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Within the use of sensory digital marketing in the modern times, the visual
sensory marketing elements hold immense importance for both the brands and the
customers. Usually, it is implied over the digital platforms including the company’s
websites and or social media official channels and pages. With the innovation in
physical store set ups and digital market places its usage has also become a common
factor. Its purpose is to enhance customers buying behavior and influence their
intentions to purchase the offerings of the brands. Due to all of these reasoning the
brands are heavily relying on the Visual Sensory Marketing Elements to influence the
consumer behavior and their purchasing intentions.

The study begins with understanding what is meant by digital sensory marketing
and the reasons for its increased usage. Then the focus of study shifts towards
understanding what is meant by vision and visual marketing and identifying the
underlying reasons for the increased usage of visual sensory marketing by the brands.
With this relation of the visual sensory marketing elements with consumers purchase



intention of eco beauty products is analyzed. It is also studied the reason for the
increased demand of the eco beauty products in the current times. The aim of this study
is to understand the position of visual sensory marketing within the spectrum of digital
sensory marketing and how does elements of visual sensory marketing impacting the

purchase intentions of online consumers’ eco beauty products.

In order to achieve the goals of this study, data was collected using the
questionnaire techniques. There were total 17 questions pertaining to the independent,
mediator and dependent variables and 7 questions related to demographics of the
respondent. And for making meaningful interpretation out of the collected data two
software were being use: IBM SPSS and Smart PLS3. Structural Equation Modeling
(SEM), Confirmatory Factor Analysis (CFA), Path Analysis was the tests conducted

and Cronbach’s alpha is used to measure the reliability of the questions.

This research developed direct relationships between Visual Sensory Marketing
Elements and Intention to Buy Eco Beauty Products. Moreover this research also
studied the impact of three mediators’ i.e. Social Media Marketing, Content Marketing,
and Influencer Marketing. These direct relations have been studied before but no
previous studies have conducted research by using the mediators employed by this
research. It is known beforehand and the research has reaffirmed that we are living in
technological advanced era and literature shows the transition of markets from physical
spaces to digital spaces. Hence, Visual Sensory Marketing Elements aids the brands to
attract the customers and influences their intentions to make purchase of the items.
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Siais laikais naudojant sensorine skaitmening rinkodara, vizualinés
sensorinés rinkodaros elementai turi didziul¢ reikSme tiek prekiy Zenklams, tiek
klientams. Paprastai tai numanoma per skaitmenines platformas, jskaitant jmonés
svetaines ir (arba) oficialius socialinés Ziniasklaidos kanalus ir puslapius. Atsiradus
naujovéms fizinése parduotuvése ir skaitmeninése rinkose, jos naudojimas taip pat tapo
jprastu veiksniu. Jos tikslas — pagerinti klienty pirkimo elgseng ir daryti jtakg jy
ketinimams isigyti prekiy Zenkly pasitilymus. D¢l visy $iy samprotavimy prekes zenklai
labai pasikliauja vaizdiniais sensoriniais rinkodaros elementais, darydami jtaka
vartotojy elgesiui ir jy pirkimo ketinimams.

Tyrimas pradedamas nuo supratimo, kg reiSkia skaitmeniné jutiminé rinkodara,



ir priezastys, dél kuriy ji dazniau naudojama. Tada tyrimo démesys nukreipiamas j
supratima, ka reiskia vizija ir vizualiné rinkodara, ir nustatyti pagrindines prieZastis,
kodél prekeés Zzenklai dazniau naudoja vizualing jutimine rinkodarg. Su Siuo vizualinio
sensorinio marketingo elementy rySys su vartotojy ketinimais pirkti ekologiSkus grozio
produktus analizuojamas. Taip pat tiriama, kode¢l Siais laikais iSaugo ekologiSky grozio
produkty paklausa. Sio tyrimo tikslas — suprasti vizualinés jutiminés rinkodaros padét
skaitmeninés sensorinés rinkodaros spektre ir kaip vizualinés jutiminés rinkodaros
elementai skatina ekologiska pasitenkinimg ir daro jtaka internetiniy vartotojy

ekologisky grozio produkty pirkimo ketinimams.

Siekiant Sio tyrimo tiksly, duomenys buvo renkami anketine technika. IS viso
buvo pateikta 17 klausimy dél nepriklausomy, tarpininky ir priklausomy kintamyjy bei
7 klausimai, susij¢ su respondento demografija. O norint prasmingai interpretuoti
surinktus duomenis, buvo naudojamos dvi programinés jrangos: IBM SPSS ir Smart
PLS3. Buvo atlikti struktiriniy lygéiy modeliavimo (SEM), patvirtinamyjy faktoriy
analizés (CFA), kelio analizés testai, o Cronbacho alfa naudojama klausimy
patikimumui matuoti.

Sis tyrimas sukiireé tiesioginj ry§j tarp vizualinés sensorinés rinkodaros elementy
ir ketinimo pirkti ekologiS8kus grozio produktus. Be to, Siame tyrime taip pat buvo
tirlamas trijy tarpininky, ty socialinés ziniasklaidos rinkodaros, turinio rinkodaros ir
jtakojancios rinkodaros, poveikis. Sie tiesioginiai rysiai buvo tiriami anks&iau, ta¢iau
ankstesniuose tyrimuose nebuvo atliktas tyrimas naudojant Siame tyrime naudojamus
tarpininkus. Tai zinoma i§ anksto, o tyrimai dar kartg patvirtino, kad gyvename
technologijy pazangioje eroje, o literatiira rodo rinky peréjimg i§ fiziniy erdviy |
skaitmenines erdves. Taigi ,,Visual Sensory Marketing Elements® padeda prekiy

zenklams pritraukti klientus ir daro jtaka jy ketinimams pirkti prekes.
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Background

Changing global conditions have made the 21st century a technologically advanced era in
which every other person has access to one or other forms of digital communication. Research
tells us that internet usage among adults has exceeded 80%, with social media users being more
than 2 billion around the world, and as time goes on, the number grows (Ziyadin, Doszhan,
Borodin, Omarova, & llyas, 2019). Rather than reading newspapers or billboards, consumers
spend a majority of their time on the World Wide Web, and various social media platforms have
entirely altered their buying behaviour (Rafiq & Javeid, 2018). Be it a mobile phone application,
internet or social media, people have been so grasped by these technological advancements that
these are part of their everyday life (Ziyadin, Doszhan, Borodin, Omarova, & llyas, 2019).

Keeping up with the trend, marketers have reduced their dependence on traditional forms
of advertisement and, instead, rely more on various social media platforms (Rafiq & Javeid,
2018). This has proved to be highly rewarding and allows marketers to target huge clientele
easily and conveniently as it facilitates two-way interactive communication. The excessive use of
social media has led firms worldwide to use social media as a mechanism to make contributions
to their sales and profit (Rafiq & Javeid, 2018). They have incorporated its use in their firm’s
strategies, specifically in marketing their products via various digital marketing platforms. It has
a robust influencing power and greatly assists effective communication with customers (Ziyadin,
Doszhan, Borodin, Omarova, & llyas, 2019).

In lieu of this companies are increasingly making use of sensory marketing. Sensory
marketing is a method of triggering the emotions of individuals and altering their behaviors (Tek
& Engin, 2008). In this regard when customers are exposed to any stimuli, they are seen
receiving information in the form of following senses that includes seeing, hearing, smelling,
touching and tasting. For instance, the consumers are exposed to light brightness, voice loudness,
fabric softness, coffee taste and or detergent’s smell at market space, all of these have either a
positive or negative impact on the feelings, attitude, behavior of the customers and have the
tendency to call for an action by them.

Introduction



It is present in the literature that sight has been widely used within the horizons of
marketing but with the broadening of every spectrum of life other senses have also been
inculcated into digital sensory. It was the 1950s, when for the first time importance of sight was
being discovered in the shape of advertisements, colors, and product design. Here example of a
popular brand Coca Cola could be give, many marketers’ states that color and design of the Coca
Cola bottle resembles with the body of a woman. Later on, for branding purposes the brands
started using music in advertisements and in stores to enhance the consumers’ experience. In
current times, almost all stores are seen playing music in the background. It was during the
1970s, that for the first time technique of blind test was being used and thus sense of taste was
incorporated into sensory marketing literature. Valentie and Riviere (2008) said that the last
technique to be used and incorporated into the concept of sensory marketing was of sense of
smell; it ruled out that it is the smell in atmosphere of store which is intentionally created to
influence the purchasing decisions. It was regarded as an effort to design purchasing atmosphere
in order to improve purchasing probability and creating emotional impact in the minds of the
consumers. While talking about the sensory associations, Kotler (2006) ruled out that sight can
be associated with colors, brightness, arrangements of product or stores, and design of the
product; hearing sense can be attached with tone and loudness of the sound; the sense of smell
can be associate with artificial or natural fragrances while the sense of touch can be associated
softness, smoothness and temperature. Hereby, while discussing the sensory marketing Kotler
(2006) defined the concept of sensory marketing as a type of marketing that has the tendency to
influence the consumers perceptions, judgments and behaviors through these different factors
which impacts the consumers senses.

Sight can be classified as a function of the brain where information absorbed by the retina
in eye is transformed into an image. It allows human sensory systems such as memory to connect
and interpret the received information. Along with other senses such as hearing, sight creates
relationships with other external factors which relate the individual to products and calls for
actions from these recipients of information (Nenkov et al., 2019). The most sold sense could be
referred to as sight. And this is the reason that has called for the rise of visual merchandising.
With reference to this it could be affirmed that 90% of the information received by human brain
is in visual form and with this it could be said that visual characteristics holds major chunk as a
reason behind the final sales., Santos (2013), highlighted that 80% of consumers recognize a
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brand from its color and the 85% of purchase decisions amongst consumers is triggered by the

color of the brand.

According to Randhir et al. (2016) within the scope of marketing led by senses
stimulation, visual marketing is being used as a tool to represent the sense of sight. In the
literature, it has been mentioned that the strategies of visual sensory marketing focuses and
emphasizes the meaning of sensory expressions, some of which includes the themes, graphics,
light, color and the spatial arrangements. Together these factors are seen creating synergy and
being involved in creating and evaluating the brand identity. Pajnok and Plevova (2015) out of
these sensory expressions resultantly defined two main aspects that were color and light. In
visual sensory marketing, the marketers are seen paying more attention to these two identified
aspects. Both these aspects have distinguishing functions. For example, it is classified as an
effort to trigger the consumers’ interest, optimization of chances of the product purchase, or

achieving the compliance between the offered and consumers’ expectations.

The awareness of colors amongst consumers is the result of subliminal perception created
in their minds. Before humans can actually realize that what exactly they are looking at the
human mind creates color associations and constructs its own opinions regarding the objects.
Hence it could be said that colors plays an important part in forming the consumers’ perception
(Pajnok and Plevova, 2015). According to Dannhoferova (2012) image perceived based on the
exposure to color does not necessarily is relevant to reality. It is not just the quality of vision that
has influenced this exposure but the individuals’ personal experiences have also influenced it.
And that perception of color varies from person to person and it changes throughout the
individuals’ life. Lastly, it could be outlined that colors have some symbolic connotations as well
pertaining to socio cultural factors, which are deemed to be there forever along with certain

expectations.

Hulten, Browenus and Dijk (2009) while defining the role of the colors in marketing
states that properly chosen colors have the tendency to positively enhance the identity of the
company or brand. These colors can evoke positive feelings amongst the consumers, making it
easier for the customers to recall and recognize a brand by just looking at its color. While giving
the example of the brands which have used color as a source of identity Nagy (2012) talks about
the Financial Times how since 1893 it has considered color as an integral part of its brand
identity and has used it to differentiate itself from its competitors. Another example of the brands
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using color to differentiate is of Google which makes use of different colors like rainbow in its
logo. However, the branding team intentionally has erupted the order of the rainbow color by
green colored letter | which is interpreted in a way that company not only follow prescribed rules

but brings in the element of innovation.

Perception which is not made just from the color in general and vision in its broader
sense but from other senses but the color could influence these other perceptions as well. It is
because there are linkages been made by the consumers between colors and specific scents, and
any differences or interruptions in these relationships create confusions for example vanilla is
expected to be of white color, just imagine the combination of vanilla with blue-green color
(Bocek et al., 2009). Another example is being given of attaching the colors to the sounds. It has
been discovered through the researches and been mentioned in the studies that certain degree of
illumination of atmospheric colors can partially reduce the present unpleasant sound frequencies.
Henceforth, in a place where the sounds being used are noisy or where sharp tones are being
played, it is always suggested to make use of darker colors or vice versa, in atmospheres with
lower sound frequencies it is suggested to make use of lighter colors. Similarly, a connection
between the color and other senses could also be found out. For instance it is being suggested
that color could be seen making the consumers perceptions about the weight, area or volume of
the product or consumers individual tastes could be seen corresponding to different colors. In
visual sensation, another important factor is the intensity of light. According to Pajonk and
Plevova (2011) the purpose of usage of lights in the store is to complete the idea of customers
orientation, sufficiency levels of light contrast and brightness aims to facilitate the feelings of
gratitude towards customers. Moreover, light should contribute to the creation of pleasant
environment that will have a positive impact on the cognitive process of customers. Its role is to
increase the attractiveness of the displayed products and draw attention of customers towards
them. As per Palfiova (2015) light in stores could be divided into two main categories: basic and
accent, and further defined the tasks of both. The role of basic lighting is mainly to achieve the
required light in the room while giving full consideration to safety and hygiene factors. On the
other hand, accent lighting is to meet specific requirements of the store, and is influenced by the
type and nature of the exhibited goods. A great amount of emphasis is also placed on the angle of
illumination, intensity and color shade of light.

Batema (2011) outlines the process of seeing. In doing so he explains that the human eye
is the critical part of seeing. The different elements of the eye are discussed including the lens,
12



retina, and cornea and how visual from the eye is carried to brain by optic nerve. Hence, as a
human our dependence over eye and sight is great as it not only posturizes our daily routine but
also keeps us going throughout the day from waking up till going back to sleep. Hereby, it is the
religious duty of the creative team to design the branding and marketing strategies in a way that
appeals to consumers and attracts them to buy a product or service.

As sight plays a very significant part in the lives of humans, similarly it is attributed for
having a prominent position and is in fact regarded as the most powerful tool of marketing. More
than 80% of advertising and marketing communications are sight oriented (Jayakrishnan, 2013).
As highlighted by Hulten (2013), it is pertinent for the marketing teams to act vigilantly when it
comes designing marketing campaigns and branding initiatives including designing of logos,

colors to be used etc.

The literature reveals that several studies have been conducted till date that reveals that
human sight is the most evolved spectrum when it comes to digital sensory marketing. Sight is a
fundamental trait of every living being and is deemed to be easiest of all senses. When someone
says that he can see that means that he understands, and this makes it imperative that for human
seeing is equal to understanding (Hetch and Reiner, 2009; Ifeanyichukwu and Peter, 2018;
Kumar, 2014).

It was during the 1950s the importance of sight was discovered in the form of color,
product design and advertisements shown to consumers. This means sight has been commonly
used marketing tool from past to present. For example, the design of Coca Cola bottle depicts
women body (Valentie and Riviere, 2008). According to Aitamer and Zhou (2011), visuality of
store and its layout serves four functions: this includes getting attention of customer, creating
impression in customers mind, offering wellbeing to customers, and lastly providing visual value
to a customer that is a balance between to what a customer is exposed to and what customer

perceived of that exposure.

Liegeosis and Rivera (2015) believe that color, light, brightness, and other elements of
product designs acts as stimuli and trigger the sense of sight. This sense of sight is responsible
for receiving 80% of the external information; and this information in turn impacts the cognitive
behavior and intent to purchase a product of the customer.
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Benett (2013) has defined visual sensory marketing as a process of engaging the audience
by making use of images, videos, and other visually attractive content in order to appeal to the
target audiences. In the wake of social media growth this demands for the application of visually
attractive and engaging content to call for action from the existing customers or to attain new
customers to make purchases. This not only applies with just coming up with visual content but
also requires thorough planning of content, aligning of the content throughout different mediums,
and then monitoring for any room for improvement. All in all, for its smooth functionality it is
important to understand the online behavior of the customers and then execute the visual social
media strategy. The realm of social media can be gauged from the fact that every year billions of
images are being shared daily throughout the globe. Then on YouTube there exist billions of
users who watch hundreds of millions of videos per hour on you tube. The list continues to grow
on each social media platform that includes face book, Instagram, snapchat etc. Beck (2015)
highlighted that a time will come when social media content would only be video based, and the

views would be increasing at increasing rate.

Study Problem

How Visual Sensory Marketing Elements impacts Consumers’ Online Purchase

Intentions for Eco Beauty Products.

Aim of Study
The aim of this study is to understand the position of visual sensory marketing within the
spectrum of digital sensory marketing and how does elements of visual sensory marketing
impacts the purchase intentions of online consumers for eco beauty products.

Objectives of Study
1. Understanding of what is meant by eco beauty products and analysis of factors leading to
consumers’ intent to buy eco beauty products.
2. Analysis of reasons for the increased usage of sensory digital marketing and how visual
sensory marketing elements impact the consumers’ intent to buy eco beauty products.
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3. To examine how consumers intent to buy beauty products are influenced by visual
sensory marketing elements and understanding the role of mediators as well.

4. To create a methodology and assess impact on the dependent variable of elements of
visual sensory marketing elements.

5. Conduct research on online purchase for beauty products, including evaluation and
effects on purchase intention.

6. To summarize research findings and make recommendations on the use of visual sensory
marketing elements of sensory marketing on consumers when it comes to purchase of eco
beauty products.

Methods applied in Study

The following methods have been applied:
e Scientific literature analysis.
e Responses through close ended questionnaires were collected.
e Statistical Data Analysis.

e Conclusion.

1. Emergence of Eco Beauty Products and Consumers’
Intention to Buy these Beauty Products

1.1.Understanding of Eco Beauty Products
Having identified what is digital sensory marketing and the role of visual sensory in it
and after understanding how it influences the purchase intention of consumers, It is pertinent to
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configure what are eco beauty products and how visual sensory factors impacts the purchase
intention of consumers of these products.

There exists a great deal of evidence in literature which shows that consumer’s interest
towards sustainable products is growing now days. Within the same capacity it is pertinent to
note that beauty products designed using natural ingredients are continually increasing in the
market and have become a trend among consumers who are inclined towards healthier lifestyle.
The manufacturers of beauty products have to consider the effects of their product at two levels:
one on the end consumers themselves and the other on the environment surrounding those
consumers. For instance, consumers of beauty products perceive the products to be of greater
quality and will buy those products whose identity and personality resonates with their own
identity and personality. Hereby, consumers would be interested in consuming those products
which would have the least chemicals involved in their manufacturing and which would act as
more natural in nature. Moving on, besides the concerns of personal image’s resonation with
brands image what the consumers now days are interested in is environmental protection. The
consumer of the modern era has become more aware and sensitive of environment and tends to
consume those beauty products which are environment friendly. This means while using eco
beauty products the consumers are assuming that these products have been produced with the
least use of chemicals making them more natural in nature, their production have not harmed the

environment and their usage will also not exploit the natural processes of environment.

Studies reveals that where on one end technological progress has led to rapid economic
development and brought ease in the lives of humans at the same time it has posed some serious
threats to environment that includes air pollution, global warming and ultimately causing climate
change. These issues are not only deteriorating the environmental fabric of the world but then
putting a burden on the socio-economic progress of the world. Hence, the issue has called for the
collective attention of all the stakeholders. As a result of which during the past few years the
consumers have become aware of the problem and conscious enough to call for businesses to act
in a way which is environmentally sustainable in its approach. These people are demanding for
the higher value and for them the definition of the value is paying more and more attention
towards the environment; hence they are involved in environmental protection activities,
attitudes and knowledge and expect the same from the businesses. As a result of this
consciousness amongst the consumers, they have realized that their buying behavior has the
tendency to impact the environment. So, the consumers are changing their lifestyles in a way that
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they start using sustainable products which then impacts the business activities (Kong et al.,
2014). Ottoman et al, (2006) defines green products as those products or services which either
protect or improve the environment by saving energy or resources and eliminating the waste and
usage of harmful substances as inputs. Unlike the traditional products these are the products
which are easy to dispose of, can be reused or recycled; the processing of which produces least
waste. These are the products which not only pose the least threat to the environment but also
upgrades and improves the living standards of the public (Dangelico and Pontrandolfo,2010).

1.2.Analysis of factors influencing the purchase of Eco Beauty Products
The psychological concept of Theory of Planned Behavior (TPB) provides sufficient
ground for studying consumer’s green purchase behavior and their intentions to buy eco beauty
products. The new variables that comprehensively affect these behavioral intentions will enhance
the explanatory power of the TPB model. A portion of literature is full of discussion regarding
consumers sustainable purchase intention in a direct relation with antecedents of cognitive
behavior. Cognitive factors refer to those factors which are unique and individual in their essence
amongst consumers. These are related to all considerations about which an individual pays
attention towards, or it is how an individual thinks. These factors make consumers perception of

green products, and in return this perception impacts green purchase intention of customers.

Chen and Chang (2012) defines the concept of green perceived value as consumers
overall appraisal gained value. This gained value is the difference between for what the
consumers paid and what they expected off from a product or service. And the driving force for
this gained value includes the consumers’ environmental preferences, sustainability expectations
and green needs. In general, this perceived value to customers could be defined as their
assessment of overall net benefits from the consumed product or service. Kim et al. (2012) states
that perceived value is not the difference between the expected and actual appraisal or net
differences but it also includes the consumers perceived benefits and obtained utility from using
the product or service and the time and money that they have invested to make that consumption.
Hence, it could be said that the consumers are driven by the notion of value. The perceived value
is a concept that is directly related to value perception of a product, so if it is achieved then it can
lead to a positive word of mouth and as a result of which consumers purchase intentions gets
increased. With this it could be said that perceived value is pertinent for the brands marketing
performance as it provides the basis for consumers buying intentions through providing
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consumers perceived value (Zhuang et al., 2010). Those consumers concerned with the
environment will buy green products for their environmental benefits (Yaacob and Zakaria,
2011). As an important intermediate state variable in the process of consumer purchase,
perceived value can serve as a signal of consumer judgment and a key antecedent of purchase
intention (Mahesh, 2013). Tan and Goh (2018) contend that the higher the perceived value of

green products, the stronger the consumers purchase intention.

The consumers’ judgment of the environmental excellence of a product or brand is
referred to as green perceived quality (Chen and Chang, 2013). Since green perceived quality
reflects consumers’ feelings of the relative advantage of a particular product or service; it
becomes a prerequisite for satisfaction and behavioral intentions. Zeithaml (1988) in its research
results concluded that perceived quality can be described as a consumer’s judgment of the
overall advantages provided by a product over its alternatives or substitutes. Nekmahmud and
Fekete-Farkas (2020) says that perceived quality is a significant factor that impacts the
purchasing decisions of consumers. Wang et al. (2020) incorporated the perceived quality into
TPB model as a new element and analyzed its impacts on the green purchase intentions of the
Chinese customers in food industry. And, Wu and Chen (2014) identified that there exists a
significant positive relationship between the Green perceived quality and consumers intentions to

buy green products.

Perceived risk which is classified as a subjective prediction of the loss which is being not
liked by the consumers and they are seen aiming to minimize it. It could be defined as expected
or actual negative environmental consequences that are associated or occur as a result of
purchase behavior (Chen and Chang, 2012). Due to possibility of standard errors in the available
information about a product, service or the entire brand it becomes difficult for the consumers to
fully understand the reality of the green products before making an actual purchase, so the
underlying risk perception is always there of purchasing that green product or service. The
consumers may not opt for a particular brand or buy its offerings in the situations when they
perceive that risk associated with buying its products is really high. Hereby, consumers
perceived risk for green products is negatively associated to green purchase intentions. As a
result of this green perceived risk has been found to be negatively impacting the green purchase
behavior and intentions to buy it. Contrarily, as the green perceived risk starts to decrease the

consumers green purchase intentions starts increasing (Tarabieh, 2020).
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Ajzen (1991) identified that perceived behavioral control refers to an individual’s
judgments of his abilities to perform a specific required behavior in the given circumstances. The
perceptual behavioral control which has become an important part of the TPB model, could be
defined as the perception of the difficulty of performing a specific behavior, that is the extent to
which the individual feels the execution or non-execution of the behavior under objectification or
accountability which is under ones voluntary control (Azjen, 2006). Thus, it is the degree of
control that one perceives over the performance of the individual behavior. While confronted by
external factors; during the process of making purchase decisions, those consumers who are
regarded to have a higher perceived behavioral control are perceived that they have more
resources and opportunities available with them. There exists evidence in the literature that those
consumers who have the capacity to control the prevailing uncontrollable factors then they are
more likely to purchase the green products (Xu et al., 2020). Wang X et al (2019) conducted
studies in the developing countries and studied the factors influencing the purchase intentions of
consumers: they identified that perceived behavioral control has a significant impact on the
purchase intentions of people in Tanzanian but not in Kenya.

Perceived consumer effectiveness which is a subjective perception of the role of one’s
own efforts is defined as a degree to which consumers thinks that their individual actions
contributes and aids in solving the problems (Ellen et al., 1991). Tan (2011) suggested that
perceived consumer effectiveness involves consumers’ believes that they themselves can
contribute to solutions of environmental degradation and can reduce the negative environmental
impacts. In understanding the consumer behavior, the perceived consumer effectiveness has
gained a greater consideration. In the literature, the perceived consumer effectiveness has been
regarded by the researchers as an important factor while understanding the consumers
environmentally sustainable purchasing behavior (Dagher and Itani, 2014; Benda-Prokeinova et
al., 2017). Likewise, according to Sharma and Dayal (2017) outlined that perceived consumer
effectiveness has a significant positive impact on green purchase intentions of consumers.
Sharma and Foropon (2019) has found this factor to be directly related to consumers attitude
towards green products and to be significant predictor of consumers purchase intentions.

The knowledge of environment is the environment knowledge, it includes the key
relationships that results in the environmental impacts, environmental responsibility of the
individual that leads to sustainable development (Fryxell and Lo, 2003). Regarding the
environmental knowledge in the literature, the researcher usually makes use of different
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concepts to predict individual green behavior: literal or general environmental knowledge, as
well as subjective or objective environmental knowledge (Lee, 2017). Person’s perception of
one’s own understanding of common environmental issues also comes in environmental
knowledge. There exists a great deal of evidence in the literature that as customers gathers more
knowledge about environmental issues and their implications, their attention and intention both
towards purchasing green products increases. Wang et al. (2014) states that there exists a
positive significant relationship between the environmental knowledge and customers intention
to buy environmentally sustainable product. Ahmad and Thyagaraj (2015) regards consumers
environmental knowledge as an identifiable predictor and positive influencer of green purchase
intention (Choi and Johnson, 2019).

It’s not the individual characteristics of consumers’ behavior that influences their
intentions to buy the green products but exists the social factors as well which has the tendancy
to influence their intentions to buy green products. These social factors affect the individual
traits and perceptions in number of ways. This includes social pressure from other people and
collectivist ideas. Hence, in this research the focus of the study has been mainly on the impact
on the green purchase intentions from two forces: subjective norms and the other is
collectivism.

The presence of social pressure felt by the individuals on either to indulge in or refrain
from a prospective behavior is referred to as subjective norms (Ajzen, 1991). Within the
process of decision making, the individuals are usually seen being influenced by the people
around them. This includes an influence by the society mainly in two ways: firstly is the society
impacting the behavior of the individuals; secondly is the behavior of individuals is being
influenced on the fact that how their peer group or social or reference group will treat them
after they gets involved in specific roles or engage in specific activities. The previous studies
provides the reasoning for the people complying with subjective norms and in doing so it is
being outlined that people are afraid of social pressure from primary referents, or because their
referents provides them with the guidance on appropriate or beneficial behaviors in society.
Bong Ko and Jin (2017) conducted a study and as a sample took female college students in
China and United States and concluded that in both the countries subjective norms has a
significant positive influence on the green purchase intentions of consumers. It is being said
that consumers engage in green purchase because they are aware of the fact that ‘important

others’ recognizes their green purchase behavior. For example, if consumers become aware of
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the fact that their ‘important other’ thought organic skincare products are good then their
intentions to purchase those products increases.

Laroche et al. (2001) identified that another important value that affects the decision
making and consumption behavior of individuals is collectivism. For the individuals, rather
than individual values, needs and desires what matters more is and what is more important is
group interests. In general, people from individualistic cultures tend to be independent and self-
oriented whereas those from collectivistic cultures are more interdependent and group oriented.
Collectivism puts focus on the interdependence, group harmony, family security, group
oriented collective objectives, collaboration and cooperation. People believing in collectivism
prioritize collective interests over individual interests and are ready to sacrifice their individual
interests over the collective interests (Zhao and Chen, 2008). Many kinds of social behaviors
are found to be influenced by collectivism. Collectivist people are found to be paying more
attention towards environmental issues and how their actions will influence the society and
environment, this makes them more environment friendly persons; making it highly likely for
them to buy green products (Kim, 2011). Collective efficacy beliefs are likely to have greater
impact on green purchase intentions as compared to self-efficacy, hence considering
collectivism the proponent of green purchase means that it will result in large scale
improvement in social well-being. In its study, Lee (2017) stated that collectivism as an
ideology had a significant influence on the green purchase intention of consumers at Chinese
restaurants. Henceforth, the notion of collectivism has a significant impact on consumers green
purchase intentions.

Due to the heterogeneous nature of consumers, there exists number of differences in
their purchase intentions for the green products. Even though, the explanatory power of TPB
model has been improved by the addition of personality constructs (Rhodes et al., 2002), still
there exists few studies on the relationship between personality traits and sustainable behaviors
(Dezdar, 2017)

The degree of concern over environmental problems, and indication of efforts to solve
those problems is referred to as environmental concern (Dunlap and Jones, 2002). Relating to
green marketing, environmental concern can be referred as a key environmental factor for
analyzing their personal characteristics. Those consumers are likely to maintain a healthy and
green lifestyle that pay more attention towards environmental problems and holds a positive
attitude towards green products (Paul et al., 2016). It can be said that consumers’ consideration
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and attention towards the environment impacts their purchase behavior especially when it
comes to buying of green products. Nekmahmud and Fekete-Farks (2020) says that young
consumers holds great regard for the environmental issues and purchase for green products I
higher amongst them, impacting their decisions. While investigating the direct and indirect
influences of environmental concerns on the consumer behavior and concluded there exists a
positive relationship between them and that it had a significant impact on consumers attitude
and likeliness for green energy products and brands.

It is obvious that there exists perceived transaction risk in the process of buying
commodities, hence, in order to minimize this transaction risk, as per the marketers trust is
considered to be available common mechanism. It achieves so by increasing expectations of
positive outcomes and certainty of how the trustees will behave. Chen (2010) expresses that
trust develops from the credibility, benevolence, ability to function in the environment of the
consumers willingness to rely on an object based on beliefs or expectations. As compared to
traditional products and their consumption, more trust is required by the consumers when
making purchase of the green products. And with this the green trust becomes an important
detriment of consumers green purchase. It is found that many consumers lacks the
understanding of the green products, which increases the importance of element of trust in their
purchase intentions. And in its study, Tarabieh (2020) identified a significant positive

relationship between the green purchase and green buying intentions.

Ajzen (1991) stated attitude as one of the core concepts amongst TPB model and
defined attitude as a positive or negative evaluation or appraisal of an object. Consumers’
perception aout the product or service could be revealed from their attitude towards the product.
A great amount of work has been done in the past to identify the relationship between the
attitude of the consumers and their intentions to buy a product or from a brand and it has been
established that attitude is an inseparable element of consumers purchase process and that it can
be used as mediator to measure their purchase intentions. Hence, a positive attitude has always
a positive impact on the consumers purchase intentions (Arli et al., 2018). Wang et al. (2016)
stated that in studies where intentions were to identify relationship between green products and
environmental behaviors, there many scholars have found that a positive attitude has the
tendency to positively influence the green purchase intentions. Moreover, Chen and Tuang
(2014) and Teng et al., (2015) ruled out that there exists a significant positive relationship
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between the positive attitude and consumer purchase intention when it comes to green hotels
and as per Wang X et al. (2019) when it comes to organic food.

2. Role of Visual Sensory Marketing Elements towards
Consumers Intention to Purchase Eco Beauty Products
2.1. Analysis of Visual Sensory Marketing

The sense of sight has collectively been distinguished as the main sense concerning
discernment. The feeling of sight and its significance in the discernment cycle have been widely
concentrated on in promoting research. This is the reason (Krishna, 2012), one of the main
tangibles promoting specialists, sight was scarcely referenced in its latest audit of the subject
since it was viewed as excessively investigated. Subsequently, making another commitment
about the feeling of sight and tactile promoting seems troublesome. In any case, we accept that a
few issues have been disregarded in past surveys and have critical ramifications, from an
administrative stance, yet in addition for the eventual fate of our general public overall. Many
elements of an item can be seen by the sense of sight, either inherent or extraneous, however
shopper decisions accept them in general. Moreover, the chance of utilizing this information to
work on our general public and, hence, have a more feasible future from a social, financial, and
ecological stance, as per the most recent promoting patterns, will be made sense of. The
significance of sight in sensory advertising will be characterized first, and afterward the creators
will zero in on item credits apparent by sight, like tone, shape, size, or generally appearance. A
considerable lot of these traits are broadly utilized as showcasing instruments inconsequential to
the item, however to advancement or show at the retail location, and will considered too.
(Brugarolas and Martinez, 2017)To decide the most charming sight promoting highlights, a
review was finished to decide the effect of sight showcasing components on purchaser
purchasing conduct. Sight promoting affects customer buying conduct when it draws in, connects
with, and persuades the purchaser to make a buy. (Mubarak & Musthapha Mufeeth, 2020) Color
is characterized as "the component of workmanship created while light striking an item is
reflected back to the eye." (Esaak, 2012) According to, variety has three attributes: shade, power,
and worth. Conceal alludes to the name of the variety, for example, blue, power alludes to the
splendor of a variety, for example, "imperial" blue, and worth alludes to the murkiness or
delicacy of a variety, like light blue or dull blue. (Bell & Ternus, 2012) Sensory showcasing is
the use of sensations and discernments to the field of advertising, explicitly to buyer insight,
cognizance, feeling, learning, inclination, decision, or assessment. The noticeable has the best
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effect on us. One of the main review components in showcasing is sight sense. It is basic in the
acknowledgment and memory of pictures, promoting, bundling, items, images, brands, logos,
area, etc. They have all been treated extremely in a serious way to impact purchaser view of
items. (Nell and Corinne, 2017).

Visual stimuli are among the most prominent sensory cues in marketing. The visual
appeal of a product, including its color, design, and overall aesthetics, can significantly impact
consumer choices (Smith, 2017). Consumers rely on visual information to make informed
decisions, and effective use of visual elements can lead to more accurate color and design
choices, ultimately influencing purchase behavior.

Vision is the dominant sense in humans (Gallace etal., 2012). In fact, it has been
estimated that 80% of stimuli are received visually in online environments (Hutmacher, 2019).
The attractive design of websites consists of easily-understandable web browsing and the
attractive use of color, font/typeface size, and photographs on the website (Cachero-Martinez and
Vazquez Casielles, 2021). The effect of Facebook advertising positively associated with
purchase intention (Jermsittiparsert, 2019). Some studies indicate that the quality of visual
display refers to the website quality, colors, the aesthetics of the product display, and visual
appeal (Liu etal., 2013; Bressolles et al., 2014; Kimiagari and Malafe, 2021). When shopping
for clothes online, the color and shape of the displayed items can capture people’s attention (Mo
et al., 2021). Retailers provide e-customized information for clothing, such as information about
the textiles, colors, sizes, patterns and sewing technology involved. According to Moshagen and
Thielsch (2010), the aesthetic quality of websites can be measured by the four interrelated facets
of simplicity, diversity, colorfulness, and craftsmanship. So, for example, consumers have been
shown to pay more visual attention to light-rather than dark-colored products when listening to
high-frequency sounds (Hagtvedt and Brasel, 2016; Yang et al., 2022). The given color value
(darkness or lightness) also influences consumers’ visual perception on the products’ weight and
density (Hagtvedt, 2014). In particular, both color matching and the products’ exterior design can
influence consumers’ customization experiences (Li and Liu, 2020). The visual aesthetics
(formality, appeal) of websites directly impacts customer satisfaction and purchase behavior
(e.g., Wang et al., 2011). Those factors are essential when it comes to attracting the consumers’
attention. The usefulness and information of the website influences the consumers’ attitude
toward it and their purchase intent (Hausman and Siekpe, 2009). Supported by the stimulus-

organism-response model, Li et al. (2022) suggest that consumers’ impulsive purchase intentions
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are positively affected by their visual perception on apparel attributes and fashion information in
e-customization. Color provokes consumers’ physiological and emotional responses, as warm
colors are associated with cheerful moods (Roschk etal., 2017). The effects of the visual,
navigational, and informational characteristics of website design on consumers’ perceptions
when shopping online may help to arouse and maintain the attraction of websites (Hasan, 2016).
This current study will investigate whether visual perception influences purchase intent, arousal,
and dominance. Since displayed clothing items, fashion information, and perceived visual
aesthetic of the website are likely to affect consumers purchase behavior (Wang et al., 2011; Mo
etal., 2021; Li et al., 2022).

Vision is something that we must learn is argued by many researchers (Hulten et al.,
2005). It is being suggested that learning because of vision starts at a very early age, to mention,
when a new born baby looks at the world upside down because it actually takes a long time for
the brain to absorb the image and make meaningful information out of it. As up to 80% of the
information is obtained through vision, hence it could be regarded as the strongest amongst the
other senses of human body (Dani and Pabalkar, 2013). It is being said that connection between
the brain and eyes is very fast. For visually identifying any object standing their field of vision,
the humans just need 45 ms. Within the marketing of the senses, visual marketing is used to
represent the sight. Randhir et al. (2016) state that visual marketing strategies focus on the
meaning of sensory expressions such as color, light, theme, graphics, but also spatial
arrangement. Together, they participate in the creation and evaluation of the identity of the
brand. From these sensory expressions, Pajonk and Plevova (2015) subsequently define two
primary aspects, namely color and light. Marketers pay increased attention to this aspect in visual
marketing. Both aspects perform several functions. It is, for example, an effort to arouse the
customer’s interest, optimize the conditions of purchase, or achieve compliance between the
offer and consumer expectations. In the professional literature, we also encounter the statement
that the perception of colors is given by the prehistoric period of harvesting and hunting when
women needed to distinguish the shades of ripe and unripe berries. At present, human beings
follow certain established codes and thus stop at red, green means safety, yellow and black mean

risk. Everyday activities are based on color signals (Vysekalova and Mikes, 2009).
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2.2.Antecedents of Visual Sensory Marketing Elements acting as Mediators:
Social Media Marketing, Content Marketing, Influencer Marketing

2.2.1. Social Media Marketing

According to Wang, Yu, Wei (2012) transference of information via social media
channels influences the consumers purchasing intentions by asking the consumers to resemble
their peers and increasing their willingness to buy a particular product or service (Li, Lee and
Lien, 2012). Mangold and Faulds (2009) while talking about the influences of the social media
marketing on the consumers states that it alters their attitudes, perceptions and purchasing
decisions at different stages of buying behavior. This is so because now social media is being
perceived credible and regarded as useful trustworthy by the consumers (Rauniar, Rawski, Yang
and Johnson, 2014). Lin and Kim (2016) highlights that perceived usefulness of sponsored
advertising on Facebook is negatively affected by intrusiveness and privacy concerns; hence, it
should be used carefully. While Camilleri (2019) says that social media was found to be a critical
success factor to promote responsible entrepreneurship like Corporate Social Responsibility by
SMEs for different stakeholders. Saplacon and Marton (2019) identified that consumers social
media activities positively impacts pro-environmental behaviors such as reducing, recycling and
reusing waste materials. Social networks sustain, encourage, and disseminate the norm of
environmental behavior (Lee, 2018). The trust of consumers for green brands through frequent
and positive experiences is being published on social media (Kang and Hur, 2012). Bedard and
Tolmie (2018) highlighted that social media marketing and usage by the consumers has a
significant positive influence on green purchase intention and on consumers green buying
behavior (Biswas, 2016). Murwaningtyas et al. (2020) found that the reliability, expertise, and
attractiveness of celebrities have a positive impact on consumers’ advertising attitudes and
intentions to purchase organic cosmetics through Instagram.

Mangold and Faulds (2009) states that now a days social media plays a critical role in
shaping and modifying the consumers opinions, influencing attitudes and their purchasing
intentions as well. Hereby, social media’s impact on the consumers green behavior and purchase
intention has been viewed and studied by various researchers, including in the cosmetic industry
as well. Social networking sites can be used to promote environmentally sustainable behavior
(Lee, 2018) and similarly, presence of celebrities on these social networking sites can shape the
consumers attitudes towards the consumption eco beauty products (Murwaningtyas et al., 2020).
Denegri-Knott (2006) highlights the important aspect that social media has become an important
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way of communication and a channel for creating content, sharing ideas and a space for
expressing information and opinions. Singh and Sonnenburg (2012) says that communication
between the consumers and brands has been revolutionized with the intervention of social media
channels, this implies to the users of green products as well; now the consumers can have more
interactive experience because of communication done through social networks. Consumers are
seen using social media sites primarily for obtaining information regarding the eco beauty
products (Heinonen, 2011). Relating to the cosmetic industry and its sales being influenced by
the social media marketing a research conducted (Statista, n.d.) identified that in the cosmetic
industry the social media channels has became an important communication platforms.
According to this global study conducted in 2019, 37% of the consumers discovered online
beauty brands by seeing ads in social media, 33% by following recommendations and comments
in social media, 22% rely on posts from expert bloggers, 22% follow the brands’ social media

page, and 22% get information on new products via celebrity endorsements in social media.

2.2.2. Content Marketing

As per Pulizzi (2016) the content marketing could be defined as a mechanism to create
and distribute value in the process of attracting, winning, engaging a targeted audience with the
aim of profits generation. It is achieved through a continuous interaction and exposure of
consumers with the brands through engaging and relevant content about the brands, according to
the consumption stage of the consumer. The aim of the content marketing is to generate
consumers trust and credibility of the brand and to facilitate the consumer leanings. Rez (2017)
outlines that content should be at the core of digital marketing strategy because it has the
tendency to influence the purchase intention of consumers, attracting potential customers and
building brand authority. Resultantly, if the content in consumers buying journey illuminates the
fact that are related to environmental concerns and positive information regarding the attributes
and usage of green products there are greater chances of consumers being influenced and their
intentions to buy those green products increasing (Costa, da Costa, Maciel, Aguiar and
Wanderley, 2021). As per Douglas and Isherwood (1979) there is a positive significant
relationship between the content marketing and intentions to buy green products.

2.2.3. Influencer Marketing

Lou and Xie (2021) identified that in the modern times influencer marketing flourishing
and is getting a boom and popularity and is acting as a significant tool for the marketers and
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brands to reach their target audience effectively. Nadanyiova, Gajanova and Majerova (2020)
described influencer marketing as a form of marketing communication that makes usage of
personality based on its knowledge, popularity amongst the masses, reputation (extent of
influence has on the masses), level of trust or admiration that majority hold for him; intends to
persuade the masses of the benefits of the consumption of the particular product or service.
Hence, it could be classified as a strategy of digital marketing that intends to develop a
relationship between the brands, digital content producers in order to influence the targeted
audience to convert them into potential consumers, strengthening relationship with existing
consumers, and also increasing the purchasing intentions of current and potential customers
(Gouveia, 2020).

Moreover, Leung, Gu and Palmatier (2022) ought influencer marketing as strategy that
allows the brands to select and incentivize the selected influencers and asks them to use and
engage their followers through their own exclusive resources and platforms to promote the brand
and its offerings in a hope to improve the performance of corporate actions with the targeted
audience. This means that brands use of influencers to promote their products creates a feeling of
trust and recognition amongst those who follows those influencers. And with this it could be said
that influencers acts as a linkage or connection between the brands and a specific targeted
audience and creates and increases the brand awareness as well (Farrell, Campbell and Sands,
2022).

As per Panopoulos, et al. (2023) influencers are perceived to be the enablers of social
change, they acts as a models for promoting the healthy lifestyles, hence, they are at the
forefront of the dissemination of themes on sustainability. So the influencers’ holds pertinent
position when it comes to the dissemination of importance related to green products amongst the
targeted audience. It is because they hold significant public image which enables them to
persuade their followers to make use of green products. There is a significant positive
relationship between the credibility of an influencer and consumers purchase intentions
(Shravya. 2022). Pop, et al. (2020) stated that celebrity and influencers endorsements should be
considered as a tool to create awareness and attitudes towards the consumption of green
products. In their study, Jalali and Khalid (2021) concluded that photographic content by
Instagram influencers and green word of mouth (GWOM) affect followers’ green attitudes and
consumption intentions.
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2.3.0utcomes of Visual Sensory Marketing on Consumers Purchase Intention of
Eco Beauty Products: Purchase intention

2.3.1. Purchase Intention
The term purchase intention means the tendency or probable desire to buy a particular
product or service he is considering (Hair et al., 2016). According to Park and Kim (2016) since
the consumer behavior is continuously influenced by their purchase intention it is very much
crucial to understand their buying intentions for a product or service.

Arslan and Zaman (2014) says that purchase intention could be classified as a possibility
that consumers will buy a product or service in the near future. It could be further classified as
positive or negative purchase intention. A positive purchase intention increases the likelihood of
a consumer buying a product and negative purchase intention restrains or shows less chances of a
consumer buying a commodity. Low tendency of negative purchase intention and increase in
positive purchase intention means an increase in the probability of purchase. It is being
suggested that marketers can also use purchase intention as an important measurement tool for
analyzing consumer behavior. It is so because when a positive purchase intention exists that
results in a positive brand commitment which reinforces consumers to get an actual purchase
action (Wu et al., 2011).

At the same time Diallo (2012) states that purchase intention does not always include the buying
behavior as it is just limited to having just intentions of buying a product or service. It is being
argued that cognitive factors can influence the buying intentions of the consumers towards a
product or service (Das, 2014). According to Granot et al., (2010) the buying intentions of
female consumers differs from that of male consumers and are hugely influenced by emotions,
service, and experience; hence all three factors must be considered by marketers to influence the
purchase intentions of female buyers positively. There exists a great deal of studies that reveals a
positive relationship between the purchase intentions of the consumers and green products;
which means if the product or service has something to offer for betterment of the environment
then consumers will have positive intentions for that brand or product (Tarkiainen & Sundqgvist,
2005; Kim & Chung, 2011; Van Loo et al., 2013). According to Van Loo et al., (2013) there just
does not exist a positive relationship between the two variables but also the chance of repurchase
gets higher.
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In the literature, evidence of struggle of different researchers could be found that have
struggled to highlight the relationship between the theoretical and practical notion of consumer’s
purchase intention that is classified more than a perspective and as a biform, Chen (2013) studied
purchase intention of green products in two different socio-political ideologies; collectivistic
society (China) and individualistic society (America). The results depicted two major concerns:
firstly, the lack of concerns of individualist society for the sustainable consumption and
environment and the second a close relationship between purchase intention and environmental

knowledge, attitudes, environment, and social concerns in collectivistic society.

The work of Dangelico and Pujari (2010) highlights that rise in the consumer's
consciousness and demand for green products has forced the businesses to pay attention to the
issue of environment protection and has encouraged them to market green products. Resultantly,
green products have not only become a way of social progress but also a way of commercial
development in today’s world. This means that due to sustainable development becoming a trend
the companies are now motivated to pay attention to the environmental crisis. There are multiple
advantages associated with businesses offering green products for all the stakeholders. Firstly,
the employees are provided with a safe environment to work at because the transformation of
businesses into green approach eliminates toxic and harmful substances from operations;
secondly, as the companies are now involved in achieving the green economies it leads to
integrated approach as all the stakeholders are working for the same subject within a state. The
changes in consumers’ preferences for green products and the urgent actions needed to solve
environmental problems are driving companies to seek solutions to such problems. Therefore,
many companies have begun to implement green production and marketing strategies to meet
customer preferences to achieve long-term business profits (Dangelico and Vocalelli, 2017,
Sana, 2020). Having said that the demand for green products is increasing at an increasing rate
and that businesses are also inclined to tap on this growing opportunity, still the degree of market
development for green products is insufficient. Young et al., (2010) identified in its study that
about 30% of the participants of the research showed their inclinations towards the betterment of
the environment for which they are ready to translate their motives into actions by purchasing
green products. But Rex and Baumann (2007) say that purchase of green products remains very
low. And Pinto de Moura et al., (2012) states that expansion of consumers buying the green
products is majorly dependent on the consumers buying behavior, which is a complex concept as
it is made of varying factors. It is being stated that consumers opting for the buying of the green
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products is their manifestation of green behavior; hence studying the green behavior of
consumers is of great deal for the companies when it comes to devise strategies to understand the
green purchase intentions of consumers.

Concluding, consumers’ attention and consideration for the environment and green
products affects their buying intentions. Cherrier et al., (2011) says that to boost the consumption
of sustainable products the marketers need to pay attention to consumer buying habits and to
factors that influence their buying decisions. As per the available literature in the form of
previous studies, there are many researchers who have worked to understand the factors that
have affected the green purchase intentions of the consumers (Gila and Jacob, 2018; Sun and
Wang, 2019; Hashim et al., 2020; Wang et al., 2020). Lam et al. (2016) based his studies on an
object of light weight plastic bottle and stated that there existed a significant positive relationship
between the product’s green perceived value and consumer’s purchase intention. Similarly, the
green trust has found to be influencing the consumer’s purchase intentions of green products (
Konuk et al., 2015), and (Bong Ko and Jin, 2017) stated that subjective norms also influences the
green purchase intention of consumers. Furthermore, Sreen et al. (2018) was of a view that
consumer’s attitudes towards green purchase can influence their purchase intentions and buying

behaviors as well.

2.4. Applications of Visual Sensory Marketing

Vision is the most dominant sense in marketing among all senses as it is evident to create
first impression of a brand. Extensive research is available on the sense of sight as it is
considered to be one of the most powerful dimensions of sensory marketing that perceive the
distinguish characteristics of goods and services (Hulten, 2011). It is the most prominent sense
among all the senses as it provides maximum information about brands. Our eyes contain huge
number of receptors and visual cues on brands deliver us treasure of information. Packaging of
the product plays a vital role in the development of brand image and communicating value to
customers. It addresses the inclusive needs of customers by providing rich information through
verbal and visual elements. Banachenhou, Guerrich & Moussaoui (2018) found in their study
that verbal and visual elements of packaging have positive impact on consumers’ intention to
buy. Verbal elements include name, logo, slogan and country of origin etc. whereas; visual
elements include size, shape, color, graphics and material of packaging. Shape of the product
packaging also has the ability to modify the response of customers towards product (Spence,
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2012). Sensory marketing made it possible to communicate the value of brands to customers
without uttering a word by using an inexpensive tool of colors. Colors have power to speak about
the personality of brands. Besides increasing visual appearance of a brand, colors provide
information about the price, quality and nature of a product e.g. green color is associated with
nature; green color products are perceived to be organic/herbal products (Sliburyte & Skeryte,
2014). Different colors are associated with specific meanings that may vary across cultures i.e. In
western countries, white color is most commonly used for wedding dresses while, in few Asian
countries (Pakistan, India and Bangladesh), white is associated with mourning. While designing
the products, it is equally important to consider the psychology of colors with respect to gender,
age and beliefs of prospects. The addition of environmental cues (green color and eco label) on
product packaging of products clearly categorizes the environmental and chemical products.
Green color has a long history in the packaging of ecological products but (Pancer, McShane &
Noseworthy, 2015) found in their study that green color alone does not make consumers
intention to purchase products by considering them ecological. Use of green colored packaging
along with eco-labels increase the credibility of sustainable products that elevate consumers
purchase intention. When products appear beautifully in ad with a match between handedness
and object orientation, it enhances the mental simulation to interact with a product which results
in purchase intention (Krishna et al., 2016). According to theory of planned behavior, consumers
purchasing intention gets enhanced when consumers perceive more behavioral control.
Consumers feel difficulty to choose, use and buy organic products when they perceive low
behavioral control. Consumers inability to differentiate organic food labels with a conventional
food labels increase the difficulty in identifying organic food, thus decrease their intention to
purchase organic foods (Chen, 2007).
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3. IMPACT OF Visual Sensory Marketing Elements on
Consumers Purchase Intention of Eco Beauty Products
Research Methodology

This section of the research talks about the methodology employed in order to gather
data and the techniques used to analyze that data. Research methodology explains the entire
path taken by the researcher in order to draw a valid conclusion. It starts from the point where
the researchers identify a problem and come up with the objectives and ends at a conclusion
drawn from the research. The aim of this section is to make sure that the results drawn are valid
and reliable.

3.1. Theoretical Framework
Figure 3.1 shows the theoretical framework used for this research. The independent
variables were Visual Sensory Marketing Elements, mediator variables were Social Media
Marketing, Content Marketing, Influencer Marketing and dependent variable was Intention to
Buy Green Beauty Products.

Figure 3.1. Theoretical Framework
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3.2. Research Approach
A deductive reasoning approach has been used for this research. From the existing
literature present the researchers were able to formulate hypothesis and once the hypothesis were
made, research strategy was employed in order to test the hypothesis. Moreover, this research

also analyzed the relations between the constructs built.

3.3. Quantitative Research Overview
Cross sectional survey design has been used for this research study. This method analyzes
the data collected at a given time interval from a sample population. Confirmatory Factor
Analysis (CFA) was used to analyze the measurement model of this study or in other words to
verify the factor structure of the observed variables whereas; Path Analysis was used to project
the structural model. Partial least square (PLS) based on Structural Conditioning Model (SEM)
was used as an estimation technique, and this was used to study the ways through which the

coefficients were drawn among the hidden constructs.

3.4. Partial Least Square Structural Equation Modeling
Partial Least Square based Structural Equation Modeling was used for this research. This
was due to the reason that this technique studies all the direct and indirect relations and the
various connections the dependent and independent variables have with each other. This research
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studied the relations between the dependent variable that was “Intention to Buy Eco Beauty
Products”, mediators were “Social Media Marketing, Content Marketing, Influencer Marketing”,
and the independent variables was “Visual Sensory Marketing Elements”.

3.5. Quantitative Research Design
For this research, primary data was collected from the population. Primary data includes
direct responses in form of online questionnaires which were then further utilized. Online
questionnaire approach was utilized to increase the response rate.

3.5.1. Web Based Surveys
The survey was made on Google docs online, which was floated to the sample population
through e-mails and WhatsApp messages. The online survey was sent to the people living in
Pakistan and the Lithuania so that the researchers can get to know the viewpoints of different
kind of demographic groups and their perception about their intention to buy eco beauty
products. Electronic questionnaires were used as it is easy to quantify data using Google
documents.

3.6. Sampling Frame
The sampling frame for this research consisted mainly of individuals who have expressed
interest or have actually bought beauty products through online platforms; involved in
discussions related to eco beauty products via social media platforms like YouTube, Facebook,
Instagram,; and or the individuals involved in reviewing of eco beauty products at websites such

as Ulta, Sephora etc.

3.7. Sampling Method and Respondent Firm Profile

The sample was collected through online questionnaires. The time frame for this research
was from May 2023 to December 2023. The total population for this research consisted of all the
people who have expressed interest or bought eco beauty products. Total of 270 responses were
collected through Google forms and all the responses were accepted for the analysis purposes.
The respondent profile showed diversity as need for eco beauty products is growing and more
people are now becoming interested in buying such products.
The audience of this research includes the males and females living both and particular those
who love to discover and use eco beauty products. The gender of the audience was deliberately
opened to all because cosmetic industry now is seen the choice of all the genders.
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Convenience sampling is used to collect gather which is a non-probability sampling

method. This technique is best suited for conveniently available pool of respondents which

means they are easy to reach and collect data from. It is the most commonly used technique and

in this case it is used since it is economical, easy and prompt.

3.8. Construct Measurement and Questionnaire Development

Secondary data resources such as journal articles were used to gather data. Valid

measured for all the variables were also gathered from past literature. The dependent variable

was “Intention to Buy Green Beauty Products, mediators were “Social Media Marketing,

Content Marketing, Influencer Marketing,” and the independent variables was “Visual Sensory

Marketing Elements”. The questionnaire was made from the articles which were used to write

down the literature review.

Table 3.1 Operational Definitions

Sr. Construct Items | Sources Scale
Number
1 Visual Sensory Marketing 3 Longo etal. (2008), | Measured on 5 point
Witmer et al. (2005) | Likert Scale
2 Social Media Marketing 4 Gunawan, D.D. and | Measured on 5 point
Huarng,K.-H. (2015) | Likert Scale
3 Content Marketing 4 Costa et al. (2021) Measured on 5 point
Likert Scale
4 Influencer Marketing 2 Pop et al. (2020) Measured on 5 point
Likert Scale
6 Intention to Buy Green | 4 Yim et al. (2017) Measured on 5 point
Beauty Products Likert Scale
Total Items 17
Demographic Questions 5

3.9. Sample Size Determination

The target population included those who were interested in eco beauty products,

exploring new beauty products that are sustainable. People belonging to middle and upper class

were targeted, who had a minimum household income of USD 200 and had bought or are
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interested in buying in eco beauty products. A total of 270 respondents responded to the

questionnaire.

3.10. Research Hypothesis
H1:“There is a significant positive relationship between Visual Sensory Marketing
Elements and Intention to Buy Green Beauty.”
H2:“The presence of Visual Sensory Marketing Elements, mediated by Social Media
Marketing, positively influences Intention to Buy Green Beauty Products.”
H3:“The presence of Visual Sensory Marketing Elements, mediated by Content Marketing,
positively influences Intention to Buy Green Beauty Products.”
H4:“The presence of Visual Sensory Marketing Elements, mediated by Influencer
Marketing, positively influences Intention to Buy Green Beauty Products.”

3.11. Techniques

Structural Equation Modeling (SEM) has been used in this research in order to
incorporate quantitative data and it shows causal relationships between variables. SEM can be
viewed as a combination of path and factor analysis. Confirmatory Factor Analysis (CFA) is
used to determine the relationship between observed variables and their underlying latent
constructs. Whereas, path analysis is used to evaluate causal models by determining the
relationships between dependent variable and two or more independent variables. Moreover,
Cronbach’s alpha is used to measure the reliability of the questions. It is used for Likert

questions in a questionnaire and determines the reliability of the scale used.

3.12. Data Analysis
Smart PLS3, IBM SPSS are used in this research. SPSS is a data management tool and is
used to analyze and produce characteristic patterns between different variables. Cronbach’s alpha
and regression were also conducted using this software. Smart PLS3 was used for SEM and path

analysis.

3.13. Data Interpretation

After gathering data and using different techniques on them, it is then going to be
analyzed with the help of graphs and charts. Data will be interpreted from those charts in order to
find out the results of the research.
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4. Visual Sensory Marketing Elements and Impact on
Consumers’ Intention to Buy Eco Beauty Products:
Analysis of Gathered Data and Findings

The result of this research consists of analysis of data which is done in two steps. In the
first step, to calculate the reliability of the construct we examined Cronbach’s alpha which were
calculated from IBM SPSS 20 software and examine the measurement model we did
Confirmatory Factor Analysis (CFA). We did CFA by first checking for the individual reliability
of the items which is known as factor loadings, and then we calculated and analyzed AVE,
followed by internal consistency. The second stage includes testing of the proposed hypothesis
for which Path analyses was used. In order to check for the mediator relationships, mediation
analysis was also conducted using the Smart PLS software.

4.1 Demographics

For this research we were able to gather data from 270 respondents, all the responses
were accepted and used for analysis. Out of these 270 respondents 54.9% were females and 44%
were males whereas the remaining 1.1% denied disclosing this characteristic of them. 67% of the
respondents lied in the age bracket of 18-25 years, 18.1% to 26-35 years age group, 5.5% to 36-
45 years and 9.2% to above 45 years age group. Educational detail of the respondents showed us
that out of all the respondents 2.22% have only attended High School, 13.33% were Under
Graduate, 45.92% have Graduate Degree, and 38.51% have Post Graduate Degree. Majority of
respondents have Graduate Degrees. The detailed analysis of the household monthly income
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showed us that 37% of the respondents have monthly income up to $150, 48% have monthly

income lying in the range of $151-$250 and 15% have monthly income of more than $250. The

detailed analyses of the frequency of the respondents who have bought any eco beauty product is

235 which makes them 87.0% of the total population and 35 respondents who make up 13.0% of

the population is aware of the eco beauty products but have not consumed them. Analyzing the

status of consumption, it could be seen that out of all the respondents 35.1% of them have

consumed the eco beauty products only once so far whereas 64.9% of the respondents are

frequent consumers of eco beauty products. This data is shown below with the help of figures

and in “Table.1 Sample Profile”.

Table.1 Sample Profile

Demographics Categories Number | Percent
Gender Female 150 54.9%
Male 120 44%
Prefer Not to Say 3 1.1%
Education High School 6 2.22%
Under Graduate 36 13.33%
Graduate 124 45.92%
Post Graduate 104 38.51%
Household Monthly Income Up to $150 100 37%
Between $151-$250 130 48%
More than $250 40 15%
Age (Years) 18-25 181 67.0%
26-35 49 18.1%
36-45 15 5.5%
Above 45 25 9.2%
Consumed Eco Beauty Products Yes 235 87.0%
No 35 13.0%
Status of Consumption One Timer 95 35.1%
Frequent Buyer 175 64.9%

Figure 4.1.1.Demographics (Gender)
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Figure 4.1.2.Demographics (Education)
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Figure 4.1.3.Demographics (Household Monthly Income)
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Figure 4.1.4.Demographics (Age)
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Figure 4.1.5.Demographics (Consumed Eco Beauty Products)
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Figure 4.1.6.Demographics (Status of Consumption)
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4.2. Reliability analysis

Cronbach’s alpha, developed by Lee Cronbach, was calculated which tells us the scale
reliability. It tells us how closely related a set of items are as a group. A Cronbach's alpha value
above 0.8 indicates good reliability, a value between 0.6 and 0.8 indicates acceptable reliability
and a value below 0.6 indicates unacceptable reliability (Dempsey et al., 2014; Wanger,
Bezuidenhout, & Roos, 2014). The overall value of Cronbach’s alpha was 0.933 (as showed in
the Table 2(a) attached in the appendix below) which indicated that our overall reliability is
good. The individual scores of the Cronbach’s alpha lied between 0.715 which was for Content
Marketing and 0.893 which was for Social Media Marketing. Hence, according to Wanger,
Bezuidenhout and Roos (2014) our research had acceptable reliability. The values of the
Cronbach’s alpha are shown in table 2(a) and 2(b) below:

Table.2 (a) Overall Cronbach’s

Dependent variable Independent variables No. of items Cronbach’s
Alpha
Social Media Visual Sensory 17 0.933
Marketing Marketing Elements

Content Marketing
Influencer Marketing
Intention to Buy
Green Beauty
Products

Table.2 (b) Individual Cronbach’s

Variable No. of items Cronbach’s Alpha
Visual Sensory Marketing 3 0.760
Elements
Social Media Marketing 4 0.893
Content Marketing 4 0.715
Influencer Marketing 2 0.745
Intention to Buy Green Beauty 4 0.772

Products

4.3. Measurement Model

4.3.1. Factor Loadings
Factor loadings explain the correlations between the observed variables. As shown in
Table 3(a) attached in the appendix b, the factor loadings of our variables range from 0.52 for

Visual Sensory Marketing Elements to 0.842 for Intentions to Buy Eco Beauty products. Hence
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it can be seen that all the factor loadings are above the benchmark of 0.5 which was suggested by
Gerbing and Anderson (1988) so they are accepted.

4.3.2. Convergent Validity
As shown in table 3(a) attached below in the Appendix B section, the Convergent
Validity AVE for our variables ranges from 0.434 for Visual Sensory Marketing to 0.604 for
Social Media Marketing. According to Fornell & Larcker (1981) the values of AVE should be
greater than 0.5, but if the value of AVE is greater than 0.4 with CR value above 0.6 than it can
still be accepted. Hence, all our AVE values are lying in the benchmark range so they are
accepted.

4.3.3. Construct Reliability
The last column in table 3(a) attached in the Appendix B below, shows the values of
Construct Reliability for our variables. The range of these construct reliability is from 0.712 for
Content Marketing to 0.896 for Intention to Buy Eco Beauty Products. According to Bagozzi and
Yi (1988) the benchmark for value of construct reliability is 0.7. Hence, as shown above we can
see that all our values lie in the benchmark range.

Table.3 (a) Confirmatory Factor Analysis

Variable Factor Loading AVE Construct

Reliability
Visual Sensory
Marketing
Elements 0.763,0.732,0.52 0.434 0.789
Social Media
Marketing 0.728,0.824,0.714,0.758 0.604 0.753
Content

Marketing 0.701,0.675,0.641, 0.687 0.453 0.712

Influencer

Marketing 0.761,0.78 0.594 0.745

Intention to Buy
Green Beauty
Products 0.695,0.842,0.817,0.795 0.59 0.896

4.3.4. Model Fitness Indices
Model Fitness Indices is used to measure the overall goodness-of-fit of the used model in
research to the observed data. This provides quantitative measures that help to evaluate how well
the model fits the data and whether the model accurately represents the underlying relationships
between the variables. According to Anderson and Gerbing, (1988); Bagozzi and Yi, (1988);
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Byrne, (2010) the benchmark for CMIN/DF is that it should be less than or equal to 3, for AGFI
it should be greater than or equal to 8, GFI should be greater than or equal to 9, NFI should be
greater than or equal to 9, CFI should also be greater than or equal to 9. Comparing the results of
this research with the benchmark we can see that our CMIN/DF, AGFI and CFI as shown in
table 3(b) attached in the appendix b below, lies in the benchmark range hence they are
significant. Moreover, according to Chen, Yu, & Batnasan, (2014) the acceptable range for GFlI,
NFI and TLI is that it should lie between 0.85-0.90. As shown in the table the values for this
research’s GFI, NFI and TLI lies in between the acceptable range hence we can say that this

model is significant. All the model fitness indices were accepted.

Table.3 (b) Model Fitness Indices

Index Default model
CMIN/DF 2.243
AGFI 0.825
GFlI 0.868
NFI 0.854
TLI 0.894
CFlI 0.912

4.4, Structural Equation Modeling (Path Analysis) and Hypothesis Testing
SEM Path Analysis was conducted in two stages in order to check for the acceptance of the
hypothesis. In the first stage we conducted Path analysis to test the relations between
independent and dependent variables whereas in the second stage we added our mediators to
check their mediating effects. For stage one analysis our independent variable was Visual
Sensory Marketing Elements whereas our dependent variable was Intention to Buy Eco Beauty
Products. For stage two analyses we added Social Media Marketing, Content Marketing,

Influencer Marketing as mediators.

4.4.1. Hypothesis Testing

H1:“There is a significant positive relationship between Visual Sensory Marketing

Elements and Intention to Buy Green Beauty.”
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The table 4.12 indicates us that the direct path from Visual Sensory Marketing to
Intention to Buy Eco Beauty Products has a standard deviation of 0.103, t value of 2.906 and p
value of 0.004. These values verify that there is a significant positive relationship between Visual
Sensory Marketing Elements and Intention to Buy Eco Beauty Products, therefore H1 is

accepted.
Table.4 (a) Path Analysis and Hypothesis Testing (Independent Variable)
Original Sample Stand | T P
Sample (O) | Mean (M) | ard Statistics | Values
Devia | (JO/STD
tion EV))
(STD
EV)
Visual Sensory Marketing 0.27 0.269 0.093 | 2.906 0.004
Elements -> Intention to Buy Eco
Beauty Products

H2:“The presence of Visual Sensory Marketing Elements, mediated by Social Media
Marketing, positively influences Intention to Buy Green Beauty Products.”

The table 4.13 indicates us that the path from Visual Sensory Marketing Elements to
Intention to Buy Eco Beauty Products through mediation by Social Media Marketing has a
standard deviation of 0.031, t value of 1.595 and p value of 0.111. These values verify that there
is a significant positive relationship between Visual Sensory Marketing Elements and Intention
to Buy Eco Beauty Products through complimentary mediation by Social Media Marketing.
Complementary mediation means that both indirect and direct effects are significant, from the
table 4.13 we can see that all three p values are less than 0.05; hence we conclude that H2 is

accepted.
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Original Sample Stand | T P

Sample (O) | Mean(M) | ard Statistics | Values

Devia
tion (IO/STD
(STD | EV)
EV)
Visual Sensory Marketing Elements -| 0.173 0.174 0.041 | 4.247 0

> Social Media Marketing->
Intention to Buy Eco Beauty
Products

H3:“The presence of Visual Sensory Marketing Elements, mediated by Content Marketing,

positively influences Intention to Buy Green Beauty Products.”

The table 4.13 indicates us that the path from Visual Sensory Marketing Elements to
Intention to Buy Eco Beauty Products through mediation by Content Marketing has a standard
deviation of 0.021, t value of 1.643 and p value of 0.101. P value is greater than 0.05 hence we
can say that there is no significant relationship between Visual Sensory Marketing Elements and
Intention to Buy Eco Beauty Products through Content Marketing, hence H3 is rejected.

H4:“The presence of Visual Sensory Marketing Elements, mediated by Influencer

Marketing, positively influences Intention to Buy Green Beauty Products.”

The table 4.13 indicates us that the path from Visual Sensory Marketing Elements to
Intention to Buy Eco Beauty Products through mediation by Influencer Marketing has a standard
deviation of 0.021, t value of 1.643 and p value of 0.101. P value is greater than 0.05 hence we
can say that there is no significant relationship between Visual Sensory Marketing Elements and
Intention to Buy Eco Beauty Products through destination image, hence H4 is rejected.
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5. Visual Sensory Marketing Elements and Impact on
Consumers’ Intention to Buy Eco Beauty Products:
Discussion of the Results
5.1. Research Overview

In marketing, the consumer purchase intentions holds immense importance for the
marketers and it provides the foundation for brands to develop effective branding strategies.
These intentions are influenced by number of factors, one of which visual marketing stimuli.
Visual stimuli are among the most prominent sensory cues in marketing. The visual appeal of a
product, including its color, design, and overall aesthetics, can significantly impact consumer
choices (Smith, 2017). Consumers rely on visual information to make informed decisions, and
effective use of visual elements can lead to more accurate color and design choices, ultimately
influencing purchase behavior.

The main purpose of this study was to identify the impact of the visual sensory marketing

elements on the consumers purchase intention of eco beauty products. In this regard it not just
studied the direct relationship between the two but also studied the role of mediating factors as
well such as social media marketing, influencer marketing, content marketing. The respondents
of this research were from Lithuania and Pakistan.
A number of researches have been done to study the impacts of the Visual Sensory Marketing on
the purchase intentions of consumers, but no direct study has been done to to study the impact of
it on the purchase intention for eco beauty products. Similarly, regarding the relationship
between independent and dependent variables these mediator variables are also special in its
usage.

In order to reach to desired results a very comprehensive literature study was conducted
which is explained in the first chapter of this research. The literature review gives us an overview
of all the previous researches conducted as well as it highlights the research gaps which this
research intends to fill. Moreover the literature review also highlights that all the previous
researches have been conducted by taking the same variables individually, so this research tried
to combine these variables under one umbrella.

Theoretical Framework used for this research was developed using previous researchers
carried out. Independent variable Visual Sensory Marketing was taken from Longo et al. (2008)
and Witmer et al. (2005), the dependent variable Intention to Buy Eco Beauty Products was
taken from Yim et al. (2017). And the mediator variables namely Social Media Marketing,
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Content Marketing, and Influencer Marketing were taken from Gunawan, D.D. and Huarng,K.-
H. (2015), Costa et al. (2021), Pop et al. (2020) respectively.

Table for the constructs shows us the variables and their creators. It also shows their
operational definitions. For this research one independent variable, three mediator variables and
one dependent variable was used. The sampling frame was diverse mainly people who have
consumed the eco beauty products or intend to consume them in near future. The sample
consisted of 270 responses.

Descriptive analysis was done using the graphs and charts developed through Google
Docs whereas Structural Equation Modeling was done using Smart PLS software. We first
conducted Confirmatory Factor Analysis, than we conducted Path Analysis in two stages, in the
first stage we took dependent and independent variables whereas in the second stage we took
mediators along with the independent and dependent variables. CFA was done in order to check
for the reliability and validity of the scales used. Even though already developed and tested
scales were used but in order to check for their reliability and validity we conducted CFA.

5.2. Discussion of the Descriptive Results
A total of 270 responses were gathered. Descriptive analysis helps the researchers to
better understand the frequency of the data. Demographic variables such as gender, education
level, household monthly income, age, whether or not the beauty products been consumed by the

respondent and frequency of usage of beauty products were analyzed.
Descriptive analysis showed us that 54.9% were females and 44% were males whereas the
remaining 1.1% denied disclosing this characteristic of them. 67% of the respondents lied in the
age bracket of 18-25 years, 18.1% to 26-35 years age group, 5.5% to 36-45 years and 9.2% to
above 45 years age group. Educational detail of the respondents showed us that out of all the
respondents 2.22% have only attended High School, 13.33% were Under Graduate, 45.92% have
Graduate Degree, and 38.51% have Post Graduate Degree. Majority of respondents have
Graduate Degrees. The detailed analysis of the household monthly income showed us that 37%
of the respondents have monthly income up to $150, 48% have monthly income lying in the
range of $151-$250 and 15% have monthly income of more than $250. The detailed analysis of
the frequency of the respondents who have bought any eco beauty product is 235 which makes
them 87.0% of the total population and 35 respondents who make up 13.0% of the population is
aware of the eco beauty products but have not consumed them. Analyzing the status of
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consumption, it could be seen that out of all the respondents 35.1% of them have consumed the
eco beauty products only once so far whereas 64.9% of the respondents are frequent consumers
of eco beauty products.

5.3. Discussion of the Hypothesis Results

This section highlights the results of this research along with some interesting insights
gathered from the research. The research was conducted in order find the impact of Visual
Sensory Marketing Elements on the consumers Intention to Buy Eco Beauty Products with
Social Media Marketing, Content Marketing and Influencer Marketing acting as mediator
variables.

H1: “There is a significant relationship between Visual Sensory Marketing Elements and
Intention to Buy Eco Beauty Products.”

This hypothesis was accepted; therefore we got to know that Visual Sensory Marketing
has a significant positive impact on consumers Intention to Buy Eco Beauty Products. The
literature provides evidences which indicate that consumers encounter several problems in
identifying and purchasing the eco beauty products. The idea of usage of Visual Sensory
Marketing Elements by marketers is found to be very helpful for consumers as it boosts their
confidence in the process of buying. These visual elements not only uncover the competitive
traits of products to consumers but also results in the maximization of their intentions to buy
them (Talavera and Chambers, 2017). It has been suggested by Martinus and Anggraini (2018)
that the useage of visual sensory cues by brands is a substantial marketing idea of
communicating a message to consumers that encourages them to make purchase of available
sustainable beauty products. Hereby, this highlights the responsibility of the marketers to devise
such marketing strategies that are innovative in their approach to provide information about the
green product by making use of visual marketing stimulations and are action oriented.
Henceforth, Hypothesis 1 is accepted.

H2:“Visual Sensory Marketing Elements has an impact on Intention to Buy Green Beauty
Products through Social Media Marketing.”

As discussed already under the analysis of Hypothesis 1, that there is a positive

significant relationship between the Visual Sensory Marketing Elements and the consumers

50



Intention to Buy Eco Beauty Products. However, the relationship remains the same even after
adding a mediator variable that is Social Media Marketing. This means that Social Media
Marketing influenced by or with the presence of Visual Sensory Marketing stimuli has a positive
impact on the Intention to Buy Eco Beauty Products. Kusumasondjaja and Tjiptono (2019)
suggested that visual sensory marketing is rooted in consumer senses and has the tendency to
influence the consumer perceptions, judgments and their behavior. Hung et al. (2017) stated that
visual sensory exposure is triggers the first phase of consumer decision making. In social media
marketing, marketers must incorporate visual sensory marketing elements into their social
platforms, because consumers cannot stimulate products directly (Petit et al., 2019). At the same
time, consumers are seen using social media sites primarily for obtaining information regarding
the eco beauty products (Heinonen, 2011). Hence, H2 was accepted, as this relationship is

significant.

H3:“Visual Sensory Marketing Elements has an impact on Intention to Buy Green Beauty

Products through Content Marketing.”

The direct relation between Visual Sensory Marketing Elements and Intention to Buy Eco
Beauty Products is significant and positive but when we add in the mediator “Content
Marketing” than this path is not accepted. This shows us that Content Marketing does not
mediate the relation between Visual Sensory Marketing Elements and Intention to Buy Eco
Beauty Products. As per Douglas and Isherwood (1979) there is a positive significant
relationship between the content marketing and intentions to buy green products. But when this
variable of Content Marketing is used as a mediator then that relationship is not accepted. With
this, H3 is rejected.

H4:“Visual Sensory Marketing Elements has an impact on Intention to Buy Green Beauty

Products through Influencer Marketing.”

Similarly, when we add in the mediator “Influencer Marketing” in between the Visual
Sensory Marketing Elements and the Intention to Buy Eco Beauty Products; then this relation
become insignificant. This means that Influencer Marketing influenced by Visual Sensory
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Marketing Elements does not have an impact on the Intention to Buy Eco Beauty Products.
Whereas, if we talk about the individuality of the variable Influencer marketing than as per
Panopoulos, et al. (2023) influencers are perceived to be the enablers of social change, they acts
as a model for promoting the healthy lifestyles, hence, they are at the forefront of the
dissemination of themes on sustainability. So the influencers’ holds pertinent position when it
comes to the dissemination of importance related to green products amongst the targeted
audience. Hence it is concluded that this is the case of direct only non-mediation which means
that there is a significant direct effect but indirect effect is non-significant due to which H4 is

rejected.

6. Visual Sensory Marketing Elements and Impact on
Consumers’ Intention to Buy Eco Beauty Products:
Conclusion

6.1. Summary of the Findings
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This research established 4 main hypotheses out of which 2 were accepted and 2 were
rejected. The first hypothesis established positive and significant relationship between Visual
Sensory Marketing Elements and Intention to Buy Eco Beauty Products. People in the modern
times have become much more aware of the impact of their consumption of the products
including beauty products on the environment, hence, they are more inclined to make use of
those products whose formation, consumption, and disposal has a least or no negative impact on
the environment. Along with this we are living in technological advanced era and literature
shows the transition of markets from physical spaces to digital spaces. Hence, Visual Sensory
Marketing Elements aids the brands to attract the customers and influences their intentions to
make purchase of the items.

Social Media Marketing has gained a lot of popularity especially amongst the Generation
Z. these social media networking sites has provided the marketers and brands to communicate
with the customers and market their offerings. Brands can now make use of different channels
such as Facebook, Instagram, Snapchat, Tiktok etc. to market and advertise their offerings. On
the other side the consumers who are exposed to these advertised are hugely influenced by the
visual content, including the exposure to the stimuli such as color, logo and other associated
visual to the brand identity and their perceptions are made about the product and brand. These all
stimuli influences the consumer pre and post buying behaviors and holds tendency to call for
intentions to buy a particular products. In this research as well, the Social Media Marketing has
been seen as playing the role of a mediator between the Visual Sensory Marketing and the
Intention to Buy Eco Products.

Content Marketing and Influencer Marketing has been previously used by the researchers
as variables and their impact on the Intention to Buy Eco Products have also been studied. In the
previous researchers these have been treated as individual independent variables. And their
impact has been found to be significant. But in this research they have been regarded as a
mediator variable in the relationship between the Visual Sensory Marketing Elements and the
Intention to Buy Eco Products. However, their role as mediator has not been found to be
significant as a result, of which the entire hypothesis became insignificant, hence, both the
variables i.e. “Visual Sensory Marketing Elements has an impact on Intention to Buy Green

Beauty Products through Content Marketing, and “Visual Sensory Marketing Elements has an
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impact on Intention to Buy Green Beauty Products through Influencer Marketing has been
rejected.

6.2. Contribution of the Research

This research developed direct relationships between independent and dependent
variables. Moreover this research also studied the impact of three mediators’ i.e. Social Media
Marketing, Content Marketing, and Influencer Marketing. These direct relations have been
studied before but no previous studies have conducted research by using the mediators employed
by this research. Moreover a number of researches have been conducted by taking Western
world population into consideration but no previous research has taken both the Western and
Eastern countries sample hence this is also another unique factor of this research as it uses
Pakistani and Lithuanian population as a sample for this research. Furthermore, demand and
consumption of eco beauty products is overall an important topic to be researched on for both

academic and business perspectives.

6.3. Implications of the Research Findings

Studies reveals that where on one end technological progress has led to rapid economic
development and brought ease in the lives of humans at the same time it has posed some serious
threats to environment that includes air pollution, global warming and ultimately causing climate
change. These issues are not only deteriorating the environmental fabric of the world but then
putting a burden on the socio-economic progress of the world. Hence, the issue has called for the
collective attention of all the stakeholders. As a result of which during the past few years the
consumers have become aware of the problem and conscious enough to call for businesses to act
in a way which is environmentally sustainable in its approach. These people are demanding for
the higher value and for them the definition of the value is that paying more and more attention
towards the environment; hence they are involved in environmental protection activities,
attitudes and knowledge and expect the same from the businesses. As a result of this
consciousness amongst the consumers, they have realized that their buying behavior has the
tendency to impact the environment. So, the consumers are changing their lifestyles in a way that
they start using sustainable products which then impacts the business activities. And when we
talk about sustainable products we also mean the eco beauty products.
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This research highlights that Visual Sensory Marketing Elements have a significant and
positive impact on consumers Intention to Buy Eco Beauty Products, hence beauty brands should
use visual sensory marketing tools to market the eco beauty products. Social Media Marketing
has been found to be playing crucial role in modifying the consumer behavior and influencing
their intentions to buy eco beauty products. Hence, the brands should use the social media
channels as platform or space for attracting, engaging and encouraging the consumers to make
intent to buy an eco-beauty product while being exposed to visual sensory marketing stimuli.

Moreover, the beauty brands should try to become market oriented in their approach.
This means that they should make products by keeping in mind the requirements of the market
that is going green. And in order to enhance the buying experience of the consumers and call for
intention to make purchase they should actively make use of the visual sensory marketing
because of its popularity and acceptance amongst the consumers. Making usage of visual sensory
marketing elements can help brand to connect with the targeted audience in an effective and,

accepted, trusted and credible way adding in to the positive repute of the brand.

For brands in the green beauty industry, understanding the implications of visual sensory
marketing elements on the intention to buy through social media marketing is crucial. By
strategically incorporating visually appealing elements into their social media content, brands
can effectively influence consumer behavior and drive sales. It is important for brands to focus
on creating visually captivating content that showcases the vibrant colors, attractive packaging,
and captivating imagery of their green beauty products. This will not only capture the attention
of potential customers but also convey the brand's commitment to sustainability and eco-
friendliness. By leveraging the power of visual cues, brands can create a positive impression and
enhance the overall aesthetic appeal of their products, ultimately increasing the likelihood of
consumers developing a favorable intention to purchase. Therefore, brands should prioritize
investing in visually appealing social media marketing strategies to effectively promote and sell
their green beauty products.

6.4.Limitations of the Research

There existed multiple factors which acted as the limitations while conducting the
research work. Firstly, the research was conducted while being in Lithuania, this means that
results could be interpreted in consideration of this region only and may not be generalized to
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other parts of the world, exception to the responses gathered from the home country of the
researcher which is Pakistan. With this it could be said that results could be generalized to
Lithuania and (Lahore) Pakistan in particular. This means that the sample size wasn’t that diverse
due to which the data might have been biased towards a general population of an area. Due to
limited span of time only one factor within the digital marketing sensory have been studied;
otherwise, if all the five factors (such as audio, touch, smell, touch) had been studied then the
results would have been more holistic and applicable to a greater extent. The research only
focuses on the impacts of video led digital sensory marketing on purchase intention of consumers
for eco beauty products while there exists wide range of products that fall in the classification of
eco products. The research was conducted when there was other academic material that needed
to be completed so the attention of the researcher got divided while doing this research work.
Finally, due to the time and budgetary constraints the data was gathered through Google Docs/
Digital Questionnaires. This means that other methods would have been employed such as face
to face interviews and focus groups which would have bought in more diversity in the data
gathered.

6.5. Directions of the Future Research

Future researchers can remove the limitations of this research by having a diverse range
of data gathered from various cities of Pakistan and Lithuania. Moreover, this study does not
focus on the role of visual sensory marketing elements on the attitude or satisfaction level of the
consumers. Future researchers can focus on this aspect as well and should study the influence of

other sensory marketing factors on the purchase intention of consumers for eco beauty products.

Furthermore in mediating variables consequents of visual sensory marketing elements
could be used such as storytelling through visuals, visual content optimization, user generated
content and their impact on purchase intention of consumers for eco products could be measured
and studied.
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Appendix A - Questionnaires

Demographics

Gender

Male or Female Or Prefer Not to Say

Education Level

High School
Undergraduate
Graduate

Post Graduate

Household Monthly Income

Up to $150
$151-S250
More Than $250

Age

18-25
26-35
36-45
Above 45

Consumed Eco Beauty Products

Yes or No

Status

Used Once or Repeater

Variables

Strongly
Disagree

Disagree | Neutral

Agree

Strongly
Agree

Visual Sensory Marketing

The online shopping platforms are visually attractive
(nice looking) to me.

The products are presented in visually attractive
way in online and offline markets.

| like the fact that because of visual sensory
marketing | can view the product from various
angles while shopping.

Social Media Marketing

My engagement on social media influences my
green cosmetic purchase.

| use social media to search information about green
cosmetic products.

Contents about green cosmetics on social media are
trustworthy.

Contents about green cosmetics on social media are
believable.

Content Marketing

When | need information about green cosmetics, |
look for the content of socially responsible brands
on social networks.

The green cosmetics brands’ content is valuable and
informative regarding the environmental aspect.

The green cosmetics brands’ content explains the
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benefits of using and buying them.

The green cosmetics brands’ content on social
networks impacts my intention to purchase green
cosmetics.

Influencer Marketing

When | need information about green cosmetics, |
look for the opinion of influencers on social
networks.

The opinion of influencers on social networks
impacts my intention to purchase green cosmetics.

Intention to Buy Eco Beauty Products

| usually prefer to purchase cosmetic products with
reusable packaging. (e.g. reusable glass bottle for
cream and cleanser products).

If I have to buy cosmetic products, | always purchase
cosmetic products with no chemical ingredients.

| try to purchase cosmetic products with free
chemical even though they are more expensive.

I am willing to buy green cosmetics because they are
beneficial to my health.
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Appendix B Tables

Table.1 Sample Profile

Demographics Categories Number | Percent
Gender Female 150 54.9%
Male 120 44%
Prefer Not to Say 3 1.1%
Education High School 6 2.22%
Under Graduate 36 13.33%
Graduate 124 45.92%
Post Graduate 104 38.51%
Household Monthly Income Up to $150 100 37%
Between $151-$250 130 48%
More than $250 40 15%
Age (Years) 18-25 181 67.0%
26-35 49 18.1%
36-45 15 5.5%
Above 45 25 9.2%
Consumed Eco Beauty Products Yes 235 87.0%
No 35 13.0%
Status of Consumption One Timer 95 35.1%
Frequent Buyer 175 64.9%
Table.2 (a) Overall Cronbach’s
Dependent variable Independent variables No. of items Crcgllb?]zh’s
Social Media Marketing | Visual Sensory Marketing 17 0.533

Content Marketing
Influencer Marketing
Intention to Buy Green
Beauty Products

Elements

Table.2 (b) Individual Cronbach’s

Variable No. of items Cronbach’s Alpha
Visual Sensory Marketing Elements 3 0.760
Social Media Marketing 4 0.893
Content Marketing 4 0.715
Influencer Marketing 2 0.745
Intention to Buy Green Beauty 4 0.772
Products
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Table.3 (a) Confirmatory Factor Analysis

Variable Factor Loading AVE Construct
Reliability
Visual Sensory
Marketing
Elements 0.763,0.732,0.52 0.434 0.789
Social Media
Marketing 0.728,0.824,0.714,0.758 0.604 0.753
Content Marketing 0.701,0.675,0.641, 0.687 0.453 0.712
Influencer
Marketing 0.761,0.78 0.594 0.745
Intention to Buy
Green Beauty
Products 0.695,0.842,0.817,0.795 0.59 0.896
Table.3 (b) Model Fitness Indices
Index Default model
CMIN/DF 2.243
AGFI 0.825
GFI 0.868
NFI 0.854
TLI 0.894
CFI 0.912
Table.4 (a) Path Analysis and Hypothesis Testing (Independent Variable)
Original Sample Stand | T P
Sample (O) | Mean (M) | ard Statistics | Values
Devia | (|O/STD
tion EV))
(STD
EV)
Visual Sensory Marketing 0.27 0.269 0.093 | 2.906 0.004
Elements -> Intention to Buy Eco
Beauty Products

79



Table.4 (b) Path Analysis and Hypothesis Testing (Mediator Variable)

Original Sample Stand | T P
Sample (O) | Mean (M) | ard Statistics | Values
Devia
tion (O/STD
(STD | EV)
EV)
Visual Sensory Marketing Elements -| 0.173 0.174 0.041 | 4.247 0
> Social Media Marketing->
Intention to Buy Eco Beauty
Products
Visual Sensory Marketing Elements -| 0.05 0.05 0.031 | 1.595 0.111
> Content Marketing-> Intention to
Buy Eco Beauty Products
Visual Sensory Marketing Elements -| 0.035 0.038 0.021 | 1.643 0.101
> Influencer Marketing-> Intention to
Buy Eco Beauty Products
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