepts related to security are, for example, national security, family security, sense of 

belonging, reciprocation of favors, healthy and clean (Schwartz, 1992, 2012b). 

Conformity 

“Conformity values derive from the requirement that individuals inhibit inclinations that 

might disrupt and undermine smooth interaction and group functioning… conformity values 

emphasize self-restraint in everyday interaction, usually with close others” (Schwartz, 

2012b). The defining goals for conformity are restraint of actions, inclinations, and impulses 

likely to upset others and violate social norms or expectations (Bardi, Calogero and Mullen, 

2008; Schwartz, 2012b). Value concepts related to conformity are self-discipline, obedience, 

politeness and honoring parents and elders (Schwartz, 1992, 2012b). 
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Tradition 

“Groups everywhere develop practices, symbols, ideas, and beliefs that represent their 

shared experience and fate. These become sanctioned as valued group customs and 

traditions. They symbolize the group's solidarity, express its unique worth, and contribute to 

its survival. They often take the form of religious rites, beliefs, and norms of behavior” 

(Schwartz, 2012b). The defining goals of tradition are respect, commitment, and acceptance 

of the customs and ideas of one’s culture or religion. Some value concepts related to tradition 

are respect for tradition, devotion and humility (Schwartz, 1992, 2012b). 

Benevolence 

“Benevolence values derive from the basic requirement for smooth group functioning and 

from the organismic need for affiliation. Most critical are relations within the family and 

other primary groups. Benevolence values emphasize voluntary concern for others’ welfare” 

(Schwartz, 2012b). The defining goal is preserving and enhancing the welfare of those with 

whom one is in frequent contact (Bardi, Calogero and Mullen, 2008; Schwartz, 2012b). 

Examples of value concepts are, for example, being helpful, responsible, honest, loyal, 

having mature love and true friendship (Schwartz, 1992, 2012b). 

Benevolence and conformity both promote “cooperative and supportive relations” 

(Schwartz, 2012b), however they differ in the sense that benevolence is motivated 

intrinsically and conformity values are motivated by the avoidance of a negative outcome 

for oneself (ibid). 

Universalism 

“Universalism combines two subtypes of concern—for the welfare of those in the larger 

society and world and for nature” (Schwartz, 2012b). The defining goals for universalism 

are understanding, appreciation, tolerance, and protection for the welfare of all people and 

the nature (Bardi, Calogero and Mullen, 2008; Schwartz, 2012b). Value concepts for 

universalism are, for example, unity with nature, equality, social justice, protecting the 

environment and broadmindedness (Schwartz, 1992, 2012b). 

2.1.2 The structure of values 

The structure of basic human values is organized in a circular continuum that can be seen in 

Figure 1. On the outer part of the circle, the values are divided into four higher order 
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categories: openness to change, self-enhancement, conservation, and self-transcendence. 

The circular model depicts the conflicts and communalities between the different values. 

The closer to each other the values are in the circle, the more connected they are. The farther 

apart they are, the more they conflict with each other. For example, openness to change and 

conservation are opposite from each other in the circular continuum, as there is a conflict 

between values that express independence of thought and readiness for change and values 

that emphasize self-restriction, order, and resistance to change. Self-enhancement and self-

transcendence are also conflicting in the circle, as self-enhancement values emphasize 

pursuit of one’s own interest and self-transcendence values highlight concern for wellbeing 

of others. Hedonism values share similarities with both openness to change and self-

enhancement, which is why it is placed in both categories (Schwartz, 1992; Jowell et al., 

2007; Davidov, Schmidt and Schwartz, 2008; Schwartz et al., 2012). 

 

 

(Davidov, Schmidt and Schwartz, 2008, p. 425) 

2.2 Theory of Planned Behavior 

The Theory of Planned Behavior (TPB), developed from the Theory of Reasoned Action 

(TRA), proposed by Icek Ajzen (1991), has become “one of the most frequently cited and 

influential models for the prediction of human social behaviour” (Ajzen, 2011, p. 1113). The 

theory presents a conceptual framework that helps predict and understand particular human 

behaviors in specified contexts. Jain (2019) finds that the TPB has had a significant impact 

Figure 1: Structural relations among the ten values and the four higher order value 
categories  
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in explaining personal and social values in various consumer behavior studies. Rivis, 

Sheeran and Armitage (2009, p. 2985) argue that TPB is “perhaps the most influential theory 

for the prediction of social and health behaviors” and has been applied to predict green 

consumer behavior in many previous studies (Vermeir and Verbeke, 2008; Kim and Chung, 

2011). Many studies have proven that the theory provides an excellent framework for 

conceptualizing, measuring and empirically identifying behavioral intentions and factors 

affecting behavior (Montano and Kasprzyk, 2008; Vermeir and Verbeke, 2008). The TPB 

model can help understand, analyze and predict consumer purchasing behavior (Jain, 2019), 

which is why the theory has been included as part of the theoretical foundation of this 

research.  

The Theory of Planned Behavior entails three main concepts that can predict behavioral 

intentions with high accuracy: attitudes toward the behavior, subjective norms, and 

perceived behavioral control. Generally, the more favorable the attitude and subjective norm 

is toward the behavior in question, and the higher the perceived behavioral control is over 

the behavior, the higher is the person’s intention to perform the behavior (Ajzen, 1991; 

Montano and Kasprzyk, 2008). 

Attitude toward the behavior 

The first determinant of intention in the TPB model is attitude toward the behavior. Attitude 

toward the behavior refers to the degree “to which a person has a favorable or unfavorable 

evaluation or appraisal of the behavior in question” (Ajzen, 1991 p. 188). According to Ajzen 

(1991), people form beliefs about objects, which in turn form the attitudes people have about 

the object. Beliefs can be formed by associating a certain object with, for example, other 

objects, characteristics, or events. In terms of attitude toward a behavior, each belief connects 

the behavior to an outcome or some other attribute. These attributes are valued positively or 

negatively, which in turn means that the attitude toward the behavior also becomes affected 

by the positive or negative valuation. These are called behavioral beliefs. 

Attitudes are conceptually related to values (Sagiv and Roccas, 2021). Schwartz (2012b, p. 

17) also postulates that “values are critical motivators of behaviors and attitudes”. Objects, 

people and behaviors are evaluated through attitudes on a positive to negative scale, and 

values always underlie people’s attitudes (Schwartz, 2012b). 
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Subjective norm 

The second predictor is a social factor called the subjective norm. Subjective norm refers to 

“perceived social pressure to perform or not to perform the behavior” (Ajzen, 1991 p. 188). 

Ajzen (1991 p. 195) explains that “normative beliefs are concerned with the likelihood that 

important referent individuals or groups approve or disapprove of performing a given 

behavior”. The strength of a person’s normative beliefs multiplied by their motivation to 

comply determines the importance of subjective norms for a person. 

Perceived behavioral control 

The third predictor of intention is perceived behavioral control, which refers to “perceived 

ease or difficulty of performing the behavior” (Ajzen, 1991 p. 188). Perceived behavioral 

control is affected by control beliefs, which is a set of beliefs regarding the presence or 

absence of required resources and opportunities. Control beliefs may be influenced by past 

experiences or second-hand information from friends or other acquaintances regarding the 

behavior. Depending on these factors, one will feel increased or reduced difficulty in 

performing the behavior. If the person feels that they have a lot of resources or opportunities 

to perform the task, their perceived control over the behavior is higher. 

2.3 Ethical Consumption  

In the last decade, researchers and practitioners have shown increasing attention to ethical 

consumption, due to consumers’ growing ethical sensitivity in their purchase behavior 

(Montagnini, Maggioni and Sebastiani, 2016; Ladhari and Tchetgna, 2017). Ethical 

consumption can be defined as the “practice of purchasing products and services produced 

in a way that minimises social and/or environmental damage, while avoiding products and 

services deemed to have a negative impact on society or the environment” (IDG.com, 2007). 

There are different types of ethical considerations that consumers have, the most popular of 

which are, environmental, human rights and animal rights/welfare (Wheale and Hinton, 

2007; Lin et al., 2018). Depending on the product category, consumers can rate the 

importance of the ethical considerations differently (Wheale and Hinton, 2007). For 

example, in the toiletries sector, animal rights were rated significantly more important than 

environmental protection and human rights, whereas with food products all three ethical 

considerations were seen as equally important. 
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Consumers can either proactively purchase products that they believe are ethical or avoid 

certain products or companies due to their perceived unethicality, for example, by boycotting 

(Szmigin, Carrigan and McEachern, 2009; Pervin, Ranchhod and Wilman, 2014; Ladhari 

and Tchetgna, 2017). Ethical consumption behavior is guided more by principles than by 

consequences (Vitell, Singhapakdi and Thomas, 2001). 

According to Shaw et al. (2005) and Montagnini, Maggioni and Sebastiani (2016), ethical 

consumption represents a way for consumers to express their self-identity and also clarify 

their positioning socially. The role of ethical products was found to affect the formation of 

identity by commonality and counter-dependency. For some consumers, ethical 

consumption and consumption of specific products expresses their need for social inclusion 

and for others, it is used to distance oneself from another consumer group. 

Research has shown that values are an important characteristic in studying ethical 

consumption and purchase behaviors (Shaw et al., 2005; Vermeir and Verbeke, 2008; 

Osburg et al., 2019). Different values may affect consumption choices differently. For 

example, altruistic values that portray societal and environmental consideration are more 

likely to lead to ethical consumption choices, whereas egoistic values that reflect seeking 

individual benefits are less likely to lead to ethical consumption choices. However, 

according to Prakash et al. (2019) both egoistic and altruistic values can lead to a positive 

attitude toward ethical products. In their study regarding eco-friendly packaged goods, they 

found that consumers found the packaging beneficial not only to the environment, but also 

for their own health. 

It is also important to note that consumers often intend to consume more ethically than they 

actually do in reality (Carrington, Neville and Whitwell, 2010; Pervin, Ranchhod and 

Wilman, 2014). Osburg et al. (2019) postulates that actual ethical consumption has not 

increased in the same degree as consumers’ ethical concerns and positive attitudes toward 

ethical consumption has. It is therefore imperative to better understand how ethical choices 

are made and what barriers may negatively affect it. There can be multiple barriers to ethical 

consumption such as price, quality, lack of product knowledge and skepticism toward ethical 

claims (Ladhari and Tchetgna, 2017). Sometimes consumers simply forget, and there may 

not be a specific reason behind their consumption choices (Carrington, Neville and 

Whitwell, 2010). 
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2.4 The Natural PCP Industry  

Pervin, Ranchhod and Wilman (2014) argue that to create successful marketing strategies, 

marketers must better understand the ethical markets they operate in respectively. The 

market for natural and ethical personal care products is expanding globally as consumers 

have become increasingly concerned about their personal health and the effect of harmful 

ingredients in cosmetics, as well as environmental and animal welfare issues in the personal 

care industry (Kim and Chung, 2011; Hansen, Risborg and Steen, 2012; Montagnini, 

Maggioni and Sebastiani, 2016; Ghazali et al., 2017; Hsu, Chang and Yansritakul, 2017; 

Chin et al., 2018; Ristioja, 2018; Lin et al., 2018; Mishra, 2018; Amberg and Fogarassy, 

2019; Papista and Dimitriadis, 2019; Kahraman and Kazançoğlu, 2019; Zollo et al., 2021). 

Natural PCP sales are growing rapidly in Finland, with sales growing 36% in 2021 compared 

to sales in 2020 (Ristioja, 2018; Lähteenmäki, 2021; PRO Luonnonkosmetiikka ry, 2021; 

Wacklin, 2021). In 2021, natural PCP companies made approximately 30 million euros in 

sales of natural PCPs in Finland. This number does not contain every company selling 

natural PCPs in Finland, so the actual number may be even larger (Lähteenmäki, 2021; PRO 

Luonnonkosmetiikka ry, 2021). 

Personal care products (PCPs) comprise skin care, hair care, oral care, color cosmetics, 

deodorants, toiletries and feminine hygiene products (Ghazali et al., 2017; Zollo et al., 

2021). This research focuses on natural PCPs, meaning products that are made out of natural 

resources and ingredients, without the usage of chemicals, artificial coloring or other non-

natural mixtures and are “primarily made up of plant and fruit extracts and concentrates” 

(Chin et al., 2018; Lin et al., 2018; Ristioja, 2018; Amberg and Fogarassy, 2019). 

There is an abundance of literature about the cosmetics industry that can often include many 

of the same products that would be categorized as PCPs. However, the word cosmetics is 

often used to refer to color cosmetics or makeup, which is only one aspect of PCPs and may 

confuse some people taking part in the study. Therefore, the concept of natural personal care 

products (PCPs) is deemed most appropriate for the purpose of this research. 

As this research will take place in Finland, the main definition used for natural PCPs will be 

the one from Pro Luonnonkosmetiikka ry, an organization founded in 2006 by producers 

and importers of natural cosmetics in Finland. Their aim is to help define the criteria for 

natural cosmetics for producers and end-users and to promote the use of safe cosmetics for 

consumers and for the environment (Luonnonkosmetiikka.fi, 2016). 
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Natural PCPs contain ingredients of natural origin that can be traced. Plant-based ingredients 

are preferably certified organic, and ingredients must not be genetically modified. The use 

of synthetic fragrances, oils, or colorants, as well as silicones or mineral oils is prohibited. 

Some animal-based ingredients such as bees wax and lanolin are accepted, however, 

extraction of these ingredients must not cause any harm to the animals. Natural PCPs are 

never tested on animals. Many preservatives traditionally used in regular cosmetics are 

prohibited and use of radiation is prohibited in all stages of production. The production 

method should be kept as simple as possible to preserve the natural properties of the product 

and the product should be quickly biodegradable. The packaging material should be as eco-

friendly as possible, and the wellbeing of animals and the environment should be considered 

in all stages of production (Luonnonkosmetiikka.fi, 2016). 

Similar definitions of these products in existing literature are, for example, organic 

cosmetics/PCPs, ethical cosmetics/PCPs, green cosmetics or free-of cosmetics. Montagnini 

et al. (2016) describes ethical cosmetics as not only “environmentally friendly 

products, respectful of animals and labour conditions, but they embrace also natural and 

organic features”. Green or natural cosmetics can be mistaken for organic cosmetics; 

however organic cosmetics have a much more strict definition (Chin et al., 2018; Amberg 

and Fogarassy, 2019). Organic PCPs are produced only with natural ingredients, without 

pesticides, without fertilizers made synthetically or from sewage sludge, and without 

genetically modified organisms or ionizing radiation (Organic.org, 2016; Ghazali et al., 

2017; Zollo et al., 2021).  

Matić and Puh  (2016, p. 55 ) argue that there are three kinds of consumers of green or natural 

products: “the health-conscious consumer who purchases for his own health benefits; the 

environmentalist who buys green as a contribution to the protection of the environment and 

the quality hunter who is persuaded that green products have a superior taste or superior 

performance”. Kim and Chung (2011) propose that the three attitudes that influence 

purchasing of organic cosmetics are health consciousness, environmental consciousness, and 

appearance consciousness. A study conducted by Sadiq, Adil and Paul (2021) suggests that 

consumers with high environmental and health concern are more likely to purchase eco-

friendly cosmetics regardless of any barriers to consumption. Lin et al. (2018) found that for 

some participants in their study animal testing of cosmetics was their top concern when 

purchasing cosmetics and for some the packaging or natural ingredients were more 
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important. Thus, it can be deduced that the same positive attitudes toward natural PCPs can 

have many different motivations and emotions behind them. 

2.4.1 Health 

The negative effects of synthetic ingredients and chemicals in personal care products have 

made consumers more wary of purchasing regular PCPs (Pervin, Ranchhod and Wilman, 

2014; Lin et al., 2018; Mishra, 2018; Amberg and Fogarassy, 2019). It is an industry standard 

to use chemical additives in regular cosmetics in order to preserve efficiency, increase 

effectiveness and make them longer lasting (Hansen, Risborg and Steen, 2012; Mishra, 

2018). Moreover, many cosmetics products such as body creams, soaps and some color 

cosmetics have been found to have harmful heavy metals in them. Consumers are becoming 

increasingly aware of the short-term and long-term effects that these various chemicals have 

on people’s health and are opting for safer cosmetics that are free from toxic chemicals and 

harmful metals (Cervellon and Carey, 2011; Hansen, Risborg and Steen, 2012; Pervin, 

Ranchhod and Wilman, 2014; Ghazali et al., 2017; Mishra, 2018; Amberg and Fogarassy, 

2019; Zollo et al., 2021). 

Ghazali et al. (2017, p. 155) found in their research that “health preservation and 

improvement of health are among the predominant motives driving organic consumption”, 

which is also confirmed by Zhang and Dong (2020) in their study. Currently, marketing 

trends are linking the use of natural cosmetics to a healthy lifestyle and healthy eating habits 

(Lin et al., 2018; Amberg and Fogarassy, 2019; Kahraman and Kazançoğlu, 2019). As 

ingredients of personal care products are one of the most important attributes in the 

consumption choice of these products, Liobikienė and Bernatonienė (2017) argue that it is 

the main direct motivator for consumers to buy such products and should therefore be 

considered by marketers. Contrary to other literature, Matić and Puh (2016) find that health 

consciousness does not have any influence on consumers’ purchase intentions toward natural 

cosmetics. They argue that it has to do with lack of market regulation on what is defined as 

natural cosmetics, thus leading to increased distrust in natural cosmetics. 

2.4.2 Environment 

As PCPs are washed off the body into the environment, many consumers are also concerned 

about the effect that the harmful chemicals and metals have on the environment (Lin et al., 

2018; Mishra, 2018). Additionally, as consumers have become more aware of the 
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environmental impact of consumption, many have become more concerned over the whole 

process of producing, consuming, and discarding cosmetics in the most environmentally 

friendly way (Kim and Chung, 2011; Hsu, Chang and Yansritakul, 2017; Chin et al., 2018; 

Amberg and Fogarassy, 2019). Amberg and Fogarassy (2019) found in their study that 86% 

of participants were influenced in their purchase decisions by environmental awareness. 

Green products can be defined as non-toxic, minimally packaged or made from recycled 

materials and reduce or prevent harmful impacts to the environment, for example the water, 

air and soil (Hsu, Chang and Yansritakul, 2017; Chin et al., 2018). Additionally, production 

of these products uses less resources such as energy, water, and production materials. 

Especially in the context of natural PCPs and the environment, packaging plays an important 

role and consumers are becoming increasingly interested in the packaging of products 

(Cervellon and Carey, 2011; Pervin, Ranchhod and Wilman, 2014; Lin et al., 2018; Amberg 

and Fogarassy, 2019; Prakash et al., 2019; Matusow, 2021). According to Amberg and 

Fogarassy (2019) 68% of the participants in their study were willing to pay more for products 

with packaging made from natural materials. Natural PCPs are often packaged in a more 

environmentally friendly way, for example in packaging made from recycled materials, 

packaging that uses less or no plastic compared to traditional cosmetics, biodegradable 

packaging or no packaging at all (Cervellon and Carey, 2011; Ghazali et al., 2017; Ristioja, 

2018; Amberg and Fogarassy, 2019; Matusow, 2021; Pinto, 2021). The latter can be 

described as zero-waste cosmetics, where the product and its packaging does not contain any 

waste or is completely biodegradable and compostable (Săplăcan and Márton, 2019; 

Matusow, 2021; Pinto, 2021). 

Contrary to other literature, Cervellon and Carey (2011) found in their research that 

protection of the environment was not a priority in the purchase decision of natural 

cosmetics, as the reasons for purchasing were mainly egocentric and involved for example 

personal health concerns. 

2.4.3 Animal welfare 

Issues regarding environmental destruction and animal welfare rights has led to the 

development of the organic personal care market, which has begun offering products without 

the use of pesticides, synthetic chemicals and animal testing (Kim and Chung, 2011). Animal 

welfare and animal ingredients in cosmetics have become a concern among consumers and 

have an impact on the shopping habits and lifestyle choices of ethical consumers (Shaw et 
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al., 2005; Pervin, Ranchhod and Wilman, 2014; Montagnini, Maggioni and Sebastiani, 2016; 

Lin et al., 2018). Wheale and Hinton (2007) find in their research that animal welfare rights 

are the most important ethical consideration that consumers have in the toiletries and 

cosmetics market sector, in which animal rights take priority over environment and human 

rights concerns. 

3 THEORETICAL MODELS IN THE NATURAL PCP CONTEXT 

“Values are stable constructs that do not change easily, even when investing considerable 

effort” (Krystallis, Vassallo and Chryssohoidis, 2012). Values are broad psychological 

constructs and can affect consumers’ opinions and interests as well as their motivated 

behavior (Hansen, Risborg and Steen, 2012). Steenhaut and Van Kenhove (2006) discovered 

that there is a connection between ethical consumer decision making and consumers’ values 

and beliefs. Multiple studies show that values are linked to ethical consumption, for example, 

in the natural PCP market (Hansen, Risborg and Steen, 2012; Krystallis, Vassallo and 

Chryssohoidis, 2012; Yamoah et al., 2016; Bullock, Johnson and Southwell, 2017; Mishra, 

2018). Therefore, understanding consumers’ values and attitudes can help marketers predict 

consumer behavior and implement better marketing strategies (Krystallis, Vassallo and 

Chryssohoidis, 2012). 

Multiple studies pertaining to ethical consumption utilize Schwartz's (1992) Theory of Basic 

Human Values as well as Ajzen's (1991) Theory of Planned Behavior (TPB) to form a 

theoretical background or framework to understand the relationship between values and 

attitudes and consumer behavior (Hansen, Risborg and Steen, 2012; Yamoah et al., 2016; 

Mishra, 2018; Jain, 2019). The theories are not all-encompassing, but they complement each 

other well to form a wholesome picture of consumer behavior in the PCP market. 

Although values can guide behavior, past research has shown that they cannot explain 

behavior entirely. Therefore, it would be useful to invoke an attitudinal construct to act as a 

mediator between values and behavior (Krystallis, Vassallo and Chryssohoidis, 2012). 

Yamoah et al. (2016, p. 182) argues that including values into a model of purchase intention 

of fairtrade products may “contribute to a better understanding of the underlying motivations 

behind ethical consumer purchasing”. Previous research has shown that combining the TRA 

(previous version of TPB) with other theories is crucial for obtaining and analyzing specific 

findings (Chin et al., 2018). The TPB has been criticized for not including ‘moral 

influences’, which affect behavior (Yadav and Pathak, 2016). Moral obligations can be 
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useful especially in studying ethical consumption where consumers have concerns for 

themselves and the environment and society, and where the possibilities of conflicts between 

personal and social gain may arise. What Yadav and Pathak (2016) describe as moral 

obligations can be considered similar to the study of values, which is why the TPB is an 

appropriate fit with Schwartz’s value theory. Hauser, Nussbeck and Jonas (2013) also point 

out that the TPB is an incomplete theory unless values are also studied. 

Jain (2019) created a dual theoretical framework using the TPB (Ajzen, 1991) and 

Schwartz's (1992) Theory of Basic Human Values to provide a holistic view on sustainable 

luxury fashion consumption. The study aims to understand the impact of values on the 

attitude and behavior of sustainable luxury goods for which Schwartz’s theory is deemed the 

most viable option. Additionally, TPB explains both personal and social values in consumer 

behavior research, which is why it complements the value theory well (Jain, 2019). The dual 

framework “exhibits relationship between culture, values, attitude, subjective norm, 

perceived behavioral control, purchase intention and purchase behavior” (Jain, 2019, p. 139). 

The study provides a thorough understanding of how self-oriented and others-oriented values 

influence purchase behavior and how consumers may have different reasons for sustainable 

consumption of luxury products. Although the framework was designed for the luxury 

fashion market, it could be adapted into different contexts, such as the natural PCP market. 

3.1 Human Value Theory and Ethical Consumption 

The Human Value Theory (Schwartz, 1992) has been used to study consumers’ values and 

purchase intention in the ethical and natural cosmetics market as well as in other sustainable 

consumption contexts, such as organic food. Many similarities exist between organic food 

consumption and natural PCP consumption, which is why some of the findings from organic 

food related studies are also used as the basis of this research (Ghazali et al., 2017). This 

section will review the findings of various studies using the Human Value Theory and a few 

other value-related studies in the cosmetics industry as a basis for this research. 

Much of the empirical research on ethical consumption shows that benevolence and 

universalism values are highly correlated with each other and also often correlated with 

ethical consumption (Shaw et al., 2005; Ma and Lee, 2012; Bullock, Johnson and Southwell, 

2017). Papista and Dimitriadis (2019) discuss the altruistic benefits that consumers can have 

when consuming ethical products or services, where the consumer is motivated by the warm 

feeling of giving to a good cause. 
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Mishra (2018) hypothesizes that “self-enhancement will be negatively related to attitude 

toward toxic chemical-free cosmetics” in their study on Indian consumers. However, the 

study showed that self-interest values such as self-enhancement and openness to change 

were more important than self-transcendence values in the purchase of green cosmetics. Self-

enhancement and openness to change had a positive effect on attitude toward toxic-free 

cosmetics whereas self-transcendence and conservation values had a negative influence on 

attitude. Consumers were mainly concerned about negative health effects that chemicals in 

cosmetics would cause, and these were the main reasons for purchase interest. In a different 

study on organic food consumption in India, it was found that egoistic motives such as health 

consciousness were more important than altruistic motives such as environmental concern 

in the purchase decision making process (Yadav and Pathak, 2016). These findings are in 

line with the previous study by Cervellon and Carey (2011), where it was found that 

consumers’ motives for purchasing green beauty products was more ego-centric than eco-

centric. Consumers were mainly worried about allergies, irritation, or even serious diseases 

that chemicals in cosmetics could cause. Environmentally friendly aspects of the products 

were seen as a positive addition, but not the main reason for purchase. Although many 

studies attribute health consciousness under self-enhancement values, Shaw et al. (2005) 

find that in the case of grocery shopping, many consumers are highly influenced by the desire 

to maintain their physical and mental health in their purchase behavior, and health was 

attributed by many as a security value. The security value is part of conservation values. 

On the contrary, in a study by Hansen, Risborg and Steen (2012) regarding free-of cosmetics, 

it was found that self-transcendence values positively influenced consumers’ attitudes 

toward free-of cosmetics, whereas self-enhancement values had a negative influence on 

attitude. They conclude that the if a company only references personal benefit such as beauty 

effects of the cosmetics to consumers who emphasize self-transcendence values, it may 

prevent consumers from forming positive attitudes toward the products. 

Although hedonic values have not always been linked to ethical consumption (Ladhari and 

Tchetgna, 2017), it may still be an important value to consider in the purchase behavior of 

natural PCPs. The consumption experience is both a rational and a hedonic activity, and 

consumers seek fun, enjoyment, and sensory stimulation in their consumption behavior in 

addition to the solution to their problem (Ladhari and Tchetgna, 2017). In Ghazali et al.'s  

(2017) study on organic PCPs, hedonic value was surprisingly found to have the strongest 

influence on attitude toward organic PCPs. Highlighting hedonic properties in products such 
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as smell, texture or visual aspects that stimulate pleasure and enjoyment in the consumer 

could be leveraged by marketers in creating marketing strategies. 

3.2 Theory of Planned Behavior and Ethical Consumption 

The theory of planned behavior has been used previously in many studies predicting green 

consumer behavior, and is thus an appropriate theory to use in researching the antecedents 

of intention to buy natural PCPs (Kim and Chung, 2011; Zhang and Dong, 2020). It can be 

used as a theoretical foundation “to model the connecting link between consumer values, 

attitudes and purchase behaviour” (Mishra, 2018, p. 190). In the ethical consumption 

domain, the theory claims that “individuals are likely to engage in certain behaviour if they 

believe it will provide them with positive consequences (favorable attitudes) and social 

approval (subjective norms), and if they have greater control over performing the behaviour 

(PBC)” (Nguyen, Lobo and Greenland, 2017, p. 380). Attitude toward the behavior is linked 

to self-oriented (personal) values, subjective norm is tied to others-oriented (social) values 

and perceived behavioral control is connected to, for example, economic values (Jain, 2019). 

Hsu, Chang and Yansritakul (2017) discovered that attitude, subjective norm, and perceived 

behavioral control have a positive association with purchase intentions of green skincare 

products. In addition, price sensitivity and the product’s country of origin served as a 

moderator for the TPB theory. The results showed that the consumers who had either a 

positive attitude toward the products, high subjective norm or high perceived behavioral 

control and had a higher tolerance for price changes and were influenced by the country of 

origin were most likely to purchase green skincare products. In the case of organic food 

products, Yadav and Pathak (2016) found that attitude and perceived behavioral control 

influenced organic food purchase significantly, whereas subjective norm did not. 

As many studies show, positive attitude toward natural PCPs, or ethical products in general, 

also increases purchase intention (Kim and Chung, 2011; Yamoah et al., 2016; Ghazali et 

al., 2017; Chin et al., 2018). Chin et al.'s (2018) and Kim and Chung's (2011) studies 

revealed that attitude is the key factor that predicts behavioral intention toward purchasing 

green skincare products. Mishra's (2018) study also revealed a positive linkage between 

attitude and purchase intention of free-of cosmetics. According to Ghazali et al. (2017), 

attitude is the most important factor in the prediction of intention to repurchase organic PCPs 

compared to subjective norms and perceived behavioral control. Encouraging favorable 

attitudes toward the products is crucial for maintaining long-term sustainability of the 
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industry. Marketers should develop their messaging to harness positive attitudes and avoid 

sending ambiguous signals to existing and prospective customers (Yamoah et al., 2016). 

Social norms affect consumer behavior (Melnyk, Carrillat and Melnyk, 2022). People do not 

only consume cosmetics for personal or functional benefits but may also consume them to 

communicate with others. Cosmetics can be used to augment attractiveness or communicate 

implicit messages about the user (Mishra, 2018). The subjective norm and level of 

importance one places on complying with the expectations of people who are important to 

the consumer may therefore influence purchase of natural PCPs. Hansen, Risborg and Steen 

(2012) found that subjective norm influences consumers’ purchase of free-of cosmetics for 

two main reasons. The first is experience information, meaning questions such as “will this 

product damage my skin?, is this product easy to use?” (Hansen, Risborg and Steen, 2012, 

p. 484), where consumers rely on their friends and relatives for guidance and information 

regarding products. The second is the social pressure of looking desirable, which motivates 

consumers to comply with the expectations of others. 

However, the results of Mishra's (2018) study reveal that there is not a strong connection 

between subjective norm and purchase intention for free-of cosmetics. This means that 

consumers are not influenced by others’ opinions and are themselves convinced of the 

products’ ingredients, quality, and efficacy. Similarly, Ghazali et al.'s (2017) study also 

shows an insignificant relationship between subjective norms and repurchase intention of 

organic PCPs. In the context of fairtrade products, Yamoah et al. (2016) find that subjective 

norm is not an important determinant in purchase intention. 

When consumers believe they have more resources and opportunities such as money, skills, 

availability, information and time, their perception of control over their behavior is stronger 

(Kim and Chung, 2011; Nguyen, Lobo and Greenland, 2017; Ogorevc et al., 2020). 

Although some scholars previously explained perceived behavioral control as influenced 

only by external barriers, for example, price and availability, it is also based on the 

individual’s beliefs of their own control over the situation and internal factors that facilitate 

the behavior (Ogorevc et al., 2020). 

Kim and Chung (2011) hypothesize that higher perceived behavioral control (PBC) increases 

the intention to buy organic PCPs. On the contrary, if consumers have the perception that 

natural PCPs are, for example, more expensive, they might abstain from buying the products 

despite having a positive attitude toward them. Price can be an important factor relating to 
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perceived behavioral control, and marketers need to consider that positive attitudes toward 

natural PCPs may not always lead to purchasing them (Kim and Chung, 2011; Ogorevc et 

al., 2020). Yadav and Pathak (2016) also found in their study that PBC was the most 

important determinant in organic food purchase decisions from all the TPB variables. 

Carrington, Neville and Whitwell (2010) propose that there is a gap between consumers’ 

perceived behavioral control (PBC) and their actual behavioral control (ABC). ABC refers 

to actual capability that an individual has to perform a certain behavior instead of perceived 

capability. The gap between PBC and ABC relates to the attitude-behavior gap discussed 

further in section 3.3. Carrington, Neville and Whitwell (2010) argue that to increase actual 

behavioral control (ABC) and create an accurate picture of their perceived behavioral control 

(PBC), marketing tactics such as providing information and knowledge about products and 

assisting consumers to form accurate price perceptions for ethically produced products could 

be implemented. 

3.3 Variables Affecting Consumption of Natural PCPs 

It is important to consider different variables that may affect consumers’ purchase behavior 

of natural PCPs. There may be different barriers to consumption even though a consumer’s 

values and attitude toward the products are positive (Kim and Chung, 2011; Nguyen, Lobo 

and Greenland, 2017; Papista and Dimitriadis, 2019; Sadiq, Adil and Paul, 2021). Despite 

having ethical intentions, ethically minded consumers do not always choose to purchase 

ethical products (Matić and Puh, 2016; Yamoah et al., 2016). Although consumers have 

absorbed more values pertaining to ethical consumption, the concrete change in consumer 

behavior is less visible (Carrington, Neville and Whitwell, 2010; Ladhari and Tchetgna, 

2017; Osburg et al., 2019). 

It is widely mentioned that there is a notable gap between the favorable attitudes people have 

toward ethical consumption and the actual act of purchasing, called the attitude-behavior 

gap, or in some literature, the ‘ethical purchasing gap’ (Wheale and Hinton, 2007; 

Carrington, Neville and Whitwell, 2010; Akehurst, Afonso and Gonçalves, 2012; 

Montagnini, Maggioni and Sebastiani, 2016; Osburg et al., 2019). It is critical for marketers 

to understand and be able to interpret and predict the attitude-behavior gap because purchase 

intention does not always lead to purchase behavior (Carrington, Neville and Whitwell, 

2010). The most frequently mentioned reasons for attitude-behavior gap are price and 

availability, quality, product information and consumer skepticism (Tsakiridou et al., 2008; 
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Ladhari and Tchetgna, 2017; Nguyen, Lobo and Greenland, 2017; Papista and Dimitriadis, 

2019). 

However, in some cases there is no logical explanation for why consumers do not purchase 

something. Hauser, Nussbeck and Jonas (2013, p. 774) postulate that “human beings 

certainly have the unique ability for planned behavior, but they also act habitually and 

impulsively on various occasions”. Sometimes consumers act on impulse when making 

purchasing decisions, and in the case of ethical consumption, sometimes consumers simply 

forget (Carrington, Neville and Whitwell, 2010; Pervin, Ranchhod and Wilman, 2014). 

Ethical consumption behavior is complex, at times unpredictable and individual to the 

consumer, which highlights the importance for marketers to research and develop specific 

marketing tactics that are relevant to the market segment in question (Pervin, Ranchhod and 

Wilman, 2014). Although the attitude-behavior gap still exists, Akehurst, Afonso and 

Gonçalves (2012) found in their study that the gap between purchase intention and purchase 

behavior has somewhat reduced over time. 

3.3.1 Price 

Currently, the price of green or ethical products is relatively higher than for traditional 

products. Due to the fact that people place more importance and value on ethical issues, 

many are willing to pay a premium for making a more ethical consumption choice (Hauser, 

Nussbeck and Jonas, 2013; Kahraman and Kazançoğlu, 2019; Zhang and Dong, 2020). Some 

consumers even expect prices for natural products to be higher, because it is a sign of higher 

quality ingredients as they believe raw natural ingredients are more expensive (Kahraman 

and Kazançoğlu, 2019). In Lin et al.'s (2018) study, some respondents preferred green 

cosmetics to have an expensive luxury feel, and did not trust cheaper brands. 

However, much of the literature covering natural or ethical consumption mentions price as 

causing a gap between the attitude toward the product and the act of purchasing it (Wheale 

and Hinton, 2007; Tsakiridou et al., 2008; Kim and Chung, 2011; Matić and Puh, 2016; 

Ladhari and Tchetgna, 2017; Lin et al., 2018). In multiple studies relating to various ethical 

products, high prices and unavailability were reported to be significant barriers to 

consumption (Tsakiridou et al., 2008; Bucic, Harris and Arli, 2012; Montagnini, Maggioni 

and Sebastiani, 2016; Yadav and Pathak, 2016; Ladhari and Tchetgna, 2017; Papista and 

Dimitriadis, 2019; Zhang and Dong, 2020). Although a consumer may have positive 
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attitudes about a natural product, if the price is too high it may result in the consumer not 

purchasing the product (Kim and Chung, 2011; Ladhari and Tchetgna, 2017). Many 

consumers would want to purchase eco-friendly PCPs but cannot afford them (Lin et al., 

2018). Therefore price and availability should be considered as important variables when 

planning marketing strategies for ethical products (Yadav and Pathak, 2016). 

Price plays two distinct roles in how consumers evaluate product alternatives: as a measure 

of sacrifice, meaning the amount of money the consumer needs to spend and, as an 

informational cue, meaning the quality and status inferred by owning the product (Völckner, 

2008; Hsu, Chang and Yansritakul, 2017). Ethical consumers are often presented with a 

conflicting choice, where it is often easier and cheaper to choose the non-ethical alternative 

(Shaw et al., 2005; Papista and Dimitriadis, 2019). In the case of organic food purchasing a 

quote in Shaw et al.'s (2005, p. 194) study depicts the conflict well: “Resistance to 

temptation, yes it’s easy to buy cheap eggs.” This connects to conformity values where 

ethical consumers might have to exercise self-discipline when making purchases. 

Some solutions for the price barrier are proposed. In the case of fairtrade products, 

overhyping the ethical nature of the products, which is the human welfare benefit without 

emphasizing how it explains the premium price, can result in a lower intention to purchase 

the product in the consumers motivated by values other than universalism (Yamoah et al., 

2016). Hsu, Chang and Yansritakul (2017) argue that green skincare products should be 

reasonably priced, and any price differences between green and non-green products should 

be clearly explained to increase consumer confidence. To increase consumers’ perceived 

behavioral control in the case of price, marketing strategies that change consumers’ 

perception of higher prices to a perception of affordable prices might prove useful 

(Carrington, Neville and Whitwell, 2010; Kim and Chung, 2011). Strategies such as 

discounts, advertisements, new product developments and convenient purchase channels can 

make consumers believe they are able to purchase natural personal care products (Kim and 

Chung, 2011; Lin et al., 2018). 

3.3.2 Quality  

Skepticism regarding quality is one of the consumption barriers mentioned frequently in the 

literature (Bucic, Harris and Arli, 2012; Montagnini, Maggioni and Sebastiani, 2016; 

Ladhari and Tchetgna, 2017). Although some consumers attribute good quality as a key 

feature of natural products (Kahraman and Kazançoğlu, 2019), some consumers have doubts 
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concerning the quality of natural PCPs, and are suspicious about the effectiveness of natural 

products (Montagnini, Maggioni and Sebastiani, 2016). 

One of the most relevant aspects that influence the purchase decision for ethical cosmetics 

is quality perception. It is critical for companies to find ways to verify the actual superior 

level of quality for the consumer. Uncertainty of quality and higher prices of natural PCPs 

make consumers wary of trying them. However, if paying a higher price is rewarded with 

superior quality, it affects the attitude of the consumer positively (Montagnini, Maggioni and 

Sebastiani, 2016). Therefore, one way to lower the barrier of quality concerns is to make 

sure the consumer feels that the quality of the product is worth the price. It was also found 

that for consumers who were more concerned about ethical issues, natural, organic or ethical 

labels acted as proxy of quality for the consumers (Montagnini, Maggioni and Sebastiani, 

2016). 

3.3.3 Product information 

Product knowledge and information are key influencers in the decision making process of 

ethical products (Ghazali et al., 2017). When consumers do not have enough information 

about ethical products, it can act as a barrier for consumption and contribute to the attitude-

behavior gap (Shaw et al., 2005; Wheale and Hinton, 2007; Ladhari and Tchetgna, 2017). 

Consumers have the desire to make informed individual choices, which highlights the 

importance of product information in helping consumers make ethical consumption choices 

(Shaw et al., 2005; Lin et al., 2018). When consumers are more receptive to ethical product 

information and consider the information when making purchase choices, ethical 

consumption is more likely to happen (Osburg et al., 2019). 

For customers to tolerate price increases, it is important that marketers present product 

information clearly and highlight the differences between natural and regular cosmetics 

(Hsu, Chang and Yansritakul, 2017). Some ethical consumers are guided by product 

information, and they look for certain labels on products (Wheale and Hinton, 2007), which 

is why labels and certifications are important informational cues that companies can provide. 

When consumers have high product knowledge they rely on the intrinsic properties of the 

product such as function and quality, and when product knowledge is low they often evaluate 

the extrinsic properties of the products such as price and brand (Ghazali et al., 2017). Zollo 

et al. (2021) reiterate that in the case of organic PCPs, consumers need to be well informed 

about the product characteristics because quality is important to them. 
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Ghazali et al. (2017) highlight the importance of the industry providing genuine and clear 

information regarding the benefits of organic products and assuring the authenticity of their 

health and safety claims. Companies can also benefit from being able to answer any 

inquiries, complaints or questions about the products, which will in turn increase satisfaction, 

perceived value and a positive attitude and, in time, decrease price sensitivity (Hsu, Chang 

and Yansritakul, 2017). In a study conducted by Zollo et al. (2021), it is found that online 

reviews are linked to intention to use organic products and companies should encourage their 

shoppers to provide reviews of the products they have purchased. Reviews are seen as a 

shortcut for consumers to get information about products and convince them to buy them. 

The product reviews should be strategically placed on the website so the information is 

conveniently available for the consumers, and this can provide an advantage over 

competitors. 

In a study by Montagnini, Maggioni and Sebastiani (2016) on young adults, it was found 

that specialized stores were preferred by many consumers, due to their trained staff who can 

provide the customers with a reliable source of information. Sales assistants in specialized 

stores are able to provide information about the products’ ingredients, properties and 

sustainability features, providing an effective way to finalize the purchase decision for the 

consumer. It is also pointed out that in the age of self-service retail formats, a specialized 

store with knowledgeable staff can add value to young adult consumers. 

3.3.4 Consumer skepticism  

Consumer skepticism and lack of trust can be significant barriers for ethical consumption 

(Osburg et al., 2019; Ramasamy et al., 2020). Some consumers are doubtful about the impact 

of their ethical acts or are skeptical toward the ethical claims that companies make (Ladhari 

and Tchetgna, 2017). In some cases the consumers’ doubts are appropriate, as greenwashing 

incidents still occur frequently, and cause a significant setback to the enthusiasm to buy 

ethical products (Pervin, Ranchhod and Wilman, 2014; Zhang and Dong, 2020; Pino et al., 

2022). Greenwashing is a corporate green practice that is used to promote a perception that 

a company is sustainable and eco-friendly, when in fact they are not and are using it as 

misleading marketing tactic (Chen and Chang, 2013; Kahraman and Kazançoğlu, 2019; 

Szabo and Webster, 2021). 

Greenwashing attempts, misleading information or exaggerated claims in advertising lead to 

confusion among consumers and affect trust in ethical marketing in general, even for 
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companies who are providing reliable information (Osburg et al., 2019; Papista and 

Dimitriadis, 2019; Sadiq, Adil and Paul, 2021). Consumers can become skeptical of 

companies when they sense that companies are deliberately using CSR claims as a marketing 

strategy and a means to charge higher prices (Ramasamy et al., 2020; Pino et al., 2022). It 

was found that especially for consumers who are highly concerned over environmental 

issues, greenwashing had an even more significant negative impact (Zhang and Dong, 2020).  

For some consumers, it is important to know the impact of their ethical consumption choices. 

Akehurst, Afonso and Gonçalves (2012) postulate that instead of focusing marketing 

campaigns on environmental concerns, it is more effective to help the consumer understand, 

from their perspective, the impact their actions have on environmental preservation. 

In one study regarding consumer resistance toward eco-friendly cosmetics, it was found that 

the image barrier was the second most significant barrier to ethical cosmetics products 

(Sadiq, Adil and Paul, 2021). If consumers associated eco-friendly cosmetics companies 

with existing greenwashing incidents, it resulted in mistrust and negatively impacted the 

image of the company. It is proposed that, as a solution, companies could engage social 

influencers to motivate consumers to choose ethical cosmetics products and reduce 

skepticism toward the companies and their products (ibid). 

If consumers trust a brand’s ethical marketing, they are often more likely to choose ethical 

products. Trust is also often affected by a consumer’s values, therefore trust in ethical 

advertising can serve as a mediator between consumer values and ethical consumption 

(Osburg et al., 2019). For a company to establish trust with its customers can take many 

years or even decades of quality accumulation and positive word-of-mouth publicity. 

However, losing trust can often take just one incident (Zhang and Dong, 2020). Lack of 

quality information available about ethical products can also negatively affect consumer trust 

(Sadiq, Adil and Paul, 2021). Therefore, companies should aim to provide authentic 

information (Zhang and Dong, 2020). Research by Leonidou and Skarmeas (2017) showed 

that consumer skepticism decreased if the companies ethical efforts were genuine and 

altruistic. 
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3.4  Theoretical Framework and Hypotheses 

The literature review has provided the basis on which this study is built. Based on the 

literature review, a conceptual framework is presented, in addition to hypotheses regarding 

results of the study. 

Based on frameworks in existing literature (Hansen, Risborg and Steen, 2012; Mishra, 2018; 

Jain, 2019) and the analysis from the literature review the following framework is proposed. 

 

On the top level of the framework the four higher order value groups identified by Schwartz 

et al. (2012) are displayed. Values are underlying guiding constructs that affect a person’s 

individual decision making, attitudes, purchase intention and behavior (Schwartz, 2012b; 

Jain, 2019). Values lead to the formation of attitudes toward natural PCPs (Hansen, Risborg 

and Steen, 2012; Mishra, 2018), which is on the second level of the framework. In addition 

to attitude, subjective norm, and perceived behavioral control, which are the remaining 

constructs of Ajzen's (1991) Theory of Planned Behavior, affect repurchasing intentions of 

PCPs. As an addition to the two main theories studied in the literature review, other variables 

affecting consumption of natural PCPs were identified in the literature. Variables such as 

price, quality, product information and consumer skepticism can all affect repurchase 

intentions and ultimately purchase behavior, even though values and attitudes might be 

positive toward natural PCPs. The framework also displays a dashed line between perceived 

Figure 2: Theoretical framework 
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behavioral control and variables affecting consumption. This is because in the literature, 

price is sometimes mentioned as an aspect of perceived behavioral control. 

The hypotheses have been formed by analyzing the findings of the literature review to predict 

the outcome of the empirical study conducted in this research. 

Hypothesis 1: Theory of Basic Human Values  

H1.a. Openness to Change: Openness to Change values will be positively related to attitude 

toward natural PCPs. 

H1.b. Self-Enhancement: Self-enhancement values will be positively related to attitude 

toward natural PCPs. 

H1.c. Conservation: Conservation values will be positively related to attitude toward natural 

PCPs.  

H1.d. Self-Transcendence: Self-transcendence values will be positively related to attitude 

toward natural PCPs. 

Hypothesis 2: Theory of Planned Behavior 

H2.a. Attitude: Attitude will be positively related to repurchase intention toward natural 

PCPs. 

H2.b. Social Norm: Social norm will be positively related to repurchase intention toward 

natural PCPs. 

H2.c. Perceived Behavioral Control: Perceived behavioral control will be positively related 

to repurchase intention toward natural PCPs. 

Additionally, variables affecting ethical consumption (price, quality, product information, 

consumer skepticism) will be studied, and the level of influence they have will be evaluated. 

4 METHODOLOGY 

The previous sections of this paper discuss the theoretical background of the research, 

through an in-depth literature review regarding values, attitudes, and purchase intentions of 

natural PCPs. Various academic articles were the main source of secondary data collected, 

which were supplemented with a few relevant webpages. The empirical research of this 
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study is quantitative in nature. This chapter focuses on the primary data collected through a 

survey and provides a thorough description of chosen analytical methods. 

4.1 Data Collection and Sample Description 

The primary data used in this study were collected during a week in November 2022 using 

a quantitative online questionnaire. A link to the survey was distributed in various channels, 

to reach as many respondents as possible. The survey link was shared to the researcher’s 

personal networks, such as Instagram and directly to contacts on WhatsApp, Facebook and 

via email. The link was also shared to two Facebook groups for natural PCP consumers: 

Luonnonkosmetiikka (Natural PCPs) with 31,300 members in November 2022 and 

Kotimainen Luonnonkosmetiikka (Finnish Natural PCPs) with 3,100 members in November 

2022. Sugar Helsinki Oy, a Finnish PR agency for sustainable brands also posted the link to 

the survey on their company’s Instagram story, with a reach of 10,500 followers in 

November 2022. To drive response, respondents were able to enter a raffle for a 50€ gift 

card to Ruohonjuuri, a retail chain that sells natural PCPs, organic food, and other health 

products. The gift card seemed to encourage people to respond, as the gift card was directly 

linked to an interest in the research topic. 

As this study focuses on repurchase intentions of natural PCPs, only participants who had 

purchased natural PCPs in the last 12 months were recruited. This was mentioned in the 

introduction to the survey. It was also set as the control question in the survey to ensure that 

only people who answered that they had purchased natural PCPs in the last 12 months were 

able to continue answering the rest of the survey. This specific parameter was chosen based 

on a previous study conducted by Ghazali et al. (2017), which also studied repurchase 

intentions and values related to organic PCP consumers. The study was aimed at Finnish 

consumers or consumers living in Finland and was therefore distributed only in Finnish.  

The actual reach of the survey is impossible to know, however a rough estimate can be made. 

If all channels where people could have had access to the link are calculated together it can 

be estimated to be around 45,500. However, it is impossible to determine the actual reach as 

there is no way to know how many people who saw the link fit the natural PCP consumer 

parameter. It is therefore not possible to calculate the rate of response. Additionally, as the 

survey was anonymous, technically there was the possibility that a single person could have 

responded to the survey more than once. After eliminating 13 responses who answered the 

control question with a negative response, a total of 676 responses were received through all 
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channels. The number of responses was significantly higher than the initial target of 150 

responses. 

The survey also had demographic questions of age and gender to help categorize 

respondents. Most respondents were within the age range of 25 to 45, with 41.4% of 

respondents being between 25-34 years old, and 30.9% being between 35-44 years old. The 

youngest respondent to the survey was 14 and the oldest was 72, giving a wide range of 

different aged respondents. A significant majority of the respondents were women, the 

distribution of genders being 98.1% women, 1.2% men and 0.7% other. This could be 

considered as a limitation to the study. With the gender distribution being essentially one-

sided, it was not scientifically sound to make any differentiations between different genders 

in further analyses. 

The purchase frequency question also produced interesting findings. Only 2.7% of 

respondents purchased natural PCPs once a year, with all other respondents purchasing 

natural PCPs a few times a year or more. 47.1% of respondents purchased natural PCPs once 

a month or more than once a month, showing that almost half of the respondents were 

frequent buyers of natural PCPs. 

 

  Frequency 
    Absolute Relative (%) 
Gender Female 663 98.1 

 Male 8 1.2 

 Other 5 0.7 
        
Age Under 25 57 8.4 

 25-34 280 41.4 

 35-44 209 30.9 

 45-54 93 13.8 

 55-64 34 5.0 

 65 and over 3 0.4 
        
Purchase frequency Once a year 18 2.7 

 A few times a year 340 50.3 

 Once a month 258 38.2 

 More than once a month 60 8.9 

Table 1: Survey demographics 
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4.2 Survey Development and Measures 

The literature review and theoretical background served as the base for the empirical 

research, and relevant constructs were identified from previous research. The two main 

theories utilized in this study, the Theory of Basic Human Values (Schwartz, 1992) and the 

Theory of Planned Behavior (Ajzen, 1991) have been extensively used in quantitative studies 

in the consumer behavior field. Therefore, the questionnaire was designed adopting items 

primarily from relevant literature. The survey method used was a fixed-response alternative 

questions, which is the most commonly used survey method in marketing research 

(Malhotra, Nunan and Birks, 2017). 

The survey was translated into Finnish as it was aimed at Finnish consumers and consumers 

living in Finland. The translation of questions was done carefully to ensure that it would not 

affect the reliability of the questions. The complete transcript of the survey can be found in 

Finnish in Appendix A. 

Purchase intention and attitudes related to natural PCPs 

The respondents were asked how often they purchase natural PCPs, to identify how active 

they are as natural PCP consumers. The respondents could choose if they purchased natural 

PCPs more than once a month, every month, a few times a year or once a year. To measure 

repurchase intention, an item from Ghazali et al. (2017) was adopted. Additionally, some 

items from Ghazali et al. (2017), which measured attitudes toward organic PCPs regarding 

health and environment were adopted. The aim of this was to provide insight on the three 

main motivations for using natural PCPs identified in the literature review: health, 

environment, and animal welfare. A question regarding animal welfare was not found from 

existing literature, so a new item was created, which was “The choice to buy organic PCPs 

promotes animal welfare.” 

These questions were measured on a 7-point Likert scale ranging from ‘Strongly Disagree’ 

to ‘Strongly Agree’. The Likert scale was developed to measure attitudes by indicating the 

respondent’s degree of agreement or disagreement to a series of statements in a scientifically 

accepted and validated manner (Joshi et al., 2015; Malhotra, Nunan and Birks, 2017). Likert 

scales are often 5-pointed, but a 7-pointed Likert scale may perform better as it provides a 

wider range of options and thus increases probability that the responses reflect the reality of 

the respondent (Joshi et al., 2015). 
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Portrait Value Questionnaire 

To measure the value orientation of the respondents a 21-item version of a validated scale 

called the Portrait Values Questionnaire (PVQ) formulated by (Schwartz, 2012a) was used. 

The PVQ was created after the initial scale created by Schwartz (1992), called the Schwartz 

Value Survey (SVS). 

The PVQ “presents respondents with a more concrete and less cognitively complex task than 

the earlier value survey” (Schwartz, 2012a, p. 273). The PVQ presents the respondent with 

portraits of different people, and the respondent is asked to rate how similar they are to the 

given portrait. The PVQ describes people by explaining what is important to them, for 

example: “Thinking up new ideas and being creative is important to her. She likes to do 

things her own original way.” Thus, the goal of the survey is to capture the respondent’s 

values, without explicitly establishing that values are the topic of investigation (Lindeman 

and Verkasalo, 2005; Schwartz, 2012a). 

The original PVQ includes 40 items, but in 2002 a shorter, 21-item version was created for 

the European Social Survey, a biennial multi-country survey for 30 countries. A tool to 

measure values was needed, but the 40-item version was too long for the study. The 21-item 

questionnaire was designed for large surveys when time is limited. The shorter version 

dropped some items from the original and each of the ten values was represented with two 

portraits, except for universalism, for which there were three (Schwartz, 2012a). As the 

questionnaire in this study also had multiple other questions in addition to the PVQ, it was 

deemed that the shorter, 21-item version was more appropriate for the purpose of this study. 

However, using the shorter version of the questionnaire does pose limitations to the study as 

the reliability of the results is naturally lower than with the full-length questionnaire. The 

shorter questionnaire must cover broad value constructs with only a couple of items per value 

(Verkasalo et al., 2009). Although measurement reliability is compromised with the 

reduction of items, the 21-item PVQ still demonstrates “reasonable meaning equivalence 

across cultures and considerable predictive validity” (Schwartz, 2012b, p. 12). 

Schwartz (2012a) presents the 21 items that best measure all ten values most accurately. The 

items were measured on a 6-point scale with the variables (1) Not like me at all, (2) Not like 

me, (3) A little like me, (4) Somewhat like me, (5) Like me, (6) Very much like me. All but 

one of the 21 questions were used as they were listed. One item that measured the security 

value was changed from “It is very important to her that her country be safe from threats 
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from within and without. She is concerned that social order be protected” to “She tries hard 

to avoid getting sick. Staying healthy is very important to her”. The latter question was taken 

from the full length PVQ questionnaire and was deemed more fitting for the context of the 

research, to measure security value in terms of natural PCP use because health concerns were 

often prevalent in values important to natural PCP consumers in the literature review.  

It is proposed that to aid the reliability limitation that the 21-item PVQ poses, the values 

should be analyzed on a two dimensional presentation of values (Verkasalo et al., 2009). 

The dimensions would be Openness to change vs Conservation and Self-Transcendence vs 

Self-Direction, which are the four higher-order value categories. 

Theory of Planned Behavior 

The Theory of Planned Behavior was measured using scales from previous research. 

Variables measuring Attitude were adopted from Yadav and Pathak (2016) and variables 

measuring Subjective Norm and Perceived Behavioral Control were adopted from Ghazali 

et al. (2017). All items were measured on a 7-point Likert scale, where (7) indicates 

“Strongly Agree” and (1) represents “Strongly Disagree”. 

Variables affecting purchase 

In addition to the theoretical items in the survey, the variables that affect repurchase 

intentions of natural PCPs were also measured. The four main variables identified in the 

literature were price, quality, product information and consumer skepticism. Price sensitivity 

was measured by an item adopted from Amberg and Fogarassy (2019). Quality 

consciousness was measured with two items adopted from Völckner (2008) and product 

information was measured with items adopted from Ghazali et al. (2017). Appropriate scales 

to measure consumer skepticism toward natural PCP brands were not found, so two new 

scales were created to measure it. The literature review identified that the main issues related 

to consumer skepticism were consumers losing trust in brands due to greenwashing and the 

feeling that their consumption choices do not make a positive difference in the world. 

Therefore, the questions created to measure consumer skepticism were “I am skeptical about 

the statements used in natural PCP marketing.” and “I believe that choosing natural PCPs 

over regular PCPs makes no difference.” All items were measured on a 7-point Likert scale, 

where (7) indicates “Strongly Agree” and (1) represents “Strongly Disagree”. 
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4.3 Statistical Analysis Methods 

This section will cover the different statistical analysis methods used to analyze the data. In 

order to comprehensively analyze the data collected from the questionnaire, different 

multivariate techniques were utilized. First, factor analysis was conducted to reduce the 

number of variables and reveal underlying structures of the Schwartz value theory in the 

respondents. The aim was to find out whether the values corresponded with the value 

structure proposed by Schwartz. Second, cluster analysis was conducted based on the factors 

identified from the factor analysis. Clustering was used to categorize natural PCP consumers 

into distinct groups with different profiles based on the underlying values of the respondents. 

Various cross tabulations were performed to reveal more detailed information about the 

different clusters. Then, two separate regression models were conducted to explain the 

relationship between respondents’ values and attitudes toward natural PCPs, and the 

relationship between the theory of planned behavior and repurchase intention, as shown in 

the theoretical framework. Further regression models were run to examine variables 

affecting purchase intention of natural PCPs, and motivations to purchase natural PCPs. 

4.3.1 Factor analysis 

Factor analysis refers to a class of procedures used primarily for data reduction and 

summarization. It is useful when there is a large number of variables, of which most are 

correlated, that need to be reduced to a manageable level. Relationships among sets of 

interrelated variables are studied and represented in a few underlying factors. Factor analysis 

does not distinguish between dependent and independent variables as opposed to multiple 

regression or analysis of variance. Rather, it is an interdependence technique where a set of 

interdependent relationships are studied. (Malhotra, Nunan and Birks, 2017). 

Factor analysis is used, for example, to identify underlying factors that explain correlations 

among a set of variables, or to identify a new and smaller set of variables to replace the 

original set of variables for subsequent multivariate analysis, such as regression (Malhotra, 

Nunan and Birks, 2017, p. 709). In this research, factor analysis is used for both reasons: 

first to examine how the Schwartz value structure presents itself in the respondents of the 

study and to identify if new underlying value structures come forward. Additionally, factor 

analysis is then used to identify a smaller set of variables for the cluster analysis conducted 

later. 
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If the variables are standardized, mathematically, factor analysis can be represented as the 

following: 

Xi =Ai1F1 +Ai2F2 +Ai3F3 +...+AimFm +ViUi 

Where Xi = ith standardized variable 

 Ai1 = standardized multiple regression coefficient of variable i on common 

 F = common factor 

 Vi = standardized regression coefficient of variable i on unique factor i 

 Ui = the unique factor for variable i 

 M = number of common factors. 

The individual common factors can be mathematically expressed as linear combinations of 

the observed variables: 

Fi =Wi1X1 +Wi2X2 +Wi3X3 +...+WikXk 

Where Fi = estimate of ith factor 

 Wi = weight or factor score coefficient 

 k = number of variables. 

(Malhotra, Nunan and Birks, 2017, p. 711) 

To formulate the problem for factor analysis there are certain steps to be taken. The variables 

included in the factor analysis should be specified based on past research, theory and the 

judgment of the researcher and need to be measured on an interval or ratio scale (Malhotra, 

Nunan and Birks, 2017). In this study, the six-item interval scale developed by Schwartz 

(2012a) was used to measure the value variables, which makes the data suitable for factor 

analysis. An appropriate sample size should be used. It is recommended that the sample size 

is at least five times larger than the number of variables used and a sample size of 100 is 

seen as the minimum (Field, 2009; Malhotra, Nunan and Birks, 2017). The sample used for 

this study included 676 observations. There were 21 variables measuring values that were 

the variables used for the factor analysis, which means the minimum requirements are 

exceeded. The subjects-to-variables ratio is 32.19:1, which can be considered very 

satisfactory for conducting factor analysis. 
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The number of computed principal components is not decided by the researcher, rather, 

criteria for determining the number of factors must be selected. The most commonly used 

method, the latent root criterion, was chosen for the purpose of this factor analysis. In this 

method, only factors with eigenvalues greater than 1.0 are considered significant. The 

eigenvalue criterion is most reliable when there are between 20 and 50 variables (Hair et al., 

2006, p. 120), which makes it suitable for this analysis. 

Rotating the factor matrix is recommended to transform the results into a form that is easier 

to interpret and provides theoretically more meaningful factor solutions (Hair et al., 2006, p. 

123). This study uses the orthogonal rotation method called varimax procedure, which 

minimizes the number of variables with high loadings on a factor, thus enhancing the 

interpretability of the factors (Malhotra, Nunan and Birks, 2017). 

Once the factor structure is found, it is important to determine which variables are included 

in which factors. Factor loadings represent the correlation between a given variable and a 

given factor. It is recommended that for a sample size of 600, the factor loading should be 

greater than ± .21 for the results to be statistically meaningful (Field, 2009), and typically 

researchers take a loading with an absolute value of more than ± .30, if the sample size is 

larger than 350. (Hair et al., 2006). Therefore ± .30 was chosen as the factor loading cutoff 

point for this analysis. 

4.3.2 Cluster analysis 

Cluster analysis is a group of multivariate techniques that aims to group objects together 

based on characteristics they possess (Hair et al., 2006, p. 559). The main objective of cluster 

analysis is to classify objects into relatively homogenous groups called clusters (Malhotra, 

Nunan and Birks, 2017, 736-737). Cluster analysis attempts to maximize homogeneity 

within clusters as well as maximize heterogeneity between the different clusters, to help 

illustrate a natural structure among the observations on a multivariate profile (Hair et al., 

2006, p. 555). Cluster analysis, like factor analysis, examines an entire set of interdependent 

relationships. As with factor analysis, cluster analysis helps the researcher to reduce their 

data, however, cluster analysis is the obverse of factor analysis in that it reduces the number 

of objects, not the number of variables (Malhotra, Nunan and Birks, 2017). 

In marketing, cluster analysis can be used for various purposes. Cluster analysis is used by 

researchers to group, for example, consumers into distinct consumer groups to understand 
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buyer behaviors or segmenting the market. (Hair et al., 2006, p. 555; Malhotra, Nunan and 

Birks, 2017, p. 738). In this research, cluster analysis is used to classify consumer groups 

based on their values and to study their attitudes and purchase intentions toward natural PCPs 

based on the groups to which they are classified. The cluster analysis was conducted based 

on the factors obtained by the factor analysis, to provide a more manageable data set and 

results that were easier to interpret. 

Before conducting cluster analysis, a clustering procedure must be chosen. For this analysis, 

a non-hierarchical clustering procedure, often referred to as k-means clustering, was chosen 

(Malhotra, Nunan and Birks, 2017, p. 743). With non-hierarchical clustering procedures, the 

number of clusters must be pre-determined. Therefore, multiple cluster solutions were tested, 

until determining the most suitable one. This procedure is discussed further in section 5.2. 

To measure similarity, the most common measure used, the Euclidian distance, was chosen. 

The Euclidian distance means “the square root of the sum of the squared differences in values 

for each variable” (Malhotra, Nunan and Birks, 2017, p. 741). 

4.3.3 Regression 

Regression analysis is used to examine associative relationships between a metric-dependent 

variable and one or more independent variables. It can be used, for example, to determine 

whether a relationship exists between a dependent variable and independent variables, or to 

determine how much of the variation in the dependent variable can be explained by the 

independent variables, meaning the strength of the relationship. It can also be used to 

determine the structure or form of the relationship, which refers to the mathematical equation 

relating the independent and dependent variables (Malhotra, Nunan and Birks, 2017, p. 641). 

In this study, multiple regression analyses will be conducted. Multiple regression includes 

multiple independent variables, as opposed to bivariate regression with only a single 

independent variable (Malhotra, Nunan and Birks, 2017). 

It is important to note that regression analysis is concerned with the degree of association 

between variables. Although independent variables might explain variation in the dependent 

variable, it does not assume or imply causality (Malhotra, Nunan and Birks, 2017, p. 641). 
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The general form of the multiple regression model can be mathematically presented as 

follows: 

y=β0 +β1X1 +β2X2 +β3X3 +... +βkXk +e 

Where  Y = dependent or criterion variable 

 X = independent or predictor variable 

 β0 = intercept of the line 

 β1 = slope of the line 

 e = error term associated with the ith observation 

and is estimated by the following equation:  

𝑌"=a+b1X1 +b2X2 +b3X3 +...+bkXk 

Where  a = intercept 

 b1 = partial regression coefficient 

(Malhotra, Nunan and Birks, 2017) 

4.4 Validity and Reliability 

Validity and reliability are classic evaluation criteria used commonly in quantitative research 

to evaluate and avoid measurement error. Validity refers to the extent to which conclusions 

drawn from the research accurately describe or explain what happened and the extent to 

which an instrument measures what it was designed to measure, whereas reliability analyzes 

the replicability of the research under the same conditions (Hair et al., 2006; Eriksson and 

Kovalainen, 2008; Field, 2009). For an instrument to be valid, it must first be reliable. 

In this research, validity is strengthened by the fact that the theory and research methods 

were adopted from previous research. The scales for the questionnaire were also mainly 

adopted from existing literature and previous research which have validated them, apart from 

two scales created for the purpose of this study. 

Reliability, on the other hand, evaluates the consistency of the measures (Hair et al., 2006, 

p. 103). Some issues concerning reliability emerge from the way the survey was conducted. 

As the survey was anonymous it was not possible to measure reliability through replicability 

of the survey to the same sample. Additionally, the sampling method and error were strongly 
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biased by the online format of the survey. Therefore, it is possible that the sample does not 

measure the population perfectly, as in all natural PCP consumers, and thus the results cannot 

be widely generalized. However, the research still provides meaningful insights about 

natural PCP consumers in Finland and their underlying values and attitudes. 

Due to these limitations, reliability must therefore be measured through different means. 

Internal consistency reliability is used to assess the reliability of the summated scale of 

several items. A common measure for internal consistency reliability is the coefficient alpha, 

or Cronbach’s alpha, which is utilized in this study. The important feature of Cronbach’s 

alpha value is that it intends to increase with reliability. The coefficient varies from 0 to 1, 

and a value of .60 or higher indicates satisfactory internal consistency reliability (Hair et al., 

2006, p. 102; Malhotra, Nunan and Birks, 2017, p. 360). 

4.5 Research Ethics 

Research ethics should pervade the whole research process and it considers the way the 

research is conducted and reported (Eriksson and Kovalainen, 2008; Malhotra, Nunan and 

Birks, 2017). Research ethics in marketing research are especially important in maintaining 

consumer trust and highlighting anonymity and informed consent are crucial aspects of that. 

Especially in the case of marketing research that involves collecting consumers’ data, 

disseminating the research findings and potentially creating marketing campaigns based on 

the findings, if consumers feel like their views have been misused or misrepresented, it may 

affect their willingness to partake or their honesty and full engagement into future studies 

(Eriksson and Kovalainen, 2008; Malhotra, Nunan and Birks, 2017). As this research 

concerns consumers’ personal values and attitudes in relation to their purchase intention, it 

is especially important to consider research ethics in every part of the research. 

The target of this research is to better understand the values and attitudes of natural PCP 

consumers and their repurchasing intentions, as well as barriers that might influence 

repurchasing intentions. This can provide natural PCP marketers insight into their 

consumers’ behavior. Concern over the environment, animal welfare and rising health issues 

have made consumers increasingly aware of their PCP use (Cervellon and Carey, 2011; Chin 

et al., 2018; Amberg and Fogarassy, 2019). As most people use personal care products such 

as soap, toothpaste, cosmetics, and hair products daily, the synthetic chemicals can have a 

significant impact on the environment and on people’s health. Animal testing is also an 

ethical issue in the PCP sector (Kim and Chung, 2011; Mishra, 2018; Amberg and Fogarassy, 
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2019). Natural PCPs contribute positively to the world by having a lower environmental and 

chemical impact, as well as strict criteria when it comes to animal welfare. As this research 

benefits natural PCP marketers in understanding their consumers better, it also has an ethical 

implication in possibly contributing to solving the issues of the PCP sector at large. 

In terms of research design and data collection, ethical considerations and risks have 

conscientiously been taken into account. Anonymity is a defining principle in research ethics 

(Eriksson and Kovalainen, 2008; Malhotra, Nunan and Birks, 2017). The questionnaire was 

completely anonymous and taking part in it was voluntary, which is important for the 

respondents to understand (Eriksson and Kovalainen, 2008). However, as the questionnaire 

entailed the opportunity to enter a raffle, it required the researcher to take extra caution when 

handling respondents’ contact information. Although all the questions in the questionnaire 

were mandatory to answer, the respondents were informed that they were in no way obliged 

to enter their contact information, and it was only necessary to do so in order to enter the 

raffle. Upon extracting the survey data, all the contact information was first copied into a 

separate document for the raffle, and the contact information was deleted from the data set 

with the survey answers. Therefore, there was no possibility for the researcher to connect 

any respondent’s contact information to their answers. All contact details were deleted 

completely after the raffle was completed and the winner had been contacted. Eriksson and 

Kovalainen (2008) also mention that respondents should have the opportunity to contact the 

researcher with any questions or concerns. Therefore, the researcher’s email address was 

provided for that purpose. 

It can be concluded that ethical research practices have been applied in all stages of the 

research process and the chosen research topic can also have a positive impact from an 

ethical point of view. 

5  FINDINGS  

After the data was collected through the online survey and analysis software Webropol, it 

was transferred to IBM SPSS Statistics 28 for further analysis. The data was coded into a 

suitable format, and the SPSS software was used to perform all the analyses. This chapter 

will present the findings from the empirical research in this study. 
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5.1 Factor Analysis 

Factor analysis was run to identify underlying value structures of natural PCP consumers. It 

was also necessary to determine how well the value structure presented by Schwartz (1992) 

actually corresponded with the value structures of the respondents. Principal component 

factor analysis was the analysis technique used in this research, which is recommended when 

the primary goal is to “determine the minimum number of factors that will account for 

maximum amount of variance” (Malhotra, Nunan and Birks, 2017, p. 717). 

First it was necessary to confirm whether the sample and variables were suitable for factor 

analysis. For this, Bartlett’s test of sphericity and the Kaiser-Mayer-Olkin (KMO) measure 

of sampling adequacy were used. The desired reference value of Bartlett’s test is less than .05 

and the desired reference value for the KMO measure is over .50 (Malhotra, Nunan and 

Birks, 2017, p. 711-712). In this study, The Bartlett’s test of sphericity showed a significance 

value of .000, which indicated high statistical significance. The KMO value was .770, which 

indicated that the data was suitable for factor analysis. Both values can be considered very 

satisfactory, as the values were much better than the minimum requirements of the desired 

reference values. 

The principal components factor analysis resulted in six factors. As the criterion chosen to 

determine the number of factors was the latent root criterion, only factors with eigenvalues 

greater than 1.0 were accepted. The six factors explain 57.86% of the total variance. The 

percentages of total variance that each factor explained are shown in Table 2. 

 

Factor % of total variance explained 
F1 18.95 
F2 11.47 
F3 10.8 
F4 6.01 
F5 5.53 
F6 5.1 
Total 57.86 

 

The Cronbach’s alpha was used to test the internal consistency reliability of the factors. The 

coefficient varies from 0 to 1, and a value of .60 or higher indicates satisfactory internal 

Table 2: Variance explained by the factors 
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consistency reliability (Malhotra, Nunan and Birks, 2017, p. 360). The Cronbach’s alpha 

was satisfactory for Factors 1 through 4, however, Factors 5 and 6 had values below .60, 

which indicate that the variables inside each factor do not measure the same thing reliably. 

However, the value questions in the factors are very different, so it is to be expected that the 

Cronbach’s alpha values are low. The Cronbach’s alpha is also usually lower when there are 

less variables, and Factors 5 and 6 have only two and three variables respectively. 

The results of the factor analysis are presented in Table 3. The table also includes the factor 

loadings, communalities (h2) and Cronbach’s alpha values for each factor. 
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Factor Item Survey question Factor loading h2 Cronbach’s Alpha 

F1: Self-
Enhancement AC2 Being very successful is important to her. She 

likes to impress other people. .803 .707 .734 

 PO1  It is important to her to be rich. She wants to 
have a lot of money and expensive things. .715 .571  

 AC1 It's important to her to show her abilities. She 
wants people to admire what she does. .713 .563  

 PO2 
It is important to her to be in charge and tell 
others what to do. She wants people to do 
what she says. 

.672 .495  

  TR1 
She thinks it's important not to ask for more 
than what you have. She believes that people 
should be satisfied with what they have (R). 

.485 .571   

F2: Self-
Transcendence UN1 

She thinks it is important that every person in 
the world be treated equally. She wants 
justice for everybody, even for people she 
doesn’t know. 

.758 .595 .676 

 BE1 
It's very important to her to help the people 
around her. She wants to care for other 
people. 

.680 .486  

 UN3 
She strongly believes that people should care 
for nature. Looking after the environment is 
important to her. 

.653 .502  

 UN2  

It is important to her to listen to people who 
are different from her. Even when she 
disagrees with them, she still wants to 
understand them. 

.580 .436  

  BE2 
It is important to her to be loyal to her friends. 
She wants to devote herself to people close 
to her. 

.534 .394   

F3: Openness 
to Change ST2  She looks for adventures and likes to take 

risks. She wants to have an exciting life. .801 .722 .732 

 ST1  
She likes surprises and is always looking for 
new things to do. She thinks it is important to 
do lots of different things in life. 

.790 .687  

 HE2 
She seeks every chance she can to have fun. 
It is important to her to do things that give her 
pleasure. 

.585 .656  

  SD1  
Thinking up new ideas and being creative is 
important to her. She likes to do things in her 
own original way. 

.354 .423   

F4: Conformity CO1  
She believes that people should do what 
they're told. She thinks people should follow 
rules at all times, even when no-one is 
watching. 

.810 .685 .670 

  CO2  
It is important to her always to behave 
properly. She wants to avoid doing anything 
people would say is wrong. 

.764 .641   

F5: Hedonism HE1  Having a good time is important to her. She 
likes to “spoil” herself. .674 .730 .248 

  TR2  Religious belief is important to her. She tries 
hard to do what her religion requires (R). .626 .459   

F6: Secure Self-
Direction SE2  She tries hard to avoid getting sick. Staying 

healthy is very important to her. .808 .698 .365 

 SE1  
It is important to her to live in secure 
surroundings. She avoids anything that might 
endanger her safety. 

.513 .620  

  SD2  
It is important to her to make her own 
decisions about what she does. She likes to 
be free to plan and to choose her activities for 
herself. 

.476 .512   

(R) = Item reverse scaled    
SD = Self-Direction, ST = Stimulation, HE = Hedonism, AC = Achievement, PO = Power, SE = Security, CO = Conformity,  
TR = Tradition, BE = Benevolence, UN = Universalism 

Table 3: Results of the principal components factor analysis 
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The results of the factor analysis presented interesting findings regarding Schwartz's (1992) 

value theory. Schwartz has divided the ten values into four higher order value categories, 

labelled as self-enhancement (which includes achievement, power and hedonism), openness 

to change (which includes self-direction, stimulation and hedonism), self-transcendence 

(which includes universalism and benevolence) and conservation (which includes tradition, 

conformity and security). However, the factor analysis indicates that with this sample, the 

values would more accurately be divided into six categories. Although the factor analysis 

suggests six value categories instead of four, the way the values are grouped shows that the 

overall value structure presented by Schwartz is relatively well replicated in this study. 

Factor 1 contains both achievement variables and both power variables, which are the main 

values in the original self-enhancement value category. Additionally, respondents who 

valued power and achievement did not value tradition, which was measured with the 

question about not asking for more than what you already have. Respondents who placed 

high importance on Factor 1 valued becoming rich and buying expensive things, becoming 

successful and admired, being in charge, and did not think people should be satisfied with 

what they already have. 

Factor 2 contains all variables that measure self-transcendence in Schwartz’s model and is 

thus perfectly replicated as a value category. Respondents who placed high importance on 

Factor 2, showed selfless values, such as wanting equality for all, caring for nature, and 

caring for and understanding others around them, especially their loved ones. 

Factor 3 contains both stimulation variables, as well as one variable measuring self-direction 

and one variable measuring hedonism. Therefore, Factor 3 also replicates Schwartz’s theory 

on openness to change values relatively well. Respondents who placed high importance on 

Factor 3 valued being adventurous and trying new things, having an exciting life with 

surprises, having fun, and being creative. 

Factor 4 contains only both conformity values, which is only one aspect of the conservation 

value category. In this study, conformity values were not closely connected to security and 

traditional values, as they are in Schwartz’s theory. Respondents who placed high 

importance on Factor 4 wanted to behave in a way that others find acceptable, and believed 

people should always do what they are told and follow rules. 

Factor 5 contains one variable measuring hedonism and one reverse scaled variable 

measuring tradition from a religious perspective. Respondents who placed high importance 
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on Factor 5 valued having fun and treating themselves, however, religious belief was not 

important to them. 

Factor 6 contains both variables measuring security and one variable measuring self-

direction. Respondents who placed high importance on Factor 6 valued staying healthy and 

living in secure surroundings, but also placed importance on being free to choose what they 

want to do and to make their own decisions. This factor was named secure self-direction, as 

the values represent wanting to have the freedom to decide about their life for themselves 

while still being safe and healthy. 

To summarize, the factor analysis identified six different higher order value categories that 

emerged from the sample of natural PCP consumers in Finland. The value categories are 

briefly described in Table 4. 

 

Factor Description 
F1: Self-
Enhancement 

The individual values becoming rich and buying expensive things, 
becoming successful and admired, being in charge, and does not think 
people should be satisfied with what they already have. 
  

F2: Self-
Transcendence 

The individual has selfless values, such as wanting equality for all, 
caring for nature, and caring for and understanding others around 
them. 
  

F3: Openness 
to Change 

The individual values being adventurous and trying new things, having 
an exciting life with surprises, having fun, and being creative. 
  

F4: Conformity The individual believes people should always do what they are told 
and follow rules and wants to behave in way that others find 
acceptable. 
  

F5: Hedonism The individual values having fun and treating themselves, however, 
religious belief is not important to them.  
  

F6: Secure 
Self-Direction 

The individual values staying healthy and living in secure 
surroundings, but also wants to be free to choose what they want to 
do and make their own decisions.  

  

Table 4: Value categories 
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5.2 Cluster Analysis 

A cluster analysis was conducted as a follow-up analysis after the factor analysis to further 

answer the research question “What kind of values do consumers of natural PCPs have?”. 

The main objective of the cluster analysis was to identify distinct consumer groups that share 

similar values based on the value categories determined from the factor analysis. The 

technique chosen for this analysis was a non-hierarchical clustering method, k-means 

clustering. The method aims to group objects into distinct groups with similar characteristics, 

where the similarity within groups is high and the dissimilarity between different groups is 

high. 

As briefly mentioned in the methodology section, when conducting non-hierarchical cluster 

analysis, it is up to the researcher to decide the optimal number of clusters. Despite the 

disadvantages of having to pre-specify the number of clusters and the fact that the selection 

of cluster centers is arbitrary (Malhotra, Nunan and Birks, 2017, p. 743), non-hierarchical 

methods have gained increased acceptability and usage (Hair et al., 2006, p. 591). 

To determine the most suitable number of clusters, different cluster analyses were run with 

the number of clusters being set at 3, 4 and 5. After careful analysis and consideration, four 

clusters were deemed as the most suitable number of clusters for the analysis, as the groups 

offered the most interesting results from a theoretical standpoint and were relatively easy to 

interpret. The sizes of the clusters were also the most equally balanced with four clusters. 

In Table 5 below, the final cluster centers are presented. On the left columns, the clusters, 

and the number of members in each cluster are shown. The numbers on the right represent 

the means each factor gets for observations in each cluster. 

 

Cluster N F1 F2 F3 F4 F5 F6 
1 177 -.375 .243 -.162 .229 -.439 -1.006 
2 172 .083 .153 -.261 -1.141 .232 .190 
3 188 .552 .540 .429 .526 .023 .473 
4 139 -.372 -1.229 -.051 .408 .241 .406 

 

Table 5: Final cluster centers 
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The cluster centers were used to interpret and describe the profiles of the different clusters. 

In addition to the cluster analysis, cross tabulations were used to reveal additional insights 

of the characteristics of the groups, such as demographic information.  

Cross tabulations between cluster membership and other variables from the survey were run 

to reveal additional insights about the different consumer groups. Cross tabulations 

regarding age, repurchase intention, purchase frequency, attitudes regarding natural PCPs 

and variables affecting consumption were tested. Chi-square tests were used to determine 

whether the results were statistically significant. In terms of age distribution, the differences 

between clusters were found to be statistically significant (p < .001), however, the other 

variables were not found statistically significant.  

Next, the four distinct user groups will be introduced in more detail.  

5.2.1 Cluster 1: Selfless shoppers 

Selfless shoppers value self-transcendence and conformity values, and on the contrary, they 

especially do not value secure self-direction values in addition to other values pertaining to 

enjoying oneself or seeking success or an exciting life. Selfless shoppers care about the 

environment, human rights and others around them, and they want to be loyal to their loved 

ones. They also have conforming values, meaning they want to avoid doing what is seen as 

wrong and they always want to abide by the rules. Selfless shoppers are also not particularly 

health conscious and do not need the freedom to decide for themselves what they want to 

do. They are also not hedonistic, and do not aspire to be rich or successful. They do not seek 

adventure or stimulation either, so it could be concluded that they do not have self-interested 

values. Selfless shoppers buy natural PCPs for environmental and humanitarian reasons, and 

because they feel it is the right thing to do. They do not regard their own needs, such as 

health and enjoyment, as important values for which they would purchase natural PCPs. 

Selfless shoppers are the second largest group with 177 respondents (26.1% of the sample). 

The group of selfless shoppers represents multiple age groups; however, it mainly represents 

respondents between the ages 25 and 44. 37.9% of respondents are aged 25-34 and 37.9% 

are aged 35-44. 19.8% of the respondents in the group are aged 45 or older, which means 

that only 4.5% of the respondents are under 25. 
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5.2.2 Cluster 2: Non-conformist consumers 

Non-conformist consumers strongly feel that they do not want to conform to rules nor act in 

a certain way because it is seen as the right thing to do. Instead, they have many other values 

that guide their purchase behavior. Non-conformist consumers mainly consume for 

hedonistic and health-conscious reasons, as well as altruistic reasons such as environmental 

and humanitarian concerns. They also do not particularly seek adventure, stimulation, or 

surprises. The interesting finding with the non-conformist consumers is that they want to 

buy natural PCPs for both altruistic and egoistic motives, but they do not do it because it is 

a societal norm or seen as the right thing to do. Rather, they want to consume natural PCPs 

because they themselves want to. 

The non-conformist consumers are the second smallest consumer group with 172 

respondents (25.4% of the sample); however, it is nearly the same size as cluster 1. Non-

conformist consumers comprise of very similar age groups as the selfless shoppers, with 

39% of respondents aged 25-34 and 35.5% aged 35-44. 18.6% of non-conformist consumer 

are 45 and over and only 7% are under the age of 25. 

5.2.3 Cluster 3: Responsible achievers 

Responsible achievers interestingly have almost equally high self-enhancement values and 

high self-transcendence values, which would be contradicting values based on Schwartz's 

(1992) value theory. For responsible achievers all other values such as conformity, secure 

self-direction and openness to change are also almost equally important except for hedonism, 

which is not very important. Responsible achievers want to become rich and successful, be 

able to afford buying nice things and enjoy taking charge. However, they also care about 

others and the environment and want to conform with what is seen as doing the right thing. 

Therefore, they want to be high-achievers and buy expensive things, while also consuming 

responsibly and sustainably. They are also health-conscious consumers which may influence 

them to buy natural PCPs. They also value being creative and trying exciting new things, 

and being wealthy helps them, for example, to be able to try new products from the natural 

PCP industry. 

Responsible achievers are the largest consumer group with 188 respondents (27.8% of the 

sample), and they are also by far the youngest consumer group as well. 62% of the 
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respondents are under the age 35, with 16% of them being under 25. 21.8% of responsible 

achievers are between the ages 35-44 and 15.4% are 45 or older. 

5.2.4 Cluster 4: Health-conscious indulgers 

Health-conscious indulgers are the most health-conscious consumers of all four groups, and 

they also want to do what it seen as the right thing and abide by the rules. In contrast to all 

the other consumer groups, they do not share altruistic values at all. They do not consume 

natural PCPs for environmental or humanitarian reasons and do not want to care for others. 

However, they also do not have self-enhancement values, meaning they do not aspire to be 

rich or successful. They have hedonistic values so it could be concluded that they consume 

natural PCPs for health and enjoyment reasons. The interesting finding is that they want to 

conform to societal norms, however, altruistic values pertaining to the betterment of the 

world or helping others is not important to them. 

The health-conscious indulgers are the smallest group with 139 respondents (20.6% of the 

sample). 41.7% of the health-conscious indulgers are between the ages 25 and 34, however, 

they also have the largest older age group with 24.5% of respondents being 45 and over. 

28.8% are between ages 35 and 44 and only 5% are under 25. 
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Cluster 1: Selfless 
shoppers 

Cluster 2: Non-
conformist 
consumers 

Cluster 3: 
Responsible 
achievers 

Cluster 4: Health-
conscious 
indulgers 

F2 / .243  
Self-Transcendence 

F5 / .232  
Hedonism 

F1 /.552  
Self-Enhancement 

F4 / .408 
Conformity 

F4 / .229  
Conformity 

F6 / .190  
Secure Self-
Direction 

F2 / .540  
Self-
Transcendence 

F6 / .406  
Secure Self-
Direction 

  F2 / .153  
Self-
Transcendence 

F4 / .526 
Conformity 

F5 / .241  
Hedonism 

  F1 / .083  
Self-Enhancement 

F6 / .473  
Secure Self-
Direction 

  

    F3 / .429  
Openness to 
Change 

  

    F5 / .023  
Hedonism 

  

        

F6 / -1.006 Secure 
Self-Direction 

F4 / -1.141 
Conformity 

  F2 / -1.229 Self-
Transcendence 

F5 / -.439  
Hedonism 

F3 / -.261 
Openness to 
Change 

  F1 / -.372  
Self-Enhancement 

F1 / -.375  
Self-Enhancement 

    F3 / -.051  
Openness to 
Change 

F3 / -.162  
Openness to 
Change 

      

5.3 Regression 

Multiple regression models were used to test the hypotheses, to see how well the conceptual 

framework represented the sample, and to gain additional insights into consumers’ 

motivations and repurchase intentions of natural PCPs. The regression model examines 

whether there is a relationship between the dependent variable and independent variables, 

and to determine the strength and structure of the relationship (Hair et al., 2006, p. 169; 

Malhotra, Nunan and Birks, 2017, p. 641). 

When conducting regression analysis, the level of statistical significance must be 

determined. The most commonly used level of statistical significance accepted is .05 (Hair 

Table 6: Cluster centers for each factor 
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et al., 2006, p. 174). P-values that are .05 or lower are considered statistically significant and 

fit for analysis. The coefficient of determination (R2) and the adjusted coefficient of 

determination (adjusted R2) measure how much of the variance in the mean of the dependent 

variable is measured by the independent variables. The coefficient varies between 0 and 1, 

meaning the higher the coefficient is, the more it explains variance in the model. The 

standardized coefficient reports the strength of two metric variables, and whether it is 

positive or negative determines whether the relationship between the variables is positive or 

negative. The value can range from +1 to -1 (Hair et al., 2006, p. 170-171). 

5.3.1 Testing the hypotheses 

5.3.1.1 Hypothesis 1 

A multiple regression was run to test Hypothesis 1, which tested how much Schwartz’s value 

theory explains consumers’ attitude toward natural PCPs as shown in the conceptual 

framework. In the regression model, the dependent variable is attitude, and the independent 

variables are self-transcendence, self-enhancement, openness to change and conservation. 

The attitude variable (ATT_Total) combines the means of all three Attitude questions 

(ATT1, ATT2 and ATT3) in the survey, and the four independent variables combine the 

means of all the value questions pertaining to each higher order category. 

Results of the regression can be seen in Table 7. The model is statistically significant (p-

value <.001), and the R2 (.058) and the adjusted R2 (.053) indicate that the model only 

explains 5.3-5.8% of the variance, which is considered very low. It means that the four 

higher-order value categories identified by Schwartz only explain 5.3-5.8% of the variation 

in attitude toward natural PCPs. 

Nevertheless, the regression model produces interesting findings regarding Hypothesis 1. 

According to the regression, self-transcendence values are the only values that explain 

attitude toward natural PCPs as it is the only independent variable that is statistically 

significant (p-value <.001). The standardized coefficient value .217 indicates that self-

transcendence values are positively related to attitude toward natural PCPs, meaning that the 

higher self-transcendence values respondents have, the more positive their attitude is toward 

natural PCPs. Therefore, only H1.d. of Hypothesis 1 is accepted, and all others are rejected. 
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Independent 
variables b 

Standardized 
Coefficients t-Value p-Value 

Constant 4.798   16.694 <.001 
Openness to Change .037 .039 .737 .461 

Self-Enhancement -.053 -.058 -1.179 .239 
Conservation .068 .060 1.514 .131 

Self-Transcendence .275 .217 5.320 <.001 
         
Significance = <.001     
R2 = .058     
Adjusted R2 = .053         
Dependent variable: Attitude    

 

Hypothesis 1  
 

H1.a. Openness to 
Change 

Openness to Change values will be positively related to 
attitude toward natural PCPs.  
Rejected à Openness to Change values do not explain 
attitude toward natural PCPs. 
  

H1.b. Self-
Enhancement 

Self-enhancement values will be positively related to attitude 
toward natural PCPs.  
Rejected à Self-enhancement values do not explain attitude 
toward natural PCPs. 
  

H1.c. Conservation Conservation values will be positively related to attitude toward 
natural PCPs.  
Rejected à Conservation values do not explain attitude 
toward natural PCPs. 
  

H1.d. Self-
Transcendence 

Self-transcendence values will be positively related to attitude 
toward natural PCPs. 

  
Accepted à Self-transcendence values are positively related 
to attitude toward natural PCPs. 

 

5.3.1.2 Hypothesis 2 

A multiple regression was used to test Hypothesis 2, which tested how much Ajzen's (1991) 

Theory of Planned Behavior explained consumers’ repurchase intentions of natural PCPs as 

depicted in the conceptual framework. In the regression model, the dependent variable is 

repurchase intention, and the independent variables are attitude, subjective norm, and 

perceived behavioral control (PBC). The independent variables were all measured with two 

Table 7: Regression analysis for hypothesis 1 

Table 8: Hypothesis 1 results 
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or three questions, so the variables used in the regression combine the means of all the 

questions pertaining to each variable. 

The results of the second regression model are presented in Table 9. The model is statistically 

significant (p-value <.001), and the R2 (.084) and the adjusted R2 (.080) indicate that the 

model only explains 8.0-8.4% of the variance in repurchase intentions toward natural PCPs. 

However, the regression offers valuable results. As can be seen in Table 9, attitude, and PBC 

are statistically significant (p-value <.001 for both), meaning they both explain variance in 

repurchase intention, whereas subjective norm is not. Both attitude and PBC are positively 

related to repurchase intentions with standardized coefficient values .233 and .129 

respectively. This statistic conveys that if respondents have a more positive attitude toward 

natural PCPs, they are also more willing to repurchase natural PCPs. Similarly, if 

respondents have high PBC, they are also more willing to repurchase natural PCPs. H2.a. 

and H2.c. are thus accepted. However, subjective norm does not explain variance in 

repurchase intentions and H2.b. is therefore rejected. 

 

Independent variables b 
Standardized 
Coefficients t-Value p-Value 

Constant 3.838   9.756 <.001 
Attitude .295 .233 5.926 <.001 
Subjective Norm -.028 -.036 -.955 .340 
Perceived Behavioral Control .167 .129 3.354 <.001 
         
Significance = <.001     
R2 = .084     
Adjusted R2 = .080         
Dependent variable: Repurchase Intention     
  

Table 9: Regression analysis for hypothesis 2 
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Hypothesis 2 
 

H2.a. Attitude Attitude will be positively related to repurchase intention 
toward natural PCPs.  
Accepted à Attitude is positively related to repurchase 
intention toward natural PCPs. 
  

H2.b. Social norm Social norm will be positively related to repurchase 
intention toward natural PCPs.  
Rejected à Social norm does not explain repurchase 
intention toward natural PCPs. 
  

H2.c. Perceived 
Behavioral Control 

Perceived behavioral control will be positively related to 
repurchase intention toward natural PCPs.  

  Accepted à Perceived behavioral control is positively 
related to repurchase intention toward natural PCPs.  

5.3.2 Further regression analyses 

In addition to testing the hypotheses, additional regression models were run to offer deeper 

insights into consumers’ attitudes and repurchase intentions toward natural PCPs. A 

regression model was run with the factors identified from the factor analysis to check if it 

explained more of the variance than the original model presented by Schwartz. Another 

regression model was run to see how much the variables affecting consumption of natural 

PCPs explain repurchase intention and a model was run to identify how much the 

motivations of health, environment and animal welfare explained repurchase intention of 

natural PCPs. 

5.3.2.1 Regression analysis for factors 

As the regression model testing Hypothesis 1 did not explain much of consumers’ attitude 

toward natural PCPs, a regression was run with the six factors identified in the factor analysis 

instead of the four higher order categories identified by Schwartz (1992). As the values were 

structured slightly differently in this sample, the aim was to examine if the factors explained 

more variance in the attitudes toward natural PCPs. 

The regression produced similar results; however, some new findings were also revealed. 

Table 11 shows summary statistics for the model. The model is statistically significant (p-

value .000), and the R2 and the adjusted R2 (.094 and .086, respectively) indicate that the 

model only explains 8.6-9.4% of the variation, which is considered low. However, it does 

explain more of the variance than the original regression model, which explained less than 

6% of the variance. 

Table 10: Hypothesis 2 results 
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The model indicates that the value categories self-transcendence and secure self-direction 

explain attitude toward natural PCPs, with p-values <.001 in both. This is in line with the 

first regression model, which found that self-transcendence values (universalism and 

benevolence) explain attitude toward natural PCPs. It also indicates that both security values 

and one self-direction value also explain variance in attitudes toward natural PCPs. This was 

not visible in the initial regression model due to grouping the value categories differently. 

The regression model shows that self-transcendence values and secure self-direction values 

all explain variance in attitudes toward natural PCPs and are positively related to it. In other 

words, the higher people value self-transcendence and secure self-direction values, the more 

positive their attitude toward natural PCPs is. This offers the insight that selfless values such 

as caring for environmental and humanitarian causes, as well as personal health betterment 

positively influence attitudes toward natural PCPs. 

 

Independent variables b 
Standardized 
Coefficients t-Value p-Value 

Constant 6.413   240.796 .000 
F1: Self-Enhancement -.013 -.017 -.473 .637 
F2: Self-Transcendence .158 .218 5.911 <.001 
F3: Openness to Change -.032 -.044 -1.197 .232 
F4: Conformity -.025 -.034 -.921 .358 
F5: Hedonism .027 .037 .999 .318 
F6: Secure Self-Direction .149 .205 5.575 <.001 
 

      
 

Significance = .000 
    

R2 = .094 
    

Adjusted R2 = .086         
Dependent variable: Attitude 

    

5.3.2.2 Regression analysis for variables affecting consumption 

The conceptual framework based on the literature review identified four variables that could 

affect consumers’ repurchase intentions toward natural PCPs. The variables identified were 

price, quality, product information and skepticism. The skepticism scale was reversed to be 

in the same form as the other scales and was named the “Trust” variable.  A regression model 

was run to test if these variables explain variance in repurchase intention. 

Table 11: Regression analysis for factors 
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Table 12 shows summary statistics for the model. The model is statistically significant (p-

value <.001), and the R2 (.055) and the adjusted R2 (.050) indicate that the model explains 

only 5.0-5.5% of the variation, which is considered very low. However, the model still 

presents interesting findings. The results indicate that price (p-value .003), quality (p-

value .020), and trust (p-value .003) are all under the .05 threshold, which makes them 

statistically significant and shows that they explain variance in repurchase intention. The 

information variable does not explain variation as it is not statistically significant. 

All three variables are positively related to variance in repurchase intention. In terms of price 

this means that if people are willing to pay a higher price for natural PCPs, they also have 

higher repurchase intention, and on the contrary, people who are not willing to pay extra for 

natural PCPs have a lower repurchase intention. Consumers who seek information about the 

quality of natural PCPs and for whom buying quality natural PCPs is important have higher 

repurchase intentions. In contrast, people who are not sure about the quality of natural PCPs 

and are not quality conscious have lower repurchase intentions. It was also revealed that the 

more trust consumers have in natural PCP marketing and the more they believe that it makes 

a difference if they buy natural PCPs instead of regular PCPs, the higher their repurchase 

intentions are. That means that the more consumers are skeptical about the marketing and 

whether it makes any difference if they buy natural PCPs, the lower their repurchase 

intentions are. Based on the regression model, price sensitivity, quality concerns and 

consumer skepticism can all negatively affect intention to repurchase natural PCPs and act 

as barriers to consumption. 

 

Independent variables b 
Standardized 
Coefficients t-Value p-Value 

Constant 5.158   20.333 <.001 
Price .089 .120 3.018 .003 
Quality .090 .105 2.339 .020 
Information .017 .023 .509 .611 
Trust .104 .118 3.030 .003 
         
Significance = <.001     
R2 = .055     
Adjusted R2 = .050         
Dependent variable: Repurchase intention    
 

Table 12: Regression analysis for variables affecting consumption 
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5.3.2.3 Regression analysis for motivations toward purchasing natural PCPs 

The literature review discussed different motivations for purchasing natural PCPs such as 

personal health, concern for the environment and concern for animal welfare. Four questions 

measuring these motivations were added to the survey and a regression model was run to 

test how much these motivations explain repurchase intention. 

Table 13 shows summary statistics for the model. The model is statistically significant (p-

value <.001), and the R2 and the adjusted R2 (.086 and .080, respectively) indicate that the 

model explains only 8.0-8.6% of the variation. The results present some interesting findings. 

Only one of the health-related questions (HEA2) explains variance in repurchase intention, 

which is the question labelled “The use of natural PCPs enhances my health” (p-value .029). 

The HEA2 variable is positively related to repurchase intentions, meaning that people who 

think natural PCPs enhance their health are more willing to repurchase natural PCPs than 

those who do not. On the contrary, the statement that natural PCPs have a health-promoting 

effect in general (HEA1) does not explain repurchase intention as it is not statistically 

significant. The variable concerning animal welfare (ANI) has similar result as HEA2 

meaning it explains repurchase intentions (p-value .028) and is positively related. Consumers 

who believe that buying natural PCPs promotes animal welfare are more willing to 

repurchase natural PCPs than those who do not. Interestingly, according to the model, 

environmental concerns do not explain any variance in repurchase intentions. 

After careful examination of the dataset, it was found that the reason why environmental 

concerns did not explain variation in repurchase intentions was because an overwhelming 

94.1% of the respondents agreed that natural PCPs are environmentally friendly and only 

2% disagreed (the rest neither agreed nor disagreed). This means that nearly all respondents 

feel that natural PCPs are environmentally friendly, which is why it does not explain any 

difference in their purchase behavior. Similarly, with the first health variable, only 4.7% of 

respondents disagreed that the use of natural PCPs has a health-promoting effect, and 

therefore it does not explain variance in repurchase intention. It can be concluded that health 

and animal welfare reasons can be factors that influence consumers’ repurchase intentions, 

however environmental reasons do not have the same effect as almost everyone already 

believes that natural PCPs are environmentally friendly. 
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Independent variables b  
Standardized 
Coefficients t-Value p-Value 

Constant 5.253   22.782 <.001 

HEA1: The use of natural PCPs 
has a health-promoting effect. .063 .088 1.239 .216 

HEA2: The use of natural PCPs 
enhances my health. .110 .155 2.191 .029 

ENV: Natural PCPs are 
environmentally friendly. 7.813E-5 .000 .002 .999 

ANI: Buying natural PCPs 
promotes animal welfare. .085 .102 2.198 .028 

        

Significance = <.001     
R2 = .086     
Adjusted R2 = .080         
Dependent variable: Repurchase 
intention     

 

6 CONCLUSIONS 

This study has examined consumers’ repurchase intentions toward natural personal care 

products from a Human Value Theory perspective. The study also investigated what kind of 

values consumers in the natural PCP segment hold, and what kinds of different consumer 

groups can be identified based on these values. The primary goal was to understand how 

values affect consumer behavior in the context of natural PCPs in Finland, which could 

provide meaningful insights to marketers in the industry. This was done by reviewing past 

research, examining fundamental constructs in values from a multifaceted perspective and 

by using several multivariate a2nalysis methods to study the empirical data. 

This chapter discusses the results of the research in light of existing research to answer the 

research questions. The research questions for this thesis were (1) what values consumers of 

natural PCPs hold, (2) how consumers’ values explain attitudes toward natural PCPs, (3) 

how the Theory of Planned Behavior explains repurchase intention toward natural PCPs and 

(4) how barriers to consumption explain differences in repurchase intentions toward natural 

PCPs. Lastly, managerial implications and suggestions for further research will be provided 

and limitations to the study will be reviewed. 

Table 13: Regression analysis for motivations toward purchasing natural PCPs 
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6.1 Discussion 

Chapter 3.4 introduced the conceptual framework for the study based on the literature review 

as well as the hypotheses. Based on the findings of the research, the framework is revised to 

reflect the results of the empirical research. The structure of the framework remains 

unchanged; however, some changes have been made to the variables and their relationship 

to each other. The four original value categories identified by Schwartz (2012b) have been 

changed to six new value categories found in the factor analysis and the linkage between 

values and attitude has been revised to reflect the results of the survey. Additionally, the 

relationship between the constructs from the TPB and repurchase intention, as well as the 

variables affecting consumption have been revised. 

 

 

As can be seen in Figure 3, only self-enhancement and secure self-direction values explain 

variance in attitude towards natural PCPs. Consumers who placed high importance on these 

values had a more positive attitude toward natural PCPs than those who did not. The other 

value categories do not explain variance in attitude. The regression model that was run to 

test the relationship between TPB and repurchase intention showed that a more positive 

attitude and higher perceived behavioral control resulted in higher repurchase intention 

toward natural PCPs in consumers. Subjective norm did not explain repurchase intention. In 

studying variables affecting consumption, it was found that price, quality and consumer 

Figure 3: Revised theoretical framework 
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skepticism had a relationship with repurchase intention. Consumers who are more price 

sensitive, are less quality conscious or are unsure of the quality of natural PCPs and 

consumers who are skeptical about natural PCP marketing or whether it matters what 

products they buy, are less likely to repurchase natural PCPs. Therefore, price, quality and 

consumer skepticism are all barriers to consumption, however product information was not 

found to influence repurchase intentions at all. 

To address the first research question, factor analysis and cluster analysis were utilized. The 

factor analysis showed that Schwartz's (1992) value theory is fairly well replicated, however, 

the research showed that natural PCP consumers grouped some of the values slightly 

differently. Self-enhancement and self-transcendence values were perfectly replicated in this 

study and openness to change values were almost completely replicated. Additionally, 

hedonism and conformity became separate value categories and a new value, secure self-

direction, was created, which contained security values and self-direction values. The cluster 

analysis grouped the consumers into four distinct groups based on their values, which further 

helped reveal what values different consumer groups of natural PCPs had. 

The four consumer groups identified were selfless shoppers, non-conformist consumers, 

responsible achievers and health-conscious indulgers. 177 of the respondents were selfless 

shoppers who mainly align with self-transcendence values and conformity values. This is in 

line with much of the empirical research, which suggested that self-transcendence values are 

highly correlated with each other and often correlated with ethical consumption behavior 

(Shaw et al., 2005; Ma and Lee, 2012; Bullock, Johnson and Southwell, 2017; Papista and 

Dimitriadis, 2019). 

172 of the respondents were non-conformist consumers. Non-conformist consumers had 

both altruistic and egoistic values guiding their purchase behavior, however, they most 

strongly felt that they did not want to consume natural PCPs due to social norms. Non-

conformist consumers had mainly health-related and hedonistic values guiding their 

purchase behavior, but also self-transcendence values. Kim and Chung (2011) presented 

three motivations to purchase organic PCPs: health, environment and appearance 

motivations, and the non-conformist consumers share features of all these motivations. 

The responsible achievers were the largest consumer group with 188 respondents. Although 

Schwartz's (1992) theory presents self-transcendence and self-enhancement as contradicting 

values, responsible achievers value both aforementioned values almost equally. It can be 
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concluded that they value being wealthy and successful, while also wanting to consume 

responsibly and for various other reasons, such as health and trying new things. The research 

presents that even the consumers who most value power and achievement out of the whole 

sample still hold selfless values and consume for other reasons than just for themselves. The 

responsible achievers show that ethical sensitivity in purchase behavior has grown, as found 

also in previous research (Montagnini, Maggioni and Sebastiani, 2016; Ladhari and 

Tchetgna, 2017). 

The health-conscious indulgers were smaller than the other consumer groups with 132 

respondents. They mainly consume natural PCPs for health-related reasons, and hedonistic 

reasons, however, altruistic values are not important to them. Although somewhat 

contradictory to valuing mainly personal health and enjoyment, health-conscious indulgers 

also had conforming values and want to do what is seen as the right thing. Much of the 

literature showed the connection between more self-related values, especially health-related 

values, and consumption of natural PCPs (Cervellon and Carey, 2011; Pervin, Ranchhod and 

Wilman, 2014; Yadav and Pathak, 2016; Mishra, 2018; Amberg and Fogarassy, 2019), 

which is replicated in this consumer group. 

In reference to the second research question, only self-transcendence and secure self-

direction values explained attitudes toward natural PCPs as seen in the revised framework. 

Therefore, this research did not replicate, for example, Ghazali et al.'s (2017) findings that 

hedonism had the most influence on attitude toward natural PCPs. However, much of past 

research did exhibit that self-transcendence values influence positive attitude towards natural 

PCPs (Shaw et al., 2005; Hansen, Risborg and Steen, 2012; Ma and Lee, 2012; Bullock, 

Johnson and Southwell, 2017; Papista and Dimitriadis, 2019). In many studies, health-

related values were attributed to self-enhancement values, however, values relating to 

concern over one’s health are actually part of the security value (Shaw et al., 2005; Schwartz, 

2012a). Regardless of how it is categorized in different research, health values were seen as 

important in explaining positive attitudes or purchase intention toward natural PCPs 

(Cervellon and Carey, 2011; Pervin, Ranchhod and Wilman, 2014; Yadav and Pathak, 2016; 

Mishra, 2018; Amberg and Fogarassy, 2019), which is replicated in this study as well. 

The third research question was addressed with one of the multiple regression models, which 

examined the relationship between the Theory of Planned Behavior (Ajzen, 1991) and 

repurchase intention towards natural PCPs. In line with Ajzen's (1991) theory, the analysis 

showed that attitude and perceived behavioral control explain variance in repurchase 
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intention. As many studies showed, positive attitude toward natural PCPs, or toward ethical 

products in general, also increased repurchase intention (Kim and Chung, 2011; Yamoah et 

al., 2016; Ghazali et al., 2017; Chin et al., 2018), which was also the case in this research. 

Ghazali et al. (2017) postulated that attitude is the most important predictor of behavioral 

intention toward purchasing green skincare products. In this research, attitude had the 

highest influence toward repurchase intention compared to the other TPB variables, which 

shows that the more positive an attitude an individual has toward natural PCPs, the more 

likely they are to repurchase. As Kim and Chung (2011) hypothesized, this study also 

replicates that higher perceived behavioral control increases the intention to buy organic 

PCPs. Consumers who believe they have the ability and resources to purchase natural PCPs 

are also more likely to do so than those who do not. In line with some studies, subjective 

norm proved to be insignificant in affecting repurchase intention towards natural PCPs 

(Yamoah et al., 2016; Ghazali et al., 2017; Mishra, 2018), showing that abiding by social 

norms or pleasing loved ones are not factors that affect repurchase intention. 

Even if consumers’ values and attitudes would be positive toward natural PCPs, there can 

be different variables that act as barriers to consumption, called the ‘ethical purchasing gap’ 

or ‘attitude-behavior gap’ (Wheale and Hinton, 2007; Carrington, Neville and Whitwell, 

2010; Kim and Chung, 2011; Akehurst, Afonso and Gonçalves, 2012; Nguyen, Lobo and 

Greenland, 2017; Osburg et al., 2019; Papista and Dimitriadis, 2019; Sadiq, Adil and Paul, 

2021). Having intentions to consume ethically does not always translate into ethical 

consumer behavior (Matić and Puh, 2016; Yamoah et al., 2016), and therefore it was 

imperative to uncover the possible barriers that affect repurchase intentions and thus also 

repurchase behavior. To address this last research question, another regression analysis was 

conducted. 

The four largest variables affecting consumption identified in the literature were price, 

quality, product information and consumer skepticism (Tsakiridou et al., 2008; Ladhari and 

Tchetgna, 2017; Nguyen, Lobo and Greenland, 2017; Papista and Dimitriadis, 2019). The 

relationship between these variables and repurchase intention was measured with a multiple 

regression model. The results showed that price, quality and consumer skepticism explain 

variance in repurchase intentions, however product information did not. Previous research 

has shown that some consumers are willing to pay a higher price for ethical products (Hauser, 

Nussbeck and Jonas, 2013; Kahraman and Kazançoğlu, 2019; Zhang and Dong, 2020). This 

research also showed that the more consumers were willing to pay extra for natural PCPs, 
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the more likely they were to repurchase natural PCPs and vice versa. Therefore, price 

sensitivity is connected to lower repurchase intention and can act as a barrier to consumption 

for some consumers. Research shows that skepticism regarding quality of natural PCPs can 

also act as a consumption barrier (Bucic, Harris and Arli, 2012; Montagnini, Maggioni and 

Sebastiani, 2016; Ladhari and Tchetgna, 2017). This is replicated in the empirical research 

in this study, as consumers who are unsure of the quality of natural PCPs or who are not very 

quality conscious also had lower repurchase intentions than consumers who were more 

quality conscious. Although much of the research mentioned lack of product information as 

a barrier to consumption (Shaw et al., 2005; Wheale and Hinton, 2007; Ladhari and 

Tchetgna, 2017), in this study product information did not explain any changes in repurchase 

intentions. However, consumer skepticism was found to act as a barrier to repurchase 

intentions. In the literature, consumer skepticism was often explained as skepticism towards 

marketing claims or doubts about the impact of one’s ethical purchase behavior (Ladhari and 

Tchetgna, 2017). The research showed that consumers with higher trust were more likely to 

repurchase natural PCPs. On the contrary, consumers who were more skeptical had lower 

repurchase intentions. Therefore, consumer skepticism was also replicated as a variable 

affecting consumption. 

The empirical research also revealed that personal health and animal welfare explained 

variance in repurchase intentions, whereas environmental concerns did not. This was most 

likely because almost all respondents agreed that natural PCPs are environmentally friendly, 

therefore it did not explain any variance in repurchase intentions. However, consumers who 

more strongly agreed that natural PCPs enhance their health and/or promote animal welfare 

had higher repurchase intentions than those who did not. The analysis concluded that most 

consumers already think that natural PCPs are environmentally friendly, so it does not affect 

their intention to repurchase or not. However, animal welfare or health reasons could 

potentially affect consumers’ intentions to repurchase in a positive way. Thus, marketers 

should consider focusing marketing messaging on animal welfare and health factors, as they 

might be defining factors for which a customer would choose to repurchase. On the contrary, 

highlighting environmental friendliness might not result in higher purchase behavior. 

Overall, this research revealed interesting insights about consumers’ values and attitudes 

toward natural PCPs as well as their intentions to repurchase natural PCPs. Most of the 

findings were predicted in light of previous literature, but the study also provided original 

insights. The contribution of this research is both theoretical and contextual. Two influential 
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theories in behavioral research were utilized; the theory basic of human values and the theory 

of planned behavior in a context that has not been researched much yet. Contextually, the 

research provided further insights into the values, attitudes and consumer behaviors of 

natural PCP consumers in Finland. The insights provided in this research offer multiple 

managerial implications for marketers in the natural PCP industry, which will be presented 

next. 

6.2 Managerial Implications 

The findings of this study offer valuable managerial implications. Personal values have an 

impact on consumers’ purchase behavior, especially in the case of ethical consumption 

(Shaw et al., 2005; Osburg et al., 2019). Research has shown that personal values affect 

people’s attitudes, which in turn affect people’s intention to behave a certain way, and 

ultimately their actual behavior (Jain, 2019). To create successful marketing strategies, 

companies must understand the ethical markets they operate in (Pervin, Ranchhod and 

Wilman, 2014). The natural PCP market is growing rapidly in Finland and this research 

offers valuable consumer behavior insights for stakeholders in this field. This research 

provides a deeper understanding of consumers’ underlying values, attitudes and repurchase 

intentions so companies can align their communication to better serve existing natural PCP 

consumers. The results for this thesis are based on an extensive literature review and insights 

from 676 natural PCP consumers in Finland, which also highlights the interest and 

commitment of said consumers to this industry. 

This research demonstrated that certain values explain differences in repurchase intention, 

which can be useful for marketers to consider. High self-transcendence and secure self-

direction values can positively affect repurchase intention which highlights that marketers 

should aim to communicate their marketing messaging to align with these values. This 

means that consumers with values such as caring for others and nature, caring for their own 

health and safety, and wanting to freely make their own choices are more likely to repurchase 

natural PCPs and these values should be considered in marketing messages.  

However, although caring for the environment is important to nearly all PCP consumers, it 

does not necessarily influence repurchase intention. This research concluded that 

highlighting the health benefits of using natural PCPs and considerations of animal welfare 

could positively affect repurchase intention, which is an important insight for marketers in 

the field. It was found that nearly all consumers believe natural PCPs are good for the 



69 
 

environment and therefore marketing the environmental benefits might not translate into 

higher repurchase intentions. On the other hand, highlighting health benefits and having 

labels such as “vegan” or “cruelty-free”, would reassure the customer of the animal welfare 

measures taken and of the health benefits of the product.  

Marketers can also benefit from the results of the cluster analysis provided in this study. The 

cluster analysis offers detailed descriptions of four distinct consumer groups, guided by 

different values. Depending on marketers’ goals, they can choose which consumer groups 

they wish to target and align their communication and strategy with the group’s values. For 

example, if they would like to target health-conscious indulgers, they should focus their 

marketing on the health and enjoyment benefits of the products instead of environmental 

aspects. They also represent more of the older age groups so marketing and packaging could 

be designed with that considered. If marketers want to target, for example, selfless shoppers, 

who have altruistic and conforming values, they should focus on messaging how buying the 

product would benefit the greater good, like a humanitarian or environmental cause. Thus, 

marketers need to segment their audience appropriately to target and spread the message 

they want. 

Unfortunately, one of the issues in ethical markets is that ethical consumption has not 

increased at the same rate as ethical concerns and positive attitudes toward ethical 

consumption have (Osburg et al., 2019). It is thus imperative for marketers to understand 

how consumers make ethical choices and whether there are barriers that can negatively affect 

them. This research revealed that price sensitivity, quality concerns or lack of quality-

consciousness and consumer skepticism can all negatively influence repurchase intentions 

of natural PCPs. Marketers should carefully consider how they justify the pricing of natural 

PCPs and highlight the superior quality of natural PCPs to increase repurchase intentions of 

consumers. Regarding consumer skepticism, companies should consider two important 

factors. Natural PCP companies should aim to be as transparent and clear in their marketing 

to avoid perceptions of misleading marketing or greenwashing attempts. In addition, 

consumers want to feel that buying natural PCPs rather than regular PCPs, makes a positive 

impact and that their ethical consumption choices are not done in vain. This is important for 

marketers to consider in their messaging as well. 

In addition to implications for marketers, this study also provides valuable insights for 

natural PCP retailers. Retailers can better tailor their offerings to customers by stocking 

products that align with the values and attitudes of the customers identified in this study.  
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6.3 Limitations and Suggestions for Further Research 

This thesis adds to the understanding of consumers’ repurchase intentions toward natural 

PCPs and the effect that underlying values and attitudes have on these intentions. The natural 

PCP market is still relatively under-researched (Matić and Puh, 2016), and this study 

provides valuable insights from a consumer behavior and value theory perspective. 

However, it is important to acknowledge that there are always limitations in conducting 

research. This chapter will address the potential limitations of this research and provide 

suggestions for future research. 

Ajzen, Brown and Carvajal (2004, p. 1119) point out that “investigations that rely on 

intention as a proxy for actual behaviour must be interpreted with caution”. As actual 

purchase behavior is difficult to measure, purchase intention was studied in this thesis. 

However, purchase intention does not always translate into purchase behavior, which is why 

the results of this study must be interpreted with caution. 

The survey was conducted in Finnish to be able to geographically categorize the respondents. 

However, there were no questions that allowed the study of regional differences between 

consumers. The results should also not be generalized to other countries without further 

research. The gender distribution in this study was very one-sided, with over 98% of 

respondents being women. Therefore, it is important to note when interpreting the results 

that they mainly represent female consumers. Possible differences in values, attitudes or 

purchase intentions between genders could not be studied. 

This study of natural personal care products included color cosmetics, skincare and personal 

hygiene products. Tsakiridou et al. (2008) point out that the importance of consumption 

motives and barriers may vary for different product categories. The results might have been 

different if only one of these product categories were studied in isolation. A suggestion for 

future research would be to focus on a specific product segment of natural PCPs. 

This research did not differentiate between e-commerce and brick-and-mortar shopping. 

While online shoppers may have access to a wider range of products and more information 

about them, brick-and-mortar shoppers have the possibility to experience the product 

physically before making a purchase decision. An interesting route for further research 

would be to firstly identify which way of purchasing consumers prefer, and whether there 

are differences in values and attitudes between these two groups of shoppers.  
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This study relied on quantitative research methods, which come with their limitations. The 

addition of qualitative data in future research could add meaningful insights and a deeper 

understanding of the values and behavior of consumers. The scale chosen to measure 

Schwartz's (1992) values, the shorter version of the Portrait Value Questionnaire, also posed 

some limitations. Each value was represented with only two or three items instead of five; 

the full-length questionnaire may have produced different results. 

This study was limited to only researching existing consumers of natural PCP products. 

Overall, the attitudes and repurchase intentions were mostly positive and therefore the 

sample did not have enough variation to be able to draw statistically significant conclusions 

in some analyses. As a final suggestion for future research, it would be interesting to also 

study consumers who do not consume natural PCPs and examine the differences in values 

and attitudes toward natural PCPs in both groups. 
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