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Introduction: The cosmetics industry is one of the most dynamically developing sectors globally, and Europe has the largest share of 
that market. In Poland, the cosmetics industry is one of the most significant economic segments. Currently, natural cosmetics remain 
a strongly developing sector of the cosmetics industry. The increasing self-awareness of consumers and the omnipresent trend of being 
“eco” influence the increased interest in natural cosmetics. The development of the natural cosmetics market is confirmed by the 
increasing production and growing willingness of consumers to purchase this type of product.
Purpose: The study analysed the purchase frequency and the type of cosmetic products consumers choose. The most recognised 
natural cosmetics brands and certificates confirming their naturalness were also analysed. Additionally, the purchase preferences of 
consumers choosing natural cosmetics and those not in this category were examined. The focus was on factors affecting the choice of 
different cosmetic products.
Methods: The study was conducted as an anonymous survey of 24 questions (19 single-choice and five multiple-choice questions). 
Volunteers participated in the study regardless of gender, age, occupation, or income. The survey questionnaires were conducted using 
Google Forms through a shared link. The study was carried out from October 12, 2021, to January 6, 2022. A total of 807 surveys 
were collected, and the analysis included 807 completed forms that met the criteria for proper completion. The statistical analysis was 
performed based on the Pearson Chi2 coefficient with a significance level of p<0.05.
Results: The results obtained in the study indicate that the natural cosmetics market is intensively developing, mainly because of 
consumers’ increasing self-awareness and deepening knowledge of cosmetics. Moreover, the demand for natural cosmetics in Poland 
will continue to develop steadily in the coming years. Currently, the quality of a cosmetic is more important to consumers than its 
price. Internet sales channels are developing intensively, and Influencers and recommendations of products by friends and family are 
the most effective way of promotion.
Conclusion: Significant changes in consumer attitudes toward the cosmetics market (after the COVID-19 pandemic outbreak) have 
been observed. From the manufacturers’ perspective, it is advised to closely follow market trends and adapt to consumers’ changing 
preferences and requirements. An adequate solution is to popularise and develop the segment of natural cosmetics using various forms 
of promotion and distribution of products. Further research is recommended to confirm the results regarding the significance of the 
fast-growing natural cosmetics market in Poland and other countries.
Keywords: natural cosmetics, cosmetics market, Poland cosmetics market, European Union cosmetics market

Introduction
The market for natural cosmetics is becoming increasingly popular. Consumers are paying more attention to conscious 
care and meeting their own needs. Digitalisation has led to more people becoming aware consumers. Additionally, 
society’s concern for the environment is causing a trend towards getting closer to nature and increasing interest in this 
category of cosmetics. Attention is drawn to excessive plastic and microplastics, so changes also affect cosmetics 

Clinical, Cosmetic and Investigational Dermatology 2023:16 1877–1892                               1877
© 2023 Ratajczak et al. This work is published and licensed by Dove Medical Press Limited. The full terms of this license are available at https://www.dovepress.com/ 
terms.php and incorporate the Creative Commons Attribution – Non Commercial (unported, v3.0) License (http://creativecommons.org/licenses/by-nc/3.0/). By accessing 

the work you hereby accept the Terms. Non-commercial uses of the work are permitted without any further permission from Dove Medical Press Limited, provided the work is properly attributed. 
For permission for commercial use of this work, please see paragraphs 4.2 and 5 of our Terms (https://www.dovepress.com/terms.php).

Clinical, Cosmetic and Investigational Dermatology                              Dovepress
open access to scientific and medical research

Open Access Full Text Article

Received: 4 March 2023
Accepted: 8 July 2023
Published: 21 July 2023

C
lin

ic
al

, C
os

m
et

ic
 a

nd
 In

ve
st

ig
at

io
na

l D
er

m
at

ol
og

y 
do

w
nl

oa
de

d 
fr

om
 h

ttp
s:

//w
w

w
.d

ov
ep

re
ss

.c
om

/
F

or
 p

er
so

na
l u

se
 o

nl
y.

http://orcid.org/0000-0001-9118-2222
http://orcid.org/0000-0001-6547-6112
http://orcid.org/0000-0002-0058-2632
http://orcid.org/0000-0001-9737-9624
http://orcid.org/0000-0002-8838-3629
http://www.dovepress.com/permissions.php
https://www.dovepress.com/terms.php
https://www.dovepress.com/terms.php
http://creativecommons.org/licenses/by-nc/3.0/
https://www.dovepress.com/terms.php
https://www.dovepress.com


packaging. Natural cosmetics are no longer a niche market. The most prominent cosmetic companies have introduced 
their products in the last few years. Caring for the natural environment, animal welfare, safety, and users’ health is 
important. Natural beauty is currently trendy. Consumers are also paying attention to the ingredients of cosmetics, so the 
more transparent the ingredients, the more attractive the product is to the customer. The “return to nature” trend has also 
been strengthened by the COVID-19 pandemic, which drew attention to health and ecological values. The answer to 
these consumer needs can be found in natural and vegan cosmetics. Hence, we observe a continuous development of the 
natural cosmetics market in Poland and Europe.1

The Covid pandemic has significantly affected the cosmetics market, particularly in sales, exports, and production. In 
2020, sales in Europe decreased by 5% compared to the previous year.2 However, the declines varied in different areas, 
with colour cosmetics being the most affected. In Europe, there was a decrease of 20%, while in Poland, it was 12% 
compared to the previous year.2 Luxury fragrances also experienced a high decline in sales, with a 14% decrease in 
Europe and a 16% decrease in Poland.2 Skin and hair care products also experienced a decrease in sales, but not as high 
as colour cosmetics, with a 5% and 4% decrease in Poland, respectively.2 The only market segment that experienced 
growth was toiletries, with a 9% increase in Europe and a 6% increase in Poland.2

The pandemic period has increased consumer awareness of hygiene and health. Many cosmetic companies quickly noticed 
the new needs in the market and changed their production, mainly medium and large companies that increased the production 
of hand hygiene cosmetics (including alcohol-based liquids and gels) and disinfectants classified as biocidal products and 
medical devices.3 However, this production change did not last long due to a shortage of raw materials, particularly ethyl 
alcohol. Overall cosmetic production in Europe decreased by 13% in 2020 compared to 2019.2 The decline did not affect the 
Polish cosmetics market, which slightly increased thanks to strong exports.2 However, companies had to deal with many 
problems, including border closures, suspended tourism, and product delivery and transportation restrictions.3 The most 
significant challenges for producers were disruptions in supply and shortages of raw materials and packaging. Companies 
focused on maintaining and increasing exports and developing new sales channels by investing in e-commerce.3

The study aimed to answer the experimental key questions (KQ) related to the natural cosmetic products and market:

1. KQ1: What is the frequency of purchase and the type of cosmetic products consumers choose?
2. KQ2: What is the level of customer knowledge about natural cosmetic brands and certificates?
3. KQ3: What type of purchasing preferences regarding natural cosmetics do consumers have, and what factors 

influence their choice?

The current work aims to characterise the natural cosmetics market, which has undergone significant changes during the 
COVID-19 pandemic, particularly regarding availability (sales channels) and customer interest. It can serve as a source 
of knowledge for producers as well as policymakers responsible for the legal regulations of this market.

Material and Methods
Objectives
The study’s objectives were presented as key questions (KQ) in the introduction section of the manuscript. Each of the 
figures presented in the paper corresponds to a specific question.
KQ1 – Figures 1, 5, 11 and 12
KQ2 – Figures 7 and 13
KQ3 – Figures 2, 3, 4, 6, 8, 9 and 10

Study Design
The authors developed a survey regarding the broadly defined cosmetics market (including natural cosmetics), which 
included questions related to shopping preferences and factors consumers pay attention to when choosing cosmetic 
products. Familiarity with natural cosmetics brands and certifications, as well as consumer purchasing declarations, were 
also analysed. In this publication, we present only selected results.
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Sampling and Survey Distribution
The minimal sample size of 385 participants for the Poland population was calculated using Raosoft Calculator (margin 
of error 5%, confidence level 95%, population size 39 000000, response distribution 50%).4 The survey was conducted 

Figure 1 Evaluation of the frequency of purchasing cosmetic products. 
Notes: 1 – Several Times a month; 2 – Once a month; 3 – Several Times a year.

Figure 2 Survey on the popularity of cosmetic distribution channels. 
Notes: 1 – In a drugstore; 2 – Online; 3 – From beauty consultants; 4 – At a pharmacy.
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from October 12, 2021, to January 6, 2022. A total of 807 surveys were collected, and 807 questionnaires meeting the 
criteria for correct completion were included in the analysis.

Research Tool
The survey was an anonymous questionnaire consisting of 24 questions (19 single-choice questions and five multiple-choice 
questions, as well as 1 question with a variant allowing the respondent to add their answer). Volunteers participated in the study 
regardless of gender, age, profession, or income. The survey was conducted via a shared link via the “Google Forms” Internet 
platform.

Figure 3 Analysis of factors influencing the purchase of cosmetics.

Figure 4 Factors influencing consumers to purchase cosmetics. 
Notes: 1 – Advertisements; 2 – Brochures and flyers; 3 – Recommendations from friends/family; 4 – Influencers; 5 - Other.
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Ethical Approval
The survey obtained approval from the Bioethics Commission of the Poznan University of Medical Sciences on June 9, 
2021. All survey participants provided informed consent.

Figure 5 Popularity of purchasing natural cosmetics. 
Notes: 1 – yes; 2 – No.

Figure 6 Factors influencing the purchase of natural cosmetics. 
Notes: 1 - They contain fewer chemical substances; 2 - They do not cause skin irritation and allergies; 3 - They are effective; 4 - They are environmentally friendly; 5 – Other.
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Statistical Analysis
The research results were subjected to statistical analysis using Pearson’s Chi2 test for independent data. TIBCO 
Statistica 13.3 software was used for the analysis. A statistically significant value of the Pearson Chi2 coefficient was 
considered to be p<0.05. Responses with a minimum of 11 (n>10) were analysed.

Results
Study Group
The characteristics of the study group were based on a metric included at the beginning of the survey. 807 respondents 
provided answers. All results obtained in this way are presented in Table 1.

Figure 7 Familiarity with selected natural cosmetic brands.

Figure 8 Significance of individual certificates and labels present on cosmetics.
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Main Results
In the question “How often do you buy cosmetics?” (Figure 1), the largest group of respondents (43%) answered 
“Several times a month”, slightly fewer, 40.1% of people chose the answer “Once a month”. The fewest people (16.9%) 
answered “Several times a year”. The statistical analysis showed that regardless of income, respondents most often make 
cosmetic purchases once or several times a month (p=0.00005) (Table 1).

Figure 9 Consumer willingness to pay a higher price for natural cosmetics study. 
Notes: 1 – Yes; 2 – No.

Figure 10 Investigation into consumers’ willingness to pay a higher price for cosmetics not tested on animals. 
Notes: 1 – Yes; 2 – No.
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In the question “How do you usually purchase cosmetics?” (Figure 2), the vast majority of respondents answered, “In 
a drugstore” (64.2%), followed by “Online” (34.2%). Two answers received low scores: “From beauty consultants” 
(1.1%) and “At a pharmacy” (0.5%). Statistical analysis showed a correlation between the age of the respondents and the 

Figure 11 Popularity of cosmetics produced by small and local companies. 
Notes: 1 – Yes; 2 – No; 3 – I do not know.

Figure 12 Popularity of making DIY cosmetics. 
Notes: 1 – Yes; 2 – No.
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channel of cosmetics purchasing (p=0.00000). Respondents aged 18–25 most commonly make purchases in a drugstore. 
Significance was also shown by comparing the purchasing location to the income earned by the respondents (p=0.00001) 
(Table 1). Non-working individuals and those earning 2000–3000 PLN (~427-641 EUR) most commonly purchase 
cosmetics at drugstores.

In the question “What do you pay attention to when choosing cosmetics?” (Figure 3), the answers “Price” and 
“Properties” were equally popular, with a result of 74% (597 responses). The next most popular answer was “Chemical 
composition” (63.2%, 510 responses). The following answers were in descending order: “Promotion” (28.6%, 231 
responses), “Brand” (28%, 226 responses), and “Efficiency” (20.9%, 169 responses). 14.4% of people gave answers 
“Fragrance” and “Popularity” (116 responses). The lowest result was obtained by the answers “Packaging” (9.9%, 80 
responses) and “Cosmetic novelty” (4.7%, 38 responses).

In the question “What most often encourages you to buy specific cosmetics?” (Figure 4), the answer most frequently 
chosen was “Recommendations from friends/family” (38%), followed by “Other” (35.6%). The answer “Influencers” 
obtained a result of 16.7%, while “Advertisements (on TV or the Internet)” obtained 5.3% and “Brochures and flyers” 
4.3%. Statistical significance (p=0.00007) was shown between the age of respondents (Table 1) and the factor that 
encourages them to make a purchase. People aged 18–25 are particularly susceptible to suggestions from friends/family 
and influencers. It was shown that recommendations from friends/family, brochures and flyers are particularly effective in 
drugstores (Figure 2) (p=0.01820).

In the question “Do you buy natural cosmetics?” (Figure 5), 77.6% of respondents answered “Yes” and 22.4% 
indicated “No”. Statistical analysis showed that regardless of age (Table 1), respondents buy natural cosmetics 
(p=0.00379).

The next question, “What is the main reason why you choose natural cosmetics?” (Figure 6) was only available for 
respondents who indicated that they buy natural cosmetics in the previous question (Figure 5). The majority of 
respondents answered, “They contain fewer chemical substances” (32.4%). 21.9% of respondents answered, “They do 

Figure 13 Knowledge of natural cosmetics certifications.   

Notes: 
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not cause skin irritation and allergies”, 21.1% “They are effective” and 19.8% “They are environmentally friendly”. 4.8% 
of respondents gave their answers. Among these answers, respondents most often indicated that there is no specific 
reason for choosing natural cosmetics, they often do it out of curiosity. The responses also included issues such as natural 
cosmetics being associated with being “eco”, “vegan”, caring for the environment, and not testing cosmetics on animals. 
Respondents also indicated their personal preferences, such as the absence of silicones, parabens, fewer irritating 
substances, a milder scent, and plant oils. The better composition of natural cosmetics and the detailed descriptions of 
the action of active substances that are placed on the packaging were also mentioned. There was also a response that 
natural cosmetics are chosen due to the respondent’s atopic dermatitis.

The question “Which of the presented natural cosmetics brands do you know?” (Figure 7) was another dependent 
question displayed only to respondents using natural cosmetics (Figure 5). Most respondents (93.5%) indicated 
“Bielenda” (585 answers). The next most frequently chosen brands were “OnlyBio” (82.1%, 514 answers) and 
“Nacomi” (77.8%, 487 answers). The next answer, “Vianek” scored 71.9% (450 answers). Further down the list were 
the brands “Yope” (62.9%, 394 answers), “Sylveco” (52.4%, 328 answers), “Resibo” (49.5%, 310 answers), “Ecolab” 
(47.1%, 295 answers), “Make Me Bio” (43.8%, 274 answers), and Mokosh (39.1%, 245 answers). The lowest scores 
were obtained by two answers, “Hagi” (22.2%, 139 answers) and “Iossi” (16.3%, 102 answers).

In the question “Which of the following aspects do you pay particular attention to when choosing cosmetics?” 
(Figure 8), the highest number of respondents chose the answer “Product not tested on animals” (54.6%, 441 answers). 
The second most popular answer was “No SLS” (39.8%, 321 answers). Next, three answers received similar results: 
“Hypoallergenic product” (31.8%, 257 answers), “Environmentally friendly packaging” (30.9%, 249 answers), and 
“Natural/organic cosmetic certification” (29.9%, 241 answers). The less frequently chosen answers were “Vegan 

Table 1 Characteristics of the Respondents

Results (%)

Gender Female 98.5

Male 1.5

Age 18–25 76.5

26–35 17.1

36–50 5.3

51–65 1.1

>65 0.0

Place of residence Village 29.5

A town with up to 50000 residents 17.8

A town with up to 100000 residents 12.6

A city with up to 500000 residents 19.3

City >500000 residents 20.7

Average monthly net income (PLN/EUR) <2000 PLN (~427 EUR)a 14.0

2000–3000 PLN (~427 - 641 EUR)a 23.7

3000–4000 PLN (~642 - 1068 EUR)a 16.9

>5000 PLN (~1068 EUR)a 7.3

Unemployed 38.2b

Notes: aThe average EUR/PLN exchange rate in 2022, according to data from the Monetary Policy Council, Poland (1 EUR/4.68 
PLN); bA significant proportion of the respondents were students.
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product” (18.1%, 146 answers) and “None of the above” (17.5%, 141 answers). The answer that received the fewest 
votes was “No GMOs” (10.4%, 84 answers).

In the question “Are you willing to pay more for a natural cosmetic product?” (Figure 9), a majority of respondents 
answered “Yes” (61.3%). 38.7% of respondents answered “No”. Statistical analysis (p=0.00000) showed that people who 
purchase natural cosmetics (Figure 5) are willing to pay more. Similarly, those who do not purchase natural cosmetics are 
more likely to declare that they are unwilling to pay more for a natural cosmetic product.

In the question “Are you willing to pay more for a cosmetic product that is not tested on animals?” (Figure 10), 69.4% 
of respondents answered “Yes”. Meanwhile, 30.6% of those surveyed answered “No”.

Similar percentages of responses were obtained in the question “Do you buy cosmetics from local small businesses?” 
(Figure 11). Slightly more respondents chose the answer “I do not know” (38.9%). 34.9% of respondents chose “No” and 
26.1% chose “Yes”. Statistical analysis showed a significant relationship between the age of respondents (Table 1) and 
the purchase of local cosmetics (p=0.00000). People aged 26–35 most often buy cosmetics from small and local 
businesses. On the other hand, people aged 18–25 are least likely to do so. The size of the place of residence is also 
statistically significant (Table 1) (p=0.00028). Residents of the largest cities most often reach for such products, while 
residents of rural areas are most often unaware of this. Income is also significant (Table 1) (p=0.00001), with non- 
working individuals not buying or being aware of purchasing products from a local company.

In the question “Do you make DIY cosmetics?” (Figure 12), the vast majority of respondents answered “No” 
(80.3%). 19.7% of respondents answered “Yes”.

In the question “Which of these symbols is a natural cosmetics certificate?” (Figure 13), the vast majority of 
respondents gave the correct answer, which was located under number “2” (85.3%) (Symbol: ECOCERT natural 
certificate). Incorrect answers were given by 14.7% of people, including 6.8% of respondents who chose the answer 
“3” (Symbol: product not tested on animals), 6.3% answered, “1” (Symbol: recyclable packaging), and 1.6% answered, 
“4” (Symbol: cosmetics product durability, PAO). Statistical analysis showed that most respondents, regardless of age 
(Table 1), answered this question correctly (p=0.00237). A similar result was obtained when comparing the question 
about the natural cosmetics certificate symbol and the respondents’ place of residence (Table 1), where most respondents, 
regardless of their place of residence, indicated the correct answer (p=0.04437).

Discussion
Observing the factor of the frequency of cosmetic purchases, we can notice a growing trend. In other study the most 
commonly given answer regarding the frequency of purchasing cosmetics was “Once a month” (53%).5 However, 
analysing the results of this study, the most commonly indicated answer was “Several times a month” (43%) (Figure 1). 
The answer “Once a month” was chosen by 40.1%. Similarly, the study published in 2020 confirms the results observed 
in the research.6

Still, the most popular distribution channel is drugstores, despite decreased sales during the COVID-19 pandemic.7,8 

Currently, we can observe an increasing percentage of people choosing online drugstores (Figure 2). In the statistics 
maintained since 2017, the percentage of online stores in the overall structure of cosmetics sales is constantly increasing.9 

The COVID-19 pandemic significantly influenced the current situation. A significant increase in interest in online 
shopping in the food and cosmetic-chemical industry has been observed since its outbreak. Manufacturers who focus 
on e-commerce development have a significant share in increasing online sales.10,11

The most important factors influencing consumers’ decision to purchase a cosmetic product (Figure 3) are its properties 
and price, followed by the chemical composition. We can observe similarities and changes by analysing studies conducted 
over the years. In a study from 2009, the brand was the most important factor driving consumers to purchase.12 Over the next 
10 years the brand fell to third place and completely disappeared from the most frequently indicated responses in 2019.5,8,13–15 

These results show how the value of a brand has decreased for consumers. Other determinants, such as composition and 
quality, are now more important. In studies from 2009 and 2016,12,14 the composition was ranked third, but in studies from 
2011 and 2018,13,15 it did not appear at the top of the rankings. However, since 2019,5 it has been ranked first. In subsequent 
years, its position has slightly declined, but it is always among the most frequently indicated factors (Figure 3).8 The factor that 
appeared in 2011,13 as the most frequently given response was properties. Determinants that are semantically similar to 
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properties are effect and quality. Starting in 2018,8,15 these three factors were the most frequently chosen by respondents 
(except in 2019,5 when quality was ranked second) (Figure 3). This indicates the growing importance that consumers attach to 
the properties and effects of the products offered. Quality has become more important than the products’ price over the years. 
Analysing studies from the last 13 years, we can see that price is the only constant factor. Respondents always ranked 
price second among all the factors that drive them to purchase cosmetics8,12–15 (the exception was in 2019,5 when the price 
was ranked third). Only once the most popular factor that obtained 74% was personal experience.14 Novelty cosmetics are the 
least important for consumers and do not encourage them to purchase (Figure 3). Also 53% of respondents answered that new 
products on the market are unimportant.5 Consumers are reluctant to buy new products. They will most likely choose such 
a product if their friends have used it.12 Packaging also received low ratings in all studies. The highest score was recorded in 
the current study, where the packaging was indicated by 9.9% of respondents as a factor driving them to purchase (Figure 3). 
We observe an increase in the importance of this factor, but it is still negligible. This may be due to the respondents’ 
perceptions that choosing such a response is superficial on their part. Confirmation of this thesis is provided by the results 
presented in Figure 8, indicating that eco-friendly packaging is important to 30.9% of respondents. Similar results were 
obtained in the study,12 where packaging ranked sixth among all factors influencing purchase decisions. However, further 
discussion with the respondents led to the discovery that packaging is still important to them.12

The impact of advertising on purchasing decisions is decreasing over time. Respondents identified television or 
Internet advertising as the main factor influencing their purchases (Figure 4). They paid even less attention to newspapers 
and leaflets (Figure 4). This is also related to the form of the conducted research. Online surveys mainly reach younger 
people who are more comfortable navigating the virtual world and are moving away from printed newspapers and 
leaflets. Most of the respondents, as many as 76.5%, were aged 18–25, and no response was obtained from anyone over 
65 (Table 1). Despite the results obtained, the role of the Internet in promoting cosmetic products cannot be under
estimated. One of the main ways to reach consumers is through social media promotion carried out with the help of 
influencers (Figure 4). This form of promotion helps build a credible brand image through the trust placed in famous 
people. Consumers try to avoid advertisements, such as those on television, while influencer marketing allows for a more 
friendly reception and easier reach of a specific target group. Adding direct links to advertised products by influencers is 
also of great importance in cooperation, as it increases sales, but even if a potential customer does not decide to purchase 
the product, it still has a positive impact on the advertiser’s website positioning. According to the IQS report,15 of people 
who follow at least one influencer, 74% declare that they take specific actions at their urging. One of the most frequently 
mentioned actions was purchasing products (26%).16 In 2021, only 27% of companies did not cooperate with any 
influencers.17 Advertisers want to invest in this type of promotion. When asked about the forecasted expenditure of 
manufacturers for 2021 compared to 2020, the most common response was a planned increase of 20%.17 Influencer 
marketing is still a relatively cheaper and more effective way of promotion than other advertising forms. However, the 
best way to reach new customers is through recommendations from acquaintances and family members (38%) (Figure 4). 
Word-of-mouth marketing is a reliable way to acquire new customers. In the case of this form of promotion, 
manufacturers must ensure the quality of the offered product and customer satisfaction.18 In particular, attention should 
be paid to the consistency of the product quality. There cannot be a difference between what the manufacturer presents 
and the actual state of things. Disappointed customers contribute to spreading negative opinions online and among 
acquaintances.19 Unsatisfactory product quality significantly discourages consumers from making purchases. Friends and 
family are the most popular source of information in cosmetics.

Over the past few years, natural cosmetics have gained much popularity.2 It is related to the growing trend of being “eco- 
friendly”, conscious care, and environmental protection.2 These are products that consumers increasingly choose. 
A significant majority of respondents, 77.6% of people, buy natural cosmetics (Figure 5). During the COVID-19 pandemic, 
the cosmetics market experienced a decline in sales, but it did not affect natural cosmetics. The pandemic has led to greater 
self-awareness and focused consumers’ attention on health issues. It is evidenced by research conducted by Growth from 
Knowledge (GfK), which noted a year-over-year increase in the value of purchases of “bio”, “eco”, and “vegan” cosmetics by 
76%.20 Consumers also declare their willingness to pay more for natural cosmetics (Figure 9).2

The reasons for choosing natural cosmetics are very similar. Similar percentage values were obtained in the question 
about determinants of choosing natural cosmetics (Figure 6). The main reason was the presence of fewer chemical 
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substances in the products. In addition, customers appreciate natural cosmetics that do not cause irritation and allergies and 
emphasise their practical action. Many people buy natural cosmetics to care for the environment. In addition, consumers 
need to be assured that these cosmetics are vegan and not tested on animals. An interesting aspect mentioned in the 
responses was paying attention to the detailed descriptions of the action of individual product ingredients, often placed on 
the packaging by the producers. It is a feature that distinguishes natural cosmetics from others. Such practice helps to shape 
consumer awareness. The ingredients often include plant-based substances that are closer and easier to understand for 
consumers compared to the convoluted and incomprehensible chemical names found in standard cosmetics. Sometimes, 
consumers’ choices do not depend on the above factors. They are often made by impulse and curiosity.7

The clear leader in the popularity of natural cosmetics brands in Poland is Bielenda (Figure 7). This result is 
consistent with the level of development, size, and duration of this company’s presence on the market. Bielenda is also 
the most popular brand among consumers.21 The brands at the top of consumer opinion are Vianek and Sylveco, followed 
by Nacomi and Yope.5,6 Comparing the results of these brands to the results obtained in this study, we can see 
a significant similarity (Figure 7). The same companies achieved the highest results, but they differ in order. Nacomi 
emerged as the leader, becoming more popular than Vianek. We also observe a similar situation with Yope, which is 
higher than Sylveco. The high popularity of OnlyBio is a big surprise, as 82.1% of respondents indicated that they 
recognise this brand. It may be due to the wide range of hair care products this company offers. Hair care is becoming 
increasingly popular among customers.22 OnlyBio focuses on promotion with the participation of influencers using social 
media channels. Easy access to the products of this brand, which are present in the most popular stationary drugstores in 
Poland, such as Rossmann and Hebe, also influences its popularity. The company states that its value has increased from 
PLN 180 million to PLN 400 million over the year, influenced by sales and marketing activities, investments in the 
ecological area of business, and favourable market trends.23

When choosing cosmetics, consumers pay attention to various aspects. The most important factor for consumers is 
that the products are not tested on animals (Figure 8), even though such practices are currently prohibited by law 
throughout the European Union.24 It is undoubtedly a controversial and often publicised issue. However, the lack of 
specific information and knowledge of legal regulations means that many consumers are not familiar with the legal 
standards prohibiting the animal testing of cosmetics. The importance of this issue is emphasised by respondents who 
declare that they are willing to pay more for a product that is not tested on animals (Figure 10). Consumers often choose 
products that do not contain Sodium Lauryl Sulfate (SLS) and are hypoallergenic (Figure 8). Following the trend of 
environmental awareness, more people check whether cosmetics are packaged in biodegradable packaging (Figure 8). 
Consumers also indicate a willingness to pay more for a product whose packaging is not made of plastic.2 They also 
declare that the packaging of cosmetic products should be obtained from secondary or biodegradable raw materials.5 The 
results concerning the importance of having natural certification are worrying. This issue is only ranked fifth in the 
survey (Figure 8). Having a certification that ensures naturalness is not essential to consumers or is only an additional 
advantage.8 A large percentage of respondents are indifferent to this issue.5

Consumers ignore whether a cosmetic is produced by small and local companies (Figure 11). Only 26.1% of 
respondents buy locally produced cosmetics, while 34.9% consciously avoid them, which indicates avoiding cosmetics 
manufactured by small ones and local companies. The reason may be the limited availability and high prices of such 
products.

The limited access to beauty services observed during the Covid-19 pandemic influenced the popularity of “Do It 
Yourself” (DIY) cosmetics, promoted on websites and by individual cosmetics producers. It was particularly noticeable 
in the sales of hair products. According to Nielsen company research,25 there was an increase in sales of hair colouring 
products by up to 10% in a short time. However, analysing the results of the survey, we can still conclude that the DIY 
cosmetics area is not popular, as only 19.7% of people declared that they make such cosmetics (Figure 12). This is not 
a large number, but compared to the pre-pandemic period, where DIY cosmetics were a niche market, we can see 
a significant increase.25

Consumers rate their level of knowledge about natural cosmetics very high. In the 2019 study,5 60% of respondents 
indicated above-average knowledge of natural cosmetics. This opinion is also confirmed by current research where as 
many as 85.3% of respondents correctly identified the Ecocert symbol, which serves as a natural cosmetics certification 
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(Figure 13). This is a significant increase observed since 2020 when in other study,8 only 25.4% of respondents gave the 
correct answer to a similar question. In another study,26 an improvement in knowledge of symbols was observed over 5 
years (from 2007 to 2012). Relatively many people read the ingredients of cosmetics. In the 2020 study, 26.3% of 
respondents said they read and analysed the product’s composition carefully, and 53.2% read them superficially.8 The 
ideal confirmation for these data is that 64.6% of women, based on the given composition of a natural cosmetic, correctly 
identified it as a face cream.8 Worse results (26.8% correct answers) were obtained in a similar question but referring to 
a non-natural cosmetic product.8 Natural cosmetics are more accessible for consumers to recognise due to the less 
complex substances they contain. In the study from 2020,8 the largest group of respondents (39.8%) rated their 
knowledge of cosmetic ingredient properties as average. Meanwhile, 23.2% of respondents declared a high or very 
high level of knowledge. An appropriate confirmation of high knowledge in cosmetics is a question regarding the order in 
which the list of ingredients present in the cosmetic is arranged.8 The correct answer, ie, that the components are 
arranged in descending order according to mass, was indicated by 69.3% of respondents. Currently, consumers pay much 
more attention to the cosmetics they choose and are interested in their composition and properties.

Conclusions
In summary, it can be stated that the frequency of purchasing natural cosmetics and customer knowledge about the 
market is rising. Moreover, the demand for natural cosmetics in Poland will continue to develop steadily in the coming 
years. Other sources also confirmed this trend for Sweden and Europe (the market expected annual growth for 2023 is 
6.27%).27,28 The number of products and brands will increase along with the growing needs of consumers. The 
increasing number of conscious consumers who care about health and safety will strengthen the position of natural 
cosmetics. Therefore, the quality of the offered product is becoming increasingly important for consumers rather than its 
price. As reported in the current as well as Hungary study, the ubiquitous interest in the natural environment and ecology 
will also be one of the main determinants of market development.29 In addition, with the popularisation of natural 
cosmetics, consumers’ knowledge about using animals to produce cosmetics or their ingredients will improve.
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