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Abstract
In recent times, an upward shift in the demand for organical-
ly made skincare essentials has been witnessed. Consumers 
are giving up on conventional products by choosing products 
containing natural ingredients. The study uncovered the role 
of consumer values that influence consumers’ attitudes when 
they look for organically made skincare essentials. Further, it 
was studied that the theory of planned behaviour constructs 
like attitudes and perceived behavioural control of consumers 
impacted their buying intent for organically made skincare es-
sentials. An online questionnaire was shared with the working 
professional audience of Noida city within the age bracket of 
20-35 years, and 241 responses were collected. The results 
showed that awareness towards health, appearance, and un-
derstanding about the product was favourably impactful on the 
attitude of the buyers while buying organically made skincare 
essentials. In contrast, the impact fullness of awareness towards 
the environment was not significant for the same. In addition, 
consumers’ attitudes towards buying organically made skincare 
essentials and their perceived behavioural control were solid 
and positive predictors of intent to purchase such products. 
Conclusively, managerial inferences are stated that can be pro-
ductively utilized by the companies.
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INTRODUCTION
Globally, the natural and organic product indus-

try is multiplying. These products are grown in an 
agricultural system without using synthetic fertiliz-
ers and pesticides with a socially and environmental-
ly responsible [1]. This makes them more attractive 
among consumers (Organic.org, 2016). The use of 
preservatives such as paraben as one of the compo-
nents in many skincare products to prevent microbe 
growth is harmful and unsafe for consumers. Con-
ventional products contain harmful ingredients like 
lead, mercury, and Ammonium Laureth Sulfate, to 
name just a few, which causes allergies with long-term 
use [2]. Several consumers, particularly females, are 
aware of preservatives in skin care products that can 
turn toxic over time. Consumers are skeptical about 
the traditional use of skincare products and are be-
coming more conscious about the benefits of natural 
ingredients and the disadvantages of chemical-based 
products [3]. They are concerned about toxic ingredi-
ents in their skincare products, started to for products 
having fewer chemicals and organic by nature. Using 
organic products is not just good for health but also 
has environmental benefits. The increasing health and 
environmental consciousness and rising consumer 
look awareness towards risks of chemicals have boost-
ed the desire for a healthy lifestyle and organic skin-
care products [4].

To sum up, the mindset to use eco-friendly prod-
ucts, awareness towards the harmful effects of using 
chemical-based products, and rapid industrial growth 
have raised the market for organic products. This 
steep rise encourages producers to undertake robust 
research and development to accommodate increased 
demand. So far, several studies have been done on 
organic food, but not much research was carried out 
for organically made skincare essentials [5]. As they 
buy such products, there is a requirement to under-
stand consumers’ intent. Companies in the business 
of producing organically made skincare essentials can 
benefit from this research. It will help them better un-
derstand consumers’ attitudes in terms of organically 
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made skincare essentials to revive their strategies ac-
cordingly [6].

STRUCTURAL FRAMEWORK
Theory of Planned Behaviour or TPB that is extend-

ed further Theory of Reasoned Action or TRA talks 
about the factors that motivate the reasoning ability 
behind a particular behaviour by a consumer. One of 
the most significant factors is intent, and the same has 
been mentioned in several studies related to consum-
er behaviour. TBP was used in a survey on the youths 
of Belgium to analyze the predictors of their intent to 
consume green food (Vermeir & Verbeke, 2008). It was 
found in the same study that TPB could explain around 
half of the variation in the intent to buy among the tar-
get audience. A survey of organic food items by Arvola 
et al. (2008) reveals that applying the TPB for anticipat-
ing to goal believe organic food items, attitude, and per-
ceived behavioural control explained variance in con-
sumers’ intention to buy [7]. TPB framework has been 
used in several studies to anticipated the consumer’s 
behaviour because of its sturdiness (Kalafatis, Pollard, 
East, & Tsogas, 1999); the same has been applied in this 
research which concerns the constructs that affect in-
tent while buying organically made skincare essentials 
in young working professionals [8]. The model is fur-
ther expanded by assessing the prospective predeces-
sors’ attitude, namely awareness towards the environ-
ment, health, appearance, and understanding about the 
product. Then follows the predictors for buying intent 
like Perceived Behavioural Control and the Attitude as 
per the TBP framework [9].

Role of Consumer Value on Attitude
People’s beliefs are primarily defined by their “Val-

ues” (Vaske & Donnelly, 1999). Similarly, values play 
a crucial role in forming people’s attitudes by driving 
them to select items that can fulfill their values and de-
fine their behaviour (Grunert & Juhl, 1995). An individ-
ual’s value is a decisive factor in consumers’ consump-
tion behaviour and attitude (Homer & Kahle, 1988). 
Howard(1977) verified that values impact consumer 
behaviour through beliefs, attitudes, and selection cri-
teria. Culture, society, and personality precede values, 
and their main consequence is behaviour (Rokeach, 
1973). This association was also determined in atti-
tude-behaviour theories (Homer&Kahle, 1988). The 
preference of consumers for specific products changes 
with changing consumption and environmental situa-

tions [10]. For Rokeach (1973), people will show differ-
ent behaviour towards organic skincare products based 
on their other value systems. An organic product is seen 
to be encouraging a healthful lifestyle. So, there has to 
be some correspondence in consumer purchasing be-
haviour as far as organic edible and skincare items are 
concerned [11]. According to Chryssohoidis & Krys-
tallis (2005), health and environmental values appear 
to influence a consumer’s attitude to buy organic food 
products. Also, the consumers are inclined towards us-
ing skincare products so that the physical appearance 
is taken care of such products have a direct impact on 
appearance [12]. So, in this research, we will study the 
role of consumer values that influence consumers’ at-
titudes when they look for organically made skincare 
essentials. The four consumer values are awareness of 
the environment, health, understanding of appearance, 
and awareness about products [13].

Awareness towards the Environment
A study by Smith & Paladino (2010) has shown 

that environmental concern is strongly linked with the 
consumers’ attitudes towards goods that are organical-
ly made. A survey carried out by Van Loo, Diem, Pi-
eniak, and Verbeke (2013) validated organically made 
goods cause less or no harm to the environment in 
contrast with their synthetically produced substitutes 
[14]. Awareness of the climate motivates consumers, 
purchasing greener products more often (Peattie, 
2001). Given the rising concern towards issues related 
to the environment, there is an increased importance 
of essential skincare markets promoting eco-friendly 
labels (Kim & Seock, 2009). In response to the envi-
ronmental issues related to harmful ingredients and 
animal testing, the skincare industry has introduced 
a range of organic products during production. The 
brands make sure that the two points mentioned here 
are nullified [15]. The same was addressed by Prothe-
ro & McDonagh (1992) in their study. Considering the 
results of a consumer’s awareness of the environment 
acting as a prerequisite in consuming ecological prod-
ucts, it is also evident that consumers’ concerns about 
the environment also affect their attitude toward a 
product category, mainly the environmentally sound 
(Bohlen, Schlegelmilch & Diamantopoulos, 1993). 
Based on these points, the first hypothesis is proposed:

H-1. Awareness towards the environment should 
be favourably impactful on the attitude of the buyers 
while buying organically made skincare essentials.
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Awareness towards Health
Awareness towards health defines the willingness 

of a person to act to support well-being (Schifferstein 
and OudeOphuis, 1998). As per a study by Becker et 
al. (1977), health consciousness helps people practice 
healthy behaviour. Those people who have health-re-
lated concerns might examine the safety-related fac-
tors associated with the product. As a result, there 
might be a higher degree of respect among such con-
sumers when it comes to the composition of an effect 
than those who hold lesser knowledge about it. After 
studying the behaviour of Dutch buyers, Schifferstein 
and Oude Ophuis (1998) also found a substantial de-
gree of health consciousness among people purchasing 
food items that are organic [16]. Any concern related 
to healthiness and the environment is often consid-
ered a significant reason behind purchasing organic 
edible items among those who buy such things. Ac-
cording to Chryssohoidis and Krystallis (2005), there 
is a tendency to buy healthy and environment-friend-
ly products among a massive part of the consumers 
of organic food items [17]. Thus, one can reasonably 
assume that consciousness towards environment and 
healthiness together contributes to the rationale be-
hind purchasing organic skin care products. Hence, a 
second hypothesis is proposed:

H-2. Awareness towards health should favourably 
impact the buyers’ attitude while buying organically 
made skincare essentials.

Awareness towards Appearance
In their study, Lee and Lee (1997) stated that ap-

pearance-conscious consumers are more inclined 
towards products and clothing by which their per-
sonality is reshaped. Enhancing one’s appearance is 
directly related to a strong desire to attain an overall 
attractive physique [18]. For beauty-related needs 
to be satisfied and maintaining a good general ap-
pearance, one relies on the usage of personal care 
products, which indicates a purchase behaviour to-
wards such products (Todd, 2004). Consumers are 
conscious of looking younger and hence put contin-
uous efforts to find products containing no or fewer 
chemicals (Tirone, 2007). As organic skincare prod-
ucts contain minimal chemical ingredients, which 
makes them less harsh on the skin compared to con-
ventional skincare products, Kim and Chung (2011), 
stated that it is fair to assume that appearance con-
sciousness in consumers is a favourable factor that 

drives them to purchase skin care products that are 
organically made. This takes us to the third hypoth-
esis, which follows:

H-3. Awareness towards appearance should fa-
vourably impact the buyers’ attitude while buying or-
ganically made skincare essentials.

Awareness about Product
When it comes to purchasing an organic skin-

care product, consumers are very much influenced 
by their knowledge about such a product (Hill & 
Lynchehaun, 2002). Inherent attributes of a product 
help the consumers evaluate the quality and usage 
of the product better in case they have more knowl-
edge about it. Whereas, a study conducted by Wang 
and Hwang (2001) says that consumers with lesser 
knowledge about a product tend to judge it based on 
external attributes, including brand, price, and others 
[19]. A consumer’s knowledge can be categorized as 
subjective, objective, or experience-based (Park, Fe-
ick, & Mothersbaugh,1992). How consumers perceive 
their knowledge about a product is termed personal 
knowledge; objective knowledge is memory-based 
knowledge of consumers. Their retention of product 
attributes and any information gathered by using the 
product in the past is defined as experience-based 
knowledge [20]. Since consumers are inclined to be-
have as per the knowledge they have, subjective knowl-
edge impacts their choice (Moorman, Diehl, Brinberg 
& Kidwell, 2004). For instance, organic foods. It was 
observed by Gracia and de Magistris (2008) that the 
existing consumers tend to increase the consump-
tion of organic foods due to a positive impact by their 
knowledge about them [21]. It also increases their 
possibility of opting for organic food. The subjective 
knowledge concerning skincare products of organic 
nature defines the knowledge about such effects [22]. 
Expectation from this study is that a consumer would 
tend to be optimistic towards a product provided he 
has sound knowledge about that product which also 
leads to the fourth hypothesis:

H-4.Awareness about a product should favorably 
impact the buyers’ attitude while buying organically 
made skincare essentials.

Attitudes of Consumers
Attitude for a particular behaviour describes indi-

vidual assessments of whether or not to display such 
behavioural actions (Kim & Chung, 2011). There is a 
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higher possibility for a person to perform a behavioural 
action provided the attitude towards adapting such 
behaviour is positive (Ajzen, 1985). For the consum-
ers who are closer to the environment and display the 
same in their perspective, it is easier to relate with the 
skincare products more comparable to the environ-
ment, be it organic or green. Various studies (Kalafatis 
et al., 1999; Chan&Lau, 2001; Tarkiainen&Sundqvist, 
2005) depict a correlation between the attitude of the 
consumers and the buying intent for ecological goods, 
for instance, organically made food and timber-based 
produce [23]. Their optimistic attitude towards the 
environment and products derived from it helps them 
connect with such products better, directly affecting 
their intent to buy [24]. Their consciousness drives 
such purchase decisions towards green or organic 
skincare products and how they perceive the benefits 
and motives behind the usage of such products. These 
perceptions are again based on the attitude of consum-
ers [25]. Hence, philosophy has a significant presence 
as a driving factor in consumers’ buying behaviour 
seeking organically made skincare essentials. Based 
on this, the fifth hypothesis is suggested:

H-5. Attitudes of consumers towards the decision 
to buy organically made skincare essentials favourably 
impact their buying intent.

Perceived Behavioural Control of Consumers
Perceived behavioural control of consumers, also 

known as PBC, is their control level while showing a 
specific behaviour (Chen, 2007). It is stated by Ajzen 
(1991) that individuals who display a firm intention 
for engaging in a particular behaviour are the ones 
who have high self-control. In a study on consumers’ 
intent to buy environmentally sound products, PBC 
showed a significant impact that made it one of the 
critical factors affecting their intent to purchase green 
items (Kalafatis et al., 1999). As per Ajzen (2002), the 
purpose behind considering PBC as a critical fac-
tor was to target conditions where individuals fail to 
have self-control over their behaviour even if they are 
willing to do so [26]. This can be the motivation that 
youngsters have for green purchases (Peattie, 2001). 
And therefore, they are eager to pay more for such a 
purchase. Thus, the assumption is that the consumers 
having a high level of control over their behaviour to 
buy organically made essential skincare will, in turn, 
have strong intent for purchasing such products [27]. 
This leads to the sixth hypothesis:

H-6. Perceived behavioural control of consumers 
to buy organically made skincare essentials favorably 
impacts their buying intent.

Intent to Buy
Intent to perform a specific behaviour is the pri-

mary construct in the theory of planned behaviour. 
 The assumption is that the intent influences the mo-
tivation of individuals impacting their behaviour . The 
intent of consumers to practice a specific behaviour 
is their behavioural intent [28]. The higher the prob-
ability of doing a particular behaviour, the stronger 
is the intent behind doing it.  Therefore, intent to buy 
suggests the motivation of a consumer to perform a 
specific action: buying organically made skincare es-
sentials in this study [29].

METHODS
This study aimed to examine the constructs affect-

ing the intent to buy organically made skincare es-
sentials in young working professionals of Noida city. 
Additionally, to perform hypothesis testing related to 
awareness towards environment, awareness towards 
health, awareness towards appearance, and awareness 
about a product to determine the impact on consum-
ers’ attitudes towards the decision to buy organically 
made skincare essentials. Furthermore, testing impact 
fullness of philosophy and perceived behavioural con-
trol of consumers to buy organically made skincare 
essentials on their buying intent [30].

Data Collection
The questionnaire consisted of 40 questions spread 

across two segments – the consumer values and the 
TPB elements, along with the respondent’s demo-
graphic profiling questions. The responses were col-
lected from an online questionnaire survey account-
ing for a total of 241 responses. The targeted audience 
was young working professionals of Noida city aged 
between 20 to 35 years. The scale employed for mea-
suring responses was a 7-point Likert scale where 
point 1 was assigned the value Strongly Disagree and 
point 7 was set the value Strongly Disagree. Figure 1 
shows the research framework for the intent of buying 
organic skincare products.

Awareness towards the environment (AWTE)
5 items were adopted for evaluation; 4 items were 

picked from Straughan and Roberts (1999), and 1 item 
was selected from  Robert and Bacon (1997).
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Awareness towards health (AWTH)
5 items were selected for assessment; 3 articles 

were chosen from Kraft and Goodell (1993), 1 item 
was selected from Gould (1990), and 1 item was se-
lected from Dutta(2007).

Awareness towards appearance (AWTA)
6 items were selected for evaluation; 4 articles were 

chosen from McKinley and Hyde (1996), and 2 were 
selected from Kim and Chung (2011).

Awareness about product (AWAP)
5 items were adopted for evaluation. All the items 

were chosen from Park et al. (1992).

Attitudes of consumers (ATP)
8 items were selected for assessment; all were ad-

opted from Gil, Gracia, and Sanchez (2000).

Perceived Behavioural Control (PBC)

5 items were selected analysis; Items for this assess-
ment were picked from Chen (2007).

Intent to buy (ITB)
6 items were adopted for evaluation; 4 items were 

picked from Kaman Lee (2009), and 2 were selected 
from Tsai, Chin, and Chen (2010).

Reliability of Measurement Model
An exploratory factor analysis was performed to 

evaluate the robustness of the structural model by 
assessing the reliability of its constructs. The value 
of KMO obtained was .909 > .5, and Bartlett’s Test 
of Sphericity was significant at .000 < .05 (Hair et al., 
2010), indicating that the sample was appropriate to 
go forward with the factor analysis. 8 factors were 
extracted with each item being loaded with a factor 
loading value more significant than .5 (between .510 
to .891) (Table 1), signifying a solid correlation among 
things and the extracted factors having eigenvalue > 1 
(Kline, 2011).
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Figure 1. A research framework for the intent of buying organic skincare products
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TABLE 1
Measurement items and factor loadings

Source    Items   Factor Loading 
Awareness towards health  AWTH_1     .525 
    AWTH_2     .623 

   AWTH_3     .634 
   AWTH_4     .739 
   AWTH_5     .690 

    
Awareness towards environment    AWTE_1     .719 
                                                         AWTE_2     .637 
    AWTE_3     .695    
    AWTE_4     .513 
                                                          AWTE_5     .683 
 
 Awareness towards appearance      AWTA_1      .593 
    AWTA_2      .510 
    AWTA_3   .524 
    AWTA_4      .816                                                         
                                                          AWTA_5      .793                                                      
                                                          AWTA_6      .584 
 
Awareness about product                 AWAP_1      .671 
    AWAP_2      .789  
    AWAP_3      .769   

   AWAP_4         .821 
                                                          AWAP_5      .758 
     
Attitudes of consumers                 ATP_1       .521 
    ATP_2       .590 
    ATP_3       .891 

   ATP_4       .844 
    ATP_5       .544 

   ATP_6       .619 
   ATP_7       .520 
   ATP_8            .620 

 
Perceived Behavioural Control          PBC_1        .840  
                                                        PBC_2       .822  
                                                        PBC_3       .761  
                                                        PBC_4       .528 
                                                        PBC_5      .635  
 
Intent to buy     ITB_1   .734  
    ITB_2          .613                              
    ITB_3          .622                                
    ITB_4         .742   
    ITB_5                .577 

   ITB_6          .591 
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Additionally, Cronbach’s Alpha was computed for 
the complete model, and it came out to be .953 show-
ing high reliability of the measurement model. As 
shown in Table 2, the reliability of all the individual 
variables was lying between .724 to .902, indicating 
that the reliability of all the 40 items was in acceptable 
ranges and they were positively associated with each 
other. 

TABLE 2
Summary of variables with reliability coefficient

 Variables Total 
items

Cronbach’s 
Alpha

1. Awareness towards environment 
(AWTE) 

5* .867

2. Awareness towards health (AWTH 5* .827
3. Awareness towards appearance 
(AWTA)

6* .724

4. Awareness about product (AWAP) 5* .913
5. Attitudes of consumers (ATP) 8* .752
6. Perceived behavioural control (PBC) 5* .902
7. Intent to buy(ITB) 6* .893

*Factor loading of all items is >0.4
Total variance = 71.371% 

RESEARCH FINDINGS

Sample Characterization
A summary of the demographic characteristics of 

the sample population is given in Table 3. It shows that 
the respondents constitute 56% females while 44% 
were males. More than half of the respondents be-
longed to the 24 to 27 age group covering 59.3% of 
them all, followed by 20 to 24 years (18.7%). As per the 
objective of this study, all the respondents were work-
ing professionals. Additionally, many respondents 
(44%) come from income brackets of 3L to 6L and 7L 
to 10L (32.4%). 

Values of Mean and Standard Deviation 
of Variables

The mean value for studied variables was calcu-
lated considering the responses from all the respon-
dents on the total number of questions. Standard 
deviation (SD) values corresponding to variables 
were also calculated. The mean values for variables 
were lying between 4.18 to 4.79 (the scale ranged 
from 1 to 7 score). Furthermore, the standard de-
viation values fall between the range of 0.85 to 1.27 
(Table 4).

TABLE 3
Respondent’s demographic profiling

   Count       Total Percentage 
GGender  
Male   106                 44% 
Female               135     56% 
Total  241                          100% 

  AAge  
20 to 23   45               18.7% 
24 to 27   143                59.3% 
28 to 31   40     16.6% 
32 to 35   13     5.4% 

  Total             241      100% 
 IIncome        
             3L to 6L   106     44% 
             7L to 10L   78     32.4% 
             11L to 14L          27     11.2% 
             15L to 18L  14     5.8% 
             19L & above  16     6.6% 
        Total                241     100% 

TABLE 4
Values of mean and standard deviation

 Variable Name Mean SD
1. Awareness towards environment 
(AWTE) 

4.52 1.11

2. Awareness towards health (AWTH) 4.54 1.09
3. Awareness towards appearance 
(AWTA)

4.18 0.88

4. Awareness about product (AWAP) 4.34 1.27
5. Attitudes of consumers (ATP) 4.30 0.85
6. Perceived behavioural control (PBC) 4.79 1.16
7. Intent to buy(ITB) 4.57 1.12

Correlation between the Variables
The correlation matrix shows a positive relation-

ship between all the variables part of this study (Ta-
ble 5). A correlation was strongest between awareness 
about the product and intent to buy(r=.738, p=.000). 
Similarly, perceived behavioural control was strongly 
correlated with a plan to purchase (r=.704, p=.000). 
Among the factors affecting the attitude of the con-
sumers, awareness about products (r=.702, p=.000) 
showed a strong correlation with mentality, followed 
by a moderately good correlation of attitude with 
awareness towards the environment (r=.597, p=.000), 
awareness towards health (r=.559, p=.000) and aware-
ness towards appearance (r=.584, p=.000). The at-
titude was also highly correlated with intent to buy 
(r=.690, p=.000). This implies that the probability of 
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having a favourable attitude about buying organically 
made skincare essentials is high in consumers with a 
good level of consumer values. Consumers’ perceived 
behavioural control to buy organically produced skin 
care essentials would favourably impact their buying 
intent. 

Testing the Hypotheses
Firstly, the impact fulness of values of a consumer 

on the attitude of the buyers while buying organically 
made skincare essentials was assessed by conducting 
a multiple regression analysis (Table 6). Initially, hy-
potheses (H-1 to H-4) were tested for this purpose. As 
a result, a statistically significant regression model was 
obtained with F(4, 236) = 99.176, p = .000 < .01, R2 = 
0.621. 

H_1: The influence of awareness towards environ-
ment on the attitude of the buyers while buying organ-
ically made skincare essentials was negligible when 

the impact of the remaining three variables was taken 
into consideration (t = 1.543 < 1.96, β = .087, p = .124), 
although a significant effect was shown on performing 
a simple regression test, F(1,239) = 132.691, p=.000 < 
.01. The relationship between AWTE and ATP was 
positive but not statistically significant. Therefore, 
H_1 was not supported.

H_2: The influence of awareness towards health 
on the attitude of the buyers while buying organically 
made skincare essentials was positive and statistically 
significant (t = 3.645 > 1.96, β = .184, p = .000 < .01). 
Therefore, H_2 was supported.

H_3: The influence of awareness towards appear-
ance on the attitude of the buyers while buying organ-
ically made skincare essentials was positive and statis-
tically significant (t = 5.629 > 1.96, β = .266, p = .000 < 
.01). Therefore, H_3 was supported.

H_4: The influence of awareness about a product 
on the attitude of the buyers while buying organically 

TABLE 5
Correlation matrix between variables

Variable Name Awareness 
towards envi-

ronment

Awareness 
towards 
health

Awareness 
towards 

appearance

Awareness 
about 

product

Attitudes of 
consumers

Perceived 
behavioural 

control

Intent to 
buy

Awareness towards environ-
ment

1

Awareness towards health .571** 1
Awareness towards appear-
ance

.475** .456** 1

Awareness about product .618** .452** .425** 1
Attitudes of consumers .597** .559** .584** .702** 1
Perceived behavioural control .596** .573** .401** .633** .667** 1
Intent to buy .689** .569** .434** .738** .690** .704** 1

**. Significant correlation at the 0.01 level

TABLE 6
Multiple regression analysis to predict the impact of consumer values on the attitude of the buyers while buying organically made 
skincare essentials

PPredictor  
TTOL        VIF  

BB  SStd. Error    tt  SSig.  

1. Awareness towards environment (AWTE) 
.493 2.027 

.068 .044 .087 1.543 .124 

2. Awareness towards health (AWTH) 
.622 1.608 

.141 .039 .184 3.645 .000 

3. Awareness towards appearance (AWTA) 
.706 1.417 

.258 .046 .266 5.629 .000 

4. Awareness about product (AWAP) 
.588 1.700 

.304 .035 .451 8.705 .000 

R2 = 0.621, F(4, 236) = 99.176, p = .000 < .01
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made skincare essentials was positive and statistically 
significant (t = 8.705 > 1.96, β = .451, p = .000 < .01). 
Therefore, H_4 was supported.

Hence, awareness towards health, appearance, and 
understanding about a product is favorably impactful 
on the attitude of the buyers while buying organically 
made skincare essentials.

Further, assessment of TPB framework on the im-
pact of consumers’ attitudes towards the decision to 
buy organically made skincare essentials and perceived 
behavioural control on their intent to buy organical-
ly made skincare essentials (Table 7). So, hypotheses 
(H-5 & H-6) were tested during this analysis. A statis-
tically significant regression model was obtained with 
F(2, 238) = 166.407, p = .000 < .01, R2 = 0.583. 

TABLE 7
Multiple regression analysis to predict buying intent of consum-
ers for organically made skincare essentials

 Predictor
TOL VIF

B Std. 
Error

β t Sig.

1. Attitudes of 
consumers (ATP)
1.803 .522

.074 .396 7.050 .000 .555

2. Perceived 
behavioural control 
(PBC)
1.803 .424

.054 .SS440 7.826 .000 .555

R2 = 0.583, F(2, 238) = 166.407, p = .000 < .01

H_5: The influence of consumers’ attitudes to-
wards the decision to buy organically made skincare 
essentials on their buying intent was positive and sta-
tistically significant (t = 7.050 > 1.96, β = .396, p = 
.000< .01). Therefore, H_5 was supported.

H_6: The influence of perceived behavioural con-
trol of consumers to buy organically made skincare 
essentials on their buying intent was positive and sta-
tistically significant (t = 7.826 > 1.96, β = .440, p = .000 
< .01). Therefore, H_6 was supported.

Thus, consumers’ attitudes towards buying or-
ganically made skincare essentials and perceived be-
havioural control of consumers to buy them favour-
ably impact their buying intent. 

CONCLUSION
The analysis of the research model took place in 

two phases. The first phase included the study of the 
impact of different consumer values on consumers’ at-
titudes towards the decision to buy organically made 

skincare essentials. Assessing the results showed that 
the association between awareness about products 
and perspectives of consumers towards the decision to 
buy organically made skincare essentials was strongest 
amongst all the studied consumer values, followed by 
awareness towards appearance and awareness towards 
health. The attention towards the environment did 
not hold much importance in forming consumers’ at-
titudes towards the decision to buy organically made 
skincare essentials. This conclusion provides a new 
perspective of young working consumers of a growing 
city like Noida towards their buying behaviour related 
to organically produced skin care essentials. The sec-
ond phase included analyzing the effect of TPB mod-
el constructs on the intent to buy organically made 
skincare essentials. Hence, findings from research also 
showed that TPB model framework predictors have a 
high correlation with the intention of buying organi-
cally made skincare essentials.

Further, it explains that the perceived behavioural 
control of the consumers tends to have a significant 
mark on the intent to buy organically made skincare 
essentials making it evident that plan of consumers to 
buy organically produced skin care essentials tends to 
be high when there is an increased control for them 
while purchasing such products. Consumers’ attitudes 
towards buying organically made skincare essentials 
were also highly linked to their intent to buy, indicat-
ing a high possibility of a consumer deciding to buy 
organically created skincare essentials for those who 
have a favourable attitude towards them. It is to be 
noted that in Noida, a high spirited city with modern-
istic facilities, the pollution levels are pretty high. This 
is one of the reasons for concern among the young 
crowd towards their skin and appearance. As far as 
work is concerned, young working professionals un-
derstand keeping themselves updated as far as their 
looks are concerned. This encourages them to select 
skin care products that cause less or no harm to their 
skin and enhance their appearance. It cannot be de-
nied that today’s youth are very much aware of their 
health, and they are conscious about what they eat and 
apply to their skin. It should not hamper their health, 
and the same has been indicated as one of the findings 
in this research.
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This research would help the companies form their 

strategies to use advertising to create awareness about 
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their organically made skincare essentials among the 
targeted audience. The companies will be able to allot 
proper budget towards such advertisements. This will 
cater to ‘awareness about product’ requirements. It 
would also help the companies making organic skin-
care essentials concentrate on the appearance aspect of 
their young target consumers by educating them about 
the benefits of adopting an organic skincare routine and 
protecting their skin from chemical-based products as 
such products can be harmful to their overall health as 
well. This way, such companies provide their consum-
ers with organically made skincare essentials and help 
them be aware of their health, which can lead to them 
adapting to a healthier lifestyle. Exhaustive research 
and development also need to be done along with de-
signing marketing strategies that can touch upon the 
skin-related concerns that can lead to developing new 
and improved product lines. In addition to this, it is 
indicated that consumers’ attitudes towards buying or-
ganically made skincare essentials will significantly im-
pact the intent of purchasing these products. Therefore, 
this should be primarily addressed by the companies, 
and they should focus on building a positive attitude 
among the consumers towards the use of organically 
made skincare essentials. What can also be noticed is 
that perceived behavioural control primarily impacts 
the intent while buying organically made skincare es-
sentials. Hence, to make them believe in their ability to 
buy organically made skincare essentials, consumers 
can be convinced to do so by offering them discounts 
on such products or availing loyalty rewards. Price will 
also play a crucial role here as lower the price; more 
would be the affordability of such products.
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