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ABSTRACT 

There is a growing demand for organic cosmetic products among Malaysian consumers. This shift in consumer 

preferences has led to a surge in demand for products made with organic, plant-based extracts, cruelty-free, and 

vegan ingredients. Due to their heightened environmental awareness and inclination towards sustainable 

behaviour, millennial consumers are widely acknowledged as key drivers of the green consumption movement. 

This study aims to investigate the factors influencing the purchase intention of organic cosmetics among 

Malaysian millennials, discussing factors such as attitude, subjective norms, and perceived behavioural control, 

based on the Theory of Planned Behaviour (TPB). 
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INTRODUCTION  

Despite increasing awareness of green and sustainable cosmetics, Malaysia continues to grapple with a 

significant number of illicit and synthetic cosmetic products in the market [1]. In March 2024, the Ministry of 

Health banned the sale of three cosmetic items categorised as poisons—hydroquinone, tretinoin, betamethasone 

17-valerate, and mercury. The use of these substances in products without professional supervision can result in 

undesirable side effects, such as redness, discomfort, soreness, peeling, and hypersensitivity to sunlight. They 

may also be absorbed into the body, leading to kidney and nervous system damage, and in severe cases, impairing 

the brain development of young children or foetuses [2]. 

It is therefore crucial for consumers to shift from conventional cosmetics to sustainable alternatives. This 

transition is essential not only for preserving the environment [3][4] but also for safeguarding consumer health. 

Purchasing organic cosmetics is believed to help preserve the environment, minimise pollution, and encourage 

the use of healthier products [1]. 

Driven by growing transparency concerning ingredients, Malaysian consumers increasingly prioritise natural 

and organic skincare options. This shift in preferences has spurred a notable increase in demand for products 

formulated with organic, plant-based extracts, cruelty-free, and vegan ingredients. The beauty industry is 

undergoing an organic transformation, which has the potential to drive significant commercial growth in the 

coming years. A recent report projects that the global market for organic personal care ingredients will reach 

US$11.1 billion (RM46.7 billion) by 2025, reflecting a compound annual growth rate of 5.4% from 2019 to 

2025 [5]. 

In Malaysia, the natural cosmetics market is experiencing substantial growth, fuelled by consumers' preference 

for sustainable and organic beauty products, according to a recent survey [6]. In 2024, revenue from the natural 
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cosmetics market in Malaysia amounted to US$51.48 million. The market is expected to grow at an annual rate 

of 2.42% (CAGR 2024-2028) [6]. 

Malaysia has integrated Sustainable Development Goals (SDGs) into its 11th Malaysia Plan, ensuring that the 

principles of the SDGs are embedded in all aspects of national development. The objectives of SDG 2030 cover 

a broad range of areas, including poverty eradication, quality education, gender equality, renewable energy, 

sustainable urban development, responsible consumption and production, climate action, and more [7]. The 

Malaysian government has actively incorporated SDG principles into policies and practices, leading to the 

proliferation of environmentally friendly products and increased consumer demand [8]. Consumers are 

encouraged to purchase green products [9], contributing to a more sustainable future for Malaysia [10]. 

Millennials, with their increased environmental awareness and inclination towards sustainable behaviour, are 

considered significant drivers of the green consumption movement. Sustainable consumption refers to 

purchasing goods and services that are environmentally friendly, such as organic, sustainably sourced, or 

minimally impactful products. Millennials represent the largest consumer demographic worldwide, and their 

shopping habits are characterised by a preference for environmentally friendly products [11]. 

The primary objective of this study is to assess the factors contributing to the purchase intention of organic 

cosmetics among Malaysian millennials. It is widely believed that purchase intention plays a decisive role in 

shaping consumer behaviour [12]. The stronger the intention to purchase organic cosmetics, the more likely 

consumers are to make the purchase. Consumers who shift towards organic products can reap numerous health 

benefits while contributing to environmental sustainability. The introduction of clean, safe, non-toxic, and 

environmentally friendly ingredients acts as a compelling motivator for consumers to choose organic over 

conventional cosmetics. Understanding consumer purchase intentions for green products is crucial for 

Malaysia’s pursuit of a sustainable environment, as emphasised in SDG 2030. 

The Theory of Planned Behaviour (TPB) [13] underpins this study by offering insights into predicting the 

purchase intention for organic cosmetics in Malaysia. TPB has been widely applied to predict human behaviour 

[17], serving as an effective explanatory tool and is frequently used for predicting intentions and behaviours 

[25]. 

LITERATURE REVIEW  

The Theory of Planned Behaviour (TPB) 

The TPB is an extension of the Theory of Reasoned Action (TRA), developed by Icek Ajzen [13], as a general 

model for predicting and explaining behaviour across various contexts. In the TPB, Ajzen aimed to evolve and 

extend the TRA by incorporating the construct of Perceived Behavioural Control (PBC). PBC describes the 

factors influencing an individual's decision to engage in a behaviour. This addition was necessary as the original 

model had limitations in predicting behaviours that were not entirely under an individual's volitional control 

[13]. PBC represents actual control and is expected to moderate the effect of intention on behaviour [15]. In the 

TPB, the intention to perform a behaviour is considered the key determinant of behaviour [16]. Furthermore, the 

TPB has been extensively applied to predict the intentions underlying human behaviour [17] and is widely used 

for predicting intentions and behaviours [25]. 

Various theoretical frameworks have been employed to explain green purchase behaviours, with notable ones 

including the TRA [31] and its extended version, the TPB [13], as well as the General Theory of Marketing 

Ethics [38] and Involvement Theory [39]. While some theories address specific antecedents of green behaviour, 

the TPB offers a more comprehensive framework capable of explaining diverse behavioural antecedents. 

Within the TPB, behaviour is determined by the intention to behave. It is important to note that "at its core, the 

TPB is concerned with the prediction of intention" [14]. Whether this intention effectively predicts behaviour 

depends on factors beyond the individual's control [14]. Therefore, this study focuses on explaining intention, 

which is influenced by three major factors: attitude towards behaviour, subjective norms, and PBC [13]. The 

TPB has been applied across various behavioural fields and has demonstrated broad validity [15][33], making it 
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a valuable framework for understanding purchase intentions towards organic cosmetics. The TPB has effectively 

predicted pro-environmental behaviour in relation to organic and green products, such as green skincare [19], 

well-being food [20], organic products [21], organic food [22], and organic personal care [23]. According to the 

model, the three constructs of attitude, subjective norm, and PBC describe a person's intentions toward a product, 

behaviour, or innovation as either positive or negative [24]. 

The Theory of Planned Behaviour (TPB): Attitude 

Attitudes refer to 'the extent to which a person has a favourable or unfavourable evaluation of the behaviour of 

interest' [25]. The attitude construct has been shown to support intention-based correlations within the context 

of organic or green consumption [26]. Attitudes are evaluations of specific human behaviours as favourable or 

unfavourable [13], and they play a significant role in the cognitive processes consumers rely on during the 

purchasing process [27]. Past literature on organic food consumption indicates that recognising the relationship 

between the environment and personal health influences attitudes toward purchasing organic food [28]. 

A positive relationship exists between consumer attitude and the behavioural intention to purchase 

environmentally friendly products across different cultures and a variety of product types [29]. The TPB 

demonstrated that 'an individual's behaviour is determined by their intention to perform the behaviour, and this 

intention is a function of their attitude toward the behaviour and their subjective norm.' The decision to purchase 

green products is a positive indicator of environmentally friendly behaviour [30]. Individuals who are 

environmentally conscious and have had positive experiences with ecological products are highly likely to have 

strong intentions to purchase green products due to their environmental attributes [32]. For instance, if an 

individual is committed to recycling or sorting waste conscientiously in daily life, they are more likely to buy 

environmentally friendly products. 

In another study, it was found that attitude had a positive and significant impact on purchase intention for both 

utilitarian green products (e.g., energy-efficient household appliances) and hedonic green products (e.g., organic 

clothing) [33]. The primary objective of this study was to enhance understanding of purchase intention for green 

products by examining the impact of the extended TPB on different types of green products, specifically 

utilitarian and hedonic. The study covered two categories of green products: energy-efficient household 

appliances and organic clothing, representing utilitarian and hedonic green products, respectively. 

Additionally, a study demonstrated that attitude toward sustainable behaviour positively influences the intention 

to change behaviour [35]. This study involved face-to-face interviews with a total of 14,233 students in Germany 

and sought to investigate the connection between attitudes towards sustainable behaviour, the environment, 

climate change, and the intention to engage in nature and environmental protection. 

Moreover, attitude positively influences university millennials' purchase intentions for organic products [36]. 

This study aimed to provide a better understanding of university millennials' intention to purchase eco-friendly 

products, as well as the potential barriers to this intention. The study utilised the constructs of the TPB to measure 

whether the attitudes and subjective norms of Ecuadorian university millennials were related to their intention 

to purchase organic products. Additionally, attitude positively influenced the purchase intention for eco-friendly 

furniture [37]. This study, which employed the TPB framework as its main theoretical foundation, aimed to 

investigate the factors influencing Da Nang residents' decisions to purchase eco-friendly furniture. Eco-friendly 

furniture contributes to sustainable, low-impact living, though Da Nang consumers face challenges due to 

product scarcity and high prices. 

The Theory of Planned Behaviour (TPB): Subjective Norms 

Research has consistently highlighted the importance of subjective norms as a significant determinant of 

behavioural intention [18][65]. Individuals often consider and evaluate the opinions provided by reference 

persons to decide whether to align with their preferences. Consequently, subjective norms can be viewed as an 

individual’s motivation and perceptual assessment of all relevant reference persons. As a result, subjective norms 

play a fundamental role in understanding the unique characteristics of social network services such as social 

commerce (s-commerce) [66]. In the context of the TPB, subjective norms play an essential role in defining an 
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individual’s intention to purchase organic food. They represent the social factors influencing an individual’s 

decision-making process. Therefore, understanding subjective norms helps in recognising how perceived 

societal influences and the expectations of others might shape consumers’ intentions to purchase organic 

cosmetics. 

Subjective norms have produced varying results in different studies [33]. For instance, they were found to have 

an insignificant influence on purchase intention for hedonic green products, such as energy-efficient household 

appliances. In contrast, subjective norms significantly and positively influenced purchase intention for utilitarian 

green products, exemplified by organic clothing.   

Moreover, a recent study reported that subjective norms did not influence the intention to use injection therapy 

[40]. This outcome may be attributed to the fact that the significant others selected by the participants, such as 

colleagues or close friends, were not the primary factors influencing their intentions to use injection therapy. A 

previous study contributes to our understanding of the extent to which social factors, subjective norms, and 

personal factors, including internal values and attitudes, may influence green customer citizenship behaviours 

[41]. The results suggest that subjective norms significantly affect both green attitudes and green customer 

citizenship behaviours, contributing the most to the variance in green customer citizenship behaviours. 

On the other hand, a study found that subjective norms had an insignificant effect on the purchase intention of 

green products [42]. This study aimed to explore the factors driving green purchase behaviours, as actual sales 

of green products have not met expectations, despite many consumers expressing concern about environmental 

issues and interest in purchasing green products. Meanwhile, another study found that subjective norms were the 

most significant predictor of energy-saving behaviours among high school students with physical impairments 

[43]. 

The Theory of Planned Behaviour (TPB): Perceived Behavioural Control 

Perceived Behavioural Control (PBC) refers to the perceived difficulty or ease with which an individual can 

purchase green cosmetics. PBC is a dominant predictor of green consumption behavioural intention [44]. Since 

PBC reflects people’s perception of control and their belief in their ability to behave in a desired way, it 

emphasises the importance of situational constraints [45]. PBC may include both internal factors (e.g. 

knowledge, skills, willpower) and external factors (e.g. time, availability, the cooperation of others). When 

people believe they have more resources, such as time, money, and skills, their perception of control increases, 

which in turn boosts their behavioural intentions. Conversely, if consumers perceive that they cannot afford 

products due to higher prices, they may opt not to purchase them, even if they hold positive attitudes towards 

these products. A person with the perception of capacity, ability, and responsibility develops an intention to 

purchase green products, including household goods, energy appliances, and reusable energy [46]. Previous 

studies have shown that PBC is positively related to the purchase intention of organic products [26]. 

Organic Cosmetics  

Organic cosmetics are derived from naturally grown vegetable components, without the use of artificial additives 

or genetically modified organisms [47]. To be classified as organic, a cosmetic must contain a minimum of 95% 

organic ingredients and be free from formaldehyde, paraffin, petroleum-derived compounds, and synthetic 

colours. Organic cosmetics may not include synthetic or semi-synthetic raw materials in their formulations, with 

certain exceptions. While organic and natural cosmetics exhibit qualitative similarities in their formulations, they 

differ quantitatively [48]. They may contain raw materials derived from natural sources processed through 

approved methods, and must include ingredients of organic origin—the proportion of which varies between 

natural and organic products [67]. The use of organic cosmetics contributes to environmental preservation, 

minimising pollution, promoting responsible utilisation of non-renewable resources, and protecting biodiversity 

and animal welfare [26][49][50]. Since organic cosmetics are composed of recyclable and biodegradable 

materials, they are similar in both content and packaging.  

In Malaysia, consumers have access to a wide range of organic cosmetics brands, both international and local. 

Kora Organics, Sephora Collection, Claire Organics, and Herbivore are popular international organic cosmetics 
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companies. Meanwhile, local producers such as Remedy, 100% Pure, Tanamera, and Orgga are among the most 

popular brands in the Malaysian market. 

Millennials 

Millennials were selected as the target respondents for this study due to their greater concern for environmental 

sustainability and preference for eco-friendly practices. This demographic is considered an appropriate study 

segment, as their actions are often geared towards environmental protection, they have the purchasing power to 

buy organic products, and they generate advocacy within their social circles, encouraging others to adopt similar 

purchasing decisions [51]. Since the COVID-19 pandemic, individuals, particularly millennials, have 

increasingly focused on sustainability, environmentalism, and consuming more organic and natural products 

[52]. 

 

Fig. 1 Conceptual Framework 

Figure 1 illustrates the proposed independent variables that contribute to organic cosmetics purchase intention 

among Malaysian millennials. The three main variables are derived from the Theory of Planned Behaviour 

(TPB): attitude, subjective norms, and perceived behavioural control. 

Based on Figure 1, the following hypotheses can be formulated:   

H1: Attitude has a significant effect on the purchase intention of organic cosmetics among Malaysian 

millennials.   

H2: Subjective norms have a significant effect on the purchase intention of organic cosmetics among Malaysian 

millennials.   

H3: Perceived behavioural control has a significant effect on the purchase intention of organic cosmetics among 

Malaysian millennials. 

RESEARCH METHODOLOGY  

This study investigates the relationship between the purchase intention of organic cosmetics among Malaysian 

Millennials as the dependent variable, and attitude, subjective norms, and perceived behavioural control as the 

independent variables. The research employs a descriptive research strategy to ensure a conclusive research 

design. The primary goal of this research is to understand how variables influence the purchase intention of 

organic cosmetics among Malaysian millennial consumers. 

Research Design  

This study will use a descriptive research methodology as its research design. The decision to employ the 

descriptive research method stems from how closely the study questions align with consumers' intentions to 

purchase organic cosmetics. The examined elements of attitude, subjective norms, and perceived behavioural 
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control relate to consumers' purchase intentions. This aids in examining the occurrence of a phenomenon, 

delineating trends or patterns within it, and describing the relationship between variables. This justification 

encourages using descriptive studies to shed light on these relationships. Data regarding participants is going to 

be gathered using a cross-sectional design. 

Data Collection and Data Analysis 

The study will conduct face-to-face customer surveys to investigate the abovementioned correlations and test 

the proposed hypotheses. The survey process will provide respondents with a questionnaire to complete. This 

study proposes a simple random sampling method, ensuring that every member of the population has an equal 

chance of selection. The sample should consist of Malaysian millennials aged from 28-43 years old, medium- to 

high-income households (RM7,971-RM19,752) [68] , who resided in city areas located in the top three high-

income states in Malaysia: Selangor, Kuala Lumpur, and Penang [69]. In addition, statistical analysis techniques 

will be employed to analyse the data collected. Partial Least Squares Structural Equation Modelling (PLS-SEM) 

can be used to test the hypotheses. 

DISCUSSION AND CONCLUSION 

Attitude, subjective norms, and perceived behavioural control are the three major components of TPB that 

predict consumer purchase intention. According to previous research, attitudes positively influence customers' 

purchasing intentions for green cosmetics [53]. The strong relationship between attitude and purchase intention 

is consistent with findings from prior studies [54][55][56]. This suggests that consumers with positive attitudes 

towards green products are more likely to purchase them, especially in the context of green cosmetics. As such, 

cultivating positive attitudes towards these products is crucial, as research has demonstrated that this can 

ultimately motivate consumers to purchase them. As an important predictor of organic cosmetics purchase 

intention, attitude reflects consumers' positive perceptions and beliefs about the benefits of these products, such 

as being safer, healthier, and environmentally friendly. A positive attitude towards organic cosmetics increases 

the likelihood of purchase, as consumers’ values align with the perceived ethical, health, and environmental 

benefits of these products. This emotional and cognitive connection leads to increased purchasing intentions. 

Consumers are consistently drawn to the value of organic cosmetics due to their use of natural, plant-based 

ingredients, which are free from synthetic chemicals, pesticides, and fertilisers. This minimises exposure to 

potentially harmful substances, ultimately improving consumers' quality of life. 

Previous research has consistently found that subjective norms have a positive and significant effect on 

behavioural intention [57][64]. However, some studies have shown that subjective norms have an insignificant 

effect on purchase intention [26][58]. In this context, subjective norms represent social pressure or influence 

from friends, family, and society. When individuals believe that important people in their lives approve of or 

expect them to use organic cosmetics, they are more likely to make purchasing decisions to meet these social 

expectations. This desire for social approval or conformity motivates consumers to make choices that are viewed 

positively by their social circle. 

Perceived behavioural control has been consistently identified as a significant predictor of purchase intention in 

multiple studies [26][49][58][59][60][61][63]. However, other studies have reported an insignificant relationship 

[57][64]. Perceived behavioural control refers to an individual's perception of their ability to access and afford 

these products. Consumers are more inclined to develop a strong desire to purchase organic cosmetics when they 

believe they have the necessary resources (e.g., time, money, knowledge) and opportunities. They are more 

likely to act on their intentions when they perceive a high degree of control over their purchasing decisions, 

feeling empowered to make the purchase. Consumers are more likely to buy organic cosmetics when they have 

a positive attitude, receive support from loved ones, and find the purchase accessible and within their means.  

This study's limitations include the need to examine the validity and reliability of the findings. Future research 

should focus on data collection and validating the proposed model. It is advisable to consider pricing and product 

availability in investigating organic cosmetics purchase intention among Malaysian millennials.  

The higher pricing of organic cosmetics may not be affordable for all consumers, potentially discouraging them 

from purchasing these products. Furthermore, the availability of organic cosmetics may be limited in regions or 
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areas with relatively few specialty stores, making it difficult for consumers to locate them. Additionally, the 

range of organic cosmetics available in the market is somewhat limited compared to conventional brands. 

Consumers may find it challenging to evaluate and select the specific products they need. Therefore, it is 

recommended that future studies target millennials residing in urban areas with moderate to high income as 

respondents. 
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