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Abstract 

   
Background: The cosmetic market, traditionally associated with women, is 

constantly growing. Yet, the male cosmetic market has also 
transformed itself from a niche market to a fast paced growing market 
due to the increasing importance of appearance for men. A healthy 
lifestyle and an environmentally-friendly consumption have gained of 
importance for Generation Y consumers. In consequence, there are 
two trends constantly growing: the trend for a healthy lifestyle and 
the increasing demand of personal care products for men. 

Purpose: The aim of this thesis is to understand the attitudes towards natural 
care products among men of Generation Y by exploring the influential 
factors within the three angles of personal, socio-cultural, and 
marketing variables. 

Methodology: In order to fulfill the purpose of this thesis, a qualitative study with 
the help of twenty semi-structured interviews was conducted among 
men of Generation Y. 

Conclusion: In conclusion, the combination of the socio-cultural and personal 
variable increases the likelihood of positive attitudes towards natural 
care products among men of Generation Y. The marketing variable 
has an influence on both aforementioned variables, yet, not directly 
on the attitudes towards natural care products. Consequently, the 
main influential factors within the socio-cultural and personal 
variable are: the importance of a healthy lifestyle, the desire to be 
attractive and to reach the ideal-self, as well as a great environmental 
consciousness. 
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1. Introduction 

The introduction will give the reader significant background information about the 
global cosmetic market and the importance of Generation Y within this segment; 
specifically, the growing market of personal care products for men. After a profound 
overview, the context is narrowed down to natural personal care products for men. 
Given this information, the purpose of this study is stated. 

1.1 Background 

The global cosmetic market is constantly growing according to a market research 
conducted by Research and Markets in 2015. Cosmetics include products related to hair 
care, skin care, oral care, and perfumes, among others, and are a part of the fast-
moving consumer goods sector (Research and Markets, 2015). Furthermore, the 
researchers state, that skin care products have the highest market share whereas oral 
cosmetics are the fastest paced market (Research and Markets, 2015). In 2014, the 
global cosmetic market was worth 460 billion US Dollars and researchers expect a 
growth rate of 6.4 percent over the next five years and therefore, it is estimated that the 
market reaches 675 billion US Dollars by 2020 (Research and Markets, 2015). 

Although, the cosmetic industry is traditionally associated with women, there is an 
increase in demand by men for cosmetics and personal care products (Souiden & 
Diagne, 2009; Coulter, Price, & Feick, 2003). The male cosmetic market, also known as 
male grooming market, has transformed itself from a niche market to a fast paced 
growing market (Souiden & Diagne, 2009). Subsequently, the increasing importance of 
appearance for men has been highlighted in several studies. For instance, Barry and 
Martin (2015) say that young men are style-conscious and willing to express their 
identity. Besides, Holmes (2012) argues that one in four men use various skin-care 
products and that using personal care products has gone mainstream. Major cosmetic 
enterprises have created products for men such as facial creams, anti-wrinkle creams, 
bronzing products and toning gels (Souiden & Diagne, 2009). Additionally, Rob 
Candelino, vice president of skin cleansing U.S. at Unilever, states that there is a 
transformational difference in the role that men play (Holmes, 2012). There was a time 
when moisturizing was not “macho”, yet, this perception has changed significantly over 
the past years (Holmes, 2012). However, young men are under pressure to have and 
keep a specific look (Black & Sharma, 2001). 

The young generation born between 1982 and 2000 (US Census Bureau, 2015), also 
referred to as Generation Y or Millennials, loves fashion, trends, and shopping (Tran, 
2008). Not only are Generation Y’s an important target group as they are interested in 
fashion, but they also represent a group with tremendous purchasing power because of 
their size (Parment, 2013). According to the Boston Consulting Group, this market of 
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shoppers even outnumbers the generation of Baby Boomers, the previous generation 
(Atwell, 2015). 

In addition, there is a trend towards a healthy consumption: 33 percent of Generation 
Y’s think that healthy attributes are very important (Nielsen, 2015). In fact, Generation 
Y’s care about the environment (California Green Solutions, 2007), some studies even 
show that they are the most environmentally conscious (Vermillon & Peart, 2010). 
Additionally, most of them have positive attitudes towards green products and are 
likely to pay more for green products, brands, and services (Smith, 2010). Therefore, 
these green consumers are demanding a green industry (Lu, Bock, & Joseph, 2013). 
According to the research conducted by Research and Markets (2015) there are growing 
concerns regarding the effects of cosmetics usage in the long term, which is the reason 
why companies are forced to introduce organic products. The researchers predict that 
the market of natural and organic beauty products will increase over the next five years 
(Research and Markets, 2015). Natural care products are continuing to become more 
visible in the global market. Previously, they were seen as niche products but are now 
distributed through standard channels such as department stores (Lennard, 2011). 

1.2 Problem Discussion 

As aforementioned, there have been two trends continuously growing. On the one 
hand, the trend towards healthy consumption and the consumption of organic and 
natural sourced foods (Nielsen, 2015) and on the other hand the increasing demand for 
personal care products by men (Research and Markets, 2015). Hence, the question 
arises, why the market for natural care products is still relatively small and only a 
minor variety of natural care products are currently available.  

According to prior literature, several factors, such as personal, socio-cultural and 
marketing affect men’s attitudes towards the consumption of personal care products 
(Souiden & Diagne, 2009; Ricciardelli & Clow, 2009; Kim & Chung (2011); Cheah & 
Phau (2011). 

Originally, it has been the women’s task to shop for men, especially personal care 
products, but lately, men are more likely to purchase their own care products (Souiden 
& Diagne, 2009). According to Kellner (1992), consumption is not purely concerned 
with the act of consuming itself, but more with the creation of identities through the 
complex of consumption. Individuals in the postmodern world define their self-image 
through the consumption of products (Firat, Dholakia, & Venkatesh, 1995). Research 
has shown that personal grooming can help to improve one’s physical appearance and 
the social perception of others (Paasschen, Walker, Phillips, Downing, & Tipper, 2015). 

As Stacy Malkan (2007) states in her book: “I confess: I’ve been obsessed with 
cosmetics. When I was a seventeen-magazine-reading high school cheerleader 
desperate to fit in, the […] cosmetic aisle was my comfort zone. With each measured 
purchase […] I was one step closer to that girl I dreamed of: the confident, lovable 
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version of me.” (p. 2), the use of cosmetics is closely connected to different self-images: 
the images one has of him- or herself but also how you want others to see you. In fact, it 
is a way to self-expression and might have an impact on one’s self-esteem. A 
consumer’s close surrounding, especially the norms they hold concerning certain 
actions have an influence on the consumer’s attitudes and resulting behavior (Fishbein 
& Ajzen, 1975). Many authors say that socio-psychographic factors have an influence on 
attitudes and they therefore have the ability to predict behavior (Banerjee et al., 2003; 
Laroche et al., 1996; Roberts & Bacon, 1997). According to Cheah and Phau (2011), 
socio-psychographic information includes values, beliefs, opinions, and interpersonal 
influence. Additionally, the environmental attitudes a consumer has are seen as highly 
complex but dynamic (Roberts & Bacon, 1997). Furthermore, the influence of others, 
especially social influences of peers such as family members and friends, is an 
important determinant of an individual’s behavior (Bearden et al., 1989; Bandura, 
1986). In fact, these peer networks strongly impact one’s buying decisions regarding 
environmentally-friendly products. 

Media is believed to be a pervasive force in shaping physical appearance ideals and it is 
shown that it has a negative impact on female’s body image (Agliata & Tantleff-Dunn, 
2004). The majority of body image research has been focusing only on females, who 
usually report more disturbances than men (Rodin, Silberstein, & Striegel-Moore, 
1985; Thompson, 1996). Minimal previous research has been done to study the effects 
of media exposure on men’s body image but the attention towards males’ body image 
has been increasing (Pope, Phillips, & Olivardia, 2000). The hypervisibility of the male 
body in media, for example, in advertisements influences the attitudes and 
consumption of men’s care products and shape how men view their bodies, bring 
awareness to physical appearance and tell them how they should look like (Ricciardelli 
& Clow, 2009; Souiden & Diagne, 2009). Additionally, media has the possibility to 
influence human behavior, mostly without the awareness of the individual (Ricciardelli 
& Clow, 2009). Hence, decisions about what to purchase, what to do, and how to look 
are influenced by media (Alba, 2000; Baurneister; 2002; Bargh, 2002; Cohen and 
Chakravarti, 1990). Several studies demonstrate that individuals compare their own 
levels of attractiveness with those of models portrayed in media (Irving, 1990; Martin & 
Kennedy, 1993; Richins, 1991). Research has also found that the discrepancy between 
the attributes you believe you possess and the attributes you believe you should possess 
can produce negative emotional states, such as sadness, discouragement, and 
depression (Harter, 1998). 

1.3 Purpose 

Lately, men have become more aware of their looks, not least due to the society’s 
pressure on young men to feeling the need of being attractive (Nickel, 2004). Hence, 
they are increasingly demanding care products to enhance their appearance; yet, the 
use of personal care products depends on the image a man wishes to present (Souiden 
& Diagne, 2009). Whether those products are purchased, however, depends on the 
attitudes men have towards them (Solomon, Bamossy, Askegaard & Hogg, 2013). These 
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attitudes are influenced by personal, socio-cultural and marketing variables (Souiden 
& Diagne, 2009; Coley & Burgess, 2003; Ricciardelli & Clow, 2009). In addition, there 
are two trends constantly growing: The increasing demand for men’s personal care 
products (Souiden & Diagne, 2009) and the trend for a healthy and environmentally-
friendly lifestyle (Nielsen, 2015; Vermillon & Peart, 2010). However, until now, there 
has not been done any in-depth research which combines both areas. Therefore, we are 
interested in gaining a deeper understanding in those two mentioned areas.  

Although there are various prior researches highlighting consumers attitudes towards 
green products, mainly focusing on organic food products (Smith & Paladino, 2010; 
Vindigni & Janssen, 2002; Ruiz de Maya, López-López, & Munuera, 2011) and studies 
concerning the attitudes of male consumers towards care products (Souiden & Diagne, 
2009; Jones, 2001; Gray, 2004; Foster, 2004), to date it has not been identified if men 
also have a positive attitude towards natural care products. 

Given the increasing importance of the male beauty market and growing concerns 
regarding a healthy lifestyle, the purpose of this study is to understand the attitudes 
towards natural care products among men of Generation Y by exploring the 
influential factors within the three angles of personal, socio-cultural, and marketing 
variables.  
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2. Theoretical Framework 

In this section relevant literature and theories related to the purpose of this study are 
reviewed. Thus, the variables that influence attitudes are defined and a conceptual 
model is developed. 

2.1 Attitudes 

An attitude towards a brand, or brand attitude is a major component for valuing a 
brand’s equity. Mitchell and Olson (1981) define this term as an individual’s evaluation 
of a brand. In other words, an attitude of an individual towards a brand depends on the 
consumer’s perception (Shimp, 2010). An attitude can be formed in several ways, 
including classical conditioning, instrumental conditioning or through a complex 
cognitive process (Solomon et al., 2013). 

2.1.1 Three Components of Attitudes 

Attitudes are based on evaluations of certain beliefs that a consumer has about an 
object, for example a certain product or a brand (Fishbein and Ajzen, 1975). They are 
comprised of a three-component model also known as the ABC model of attitudes: 
affect, behavior, and cognition. The first component is related to the consumer’s 
feelings and emotions towards an attitude object. These feelings can be either positive 
or negative and are based upon the beliefs that the consumer has towards the attitude 
object. The behavioral, or the cognitive component, depicts the actions and intentions 
to act upon the object, for example to buy or not buy the product of a certain brand. 
The last component, cognition, refers to beliefs and thoughts a person has about an 
attitude object (Rosenberg & Hovland, 1960). This model emphasizes the interactions 
between knowing, feeling, and doing (Solomon et al., 2013). Even though all three 
components of an attitude are important, their importance varies depending upon the 
consumer’s level of motivation to the attitude object (Solomon et al., 2013). 
Consequently, a change within the attitude towards a given concept can result from a 
change in belief about a concept (Fishbein & Raven, 1962). A consumer is more likely to 
engage in a certain behavior if that person has a positive attitude towards undertaking 
the behavior (Ajzen, 1985). 

2.1.2 The Functional Theory of Attitudes 

Psychologist Daniel Katz developed the functional theory of attitudes to explain how 
attitudes facilitate social behavior. Attitudes exist because they serve as a function for 
the person (Katz, 1960). Two individuals can have the same attitudes towards a brand 
or product for very different reasons (Solomon et al., 2013). Katz (1960) identifies four 
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different attitude functions: utilitarian function, value-expressed function, ego-
defensive function, and knowledge function. 

First, the utilitarian function can be related to the basic principle of reward or 
punishment and attitudes are formed by whether individuals get rewarded or punished 
because of their actions. If a consumer likes the results of a product, that consumer will 
develop a positive attitude towards it. Second, the value expressive function of attitudes 
is not based on its objective benefits. The attitudes are based and shaped by the 
symbolic value of the product and what the usage of the product or brand says about 
the individual as a person (Solomon et al., 2013). Third, in the ego-defensive function, 
consumers form and use attitudes to protect their self-image from either external 
threats or internal feelings (Solomon et al., 2013). Last, the knowledge function of 
attitudes is formed when an individual needs to organize and structure the information 
they may receive. This need usually arises when a person is in an ambiguous situation 
or confronted with a new, unknown product (Solomon et al., 2013). 

As mentioned in the problem discussion (chapter 1), prior research found that several 
variables, such as personal, socio-cultural and marketing variables have an influence 
on men’s attitudes towards care products. In the following section, these variables are 
explained  in more depth. 

2.2 Personal Variable 

Individuals define their self-images through the consumption of certain products 
(Firat, Dholakia, & Venkatesh, 1995). In fact, consumption is not solely concerned with 
the action of consuming itself, but substantially, with the creation of identities within 
this complex process of the consumption activity (Kellner, 1992). 

2.2.1 Self-Concept 

Within marketing literature, the self-concept appeared approximately fifty years ago 
(Grubb & Grathwhol, 1967). It refers to the beliefs a person has about his or her own 
characteristics and how these are evaluated (Solomon, et al., 2013); it explains “who 
and what we are” (Schouten, 1991, p. 413). The self-concept includes physical, 
psychological, and social aspects, which may be influenced by a person’s attitudes, 
beliefs, and habits (Souiden & Diagne, 2009), and may vary from one context to 
another (Snyder, 1989). The self-concept consists of two or more dimensions 
(Solomon, et al., 2013; Abdallat, 2012). Yet, marketing literature does not allow a clear 
description or nomination of these dimensions due to the fact that they vary 
tremendously between different authors (Abdallat, 2012). Therefore, the basis will be 
Solomon et al.’s (2013) distinction: actual self-image, ideal self-image, social self-
image, and ideal social self-image. The actual self-image describes the most realistic 
assessment of a person, what they really are; whereas the ideal self-image refers to how 
the person wishes to be. Hence, celebrities or other role models may represent the 
“ideal” a person wants to achieve (Solomon, et al., 2013). Furthermore, products might 
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be purchased in the belief that they may help a person to achieve these goals. In fact, 
cosmetics may be one of the tools that are used to boost one’s self-image (Souiden & 
Diagne, 2009). Some products, however, may be chosen because they correspond with 
the consumer’s actual self-image (Solomon, et al., 2013). Consequently, there is a 
connection between self-concept and product-image. Products are assumed to have an 
image; these symbolic product-images are built by associations with the product such 
as the image of typical users of these products (Grubb & Grathwhol, 1967; Levy, 1959). 
Moreover, the match between the actual self-image and the product image is referred to 
as “self-congruity”, whereas the match between the ideal self-image and the 
corresponding product image is known as “ideal congruity” (Sirgy, 1980). 

Most research has focused on the actual and ideal self (Abdallat, 2012) yet, when taking 
a person’s social environment into consideration, the social self-image and the ideal 
social self-image raise interest. Thus, the social self-image represents how a person is 
seen by others. In contrary, the social ideal self-image describes how a person wants to 
be seen by others. The match between social self-image and product-image is named 
“social congruity” and the match between ideal social self-image and product image is 
referred to as “ideal social congruity” (Sirgy, 1980). 

2.2.2 The Moral-Self 

The rising concerns towards environmentally friendly and sustainable consumption 
and therefore, the consumption of green products trigger the interest of another self-
image: the moral-self. 

Individuals evaluate their identity towards the moral or immoral end, when their 
individual perception of who they are in a certain situation matches the moral identity 
(Stets & Carter, 2011). When individuals are incapable to regulate self-perceptions to 
maintain at the level of their personal identity standard, they will be exposed to 
negative emotions (Stets & Carter, 2011). Thus, these negative emotions will drive them 
to a change in behavior in order to reach a better match with their internal identity 
standard (Stets & Carter, 2011). 

Although people generally rate health and sustainability highly (Nielsen, 2015; 
Laroche, Bergeron, & Barbaro-Forleo, 2001), they do not always follow their ideals or 
socially accepted norms with their behavior (Schwarzer, 2008; Vermeir & Verbeke, 
2006). Therefore, Onwezen, Bartels, and Antonides (2014) suggest that emotions such 
as pride or guilt might guide people to follow their instant attitudes and norms due to a 
self-regulatory function. 

2.2.3 Self-Esteem and Self-Consciousness 

According to Solomon et al. (2006), self-esteem is defined as “the positivity of a 
person’s self-concept” (p. 209). Self-esteem is often linked to the acceptance of others 
(Solomon et al., 2013). People with a low self-esteem do not expect themselves to 
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perform well in different situations, whereas, people with a high level of self-esteem are 
more confident about themselves (Solomon et al., 2013). These levels of self-esteem can 
be influenced by marketing activities, for example by using role models in 
advertisements. People compare themselves to these role models and further evaluate 
their own self-concept (Solomon et al., 2013). 

Moreover, Harter (1999) states that self-esteem is connected to the thoughts one has 
about his or her body and that physical appearance might be an indicator of one’s level 
of self-esteem. Therefore, a positive body image is strongly linked to a higher level of 
self-esteem and vice versa (McCabe & Ricciardelli, 2003). For example, a stain on the 
skin might lead to uncertainties about physical appearance and may therefore result in 
low self-esteem (Pruzinsky & Cash, 2002). 

In contrast, self-consciousness is understood as “the tendency of persons to direct 
attention inward or outward” (Fenigstein, Scheier, & Buss, 1975, p. 522). In other 
words: it describes the image a person wants to communicate to others (Solomon et al., 
2013). Consequently, people with a high level of self-consciousness tend to pay more 
attention to their looks. In fact, people who have a high level of public self-
consciousness are more likely to be keen to clothing and using cosmetics (Solomon et 
al., 2013). 

2.2.4 Motive Disposition Theory and Self-Determination Theory 

According to Atkinson (1982), motive dispositions are acquired or learned orientations 
towards specific stimuli in the environment. This learning begins in the early childhood 
(McClelland, Koestner, & Weinberger, 1989), typically through parents who impose 
standards and achievement-related striving (McClelland & Pilon, 1983). Through social 
learning and classical conditioning, individuals may rely on positive experiences 
inordinately (Job & Brandstätter, 2009). In other words, motive dispositions make 
people want certain types of incentives and thus, it has to be focused on the different 
motives a person might have and the effect on the outcomes which result in behavior 
(Sheldon & Schüler, 2011). 

In contrast, the self-determination theory focuses on people’s motivation and 
personality by taking the social-environmental conditions into consideration (Ryan & 
Deci, 2002). These social environments can either have a positive or negative impact on 
one’s tendencies, resulting in behaviors and intrinsic experiences (Ryan & Deci, 2000). 

2.3 Socio-Cultural Variable 

Various studies show that social standards have a great impact on personal standards 
and goals (Beer & Keltner, 2004; Tangney, Stuewig, & Mashek, 2007). In addition, 
according to Leary (2007), self-conscious emotions might have a positive influence on 
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social interplays and relations. Hence, these emotions are placed on personal and social 
aspects and interact with such. 

Although there is pressure towards an ideal appearance by media, this pressure is 
intensified when peers enlarge these messages (Dunkley, Wertheim, & Paxton, 2001). 
Despite the fact that friends and family might provide social support, they may also 
contribute to one’s concerns regarding their body image (Ata, Ludden, & Lally, 2007). 

Consuming a product usually comes from the wish to fulfill certain needs which are 
often influenced by culture and personal beliefs (Souiden & Diagne, 2009). 
Consequently, Weber and De Villebonne (2002) state that consumers’ behavior is 
highly influenced by culture, for example their beliefs, as one of the cultural aspects. In 
fact, machismo as one of these beliefs still exists in many cultures (Härkönen, 2007). 
Hence, this belief contradicts with men using care products due to the fact that those 
are not seen as manly (Souiden & Diagne, 2009). Yet, the impact of open-minded 
environments on men leads to a higher acceptance of care products within this target 
group and does not denote these products as exclusively for women (Souiden & Diagne, 
2009). As a result of marketers’ knowledge that these machismo beliefs still exist, they 
make use of macho celebrities in their advertisements to oppose these attitudes and 
teach these societies that care products for men are not contradicting their masculinity. 
Therefore, the acceptance of men using care products is constantly increasing (Souiden 
& Diagne, 2009). In addition, by establishing beauty standards, the society pushes men 
to get an image that is in accord with their cultures (Dano, Roux, & Nyeck, 2003). 

Lifestyle has a significant influence on people’s consumption behavior (Souiden & 
Diagne, 2009). According to Coley and Burgess (2003), lifestyle characteristics such as 
personal values and social class play an important role in the decision of what products 
to consume because these aspects impact consumer’s attitudes towards certain 
products. For instance, people who follow a healthy lifestyle are more likely to buy 
organic products. 

2.4 Marketing Variable 

The use of media is currently heavy among young people. They might use media to look 
for help in dealing with issues, related to their changing bodies and identities (Ata, 
Ludden, & Lally, 2006). Thus, mass media relays messages regarding ideals and 
undesirability of physical attributes (Ricciardelli, McCabe, & Banfield, 2000). Prior 
research has persistently shown that media, especially magazines, play a big role in the 
perception of body image (Levine, Smolak, & Hayden, 1994). Pressure from media 
towards men is mainly associated with muscularity and manliness (McCabe and 
Ricciardelli, 2003). In contrast to the female target market, there are not as many 
cosmetic advertisements that target men, yet the number is increasing (Souiden & 
Diagne, 2009). Specifically, magazines for men include advertisements of care products 
for men using physically appealing role models (Iida, 2004). Although the pressure 
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towards men rose due to the increasing number of advertisements targeting men, it has 
also led men to feel more comfortable about the use of care products (Souiden & 
Diagne, 2009). The use of celebrities in advertisements, who get much attention within 
the media, positively changed men’s attitudes towards the consumption of personal 
care products; these celebrity endorsements transmit a unary image in people’s minds 
and may function as cultural leaders (Souiden & Diagne, 2009). Additionally, by 
making use of these role models people might not think of care products as female-
characterized only, but as an enrichment product that can also be used by men 
(Souiden & Diagne, 2009). 

2.4.1 Celebrity Endorsement 

According to McCracken (1989), celebrity endorsement can be defined as “any 
individual who enjoys public recognition and who uses this recognition on behalf of a 
consumer good by appearing with it an in advertisement” (p. 310). Even though a 
celebrity endorsement strategy is costly, it can have a positive impact on a brand 
(Solomon et al., 2013). On the one hand, celebrities increase the awareness of a 
company’s advertising and on the other hand, they enhance both brand attitudes and 
company image (Solomon et al., 2013). McCracken (1989) argues that some celebrity 
endorsements work better than others, due to a better match between the celebrity and 
the product. According to Kamins (1990), the “match-up hypothesis” suggests that 
endorsements are more effective when there is a “fit” between the endorsed product 
and the celebrity endorser. For example, an attractive celebrity is a better and more 
effective endorser for products that enhance one’s attractiveness (Till & Busler, 1998). 

As stated by Freiden (1984) celebrities are effective endorses because they are viewed 
as highly trustworthy, likeable, believable and persuasive. Research has shown that 
celebrities who advertise and endorse several products are seen as less credible than 
those who only endorse a single product (Tripp, Jensen, & Carlson, 1994). However, 
the use of celebrity endorsement in advertisements is not always beneficial. Loui and 
Obermiller (2002) state that celebrities who are involved in negative headlines or 
events can cause harmful effects on the products they endorse. In other words, the 
effectiveness of a celebrity endorser is dependent on the celebrity. 

Atkin and Block (1983) as well as Petty and Cacioppo (1983) argue that celebrity 
endorsers produce more positive responses towards the advertising of a product and a 
greater purchase intention than a non-celebrity endorser. Yet, it is crucial for 
advertisers to match the product with the characteristics of the target audience and the 
personality of the celebrity endorser, in order to establish and convey an effective 
message (Misra, 1990). Furthermore, Fireworker and Friedman (1977) found that 
celebrity endorsements have an increased overall attitude towards the product. 
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2.4.2 Balance Theory 

Heider (1946) is known for developing the first theory on cognitive consistency, also 
commonly known as balance theory. The balance theory can be seen as a simple social 
network with three actors, a triad, in which every actor is connected by either a positive 
or a negative link (Heider, 1946). According to the balance theory, individuals want to 
maintain psychological stability. Hence, they form relationships, which balance their 
likes and dislikes. Balance is achieved, when there are three positive links or two 
negative links with one positive (Heider, 1946; Solomon et al., 2013). 

When two people do not share the same or similar attitudes, beliefs or feelings about 
something, tensions can arise (Hummon and Doreian, 2003). On a cognitive level, 
individuals seek balance in their relations with other people and objects (Solomon et 
al., 2013). 

Each triad consists of : 

(P) one person and their perception of 

(O) an attitude object and 

(X) another person or object 

        
   

Figure 1: Heider’s P-O-X Model.  
Own figure, based on Solomon et al. (2013) 

  
The perception of the person can be either positive or negative. According to Heider, 
people change their perceptions in order to make relations between them consistent. 

For example, if a person (P) likes a certain celebrity (X) and the celebrity (X) likes 
product (O). Person (P) originally disliked product (O), hence person (P) is likely to end 
up increasing his enjoyment of the product (O) or decreasing his likelihood of liking 
celebrity (X) or both. All mentioned options create equilibrium or also known as 
balanced state, a situation which is psychologically comfortable (Solomon et al., 2013). 

2.5 Conceptual Model 

Research has shown that the environmental attitudes a consumer has is strongly 
complex, yet dynamic (Roberts & Bacon, 1997). Therefore, when taking the theoretical 
framework into account, there are many influential factors on these attitudes that have 
to be taken into consideration leading to a rather complex conceptual model. 
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In order to gain a deep understanding regarding the attitudes men have towards 
natural care products, we aim to consider a variety of influential factors to guarantee 
this deep understanding. 

Firstly, personal influential factors such as self-theories and attractiveness: As a result 
of the attempt of increasing their physical appearance, men progressively use cosmetics 
(Gullette, 1994). Also, within the privileged classes, the likelihood of viewing the body 
as an end in itself with a greater emphasis on physical appearance is great (Bourdieu, 
1978). According to Lee and Lee (1997), appearance consciousness leads people to an 
interest in cosmetics. Additionally, according to Shilling (2003), the body is seen as a 
project that can be modified and transformed as an essential component of self-
identity. The way in which one perceives his or her own body is matched with the 
version of the self that results from one’s social setting (Gill, Henwood, & McLean, 
2005). Given this information, personal factors, especially self-theories and 
attractiveness, seem to have great influence on the attitudes men have towards natural 
care products. 

Second, socio-cultural influential factors such as beliefs, lifestyle, and society: Socio-
cultural pressures have an impact on perceptions and attitudes of both men and 
women (Bartky 1990; Ehrenreich & English 1978; Wolf 1991). Hence, the ideal body 
image is driven by the society as well as what is perceived as ideal within this setting 
(Gill et al., 2005). Also, if significant others have a positive attitude towards natural 
care products, then the consumer is more likely to have a positive attitude towards 
these products as well (Hillhouse et al., 2000). Moreover, health conscious consumers 
put effort on remaining a healthy lifestyle (Newsom et al., 2005). In fact, in the context 
of care products, a consumer with a high health consciousness might be more likely to 
weigh up whether a product is safe for the body and ingredients play, therefore, a 
paramount role (Johri & Sahasakmontri, 1998). Consequently, due to the fact that 
organic products are seen to further a healthy lifestyle (Essoussi & Zahaf, 2008), 
similarities between the consumption of organic food and natural care products are 
expected. 

Third, marketing influential factors, such as media and advertisements: Media is seen 
as an influential factor on men’s body image. Lately, the attention towards male’s body 
image has been increasing (Pope, Phillips, & Olivardia, 2000). The presence of the 
male body within media influences the attitudes and the consumption of care products 
highly (Ricciardelli & Clow, 2009; Souiden & Diagne, 2009). Furthermore, the pressure 
from media towards men is usually associated with maleness and muscularity (McCabe 
and Ricciardelli, 2003). Consequently, physically appealing role models and celebrity 
endorsers are used in advertisements (Iida, 2004). Furthermore, researchers argue that 
celebrity endorser, who get much attention and are known within media, positively 
change men’s attitudes. Based on the given information about the marketing variable, 
media and advertisements seem to have an influence on men’s attitudes towards the 
usage of natural care products. 
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Past studies suggested other influential factors such as knowledge (Aertsens et al., 
2011; Gracia, 2007; Stobbelaar et al., 2007), because a certain knowledge regarding 
organic food was proven to have a positive influence on attitudes towards organic food. 
In addition, Bourdieu (1984) suggested the research of social classes in order to 
understand attitudes due to the fact that the body reflects the social class in terms of 
the formation of habitus and how sophisticated a person is. Furthermore, religion has 
shown to have a great impact on values, behaviors, and beliefs that lead to attitudes 
(Choi, 2010). Lastly, demographic dimensions are associated with environmental 
attitudes (Roberts, 1996; Roberts & Bacon, 1997; Stern, Dietz, & Kalof, 1993). Although 
these factors might have an influence on attitudes, we did not consider them as 
especially important for the purpose of the thesis at hand. Hence, due to the aim of this 
thesis to gain a better understanding about the attitudes of men within Generation Y 
towards natural care products, religion, social class, and demographics were not seen 
as important factors. Our objective is not to make any comparisons regarding those 
factors. Additionally, although knowledge might have an influence on attitudes, it is of 
secondary importance for this study, as the research at hand aims to explore a new 
angle within care products for men combined with the trend of a healthy lifestyle and 
environmental consciousness. 

Given this information, the following conceptual model is designed based on Souiden 
and Diagne (2009), Kim and Chung (2011), and Cheah and Phau (2011): 
 

Figure 2: Conceptual Model, own figure.  
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3. Methodology and Method  

The methodological part of this research introduces the research philosophy, which 
forms the basis for the thesis at hand. Furthermore, the research approach, research 
design as well as the research method are presented. The data collection method, 
including a detailed description of the proceeding and analysis of this data, is 
explained. Lastly, the quality of the collected data is assessed.  

3.1 Research Philosophy  

The purpose of this study is to understand the attitudes towards natural care products 
among men of Generation Y by exploring the influential factors within the three angles 
of personal, socio-cultural, and marketing variables. Although prior research found that 
the aforementioned factors have an influence on attitudes, it has not been studied why 
and how. Due to the fact that men within Generation Y are the focus of our study, the 
aim is to gain a deep understanding of their underlying motives resulting in certain 
attitudes towards natural care products. That is to say, we seek to thoroughly 
understand the participants’ way of thinking and how they, as social actors, make sense 
of their surroundings. 

Therefore, we adopted the philosophy of interpretivism, which focuses on a profound 
understanding of the participants and their behaviors; it is a dynamic approach that 
aims to understand different views of every person (Saunders et al., 2012). Hence, the 
knowledge that we aimed to achieve within this study was gained by a profound 
understanding of the participants' answers - based on their values and beliefs by 
interpreting how they described their close surrounding, their lifestyle, and how they 
see themselves, among other things. During this study, signs of the interpretivist 
philosophy can be found in various parts. For instance, when analyzing the empirical 
findings, we interpreted the respondents' answers and implemented them into the 
given context in order to fulfill the purpose of the study. 

In general, research philosophy describes the development and nature of knowledge 
(Saunders et al, 2012). This research philosophy incorporates important assumptions 
about the way a researcher sees things, and these assumptions underline the research 
strategy as well as the methods that are used in order to fulfill the research purpose 
(Saunders et al., 2012). The interpretivist philosophy supports the importance to 
entirely understand shared meanings (Rowlands, 2005; Saunders et al., 2012). Hence, 
the difficulty for us was to enter the social world and to understand the point of views 
of the participants (Saunders et al., 2012). Therefore, it has to be acknowledged that the 
way we, as researchers, perceive the nature of reality (ontology), had an influence on 
the knowledge we gained through the interpretations we made (Smith, Flowers, & 
Larkin, 2009). We used the interpretivist approach to understand the attitudes men of 
Generation Y have towards natural care products, which conversely means that our 
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own values and our personal way of understanding the environment influenced our 
interpretation of the interviewees' answers. Additionally, it was of importance for us to 
define what valid knowledge constitutes of and how it can be obtained (epistemology); 
therefore, we addressed how the participants’ knowledge was achieved. This approach 
enabled us to distinguish between useful answers and answers that were led by 
previous perceptions the interviewees had (Hatch & Cunliffe, 2006). 

Within this research philosophy, we had to embrace an empathetic attitude in order to 
gain this deep understanding we were aiming for. Due to a subjective interpretation of 
these statements made by the participants, we did not see this knowledge as objectively 
applicable on every situation, but rather on the specific research problem that was 
examined in this study. Thus, we did not translate the obtained results into 
generalizations in order to maintain the richness of the outcome and avoid limitations. 

All in all, interpretivism philosophy was not only the basis for our entire study, but also 
crucial for the choice of methods. Furthermore, this philosophy held important 
implications of how we, as researchers, see the nature of knowledge. This played an 
important role when discussing what we considered as acceptable knowledge and how 
it is interpreted. 

3.2 Research Approach  

According to Saunders et al. (2012), there are two different ways of approaching a 
research problem: deduction and induction. A deductive research approach is 
understood as the use of prior theory which is tested on the collected data (Saunders et 
al., 2012). The aim hereby is to explain causal relationships between variables, usually 
through hypotheses testing (Saunders et al. 2012). In contrast, an inductive research 
approach is based on the results obtained by the primary data collected. Thus, by 
gaining insight into the phenomenon, theoretical approaches can be developed 
(Rowlands, 2005). 

However, when combining these two approaches, a third one arises named abduction. 
Within this approach, the researcher develop a theoretical framework in order to make 
theoretical statements, yet, when analyzing the collected primary data, researcher are 
open to new theoretical approaches that might appear (Rowlands, 2005). 
 

Figure 3: Different Research Approaches. Own figure, based on Saunders et al. (2012) 
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For this study an abductive approach was chosen. Although qualitative researches are 
often linked to inductive research approaches, we did not avoid prior literature. Hence, 
we established a thorough theoretical framework due to the fact that the phenomenon 
of attitudes is not new in marketing literature. The conceptual model was used as a 
basis to identify possible influential factors for the building of attitudes in the context of 
natural care products. Consequently, it was assessed if these factors indeed have an 
influence on the attitudes towards natural care products (deductive). The model gave 
us guidance in order to develop the interview guide and to cover all important fields 
indicated by the reviewed literature. 

The angle this study aimed to shed light on is a recent and poorly studied field, which 
might result in the development of new theoretical approaches (inductive). We were 
more interested in the reasons why the participants have certain attitudes rather than 
the classification of positive versus negative attitudes only. Therefore, our purpose was 
to understand the motivation of the respondents; why they have a positive or negative 
attitude (inductive). We were open for every possible outcome of the qualitative study 
that was conducted in order to translate new approaches into theory or enrich existing 
theory at hand. 

In summary, the research of this thesis was based on literature which we used as 
guidance for our research. In order to do so, we identified several areas that were 
important to thoroughly understand the participants’ reasons for either having a 
negative or positive attitude towards natural care products (deductive). Subsequently, 
our objective was to draw conclusions from the collected data that might exceed the 
existing literature (inductive). 

3.3 Research Design  

The combination of research philosophy, research approach, and research design 
provide us with a specific guidance on how to fulfill the purpose mentioned in chapter 
1.3. After defining the research philosophy (chapter 3.1) and the research approach 
(chapter 3.2), it was crucial to consequently decide on an appropriate research design. 

A research design can be either conclusive or exploratory. These two designs differ in 
terms of objectives, characteristics and methods (Malhotra et al., 2012). The aim within 
an exploratory design is to gain insight and to understand the nature of the marketing 
phenomena, whereas the aim of a conclusive study is to test hypotheses and explore 
relationships (Malhotra et al., 2012). 

Following the research philosophy and research approach we considered an 
exploratory research design as appropriate for the study at hand. A conclusive design 
was not suitable due to the fact that our aim was to understand the reasons why the 
participants have a certain attitude towards natural care products and not testing 
hypotheses or establishing relationships. Although we defined the problem precisely, 
we needed to gain deeper, additional insights before moving on to confirming the 
findings, which can be done most effectively with an exploratory research design 

!16



(Malhotra et al., 2012). We sought to understand more about the combination of the 
current trends: healthy lifestyle and the consumption of organic products as well as the 
increasing demand for care products for men. Hence, we attempted to lay the 
groundwork, which might lead to future studies as well as linking our findings to 
already existing theory. An exploratory research design is considered to be suitable 
because we aimed to shed light on a new angle in combining these two trends that has 
not been studied before. 

Concerning the time horizon of the study a cross-sectional or longitudinal study can be 
conducted. Cross-sectional studies are described as a “snapshot” whereas a 
longitudinal study can be seen from a “diary” perspective (Saunders et al., 2012). When 
conducting a longitudinal study, the researchers measure a particular group of people 
at multiple points in time (Malhotra et al., 2012). On the other hand, cross-sectional 
studies are designed to look at how things are right now, without taking the history or 
future trends into consideration. 

Given this information, we chose a cross-sectional study; a study that can be 
distinguished between single cross-sectional and multiple cross-sectional (Malhotra et 
al, 2012). For the research at hand a single cross-sectional study was chosen, which 
means that information was obtained from this sample once (Malhotra et al., 2012). 
Our aim was to understand the participants’ attitudes towards natural care products 
now, and therefore, we considered a single cross-sectional study appropriate. 

3.4 Research Method  

In order to further specify the nature of the primary research, the study can be either 
qualitative or quantitative (Malhotra et al., 2012). Quantitative research is based on 
meanings derived from mainly large data sets, such as questionnaires, and looks at 
numerical relationships (Saunders et al., 2012). Qualitative studies, on the other hand, 
are based on a small sample size and give a deeper understanding of the research 
problem at hand. This method allows the participants of the study to express their 
thoughts, opinions and feelings about a certain topic (Malhotra et al., 2012; Saunders et 
al., 2012). 

As the purpose of our thesis was to understand the attitudes towards natural care 
products among men of Generation Y by exploring the influential factors within the 
three angles of personal, socio-cultural and marketing variables, a qualitative 
interviewing technique was the suitable methodological choice. Our aim was to gain a 
deeper understanding of the attitudes towards natural care products that have not been 
studied previously.   

Hence, when using a qualitative research method, the results of the study cannot be 
generalized or transferred to larger population since the sample is too small (Saunders 
et al., 2012). Yet, compared to a quantitative research method, the qualitative approach 
gave us deep insights into participants’ beliefs and motives. 
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Within the frame of a qualitative research, we had the choice to either conduct focus 
groups or structured, semi-structured or unstructured interviews. Interviews are 
appropriate when the researcher wants to identify detailed opinions, beliefs and 
attitudes about a certain research topic (Saunders et al., 2012). As mentioned 
beforehand, we aimed to understand the attitudes towards natural care products 
among men of Generation Y, hence qualitative interviews seemed to be the most 
appropriate approach to receive a deeper understanding of males attitudes towards 
natural care products. Furthermore, the participants of the study might not feel 
comfortable with sharing their thoughts and beliefs about care products in front of 
other men, which is the reason why we conducted interviews and not focus groups. 

3.4.1 Primary Data: Semi-Structured Interviews  

When designing and conducting interviews, there are several approaches available to 
choose from. On the one hand, interviews can be highly formalized and structured, by 
using standardized questions for every participant, or they may be unstructured and 
informal (Saunders et al., 2012). It seemed most suitable, for the research at hand, to 
combine these two methods and to conduct semi-structured interviews. Despite the 
fact that unstructured interviews, without an interview guide, might give the study's 
participants more freedom in terms of discussion and speculation, we wanted to ensure 
that we receive valuable information connected to our purpose (Saunders et al., 2012). 

Semi-structured interviews are non-standardized and are referred to as qualitative 
research interviews (Saunders et al., 2012). For our semi-structured interviews, we 
designed an interview-guide to ensure that we cover all the areas we wanted to gain a 
better understanding of. By using this method, the interviewees were able to talk freely 
about the research subject and hence contributed with information we have not 
considered previously. Yet, this information was significant for the study. Although 
semi-structured interviews contain a set of prepared questions, we ensured to ask the 
interviewees follow-up questions, based on what they stated during the interviews. By 
asking these follow-up questions we gave the interviewees the opportunity to further 
discuss relevant and interesting topics (Collis & Hussey, 2013). Hence, the interviewees 
still had flexibility in how to reply and add new ideas during the interview session. 

Conducted Semi-Structured Interviews 

In total, we conducted twenty semi-structured interviews with students and individuals 
within the workforce of Generation Y, in Germany and Sweden. The interviews took 
place from the 11th until the 31st of March 2016 and were conducted both in English and 
German. Due to the fact that we are both native Germans, we decided to execute the 
interviews with all native German interviewees in our mother tongue. By doing so, we 
minimized misunderstandings and also reduced the likelihood of interpretation errors. 
Furthermore, by being able to express thoughts and beliefs about a topic in their own 
mother tongue, the respondents might find it easier to express themselves and reveal 
additional information (Rubin & Rubin, 2011). 
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After conducting fifteen interviews, we noticed that we were no longer receiving any 
new information and the given answers by the respondents were similar. Hence, we 
decided to conduct five more interviews to ensure that the interviewees continued to 
give homogenous responses. After those five more interviews, we came to the 
conclusion that we had reached the saturation point of our research. 

3.4.2 Interview Guide  

The interview guide, which may be found in appendix 1, contained of five main topics: 
general information, natural care products, socio-cultural variable, personal variable 
and marketing variable. This interview guide provided a clear set of instructions as 
well as reliable and comparable qualitative data (Bernard, 1988). In accordance with 
the exploratory research design, we started with open-ended questions for every topic 
in order to receive longer answers and therefore more information. In other words, 
questions that left the participants the possibility to give responses in their own words 
without suggesting possible answers (Creswell, 2013). As Bryman and Bell (2015) state, 
questions asked during an interview need to be formulated in a way that they can help 
fulfil the purpose of the thesis. Therefore, we wanted the participants of the study to 
respond as freely as possible in order to reveal as much information as possible. We 
avoided asking leading questions, as they might have biased the respondents. 

The general information part provided us with a foundation and an overall picture of 
the usage of personal care products among men of Generation Y. Our aim was to find 
out what products they use, for what reasons and how often. For question two “Can you 
tell me why you use these products?”, question three “Which statements apply to you 
after the use of care products?”, and question five “Which criteria are important to 
you when buying care products?” we created little cards with several response options, 
which may be found in appendix 1. The participants were able to choose from those 
response options and consequently ranked the answer possibilities, based on the 
importance. After they have ranked the answer possibilities, we asked them to specify 
the reasoning for this order, to receive additional information and a more in-depth 
understanding. 

The second topic, natural care products contained of questions about the familiarity of 
natural care products, and if they had tried them before. By asking questions about the 
consumption of natural care products, we slightly wanted to move the discussion 
towards the main purpose of the interview and see how the general attitudes towards 
natural care products are. 

The third category, socio-cultural variable contained three components: lifestyle, 
beliefs and close surrounding. The lifestyle component contained questions regarding 
trends, healthy lifestyle, organic food consumption, environmentally friendly products 
and the origin of the products. For the component beliefs, we wanted to know what the 
interviewees associate with masculinity and if they believe that the use of care products 
has an influence on it. The last component, close surrounding contained questions 
regarding the impact of family and friends. 
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The fourth topic, personal variable included questions regarding self-theories and 
attractiveness. The self-theory part contained a question about the guilt of the 
participants, when they do not buy organic products and the second component- 
attractiveness - consisted of questions regarding physical appearance and questions 
regarding the happiness of the participant’s own look. 

The fifth category, marketing variable incorporated two components: media and 
advertisement. The media part provided us with information concerning the influence 
of media on individuals and the influenced aspects. Yet, we also wanted to know if the 
interviewees believe that they are influenced by media as well. The second component 
of the marketing variable consisted of an advertisement, which we explicitly designed 
for the purpose of this study. The advertisement, which can be found in appendix 2, 
depicted a non-existing, natural moisturizing cream of the brand L’Oréal Men Expert. 
L’Oréal Men Expert was chosen, since most men are familiar with the brand 
(Verbrauchs- und Medienanalyse, 2015). Additionally, we portrayed the Australian 
actor Chris Hemsworth, to test if the celebrity has an influence on the advertised 
product. Chris Hemsworth is known for his leading roles in Star Trek, Thor or The 
Avengers, to name a few. He was also featured on several male magazine covers, for 
example GQ and Men’s Health after being named the “Sexiest Man Alive" by People 
Magazine (Maresca, 2014). We labeled the product to be organic and natural at the 
same time to explore if the participants of the study recognize the contradiction. 

3.5 Sampling Method  

The sampling process starts with the precise definition of the target population 
(Malhotra et al., 2012) which involves converting the problem definition into a precise 
proclamation of who should be included in the sample (Malhotra et al., 2012). A 
research in which the target population is not explicitly defined might result in an 
inefficient or even misleading study (Malhotra et al., 2012). 

Therefore, we defined the target population with the help of prior literature in that 
field. Accordingly, the target population was men of Generation Y, between the ages of 
16 and 34. This study did not aim to identify specific cultural differences, which is the 
reason why there was no limitation made regarding origin or ethnicity. Additionally, 
there were no further restrictions made regarding other personal variables such as 
education or income. 

There are two categories of sampling techniques: non-probability sampling and 
probability sampling. A non-probability sampling is based on the researcher’s 
judgement rather than on chance, whereas, within a probability sampling, every person 
has the same chance to be selected (Malhotra et al., 2012). 

For this study we used a convenience sampling, within the non-probability sampling 
technique. Convenience sampling is a common technique when conducting a 
qualitative research, especially with mainly students as target population (Malhotra et 
al., 2012). Furthermore, it is the least expensive and time consuming technique and the 
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sampling units are accessible, easy to measure, and cooperative (Malhotra et al., 2012). 
Due to the fact that the target population of this study was mainly students, we 
considered this sampling method appropriate. Given the small number of participants 
within qualitative studies, the results should, however, not be generalized to other 
populations (Malhotra et al., 2012). 

3.6 Data Analysis  

In order to analyze the collected data we followed the four-step generic process, 
displayed in figure 4, which was introduced by Malhotra et al. (2012). This process gave 
us a good overall structure of the data analysis and allowed us to adapt it to our 
purpose of the study. After the data assembly, reduction, and display, the data had to 
be verified. However, for this thesis we focused on a quality assessment (refer to 
chapter 3.7) instead of seeking alternative explanations through other data sources, as 
suggested by Malhotra et al. (2012). 

Figure 4: Stages of Qualitative Data Analysis. Own figure, based on Malhotra et al. (2012)  

3.6.1 Data Assembly 

To fulfill the purpose of our study, we collected primary data, in the nature of semi-
structured interviews. All of the semi-structured interviews were recorded in order to 
transcribe them and to avoid the loss of deep information as well as the exact wordings 
the participants used. Additionally, we took notes during the interviews to ensure the 
richness of the respondents’ answers such as specific gestures because this information 
was not going to be on the audio recording. Accordingly, the transcripts formed the 
basis of our data analysis at hand. 
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3.6.2 Data Reduction  

The next step in the data analysis process was the data reduction. In order to organize 
and structure the data (Malhotra et al., 2012) we coded the collected data with the help 
of a coding program for qualitative research called MAXQDA12: we inserted all the 
transcripts into the program and created codes. First, we created codes according to the 
structure of our interview guide: general information, socio-cultural variable, 
personal variable, and marketing variable in order to ensure a consistent structure. 
Later, we introduced sub-codes such as care products, reasons for use, statements 
after use, who buys these products, criteria when buying, spending, definition natural 
care products, lifestyle, beliefs, close surrounding, self-theory, attractiveness, media, 
advertisement, and attitudes towards natural care products to further narrow down 
and bundle the information. Also, all codes were assigned to a different color to avoid 
confusion. During the process of coding, different citations were assigned and smaller 
codes within the sub-codes were created depending on the information the 
interviewees gave. Hence, our aim was to get an overview about similarities and 
differences to the same question within the answers. Consequently, this process helped 
us to better compare answers and to be able to have the exact citations, yet remaining 
in the context of the whole answer. 

In conclusion, we reduced the data by coding it into different sections which allowed us 
to get an overall impression of the results obtained and to make sense of the answers 
given by the interviewees. 

3.6.3 Data Display 

The reduced data was displayed in a structured way according to the head codes 
mentioned in the section above, as an extended text. In other words, we identified the 
general similarities and differences within the answers and explained them in a precise 
way, yet structured by categories. Additionally, we made use of graphs that display 
important information and give a quick impression of the trends within our empirical 
findings. Although our aim was not to generalize the findings, we used some numbers 
to display the strength of some findings. Furthermore, we used quotations to transmit 
the intensity of some answers and to give the reader a better understanding of the 
displayed data. Consequently, connections between the concepts became clearer, which 
facilitated the drawing of conclusions.
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3.7 Research Quality  

The research quality was evaluated based upon the approach developed by Lincoln and 
Guba’s (1985) translation of criteria to evaluate the trustworthiness of findings. In 
qualitative research four key elements need to be evaluated: credibility, transferability, 
dependability, and confirmability. 

In order to guarantee the credibility of the study at hand we included verbatim 
quotations. Also, both of us analyzed the data independently first, before combining 
both analyses in order to create one thorough analysis. 

The target audience was limited to men within Generation Y, as clearly stated 
previously. Therefore, transferability to other settings cannot be given. However, 
details of the study participants have been provided in chapter 4 to give the reader the 
possibility to evaluate for which target group this study gives information. Contextual 
background about Generation Y consumers has been given in chapter 4 as well. 

We conducted interviews until the saturation point was reached. Ensuring this, other 
researchers are more likely to get the same results when conducting the same study, 
hence dependability is given. Also, we kept the same structure throughout the entire 
thesis to ensure a logical and clearly documented process of the research. 

Although the interpretivism approach was followed in this study, confirmability was 
ensured by transparency about interpretations we made in order to avoid researcher 
bias. Thus, the findings were displayed neutrally without any interpretations to provide 
the reader with the basis of the analysis in order to be able to evaluate further 
interpretations. 
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4. Empirical Findings 

This section contains the empirical findings taken from the conducted interviews. 
Hence, this chapter is structured according to the defined codes identifying 
similarities and differences 

4.1 Background Information  

The following section provides insight into two main elements forming the basis of this 
study: natural care products and Generation Y consumers. This background 
information is crucial to thoroughly understand the findings of this study and further 
conclusions that are drawn.

4.1.1 Natural Care Products 

In recent years, natural and organic care products have become a major trend in our 
society (Gloria, 2008; Littger, 2014). Individuals are becoming more aware of the fact 
that they are responsible for the world we live in and are increasingly concerned for 
their own health. Consumers are demanding environmentally-friendly personal care 
products that nurture their skin with minimal impact to the earth (Kontrollierte-Natur-
Kosmetik, 2016). 

Yet, terms like “organic” and “natural” can be misleading. Consumers often use these 
terms interchangeably, despite their differences. A product is “natural” when the 
ingredients are sourced from nature rather than created synthetically. Synthetic 
chemicals are not found in nature and are produced through laboratory manipulation. 
Natural products usually do not consist of synthetic ingredients such as parabens, 
petrochemicals or artificial colors, to name a few (Littger, 2014). 

The key difference between care products labelled natural or organic is, organic 
products must pass a strict standard of purity. In order for an ingredient to be organic, 
it must be derived without use of synthetic pesticides, fertilizers, sewage sludge 
fertilizers, and does not contain any genetically modified ingredients (Littger, 2014).

To increase credibility, companies desire to display certifications on their products. 
However, without a legal definition in the natural care products industry, consumers 
may be skeptical (Leonard, 2010). Within the natural care product market, there is an 
abundance of seals. The largest and most well-known seals are BDIH and NATRUE 
(Littger, 2014).

Sante, Terra Naturi and Alviana are examples of natural cosmetics producers, certified 
with the BDIH “Certified Natural Cosmetics” seal. These companies use natural raw 
materials such as plant oils, fats, waxes, herbal extracts and aromatic materials 
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obtained either through controlled biological cultivation or controlled biological wild 
collection (Kontrollierte-Natur-Kosmetik, 2016). 

4.1.2 Generation Y Consumers 

Generation Y consumers, also known as Millennials, were born between 1982 and 2000 
(US Census Bureau, 2015). This generation accounts for 20 percent of the population 
spending more than 200 billion US Dollars annually (Atwell, 2015; Schwabel, 2015). 
They are either entering the workforce or enrolled in school or university, to receive an 
even higher education than previous generations (Moore, 2012; Herbison & Boseman, 
2009). Generation Y was introduced early to technology and is accustomed to internet 
access being an integrated part of their daily life (Glass, 2007). Generation Y’s are the 
most educated generation yet to enter the workforce communicating more openly and 
frequently with their peers than previous cohorts. Hartman and McCambridge (2011) 
describe Generation Y’s as extremely diverse, technologically sophisticated multi-
taskers who rely on their parents when making decisions. Additionally, they are 
allowed to experience and display feelings (Herbison & Boseman, 2009). 

In comparison to their previous cohorts, consumers of Generation Y have enormous 
spending power (Noble, Haytko & Philips, 2009). Reisenwitz (2009) found that 
Generation Y consumers are more materialistic than the Baby Boomer generation, 
those born between 1943 and 1960, and demonstrate higher levels of compulsive 
buying. Generation Y is predicted to represent 106 million of the population in Europe 
by 2020 and outnumbering Baby Boomers, by 2017 (Colliers International, 2011; 
Atwell, 2015). It can be expected that Generation Y will soon hold the largest share of 
the consumer market (Galloway, 2010; Lassere, 2012; Noble, Haytko & Philips, 2009; 
Yeoman & Mcmahon-Beattie, 2006).   

Researchers discovered that Generation Y’s care about the environment, even shown to 
be the most environmentally conscious cohort (Vermillion and Peart, 2010). As a 
result, the majority of Generation Y consumers have a positive attitude towards green 
products and are willing to pay more for green products, services or brands (California 
Green Solutions, 2007). Yet, it is a challenge for retailers to communicate “green” 
messages. It is important for marketers to attract and target Generation Y consumers, 
since these younger consumers play an influential role in the purchase decisions of 
their peers and families. Peer relationships can cause social environmental pressure to 
conform to group norms, for example brand preferences (Lu, Bock, & Mathew, 2013). 
In the Western world, social pressure from peers was found to be a major influence in 
the green purchasing behavior of adults (Lee, 2011). 
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4.2 Findings of Semi-Structured Interviews 

In total, we conducted twenty semi-structured interviews with participants from 
Germany, Finland, Ecuador, Spain, Croatia, France, Sweden, Brazil, Canada, Australia, 
England and Iceland. The male interviewees of Generation Y were aged between 21 and 
32 years. Each interview lasted 30 minutes on average. The following table gives an 
overview of all participants we interviewed for our primary data collection. The guide 
for these semi-structured interviews, may be found in appendix 1. 

Table 1: Overview of Research Participants, own table.
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Participant Country of 
Origin 

Age Occupation Date

1 Spain 25 Student 11/03/2016

2 Ecuador 33 Student 11/03/2016

3 Croatia 28 Student 11/03/2016

4 France 21 Student 11/03/2016

5 Germany 25 Student 11/03/2016

6 Germany 23 Student 11/03/2016

7 Germany 32 Insurance 
Broker

19/03/2016

8 Germany 27 Student 22/03/2016

9 Finland 23 Student 23/03/2016

10 Germany 26 Student 23/03/2016

11 Sweden 27 Student 23/03/2016

12 Germany 27 Student 23/03/2016

13 Brazil 24 Student 24/03/2016

14 Iceland 28 Student 29/03/2016

15 Finland 23 Student 29/03/2016

16 Germany 26 Student 29/03/2016

17 Germany 26 Military 29/03/2016

18 Canada 24 Student 31/03/2016

19 Australia 25 Student 31/03/2016

20 England 24 Tennis Coach, 
Start-Up

31/03/2016



4.3 General Information 

All participants use care products, they stated using “basics” such as shampoo, shower 
gel, and deodorant, among other things. Yet, all participants also use at least one 
additional care product such as moisturizing cream, body lotion, hair gel, lip balm, or 
face and hair tonic. 

Figure 5: Usage of Personal Care Products, own figure.  

When combining the most important reasons for the use of care products of the first 
three rankings, the most important reason for using care products is practical reasons, 
followed by the desire to look handsome and attractive.  

Figure 6: Reasons for Using Personal Care Products, own figure.  
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Subsequently, society plays a role since 3 out of 20 respondents said that society 
demands the use of care products and also the same number of participants stated that 
it is just what you do. Celebrities or the wish to be part of a group, however, were not 
considered important by the participants.  

After the use of care products 17 out of 20 respondents said they look better and 11 
declared they smell good and and feel more attractive. Additionally, 7 respondents 
stated that it is normal whereas 3 interviewees said that it makes them the person they 
wish to be. 

Figure 7: Statements Made After the Use of Personal Care Products, own figure.

Moreover, all the participants buy care products themselves or at least select products 
themselves, which someone else purchases for them. Only 2 out of 20 said their 
girlfriend or a family member buys some of their products. When it comes to criteria 
that play an important role when picking care products, 7 out of 20 considered price as 
crucial, followed by the utility of the product and the ingredients. Additionally, brand 
name and recommendations from friends play a role when choosing a product. Care 
products are often used as a solution to a problem; the participants would not use a 
product that they do not need. Another interesting observation is that when the brand 
plays a role it is because they are satisfied with the use and the outcome, which is the 
reason why the respondents repeatedly buy the same product. Yet, they would be open 
to changing brands if they find something better. Generally, the monthly spending on 
care products ranged between 50 SEK and 200 SEK.
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Figure 8: Ranking of Criteria when Choosing Care Products, own figure.  

4.4 Natural Care Products 

The participants of the study mentioned similar descriptions and definitions of natural 
care products. They all agreed, natural care products do not contain chemical 
compounds and are beneficial products for the body. 

“The first thing that comes to my mind is clean. Something 
made out of fruit or extracts of plants I think.” 

Additionally, they believed that ingredients of natural care products are not artificial, 
come from nature and are not created in a lab environment. 3 out of 20 interviewees 
also mentioned opinions that natural care products were not tested on animals.

“Organic products that are not full of chemicals and bad 
ingredients and it's very sustainable, very organic, very safe.”  

10 out of 20 communicated that they were using natural care products previously. 
Eight of the respondents argued that they have never tried a natural care product and 
only 2 of the 20 interviewees are not certain about what is written on the label of their 
care products. Thus, not knowing if they have tried them or not. The participants, who 
have tried natural care products before, mentioned that they have been using natural 
shampoo, aloe vera, coconut oil, soap and moisturizing cream. The ones, who have not 
tried them yet, stated that they would try them. All the respondents, who have been 
using natural care products before, mentioned they would recommend those products 
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to their friends and family.The main reason why the interviewed men of Generation Y 
are currently buying natural care products is because of skin problems and concerns of 
consuming too many chemicals in regular care products such as shampoo. 

“For my hair, I am a little bit concerned of getting products 
that contain too many chemicals. Because I do not wanna 

go bold, that is important to me.”  

Additionally, sustainability plays an important role when deciding upon natural care 
products. The interviewees argued that natural care products are good for the 
environment and are even more environmentally friendly to produce. Additionally one 
of the respondents said that natural care products have a better impact on the skin. 

“I feel natural ingredients have a better impact on the 
skin. I mean the skin is the biggest organ of the body so I 

like to take care of it.”

The main reason for not buying natural care products was additional cost. Of 20 
participants 6 mentioned that they are on a budget and do not have the financial 
resources yet, to afford the more expensive natural care products. Others mentioned 
that they do not feel the need to buy natural care products because currently they do 
not have any issues with their skin. Another reason for not buying natural care 
products is that 4 out of the 20 respondents do not want to experiment with their 
personal care products and they rely on the products that they have already been using. 
Moreover, a respondent argued that the market for natural personal care products does 
not really exist for men, which is why he has not bought any natural products yet. 

4.5 Socio-Cultural Variable 

4.5.1 Lifestyle 

According to the interviewees, the most popular lifestyle trends at the moment are 
healthy eating such as vegan or vegetarian, exercising, men with beards and therefore 
not shaving, having the latest products concerning technology and less vis-à-vis 
communication, being environmentally friendly, organic and natural products 
generally but natural care products in particular, and care products for men. In 
addition, a healthy lifestyle is important to 19 out of 20 participants and 12 out of 20 
interviewees said they exercise regularly in order to stay fit and in shape. Furthermore, 
healthy eating is valued highly for 19 out of 20 interviewees.

“In that's taking care of your body and then if you take 
care of your body it takes care of you.” 
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Subsequently, 14 out of 20 participants buy organic food. However, it is to say that 
most of them do not buy everything organic but certain products like fruit, vegetables, 
and meat. One of the main reasons why they buy organic food is because they perceive 
it as a better product concerning quality. In contrast, those who said they do not buy 
organic food think that the products are too expensive and one interviewee said that he 
does not trust the labels. Consequently, all of the respondents who stated they do not 
buy it because it is too expensive, said that once they have the financial resources, they 
will buy organic food. Additionally, 16 out of 20 participants choose organic products 
over regular ones if the price difference is not too high.

“Because I think there is an actual difference between 
them. I believe I get a better quality for my body though 

it's more expensive.” 

Furthermore, the origin of products is important for 11 out of 20 interviewees, 
especially regarding fruit and vegetables. The participants stated that they try to buy 
local products, some at local markets. Also, when it comes to animal products the 
origin is of great importance, for instance, eggs and meat. Additionally, 7 out of 20 
respondents said they eat according to the seasons to avoid imported products. Yet, 
when it comes to care products the origin is not as important for the interviewees.

4.5.2 Beliefs 

Participants’ associations with masculinity varied between physical factors and 
character traits. On the one hand, they said that what they consider masculine is body 
shape, muscles, beards, and being tall. On the other hand, certain characteristics are 
perceived to be very masculine such as a deep voice, self-confidence, determination, 
strength, power, success, taking responsibility, intelligence, politeness, strength, and 
being in touch with one’s own emotions. The stereotypical image of masculinity does 
not exist anymore the way it was the case many years ago. Also, three interviewees 
stated that it is okay to also show emotions which they used to consider as more 
feminine. According to a respondent of the study, the society has changed and hence 
the ideal image of a man has changed drastically. Therefore, the use of care products 
does not have a negative impact on a man’s masculinity. In fact, four respondents said 
that it actually has a positive impact, especially regarding physical aspects, but also on 
characteristics such as self-esteem. Thus, when the participants feel good in their own 
body, they are more likely to show it, which results in a good charisma. Additionally, six 
respondents stated that it became normal nowadays to use care products as a man 
which is the reason why there is no negative influence. An extensive use, however, does 
have a negative influence because this is considered feminine according to the 
interviewees. 

“Excessive use I think has a negative influence. Every 
guy who uses too much is not really a guy.” 
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4.5.3 Close Surrounding 

The close surrounding of the respondents played a role for half of the interviewees. 
When they appreciate one’s opinion, they ask for advice or recommendations. Also, six 
interviewees said that they talk about what products their friends use others, however, 
do not. Especially, regarding clothing, the opinion of close friends is important. Yet, the 
opinion of family members is even more important than friend’s opinions. They look 
what their friends wear, for instance, and are therefore inspired but do not copy a 
friend’s look. Besides, all of the interviewees believed that their families value a healthy 
lifestyle especially with regards of healthy eating. Hence, they stated that their families 
left their mark on them concerning a healthy lifestyle and that this is the reason why 
they still follow it. Consequently, the education they received and the values that were 
transmitted have a tremendous impact on their lifestyle today. In comparison with 
their friends, eleven respondents said that their families value a healthy lifestyle more, 
yet, most of their friends do too. Also, they try to be surrounded by people that share 
the same beliefs and values as they do.

“Both, my family left its mark on me with a healthy 
lifestyle, and 90 percent of the friends I have here follow 

a very healthy lifestyle as well.”

“I tend to find myself towards people who are healthier.” 

Participants stated that they believe that their close friends use similar care products, 
although some of them are not sure because this is not a topic they talk about with their 
male friends. Yet, they thought that all of their friends use the basics as they do. 
Sometimes they try some of their friend’s products and once they are convinced, buy it 
also. All in all, it does not seem to be important for them what their friends use and 
therefore, it does not have a great influence.

4.6 Personal Variable  

Moreover, 11 out of 20 participants said they do not feel guilty when they choose a 
regular product over an organic one. However, three of them stated that this is due to 
their financial means as students. In contrast, four interviewees said that they do feel 
bad when they do not buy the organic product although they could have, and that, in 
turn, they feel good when they do. 

“Yes, I feel bad because I know I should buy it but I 
cannot afford it. So sometimes I feel really bad because I 

have to buy something which I would never buy and I 
know it’s not good for me.”  
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Furthermore, physical appearance is important to 19 out of 20 participants. In fact, 5 of 
the interviewees stated that someone’s appearance is the first impression and therefore 
the deciding factor for an ultimate decision whether they want to get to know a person 
or not. Yet, four respondents agreed that the physical appearance of women is more 
important than men’s. Although not everyone can look as good as someone else, a well-
groomed appearance is important to almost all of the participants. Therefore, 
exercising and looking after themselves is crucial. Also, three interviewees mentioned 
that they pay attention to their clothing and hairstyles to build a good overall 
impression. 

Figure 9: Importance of Physical Appearance, own figure.  

If they could pick a public figure they think is good looking or someone they want to be 
like, the argumentation for their choices mostly correspond. The participants chose 
celebrities such as Hugh Jackman, Vin Diesel, Chris Hemsworth, David Beckham, Brad 
Pitt, and George Clooney because of their masculine appearance. The main reasons for 
choosing those celebrities were because they are successful, tall, self-confident, well 
built, have a nice skin, discipline, and a good style. 

Moreover, every interviewee is generally happy with his own look. There are some 
things that they would change if they could, such as being taller or having more beards, 
yet they are satisfied with everything they have an influence on. Five participants 
however mentioned that there is always something that can be improved and that they 
are constantly working on their looks.  

“I am comfortable with my own body and I'm really 
comfortable with my appearance, I'm always after sort 
of building a better me but definitely me, there is no-one 

I would base myself on.”

Self-confidence is a factor that is more important for the participants than the physical 
appearance only. Also, the roles celebrities play in movies and their general behavior 
has an influence on the impression the respondents have of them. In fact, they perceive 
an actor that plays in action movies or an athlete as more masculine.  
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4.7 Marketing Variable

4.7.1 Media 

All participants of the study stated that media has an influential role on individuals.  
Seven respondents believed that especially social media influences people and that 
these days social media is everywhere. Another respondent mentioned that people used 
to be influenced by television but nowadays they are influenced through social media 
networks such as Youtube, Facebook or simply the internet. Another interviewee 
mentioned that women are more influenced than men and have therefore too high 
expectations of themselves, which are not realistic. Additionally, six participants stated 
that a lot of people nowadays take things that are portrayed in media as an ideal. 

Moreover, 15 respondents mentioned that media influences nearly everything of a 
person. The interviewees argued that media especially influences how a person has to 
look like, particularly for women, but lately also for men. Additionally, they mentioned 
that the aspiration towards the ideal but also the body image and the self-confidence of 
individuals are influenced by media as well. 

“It affects people's decisions, views, opinions, different 
kind of topics, in every aspect of life, media seriously 

influences.”

The interviewed men of Generation Y reckoned that through the usage of pictures, 
especially by the social media platform Instagram people are heavily influenced. It was 
also mentioned that the ideal self-image is distorted. The interviewees stated that 
individuals are mainly influenced by good looking people such as celebrities and 
models which are used in commercials, advertisements and magazines. They also 
mentioned that individuals look up to those kinds of people and try to look like the 
portrayed models and celebrities.  

Furthermore, 19 respondents believed that they are influenced by media to a certain 
extent. The interviewees mentioned that it is unstoppable because media is everywhere 
these days, especially social media. Hence, individuals strive to possess similar 
products as the ones portrayed in media. On the contrary, one interviewee believed that 
media has no influence at all since he does not follow the media and does not keep his 
eyes open for that.
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Figure 10: Influence of Media, own figure.  

4.7.2 Advertisement  

7 participants mentioned that they perceive the advertisement as masculine due to its 
black background and the portrayed actor Chris Hemsworth. Another interviewee 
mentioned that he likes the color selection for the product since it is tailored for men. 
Men felt they could relate to this product and thus could imagine purchasing. The 
participants also argued that the information “100% natural” sticks out and draws 
attention to the advertisement. The respondents, who knew and liked the actor Chris 
Hemsworth are more likely to acknowledge that the advertisement with the natural 
care product appeals to them. The ones, who disliked Chris Hemsworth as a person and 
actor, were not in favor of the personal care product. Another respondent said that he 
feels that this advertisement with the chosen model is appealing to him because the 
model is Caucasian and hence he can relate to him. 

It was mentioned that the respondents have the impression that the moisturizing 
cream could work. Additionally, a respondent mentioned that all his concerns 
regarding a facial cream are addressed - a moisturizing cream for sensitive skin. 

On the other hand, one participant mentioned that he perceives the product to be very 
cheap even though it has many natural and organic features. Yet, he has the impression 
that it is mass produced, which does not appeal to him and hence would not purchase 
this product.

“Seeing a man with a muscle tone and big shoulders appeals to more 
men. This man is big and a masculine guy and he is in this 

advertisement for skin care product. I think it helps men to buy the 
product for themselves because they can relate that they are not losing 

anything in their masculinity because that guy is in that commercial as 
well showing off his biceps and stuff like looking strong and 

masculine.” 
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Moreover, 13 respondents believed that the celebrity Chris Hemsworth has an influence 
on the product in the advertisement. They argued that he looks very masculine and 
attractive due to the symmetry of his face. Other respondents mentioned that Chris 
Hemsworth resembles the typical ideal image of masculinity. Participants believed that 
it helps men purchase celebrity endorsed products for themselves when they can feel 
secure knowing they are not losing their masculinity because of the strong and 
masculine appearance of the celebrity.  

15 respondents perceived Chris Hemsworth as trustworthy for presenting the 
moisturizing cream. The participants believed that he uses personal care products 
himself and they perceived him as an honest, relatable and authentic person. On the 
other hand, four interviewed men mentioned that in general celebrity endorsement 
does not work for them because they know that the celebrities in an advertisement or 
commercial get paid for advertising a product. Hence, they would prefer seeing a 
regular person to whom they can relate to and feel a connection. 

“Connecting a “100% organic” and for sensitive skin with 
a tough celebrity does not really add up for me.”

Only two participants mentioned that they have a positive brand perception towards 
the products of L’Oréal. Moreover, six respondents expressed doubt and disbelieve 
because L’Oréal is not known for producing organic nor natural personal care products. 
It was also mentioned this brand is known for its mass market products, hence L’Oréal 
and natural care products do not go hand in hand according to a respondent. It was 
also mentioned that the overall brand perception towards L’Oréal is negative due to 
previous disappointing products. 

“It is like Nestlé, a huge giant, that really does not care about 
anything and this would just be a marketing trick to sell their 

products. I do not think they are particularly good at doing 
natural products because they are so mass produced.”

                    

16 out of 20 participants questioned if organic and natural care products were the same 
or not. Some of them believed that organic and natural are the same. The remainder 
were aware that there is a difference between the two, yet they did not know the exact 
difference between natural and organic. 

When asking the participants if they believed a personal care product was 100 percent 
natural, 15 out of the 20 interviewed men of Generation Y expressed their skepticism. 
They did not think that it is possible for a product to be 100 percent natural. 
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4.8 Summary of Empirical Findings 

Table 2: Summary of Empirical Findings, own table. 
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Category Key Findings

General Information • Practical reasons are important when using care products, 
followed by a desire to look handsome 

• Participants buy care products themselves 
• After using care products participants believe they look 

better, feel more attractive, and smell good, it makes them 
the person they wish to be 

• Care products are a solution to a problem 
• Price, brand, and ingredients play an important role when 

choosing care products 

Natural Care 
Products

• Products without chemicals, beneficial for the body, very 
safe, no animal testing, come from nature 

• Half of the participants have tried natural care products 
before and would recommend it to others

Socio-Cultural 
Variable

• Current trends: healthy eating such as vegan and 
vegetarian, exercising, organic, beards 

• Majority buys organic food; those who do not, stated it is 
too expensive. They will buy it, however, once they have 
the financial resources 

• The use of care products does not have a negative 
influence on masculinity 

• It has become normal for men to use care products  
• The opinion of family members is more important than 

friends’ opinion regarding care products 
• Families left their mark on participants concerning a 

healthy lifestyle 

Personal Variable • Most of the participants do not feel guilty when choosing 
a regular product over an organic one 

• Physical appearance is considered to be important 

Marketing Variable • Media has an influence on people, especially social media 
• Media defines how a person must look  
• Celebrities in advertisements have an influence on the 

advertised product 
• The difference between natural and organic products is 

not clear 



5. Analysis  

In this chapter the empirical findings will be analyzed in contrast with the previous 
mentioned theories, which were presented in the second chapter of the study. 
Moreover, the second part of the chapter consists of theory development: the 
influential factors which lead men of Generation Y to positive attitudes towards 
natural care products. Furthermore, the conceptual model will be adjusted based on 
the theory development.  

5.1 Personal Variable 

According to Solomon et al. (2013), there are different self-images such as the actual 
self-image and the ideal self-image. Additionally, Solomon et al. (2013) state that role 
models such as celebrities might represent the “ideal” a person wants to achieve. These 
self-images can be clearly seen in the findings of this thesis. In fact, the respondents of 
the study stated that the reasons for using care products derive from the desire to look 
handsome and to be attractive which represents the ideal self-image they aim to 
achieve. Also, after the use of care products they said that they feel more attractive, look 
better, smell better and most importantly, that it makes them the person they wish to 
be, which is highly linked to the ideal self-image as well. Thus, the interviewees 
believed that the celebrity used in the advertisement has an influence on the product 
and that he is very appealing because he represents the typical ideal image of 
masculinity.

Subsequently, when considering the society, Solomon et al. (2013) introduce the social 
self-image and the ideal social self-image. The social self-images play a role for the 
respondents of our study. Most interviewees said that society demands the use of care 
products which can be considered as the social self-image. They have the feeling that 
the society demands the use of care products, providing the reason why they use it in 
order to be part of that particular society. By various males stating that it is normal to 
use care products society is implied, due to a change in society it became normal for 
men to use care products.

Furthermore, the “self-congruity” and “ideal congruity”, introduced by Sirgy (1980) can 
be found in the link between the organic food consumption and the healthy lifestyle the 
participants value and follow. The participants said that they exercise and eat healthy 
in order to maintain their body shape which they consider masculine. Thus, it 
represents for some the actual self-image, yet, for most of them, the ideal self-image. 
When linking this to organic products an ideal congruity arises: a good looking, healthy 
man who takes care about himself and who is concerned about the environment. 
Consequently, some respondents said that they have tried natural care products before 
and those who have not, are willing to try them. Natural care products are hereby the 
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linkage between the wish to look good and to follow a healthy and environmentally-
friendly lifestyle. 

Moreover, the moral-self explained by Stets and Carter (2011) is of great importance for 
the participants. It is evident that ingredients and sustainability play an important role 
for them when choosing care products. Natural care products are considered to be 
extremely safe, beneficial for the body and environmentally friendly. However, not 
every participant purchases natural care products. Schwarzer (2008) as well as Vermeir 
and Verbeke (2006) state that although individuals are consciously aware of ideals or 
socially accepted norms, their behaviors do not always follow. The same phenomenon 
appears regarding the consumption of organic food.  Although most of the interviewees 
perceive organic products as superior, they do not necessarily buy them. Consequently, 
Onwezen, Bartels, and Antonides (2014) suggest that emotions such as pride or guilt 
might guide people to follow their instant attitudes and norms due to a self-regulatory 
function. In this study most of the respondents said that they do not feel guilty when 
choosing a regular product over an organic one. However, they try to justify their 
actions by saying that they do not feel guilty because they lack the financial resources, 
mentioning that it is not their fault. This reasoning implies that the individuals believe 
the behavior is wrong, yet, the term guilt might be too strong. One participant 
mentioned that he does not feel guilty when he does not buy organic products, 
however, he feels good when he does. This goes hand in hand with the behavior 
suggested by Onwezen, Bartels, and Antonides (2014).

Furthermore, Harter (1999) says that self-esteem is connected to the thoughts one has 
about his or her body and that physical appearance might be an indicator of one’s level 
of self-esteem. A positive body image is strongly linked to a higher level of self-esteem 
and vice versa (McCabe & Ricciardelli, 2003). These statements are clearly proven by 
the findings of this thesis. Most of the interviewees said that they are generally happy 
with their own appearance which is therefore linked with a high level of self-esteem. In 
fact, one participant mentioned that he balances his physical appearance with self-
confidence. Self-confidence was mentioned as a characteristic for masculinity and 
when choosing a celebrity they perceive as masculine, it was one of the reasons for this 
perceived masculinity. Additionally, another participant said that using care products 
gives him more self-confidence because he feels better looking. Thus, it was mentioned 
by the interviewees that self-confidence is a factor that is more important than the 
physical appearance only.

The interviewees of this study said that especially their families left their mark on them 
regarding healthy eating. They grew up with these values and learned having a healthy 
lifestyle early. These statements are in accordance with Atkinson’s motive disposition 
theory (1982), who states that learning begins in the early childhood (McClelland, 
Koester, & Weinberer, 1989), typically through parents who impose standards and 
achievement-related striving (McClelland & Pilon, 1983). In contrast, when considering 
the self-determination theory (Ryan & Deci, 2002) which focuses on individuals’ 
motivation and personality by taking the social-environmental conditions into 
considerations, friends play an important role. Subsequently, indicators for the self-
determination theory are seen in the findings of this study. The participants said that 
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recommendations are important for them when choosing care products. Additionally, 
some said that they talk about what products their friends use. It was highlighted that 
sometimes the males try some of their friend’s products and once they are convinced 
they buy the same product. The opinion of family members, however, is even more 
important to them.  

5.2 Socio-Cultural Variable

According to Dubjley, Wertheim, and Paxton (2001), the pressure towards an ideal 
appearance by the media, is intensified when peers enlarge these messages. Family and 
friends might provide social support, but they may also contribute to one’s concerns 
regarding body image (Ata, Ludden, & Lally, 2007). The participants of this study said 
that they value their family’s and friend’s opinion and ask for recommendations, yet, it 
was never mention that they feel pressured by them regarding their appearance.

In addition, Härkönen (2007) states that the machismo belief still exists in some 
cultures, and Souiden and Diagne (2009) state that this belief contradicts with men 
using care products because they are not seen as masculine. However, according to the 
interviewees, it is normal in today’s society to use care products as men and they 
further mentioned that the typical image of a man does no longer exist. 

Souiden and Diagne (2009) also say, that marketers know that these machismo beliefs 
still exist, which is the reason why they make use of macho celebrities in 
advertisements to oppose these beliefs. Hence, when showing the interviewees the 
advertisement that displays Chris Hemsworth as one of these macho celebrities, they 
indeed perceived him as masculine. The participants further said, that Chris 
Hemsworth resembles the typical ideal image of masculinity and that he has an 
influence on the advertised product. It was also mentioned that it helps the 
interviewees to justify their purchase of care products due to the fact that Chris 
Hemsworth looks strong and masculine and therefore, they do not feel like losing 
anything in their own masculinity. Moreover, the acceptance of men using care 
products is constantly increasing (Souiden & Diagne, 2009). Accordingly, the 
participants perceive the use of care products as normal and it does not have a negative 
influence on their masculinity.

Ultimately, the interviewees stated that they value and follow a healthy lifestyle which 
is further linked to the purchase of organic food. Some of the participants have also 
tried or possess natural care products, yet those who do not said that they would try it. 
These remarks are in accordance with Coley and Burgess (2003), who state that 
lifestyle characteristics such as personal values have an impact on one’s consumption 
behavior due to their influence on the consumer’s attitudes towards certain products 
(Coley & Burgess, 2003). 
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5.3 Marketing Variable 

As stated by Frieden (1984), celebrities are effective endorsers since individuals view 
them as trustworthy, likable and persuasive. Subsequently, during our research we 
found, that most of the interviewees see the actor Chris Hemsworth as a trustworthy, 
honest, relatable and authentic celebrity endorser for the created L’Oréal Men Expert 
advertisement. 

Moreover, Souiden and Diagne (2009) state, that the use of celebrities in 
advertisements changes males attitudes towards the consumption of personal care 
products in a positive way. When showing the advertisement to the interviewees, they 
stated that due to Chris Hemsworth’s masculinity, the use of care products can be 
justified; especially because they also believed that he uses care products himself. 
Therefore, the statement by Souiden and Diagne (2009) can be supported by the 
research we conducted. 

Souiden and Diagne (2009) argue that the increasing number of advertisements 
targeting men, have a positive impact on the use of care products for men, which can be 
connected to the findings of the research at hand. The respondents revealed that the 
use of care products became a normal routine in their everyday life, which can be 
linked to the assumption of Souiden and Diagne, but also to the social self-image 
introduced by Solomon et al. (2013). Ata et al. (2006) mention, that the usage of media 
is heavy among young people and that they seek to get guidance from media for topics 
related to their bodies and identities.  All the participants of the study stated that media 
has an influential role on individuals and claimed to be influenced by social media 
networks such as Youtube or Facebook. They also argued that media impacts how an 
individual must look like. Some even mentioned, that many individuals take the models 
and celebrities portrayed in media as an ideal and try to look like them, which can be 
strongly linked to Ata et al. (2006). 

According to Kamins’ “match-up hypothesis” (1990), there needs to be a “fit” between 
the advertised product and the celebrity endorser. In our research, the participants of 
the study mentioned that Chris Hemsworth resembles the typical ideal image of 
masculinity and by using Chris Hemsworth as a celebrity endorser for a personal care 
product for men, it helps them to realize that they are not losing anything in their 
masculinity, which can be linked to the match-up hypothesis by Kamins. 

Atkin et al. (1983) and Petty et al. (1983) argue that celebrity endorser have a greater 
impact on the purchase intention than a non-celebrity endorser. A respondent of the 
study mentioned that the celebrity Chris Hemsworth is his idol and by buying the 
product he gets closer to being like his idol. Furthermore, as stated by Solomon et al. 
(2013), the balance theory explains how celebrity endorsement has an effect on 
consumers’ attitudes towards a product. Thus, the balance theory can be clearly seen in 
the findings of our research. The participants of the study, who already like Chris 
Hemsworth as an actor, were more likely to admit, that the advertisement appeals to 
them. On the other hand, the participants who do not like Chris Hemsworth as an 
actor, stated that they were not in favor of buying the product and mentioned that they 
do not think that the advertisement looks appealing.
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5.4 Natural Care Products

Based on the findings of our qualitative research, we found that there are certain 
elements, which have to be given in order for men of Generation Y to have a positive 
attitude towards natural care products.  

High influence combinations  

The first three combinations are seen as basic necessities for resulting in a positive 
attitude towards natural care products, therefore they are considered as most 
influential. These factors were mentioned by the participants of the study in a high 
frequency and involved most of the participants of the study at hand. 

The likelihood of a positive attitude towards natural care products increases when a 
physical appearance is important to men of Generation Y coupled with a healthy 
lifestyle. Most of the respondents of our study argued that a well-groomed appearance 
is important to them and that they as a result use care products. The participants stated 
that they value and follow a healthy lifestyle, which leads to the consumption of organic 
products. Consequently, when linking these two factors, the probability of positive 
attitudes towards natural care products increases. 

 healthy lifestyle + importance of physical appearance

Men of Generation Y, who value and follow a healthy lifestyle are more likely to have a 
positive attitude towards natural care products, when this is combined with the wish to 
reach the ideal-self. In other words, when they have an ideal they want to achieve and 
therefore look for building a better self. The tendency towards organic products 
resulting from a healthy lifestyle, as mentioned previously, and the wish to build a 
better self by using care products mentioned by the interviewees of this study highly 
suggests positive attitudes towards natural care products.

 healthy lifestyle + wish to reach ideal-self

The wish to be attractive in combination with an environmental consciousness and 
high importance of sustainability is also resulting in a higher likelihood of positive 
attitudes towards natural care products. The findings of this study show that the wish 
of being attractive results in the use of care products. Additionally, the tendency 
towards environmentally-friendly and sustainable products leads to the consumption 
of organic products. Therefore, when combining these two aspects, the attitude towards 
natural products is expected to be positive. 

wish to be attractive + environmentally-friendly/ sustainability 
(importance of ingredients) 
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The likelihood of positive attitudes towards natural care products is even greater when 
linking a healthy lifestyle, organic food consumption, and the wish to be attractive. In 
this combination of three elements, the consumption of organic food is seen as a bridge 
between valuing a healthy lifestyle and the wish of being attractive resulting in positive 
attitudes towards natural care products. In fact, a man who already consumes organic 
food is expected to be more likely to also have a positive attitude towards natural care 
products in order to fulfill the wish of being attractive in a natural way.

healthy lifestyle + organic food consumption + wish to be attractive 

Medium influence combinations 

Although the combinations mentioned above are considered to be stronger, the 
following combinations are still seen as highly influential. These pairings were not 
mentioned as often as the previous ones, yet they are of great importance for the 
positive attitude building towards natural care products. 

In fact, when a man has the wish to be attractive linked with the desire to benefit the 
body and avoid chemicals, the likelihood of a positive attitude towards natural care 
products increases. The participants of our study consider natural care products as 
beneficial for the body, very safe, and see them as products, which do not contain any 
chemicals.  

wish to be attractive + beneficial for the body (no chemicals)

The pressure from media and society regarding how an ideal man has to physically 
present themselves results in an increasing use of care products; when linking this with 
a healthy lifestyle, the attitudes towards natural care products are more likely to be 
positive. In fact, the participants of the study believed that media plays an influential 
role on individuals. A couple of participants even mentioned, that many individuals 
take models and celebrities portrayed in media as an ideal and hence try to look like 
them.

healthy lifestyle + pressure from media and society 

Low influence combinations 

The following combinations play a subordinate role, yet, they are considered to have an 
impact on the positive attitude building towards natural care products. When a healthy 
lifestyle is coupled with self-congruity, men are more likely to have a positive attitude 
towards natural care products. As a matter of fact, natural care products might be the 
completion of a picture: a good looking, healthy man who takes care about himself and 
who is concerned about the environment.

healthy lifestyle + self-congruity 
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The combination of a healthy lifestyle and the general acceptance of care products often 
strengthened through media, might lead to positive attitudes towards natural care 
products. Marketers make use of celebrity endorsements and, more specifically, the 
balance theory to heighten the acceptance. Hence, the interviewees said that due to the 
the fact that they perceive the celebrity as very masculine, they do not feel like losing in 
their masculinity by using natural care products. Also, they believed that Chris 
Hemsworth would use care products himself, which they use as a justification for their 
own use of care products.

healthy lifestyle + acceptance of care products (celebrity endorsement/
balance theory)

Finally, when a man has the desire to be attractive and a distinct moral-self the 
likelihood of positive attitudes towards natural care products increases. In other words, 
a man who is environmentally conscious and attaches importance to the ingredients of 
a product as well as its way of production coupled with the wish to be attractive. 

wish to be attractive + moral-self

Negative combinations 

We identified two factors, which might have a negative impact on these generally 
positive attitudes: first, an unappealing look of the packaging; second, the lack of trust 
of the “natural” or “organic” labels on the packaging of care products. When a 
packaging does not look masculine, male consumers are less likely to have a positive 
attitude. Also, men of Generation Y are less likely to have a positive attitude towards 
natural care products when they do not trust the “natural” or “organic” labelling. These 
aforementioned factors might have a negative influence on all combinations mentioned 
above, for instance:

healthy lifestyle + importance of physical appearance - unappealing look of 
packaging ≠ positive attitudes towards natural care products

healthy lifestyle + importance of physical appearance - untrustworthy 
labels ≠ positive attitudes towards natural care products 
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Summary of combinations  

All in all, when combining the trend of a healthy lifestyle and the trend towards using 
care products for men, the attitudes towards natural care products are more likely to be 
positive. 

trend of healthy lifestyle + trend of using care products for men 

In conclusion, in order to have positive attitudes towards natural care products several 
elements have to be given. Subsequently, a man should have the general desire to be 
attractive coupled with one or more of the following factors: healthy lifestyle, 
environmental consciousness, sustainability, or the wish to benefit the body with 
natural sources.

 wish to be attractive + healthy lifestyle +/  benefits for body +/
environmentally-friendly +/ sustainability 

When considering all equations mentioned above, the striking combinations are within 
the socio-cultural and personal variables (seven combinations), followed by the 
combinations socio-cultural and marketing (two combinations), and the personal 
variable coupled with another factor within the personal variable (one combination). 
Given this information, the most important variables resulting in positive attitudes 
towards natural care products are the socio-cultural variable coupled with the personal 
variable. Hence, the marketing variable impacts both, the personal and socio-cultural 
variable, yet, does not have a direct influence on the attitudes towards natural care 
products.  
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Consequently, in accordance with the theory development, the following adjusted 
model can be presented: 
 

Figure 11: Adjusted Conceptual Model, own figure. 
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6. Conclusion 

In this part conclusions are drawn based on the findings and analysis in the previous 
chapters. In addition, implications for marketers and recommendations for further 
research will be given. 

6.1 Major Conclusions 

The cosmetic market, traditionally associated with women, is constantly growing. Yet, 
the importance of appearance for men is steadily increasing as well. The male cosmetic 
market has, therefore, transformed itself from a niche market to a fast-paced growing 
market. In addition, a healthy lifestyle and environmentally-friendly consumption have 
gained importance, especially for Generation Y consumers. 

Given this information, the following question arose: why are there not many natural 
care products for men, which would combine these two upcoming trends? Therefore, 
the purpose of this study was to understand the attitudes towards natural care 
products among men of Generation Y by exploring the influential factors within the 
three angles of personal, socio-cultural, and marketing variables. 

Although these three variables seem to have an influence on the attitudes towards 
natural care products, they cannot be separated. The variables are highly linked to each 
other, as well as influence one another. They can, therefore, not be seen as independent 
but as a complex construct of influential factors. The research at hand shows that the 
marketing variable has an influence on both the socio-cultural and the personal 
variable, but not directly on the attitudes towards natural care products (see figure 11). 
Consequently, the combination of socio-cultural and personal variables mainly leads to 
positive attitudes towards natural care products among men of Generation Y. During 
our research however, we found that two factors might result in a negative impact: first, 
an unappealing look of the packaging; second, the lack of trust of the “natural” or 
“organic” labels on the packaging of care products. Subsequently, the findings of this 
study show that men of Generation Y generally have positive attitudes towards natural 
care products. The two mentioned factors however, might have a negative impact on 
the attitudes of men towards natural care products – which should be taken into 
consideration by marketers. 

Due to an early childhood education, influence of the close surroundings, and media, 
men in Generation Y seem to have been educated towards a healthy lifestyle and 
environmentally-friendly consumption. Although price played an important role within 
this sample group, the general beliefs corresponded: a healthy lifestyle is highly valued 
and the ingredients of a product are considered to be very important. 

In conclusion, it can be said that the attitudes towards natural care products within the 
participants of the study are mostly positive. However, the market for natural care 
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products for men is not visible and existing products are not communicated 
sufficiently. The main influential factors for these positive attitudes are the importance 
of a healthy lifestyle, the wish to be attractive and to reach the ideal-self, as well as a 
heightened environmental consciousness that leads to the importance of the 
ingredients that a product contains. 

6.2 Managerial Implications 

The thesis at hand gives guidance for marketers in order to successfully market and 
advertise natural care products for men. First, within the scope of the study, we found 
that the attitudes towards natural care products seem to be positive within the 
interviewed men of Generation Y. Therefore, we suggest cosmetic companies extend 
their product lines with natural care products for men. However, these companies need 
to take their image into consideration because it is not guaranteed that a natural 
variation of a product is always accepted by the consumers due to the company’s 
overall image. 

Marketers should keep in mind that practical reasons are the most important drivers 
for the participants of this study to use personal care products, often in combination 
with the wish to solve a problem. It is therefore recommended that the product label 
clearly states what problem a certain product solves. Also, the look of the packaging is 
of great importance, therefore, the packaging should look masculine and it is suggested 
to clearly state “for men” on the packaging since most men of Generation Y actually buy 
their personal care products themselves. 

In addition, the participants of this study mentioned that labels confuse them and that 
this is the reason why they do not trust them as much. Also, they are not aware of the 
difference between a natural and an organic product with certainty. Thus, it should be 
clearly communicated what makes a product natural or organic and what its benefits 
are. 

Recommendations play an important role within male consumers of Generation Y. The 
participants stated that social media especially impacted them. Consequently, peer-to-
peer marketing might be a suitable solution. Marketers could make use of social media, 
such as Youtube, or have Bloggers recommend these products – which might result in a 
higher level of trust in the product. 

Finally, our research has shown that a macho celebrity has a positive impact on the 
perception of a product. Therefore, marketers should make use of celebrities that are 
known for their masculinity in order to oppose the feeling of loss in masculinity by the 
consumers when using care products. 
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6.3 Further Research 

The study at hand gives good insights into the reasons why male consumers of 
Generation Y have certain attitudes towards natural care products. However, the 
construct of influential factors is highly complex, which is the reason why further 
research is suggested in order to gain even more depth. Additionally, the conclusions 
are based on interpretations; hence a quantitative study is suggested to verify these 
findings. 

Due to the fact that this study is designed to understand the influential factors that lead 
to attitude building, future research could take it further and explore if these attitudes 
in fact lead to purchase intentions.  

Although cultural differences might have an influence on the beliefs men have, we did 
not consider this factor in the study at hand. Yet, it is suggested that this factor is taken 
into consideration in future research to further investigate if cultural differences lead to 
a distinction in attitudes towards natural care products. 

The sample group of this study was mostly students, therefore price played an 
important role. Yet, it would be interesting to see if their perception changes over time 
once they have greater financial resources. Thus, a research with a sample of employed 
participants might exclude the leading influential price factor. 

Finally, we found that the parent brand does have an influence on how the product is 
perceived and if consumers trust the company’s claims, such as 100% natural or 
organic. Therefore, although it is suggested that companies include natural care 
products, the parent brand has to be researched thoroughly in order to outline if 
natural care products enrich the product lines or lead to a lack of trust. 
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Appendix 1 - Interview Guide  

The following section shows the interview guide, which was used during the semi- 
structured interviews. 

  
Personal Information 

Age:  
Nationality: 
Occupation:  
Gender: 

General Information - Personal Care Products 

1. Which personal care products do you use?  
 Follow up: Do you use these every day? 

2. Can you tell me why you use these products?  

• I want to look handsome / be attractive (for myself / for others) 
• I use them for practical reasons only (e.g. shaving) 
• I want to be like the celebrities I see in the advertisements. 
• It’s just what you do /what the society demands 
• I want to be part of a group 

3. Which statements apply to you after the use of care products?  

• I feel more attractive 
• I feel nothing /it’s normal 
• I smell good 
• I look better 
• It makes me the person I wish to be 

4. Who buys these products? 

5. Which criteria are important to you when buying care products?  

• Price 
• Look of the packaging 
• Brand 
• Ingredients 
• Utility 
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• Recommendations (if yes from whom?) 
• Way of production 
• Sustainability 

6. How much do you spend on average on care products per month?  

Natural Care Products 

1. What comes to your mind when hearing the term “natural care products”? 
2.  Follow up question (depending on what the answer was) 
3.  Have you tried any natural/organic skin care products?  

 If yes, do you possess natural care products? 
4.  If yes, would you recommend them to your friends/family? 
5.  If yes, how many? what kind? 
6.  Why do/do not you buy natural care products?  

Socio-Cultural Variable 

- Lifestyle 
1. What do you think are the most popular trends right now? 
2. Is a healthy lifestyle important to you? 
3. Do you buy organic food? 
4. Do you choose organic products over not organic products? 
5. Are you more likely to buy a natural product that is environmentally friendly than a 

“normal” product?  
6. Is the origin of your products important to you? 

- Beliefs 
1. What do you associate with masculinity? 
2. Do you think the use of care products has an influence on this? 

- Close Surrounding 
1. Do your friends play an important role when buying products?  
2. Do your family and/or friends value a healthy lifestyle?  
3. Do your friends use similar personal care products?  
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Personal Variable 

- Self-Theories 
1. Do you feel guilty when choosing a regular product over the organic product?  

- Attractiveness 
1. How important is a physical appearance to you?  
2. If you could pick one public figure (man) who would you want to be and what are 

the 3 most important reasons for it? (based on look)  
3. Are you happy with your looks? 

Marketing Variable  

- Media  
1. Do you think that media has an influential role on on people?  
2. What aspects are influenced? (look) 
3. How do they do that?  
4. Would you say that it influences you as well?  

- Advertisement 
1. What comes to your mind when seeing the advertisement? 
2. Follow up questions based on the response of the interviewed person  
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Appendix 2 - Advertisement 

This advertisement was used within the semi-structured interviews to test the effect of 
marketing animations on the interviewees. 
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