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This thesis is a case study on a new cosmetic product. The aim of this thesis
was to explore the creation and utilization of consumer claims in marketing,
alongside the regulatory framework governing these claims. A test group of 15
participants tested the product over 28 days, completing detailed surveys about
their experiences and perceptions.

The primary objective was to develop credible consumer claims based on the
feedback collected from the test group, which could then be leveraged in the
product’s marketing strategy. The regulatory aspects of creating and using
these claims in marketing were also examined to ensure compliance with rele-
vant guidelines.

Data was gathered through a combination of direct feedback from the test group
and extensive desk research. This included a review of existing regulations and
marketing practices in the cosmetic industry. The feedback from the surveys
was analysed to generate consumer claims that accurately reflect the product's
benefits and user experiences.

The results indicated that consumer claims developed from test group feedback
can significantly enhance marketing efforts, provided they are truthful and com-
ply with regulatory standards. The findings also highlighted the importance of
understanding and adhering to the regulatory environment to avoid potential le-
gal issues.

The thesis suggests that integrating consumer feedback into marketing claims
can create more compelling and trustworthy advertising. However, it is crucial
for companies to thoroughly understand the regulatory landscape and ensure all
claims are substantiated and compliant. This approach not only improves mar-
keting effectiveness but also builds consumer trust and loyalty.
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ABBREVIATIONS AND TERMS

Marketing

Cosmetics

Consumer Claims

Regulation

Product Testing

The action or business of promoting and selling prod-
ucts or services, including market research and adver-

tising.

Products applied to the body, especially the face, to im-

prove appearance.

Statements made by a company regarding the benefits
or effectiveness of their product, aimed at convincing

consumers.

Rules or directives made and maintained by an author-
ity to regulate conduct, especially in the cosmetic in-

dustry.

The process of using scientific methods to determine
the safety and effectiveness of a product before it is

marketed.



1 INTRODUCTION

The cosmetic industry is constantly evolving, and companies must continually
innovate to remain competitive. One key aspect of product development is cre-
ating effective consumer claims that accurately reflect the benefits of the prod-
uct while appealing to the target market. This thesis aims to explore consumer
preferences and purchase intentions through product testing to create effective
consumer claims for a new cosmetic product. Product testing was conducted in
August 2022.

This study focuses on a new night mask developed by Made in 7 Heaven. A
test group of 15 individuals was recruited to test the product for 28 days and an-
swer questions related to the product and its use. The surveys will also assess
the quality of their skin before and after using the product and their consumer
habits.

The data collected from the surveys will be analysed to identify patterns in con-
sumer preferences and purchase intentions. This information will then be used
to create consumer claims for the new night mask that accurately reflect the

benefits of the product and appeal to the target market.

Additionally, this thesis examines cosmetics legislation and marketing to provide
a comprehensive understanding of the regulatory and marketing landscape for
the new night mask. This understanding will inform the development of con-
sumer claims that comply with regulations and effectively communicate the ben-

efits of the product to the target market.

Overall, the findings of this study will provide valuable insights into consumer
preferences and purchase intentions, which can be used to create effective con-
sumer claims for the case study test product. The study will also contribute to
the broader understanding of cosmetics legislation and marketing, which can in-
form future product development and marketing strategies in the cosmetic in-

dustry.



1.1. Thesis objectives and research questions

The main objective for this thesis is to develop credible and effective consumer
claims for a new cosmetic product, a night mask, and to understand the regula-
tory framework governing these claims. The thesis aims to integrate consumer
feedback into marketing strategies to enhance the product's appeal and ensure

compliance with relevant regulations.

The thesis will investigate:

« The initial condition of the skin of the test group participants at the begin-
ning of the product testing.

o The experiences of the test group participants during the testing period,
including aspects such as composition, usage, scent, packaging, user
experience, and preferences.

« The results of the test product on the skin of the test group participants

after the testing period.

The test group evaluated a moisturizing night mask. The product is designed for
dry skin, with the primary purpose of hydrating the skin. The research questions

were formulated around this purpose.

The test group was asked the following questions:

« Did they experience the product moisturizing their skin?

« Did they notice any changes in their skin?

e Did the skin tone improve?

e Did the product improve the condition of the skin surface?

o Was the product pleasant to use?



2 MARKETING AND CONSUMER CLAIMS IN COSMETIC INDUSTRY

Marketing and consumer claims play a crucial role in the cosmetic industry,
helping companies to differentiate their products and appeal to target audi-
ences. This section explores the key aspects of marketing strategies, the im-
portance of consumer claims, and the regulatory environment governing these
claims. By understanding these elements, companies can create effective mar-
keting campaigns that not only attract consumers but also comply with industry
regulations. The following subsections will delve into the specifics of company

branding, marketing strategies, and the formulation of consumer claims.

2.1. Company brand

The company's goal is to be a pioneer in its field and invest in quality. The com-
pany's goal is a comprehensive service path that offers customers customized
and professional services. The company specializes in developing a versatile

product range for people with sensitive and thin skin in the northern region.

The products are manufactured in Tampere and have Finland's key brand. Ex-
perts are actively involved in product development to ensure effectiveness and
solve various skin problems. The product series consists of four different collec-
tions that are suitable for different skin types. The preparations contain natural

raw materials and are made in small batches. In addition, the products are do-

mestic and vegan friendly.

PICTURE 1. The moisturizing night mask and related products.

(madein7heaven)
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2.2Marketing in cosmetic industry

The cosmetic industry is a highly competitive market that continuously evolves
with changing consumer preferences and technological advancements. Effec-
tive marketing strategies are essential for companies to create brand aware-

ness, differentiate themselves from competitors, and drive sales.

In the realm of luxury cosmetics, experiential marketing influences various as-
pects of consumer purchasing behaviour, emotions, social interactions, sensory
perceptions, and cognition. This necessitates companies to embrace innovative
approaches that go beyond mere transactions to craft distinctive brand experi-
ences. Various tools, including marketing campaigns, product specifications,
and communication channels, are employed to engage consumers' minds and
facilitate interaction between luxury cosmetic brands and their clientele. (Dhil-
lon, Agarwal, Rajpu, 2022, 11)

Marketing in the cosmetic industry involves creating and implementing strate-
gies to promote products and build brand recognition. The primary goal of mar-
keting in the cosmetic industry is to meet the needs and preferences of the tar-
get market, increase brand visibility and awareness, and ultimately increase
sales. Marketing strategies in the cosmetic industry typically focus on promoting
products through advertising, public relations, influencer marketing, social me-

dia, and e-commerce platforms.

Marketing of cosmetic products typically involves creating images related to
beauty and well-being. Increasingly, cosmetics are also marketed with factual
claims, such as "Makes lashes look longer by 50%" or "Smooths wrinkles by
60%". The provisions of Chapter 2 of the Consumer Protection Act concerning
marketing also apply to cosmetics marketing, which means that factual claims
must be verifiable, and the overall impression of the advertisement must give a
truthful picture of the marketed product. However, commercial praise, such as
"Product X has a skin-nourishing formula," is also permitted for cosmetic prod-
ucts (Paloranta, 2014, 206). This source highlights how marketers balance fac-
tual claims and creative imagery while striving to comply with the requirements

set by the Consumer Protection Act.
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2.3Marketing strategy in the case company

The case company aims to provide high-quality and safe care with a focus on
meeting the unique needs of each client. They have set goals in the following
areas:

e Quality: The company strives for excellence in all aspects of its opera-
tions, including product quality, employee professionalism, treatment en-
vironment, and overall appearance.

e Safety: The company only uses products with valid EU import permits
and ensures that users are trained and follow instructions for safe use.
The company places great importance on complying with health and
safety regulations.

e Customer satisfaction: The company values their customers and re-
spects their privacy, striving to meet their needs and exceed their expec-

tations.

2.4Consumer claims in cosmetic industry

When marketing cosmetics, it is essential that all claims made about the prod-
ucts are accurate and truthful. Claims should not be associated with properties
or effects that the product does not actually possess, and any effects presented
must be supported by evidence. The information provided in product marketing
should enable both consumers and professionals to make informed choices

when considering a purchase.

The purpose of regulating claims in the cosmetic industry is to ensure that con-
sumers are protected from misleading marketing practices and to promote fair
trade. This regulation seeks to improve consumer protection, establish a level

playing field for businesses, and foster fair competition.

In cosmetic advertising, statements made by celebrities or individual consumers
about the promoted product can be utilized. These statements may reflect the
person's own assessment or opinion of the product. However, if the statement
made by the individual is a factual claim, the advertiser must be prepared to
substantiate the claim with research findings if necessary. The same applies to
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recommendations from experts, such as researchers. They can only be used if
the recommendations are based on sufficient research evidence. (Paloranta,
2014, 209)
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3 LEGISLATION

Legislation in the cosmetic industry varies by country and region, but common
themes and requirements ensure that cosmetic products are safe for human
use and that consumers are informed about the ingredients. The EU Cosmetics
Regulation applies to all cosmetic products imported to the EU/EEA market, in-
cluding Finland, establishing rules to ensure product safety and protect public
health. The Finnish Cosmetic Products Act (492/2013) ensures compliance with
EU regulations and is enforced by the Finnish Safety and Chemicals Agency
(Tukes). Tukes oversees product safety, labelling, and marketing to ensure con-

sumers are well-informed and protected.

3.10verview of cosmetic industry legislation

Cosmetic industry legislation varies by region but generally ensures product
safety and informs consumers about ingredients. The EU Cosmetics Regulation
applies to all cosmetic products imported to the EU/EEA market, including Fin-
land, establishing rules to ensure product safety and protect public health. The
National Cosmetics Act in Finland regulates the duties of authorities and compli-
ance with EU cosmetics regulations. It governs product labelling, language re-
quirements for product information, and penalties for non-compliance. The leg-
islation applies to both consumer and professional cosmetic products (Tukes,
n.d.).

In Finland, Tukes and Finnish Customs oversee the safety of cosmetic products
available on the market. Products must adhere to the requirements of the EU
Cosmetics Regulation and the Cosmetics Act, with responsibility for safety fall-

ing on the manufacturer, importer, and seller (Tukes, n.d.).

In general, legislation in the cosmetic industry is designed to protect consumers
from harm and ensure that cosmetic products are safe for human use. This in-
cludes requirements for labelling, ingredient safety, and product testing. Com-
panies that manufacture or sell cosmetics must comply with these regulations to

ensure that their products are legal and safe for consumers.
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The EU Cosmetics Regulation (EC) No 1223/2009 mandates that all claims
about cosmetic products be truthful and substantiated to prevent misleading
consumers. It sets out safety requirements for products and ingredients, neces-
sitating a safety assessment before market entry. Products must be labelled
with essential information, such as the responsible person's name, ingredient
list, batch number, and product function, ensuring consumers are well-informed.
The regulation also prohibits hazardous substances like lead, mercury, and cad-

mium, and requires product traceability to address safety issues effectively.

3.1.1 Regulation of Consumer Claims in the EU

The regulation of consumer claims in the EU cosmetic industry is primarily gov-
erned by Regulation (EC) No 1223/2009. This regulation ensures that claims
about cosmetic products are accurate and substantiated to prevent misleading
consumers. It emphasizes protecting consumers from false or exaggerated
claims. Additionally, Directive 2005/29/EC addresses unfair commercial prac-
tices, providing a legal framework against false advertising. The regulation man-
dates the establishment of common criteria for cosmetic claims to ensure con-
sistency and consumer trust across the EU. All claims, including those about ef-
fectiveness or ingredients, must be backed by scientific evidence.

These regulatory measures ensure high standards and transparency in market-
ing practices, promoting consumer confidence and an ethical market environ-

ment.

3.1.2 Cosmetics Legislation in Finland

In Finland, the legislation governing cosmetics aligns with the EU Cosmetics
Regulation (EC) No 1223/2009 but includes specific national regulations. The
Finnish legislation, particularly the Finnish Cosmetic Products Act (492/2013),
ensures the safety and compliance of cosmetic products marketed in Finland.
This act is enforced by the Finnish Safety and Chemicals Agency (Tukes),

which oversees the safety, labelling, and marketing of cosmetics.

The Finnish Cosmetic Products Act mandates that cosmetic products must not
pose a risk to human health when used under normal or reasonably foreseeable
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conditions. Manufacturers, importers, and distributors must ensure compliance
with safety requirements, including proper labelling and packaging. Tukes moni-
tors compliance through inspections and has the authority to take corrective

measures if products do not meet safety standards.

According to Tukes (n.d.), all cosmetic products must include information on the
product label, such as the name and address of the responsible person, ingredi-
ents, and usage instructions. This transparency helps consumers make in-

formed choices and ensures traceability of products in case of safety issues.
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4 CONSUMER SURVEY FOR THE CASE COMPANY

Consumer surveys are an essential tool for gathering valuable insights into cus-
tomer preferences, experiences, and satisfaction levels. For this thesis, a series
of surveys were conducted to evaluate the effectiveness and consumer percep-
tion of a new night mask product developed by the case company. The follow-
ing sections detail the methodology and findings of these surveys, which were

instrumental in developing evidence-based consumer claims for the product.

4.1 Consumer survey conducted for this thesis

For this thesis, a test group of 15 participants with varying demographics was
assembled to test the case company's product over a 28-day period. The group
included both males and females aged 25 to 70 years, with diverse skin types

and skincare routines.

The primary aim of this thesis was to develop evidence-based consumer claims
for a newly designed night mask product. To achieve this objective, three sur-
veys were conducted among the participants throughout the testing period. The
surveys were designed to assess various aspects of the product's effectiveness,
including skin moisturization, skin brightening, skin texture improvement, and

overall user satisfaction.

The first survey, conducted at the beginning of the testing period, August 2022,
gathered baseline data on the participants' skin condition. The second survey,
conducted midway through the testing period, focused on the participants' expe-
riences and preferences regarding the product's composition, usage, scent, and
packaging. The third and final survey, conducted at the end of the testing pe-

riod, evaluated the overall impact of the product on the participants' skin.

The 28-day duration was chosen because it aligns with the natural skin renewal
process, allowing sufficient time to observe the effects of the new product on
the skin. (Halsas-Lehto, Raivio, 2011, 42)
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4.1 Detailed analysis of survey content

The surveys were designed to gather comprehensive information about the test
group's experience with the product. The first survey (Appendix 1) was con-
ducted at the be-ginning of the trial period, where the participants were asked
about their skin quality, concerns, and daily skincare routines. The second sur-
vey (Appendix 2) was conduct-ed midway through the trial period, where the
participants were asked about any changes they noticed in their skin quality, the
product's effectiveness, and any potential side effects. Finally, the third survey
(Appendix 3) was conducted at the end of the trial period, where the participants

were asked to provide their overall impressions and opinions on the product.

The collected data from the surveys was analysed to identify patterns in con-
sumer habits, preferences, and opinions about the product. Based on the sur-
vey results, consumer claims for the new cosmetic product were created. These
claims accurately reflected the product's benefits while appealing to the target
market. The claims also comply with the relevant regulations and standards in

the cosmetic industry.

The created consumer claims were essential in marketing the new cosmetic
product. The claims provide clear and concise information about the product's
benefits to the target market. Additionally, the claims help differentiate the prod-

uct from competitors and build brand recognition.

4.2 Content of the first survey: Initial skin condition

First survey was sent to the test group before the start of the product testing pe-
riod. The primary objective of this survey was to map and analyse the partici-
pants' current skin condition. The survey instructions recommended that the
testers stand in front of a mirror and conduct a thorough analysis of their skin's

condition.

The survey consisted of several questions that aimed to gather information
about the participants' skin type, possible skin problems, signs of aging, and
their current skincare routine. The participants were also asked to provide their
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expectations regarding the features and effects they hoped to experience from
the tested product.

The data collected from the survey was analysed to identify the test group's skin
types and conditions. This analysis provided insights into the specific skin con-
cerns that the product needed to address and the features that the consumers

desired.

4.3Responses to the First Survey

4.3.1 Unevenness in skin tone

A total of 15 respondents participated in the survey. Among them, eight re-
ported localized redness due to dryness or sensitivity, seven had freckles or
moles, and six experienced impurities. Additionally, five respondents mentioned
having dull skin, four had couperose, three reported pigment changes, and one

had acne scars. The question allowed multiple answers.

Is there an unevenness in the skin tone of your face? You can tick several boxes.

Redness / couperosa on 8
the cheeks 4

Pigment spots

3 )
b
Acne scar / scar 1
Freckles / moles 7
Local redness due to o .
dryness or sensitivity - -
Dull / gray skin color - -
Impurities 6 -
0

FIGURE 1. Infographic about the question: Unevenness in the skin tone of the

w

'S

J

face.
4.3.2 Dryness of the skin before using the product
Three respondents indicated their skin felt dry. Eight respondents noted their

skin often feels dry but not at that moment. Two respondents mentioned their

skin flakes from dryness either currently or frequently. Two respondents said
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their skin feels tight from dryness either currently or often. Three respondents
reported their skin rarely feels tight. Fourteen respondents stated that if they
don't care for their skin, it dries easily, and no respondents chose "none of the

above." The question allowed multiple answers.

Dryness of the skin at the moment.

My skin feels dry right now
My skin gets dry from time to
time, but right now it doesn't feel
dry

-
My skin flakes right now or often | =
My skin is tight now or often 2
My skin tightens only after v
washing or rarely

4
My skin dries out if | don't take 14
care of it -
0 2
None of the above . .
0

FIGURE 2. Infographic about the question: Dryness of the skin at the moment.

4.3.3 Oily skin (excess skin sebum production)

Three respondents indicated that their skin often shines. Five respondents
noted that their skin often shines in the T-zone (forehead, nose, jaw). Five re-
spondents reported currently having pimples. Four mentioned occasionally get-
ting pimples, and six stated they rarely get pimples. Eight respondents reported
having blackheads, and four had whiteheads. One respondent noted that with
the right skincare, they can balance their skin's sebum production. Three re-
spondents had enlarged pores. One reported none of the above. The question

allowed multiple answers.



20

Qily skin (excess skin sebum production)

The skin on my face often shines
all over my face

The skin on my face often shines
in the T-zone

1 currently have pimples on my
skin

I occasionally get pimples
Irarely get pimples

There are blackheads on the nose
or elsewhere on the face

I have whiteheads on my face
With the right skin care, I have
balanced my skin's sebum
production

My face has enlarged pores

None of the ahove

[¥%)

S

-
2

1

(8]

FN

w

~N

0

FIGURE 3. Infographic about the question: Oily skin (excess skin sebum pro-

duction).

4.3.4 Facial skin sensitivity

Three respondents indicated that their skin often gets red. Four respondents

mentioned that their skin gets red occasionally. Five respondents reported that

their skin reacts easily to the wrong kinds of products. Four respondents noted

that their skin gets easily red from rubbing. Seven respondents indicated that

their skin gets easily red from the climate. Two respondents reported none of

the above. No respondents indicated that food or raw materials negatively affect

their skin. The question allowed multiple answers.

4. Facial skin sensitivity

FIGURE 4. Facial skin sensitivity.

My skin often gets red
My skin gets red from time to time

My skin reacts sensitively to the
wrong kind of products

My skin reacts sensitively to some
foods / raw materials

My skin reacts sensitively to
rubbing

My skin reacts sensitively to
stimuli caused by the climate

None of the above, my skin hasn't
felt sensitive lately

w

-

(=]

'S

ha

0
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4.3.5 Signs of aging

Four participants reported having small wrinkles caused by dryness or fatigue.
Ten participants had small wrinkles or fine lines. One participant had deeper
fine lines. Four respondents noted that their skin was sagging. Six respondents
indicated that their skin was thinning, and one had no signs of aging. The ques-

tion allowed multiple answers.

5. Signs of aging

10

(7<)

My skin has small surface .
wrinkles that are caused by i
dryness or fatigue

co

My skin has small surface
wrinkles and starting lines

f
1 6

My skin has surface wrinkles N
and deeper lines 4]
My skin is sagging
My skin has thinned 2 3
None of the above, my skin 1 2
shows no signs of aging

O m

FIGURE 5. Infographic about the question: Signs of aging.

'

4.3.6 Skin care routines

This was an open-ended question about participants' skin care routines.
Participants were asked to describe the products they use in their skin care rou-
tine, including the type of cleansing products, moisturizers, and any additional

products they use regularly.

The responses can be summarized as follows:
« Eleven participants wash their skin regularly in the morning and evening.
e Three participants wash their face once a day.
« Eleven participants use moisturizer twice a day, while three use it once a
day.
o Four participants exfoliate their skin weekly.
e Three participants use a face mask weekly.
« Nine participants use toner daily.

o Ten participants use eye cream every day.
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« Two participants use all the above products occasionally.

o One participant uses these products rarely or not at all.

4.3.7 Other skin changes

One person in the test group answered: The skin tans easily.

4.3.8 Expectations of the testing product

This question was an open-ended question to survey the test group participants'

expectations of the test product. Fourteen out of fifteen participants responded

to this question.

e Moisturizing and hydration: Many participants hoped the product would

moisturize and keep their skin hydrated without looking greasy.

e Ease of Application: Participants hoped the product would be easy to ap-

ply, noting that very thick creams often don't spread well.

e Scent: Several participants desired a mild, fresh scent for the product.

¢ Desired Effects: Participants hoped the product would deeply hydrate
their skin, provide moisture and elasticity, and not make the skin exces-

sively shiny or cause impurities.

e They also expected the product to refresh and hydrate the skin, reduce
fine lines and wrinkles, increase elasticity, and even out the skin surface.
Some participants wished that the product would make their skin elastic

and smooth, help with dry skin, and reduce wrinkles.

e Calming Effect: A calming effect on the skin was mentioned as a desired

attribute.

e Specific Skin Concerns: Participants hoped the product would help with

dry skin and also have an effect on oily areas, reducing pimples. One
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participant specifically mentioned wanting a non-messy product that does

not increase or worsen skin oiliness.

e General Improvements: Participants hoped for more hydrated and possi-

bly cleaner skin.

4.4 Content of the second survey: Mid-testing period feedback

Second survey was conducted in the middle of the product testing period and
aimed to map the consumer habits of the test group and their understanding of
cosmetic product properties. The survey sought to gather information on the
testers' preferences for product compositions, packaging materials, and the im-

portance of ethical issues when making product choices.

The survey included questions on whether the testers had been using the test
product daily and whether they were satisfied with the product at that point. Ad-
ditionally, the survey aimed to gather data on the consumer habits of the testers
when purchasing new cosmetic products. The survey asked about the testers'
preferences in product style, and whether their choices were influenced by fac-
tors such as whether the product was natural or where it was made, or how it

had been tested.

Furthermore, the survey examined how different marketing methods impacted
the testers' purchase decisions. The survey included questions about the types
of marketing methods the testers found most appealing and effective in influ-

encing their purchase decisions.

The data collected from this survey was essential in identifying the consumer
preferences and habits of the test group, and the factors that influence their
product choices. This analysis provided insights into the factors that influenced
the testers' purchasing decisions, and the marketing methods that were most ef-

fective in reaching them.
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4.5Responses to the second survey

4.5.1 Regular use of the product during the testing period

Of the respondents, 53.3% (8 participants) answered yes, they have been using
the night mask daily for the past few weeks. Another 33.3% (5 participants) re-
ported using it almost daily, while 13.3% (2 participants) answered no.

So in total over 86.7% of the testers used product daily or almost daily.

This question had only one answer option.

1Have you been using a night mask daily for the past few weeks?

ALMOST DAILY 3 |

® | vEs
® | vo

o

M

FIGURE 6. Infographic about the question: Have you been using a night mask
daily for the past few weeks?

4.5.2 Satisfaction with the product composition

93.3% (14 participants) answered yes, they have been satisfied with the compo-
sition of the mask. Additionally, 6.7% (1 participant) reported being relatively
satisfied, while none of the participants answered no. This question had only

one answer option.

2.Have you been satisfied with the composition of the mask?

® | YES ” ‘
@ | RELATIVELY

SATISFIED

[=]

NO

FIGURE 7. Infographic about the question: Have you been satisfied with the

composition of the mask?
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4.5.3 Improvement ideas for the product

One participant answered: scent.

4.5.4 Use of different face masks

One respondent mentioned using a clay mask, four respondents use fabric
masks, two use night masks, one uses a peel-off mask, three use any kind of
masks, and four respondents do not use masks at all. The question allowed

multiple answers.

4. Would you rather choose a face mask which is...

i
Clay mask 1
Fabric mask 4
Night mask 2
Peel-off mask 1 '
Any mask 3 ‘
Idon't wear masks 4 . l

FIGURE 8. Infographic about the question: What kind of face mask would you

choose?

4.5.5 Satisfaction with the product scent

Ten participants answered that they have been satisfied with the scent. 4 partic-
ipants answered relatively satisfied and one participant answered no.
In total 62.5% was pleased with the scent of the product. This question had only

one answer option.
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5.Have you been satisfied with the scent of the product?

® | YES 10

@ | RELATIVELY 4
SATISFIED

[ ] 1
NO

FIGURE 9. Have you been satisfied with the scent of the product?

4.5.6 Improvement ideas for scent

One participant answered: unpleasant and the smell of a dirty & outdated prod-
uct. Second participant answered: as a person with a perfume allergy, the scent
is mild, but it could have an additional sweet, etc. note so it wouldn't smell so in-

dustrial.
4.5.7 General preferences for scented face masks
One participant prefers fragrance-free products, ten participants prefer a mild

fragrance, three participants prefer a scented cream, and one participant stated

that scent isn't a factor at all. This question had only one answer option.

7.Do you prefer to choose a mask with or without a scent.

Fragrance free 1
Mild fragrance 10

I choose cream that
smells good

The smell doesn't matter

FIGURE 10. Infographic about the question: Do you prefer to choose a mask

with or without a scent?
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4.5.8 Skin sensation after using the product

11 participants answered that skin felt moisturized after using the cream and 4
answered that they didn’t notice any difference.
In total 73.3% felt that their skin felt more moisturized after using the product.

This question had only one answer option.

8.Did the skin feel (from applying the mask) the next morning

Moisturized 11

Dry

The product has not
been absorbed properly

o

(=]

(=]

oily

1 don't notice the 4
difference

FIGURE 11. Infographic about the question: How did your skin feel after using

the product?

4.5.9 Significant changes in skin

Nine participants answered that they noticed significant changes in their skin af-
ter using the mask. Four participants answered neutral, and two participants an-
swered that they didn’t notice any difference.

In total 56.3% of the respondents noticed significant difference in their skin after

using the product. This question had only one answer option.

9.Has the mask caused significant changes in your skin?

® | ves 9
@ | Neutral 4
. No 5

FIGURE 12. Infographic about the question: Has the mask caused significant

changes in your skin?
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4.5.10 Improvement ideas for effectiveness

Three participants answered this question. It was not mandatory to answer.
1. The dry areas have improved, but there has been blockage in the chin
area.
2. Moisturizes but no other noticeable changes.
3. | developed a rash, had to discontinue use, but resumed using it again

about 4 days ago.
4.5.11 Packaging of the product
10 participants answered that they think they think that the packaging of the

product is of high quality. 4 participants answered neutral and 1 answered no.

This question had only one answer option.

11.Do you think the packaging of the product is of high quality?

Yes 10 ‘
@ | Neutral 4

. No 1

FIGURE 13. Infographic about the question: Do you think the packaging of the
product is of high quality?

4.5.12 Improvement ideas for packaging

One participant answered: Develops a more ecological, modern, and stream-

lined system in cooperation with educational institutions.
4.5.13 Influence of packaging material on purchase decision
2 participants answered that the packaging material influences on their pur-

chase decision. 8 participants answered neutral, and 5 participants answered
that it doesn’t affect at all. This question had only one answer option.
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13.When buying a new mask, how much does the packaging material influence your purchase
decision?

Neutral 8 \

@® | Yes
® | No 3

FIGURE 14. Infographic about the question: How much the packaging material

influence your purchase decision?
4.5.14 Preference for packaging material
Four participants answered that they prefer ecological packaging. Zero an-

swered that they value decorativeness effect. Five answered that they prefer

both equally and six felt that neither effect on their purchase decision.

14.In terms of packaging material, do you value more ecological, low-waste packaging, or
packaging with cardboard sales packaging and, for example, a more decorated jar

Environmental friendliness
of the packaging

Packaging decorativeness

Both equally important 3
Neither affects my 6
purchase decision

FIGURE 15. Infographic about the question: Preferences for packaging material.

4.5.15 Influence of raw material source on purchase decision

6 participants answered that they prefer raw materials obtained from nature and
zero prefer chemically produced product. 5 participants answered that they pre-
fer both equally and 4 respondents answered that neither option affects their

purchase decision. This question had only one answer option.
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15.When buying a cosmetic product, is your choice influenced more by the fact that the raw
materials come from nature or more by the fact that the raw material is scientifically
developed?

Raw materials obtained
from nature

Chemically produced 0
effective raw materials

Both equally

un

These facts do not affect
my purchase decision

FIGURE 16. Infographic about the question: Are you influenced more by natural

or scientifically developed raw materials?
4.5.16 Influence of country of manufacture on purchase decision
Six participants answered that the country of manufacture affects, 6 answered

neutral and 3 answered that it does not affect. This question had only one an-

swer option.

16. When buying a cosmetic product, does the country of manufacture of the product affect
your purchase decision?

. Yes 6
Neutral

o 6
No

i 3

FIGURE 17. Infographic about the question: Does the country of manufacture

affect your purchase decision?
4.5.17 Influence of product testing method on purchase decision
Six participants answered that product testing method effects on the purchase

decision. 8 answered neutral and one answered that it does not affect. This

question had only one answer option.
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17. When choosing a cosmetic product, does the way the product has been tested affect the
purchase decision?

(For example, clinically tested, dermatologically tested, etc.)

® | ves 6 '
Neutral 8

® | No 1

FIGURE 18. Infographic about the question: Does the way the product has

been tested affect the purchase decision?
4.5.18 Influence of advertising effectiveness on purchase decision
Zero respondents answered that it affects a lot. 12 respondents answered that it

may affect. Zero respondents answered that affects negatively and 3 answered

that it does not affect at all. This question had only one answer option.

18. Does how well the product has been advertised on e.g. TV, magazines, digital platforms
influence your purchase decision

Affects a lot

May affect 12 ‘

Negatively affects

(=]

(=]

No effect at all

o

FIGURE 19. Infographic about the question: Does the quality of product adver-

tising influence your purchase decision?

4.5.19 Advertising slogans that capture attention in cosmetic products
This was an open-ended question to survey the test group participants' prefer-
ences and thoughts on cosmetic marketing and the use of consumer claims in
marketing. The question: "What kind of advertising slogans attract your attention

in cosmetic products?"

Summary of answers from 15 respondents:



32

Tester opinions: Emphasizing the importance of opinions from testers
and users.

Effectiveness and benefits: Keywords like "effective," "moisturizing," "nur-

turing," and "rejuvenating properties" are attractive.

Natural and activating functions: Highlighting natural ingredients and

products that activate the skin's natural functions.

Familiar brands and recommendations: The influence of seller recom-

mendations and familiar brands over promises or fancy phrases.

Safety and Testing: Importance of product safety, thorough testing, and

the basis for claimed effectiveness.

Affordability and origin: Affordability and the country of manufacture

(preferably Finland) are significant factors.

Moisturizing Properties: Emphasizing moisturizing benefits is particularly

attractive.

No Animal Testing: Assurance of no animal testing and highlighting prod-

uct uniqueness compared to others on the market.

Availability: Product availability is crucial, with preference for products

that are easily accessible.

Natural cosmetics: Preference for natural cosmetics suitable for sensitive

skin.

Product Information: Trust in expert opinions and clear information on the

type of skin or purpose the product is suitable for.

Ingredients for aging skin: Interest in products containing ingredients suit-

able for aging skin and those that firm the skin.
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« Non-Sticky and non-greasy: Preference for products that moisturize with-

out leaving the skin sticky or greasy.

« Professional endorsement: Attraction to brands or product lines used by

beauty industry professionals.

Overall, participants are drawn to advertising slogans that emphasize product
effectiveness, natural ingredients, safety, and thorough testing. They also value
recommendations from familiar brands and experts, affordability, and clear in-

formation on product suitability.

4.6 Content of the third survey: Post-testing period results

Third and final survey of the test group aimed to analyse the effects of the
tested product on the testers' skin in greater detail. Testers were instructed to fill
out the survey again in front of a mirror, analysing the current condition of their

skin.

The survey included questions about whether the tester had noticed a differ-
ence in their skin's moisture balance, brightness, skin colour, surface condition,
or firmness compared to the start of the test period. Additionally, the survey
asked whether the tester would recommend the product to a friend or buy it for
them-selves, and whether the product's price-quality ratio was perceived to be

correct.

Testers were also asked to describe the product's composition, smells, and
overall image in their own words. They were further asked to describe any sen-
sations they experienced on their skin during and after the test period. Addition-
ally, the survey sought to gather data on the testers' perception of the brand

and the product, as well as any ideas they had for product development.

The data collected from this survey was essential in identifying the overall effec-
tiveness of the tested product and its impact on the testers' skin. The survey
findings were analysed to identify patterns and trends in the testers' experi-
ences and perceptions of the product. This analysis provided insights into the
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product's strengths and weaknesses and informed future product development

and marketing strategies.

4.7 Responses to the third survey

4.7.1 Have testers used the product for 28 days?

14 participants answered that they have been regularly using the product during

the testing period. 1 answered unregularly. This question had only one answer

option.

Have you used the product for 28 days?

® | Regularly 14 l

@ | Unregularly 1

FIGURE 20. Infographic about the question: Have you used the product for 28

days?

4.7.2 Effectiveness of night mask in moisturizing

3 participants said that the product has been moisturizing the skin very well. 7
answered that it has been moisturizing well, 3 fairly well, zero poor and 2 re-
spondents answered that the product hasn’t moisturized the skin enough. This

question had only one answer option.

Of the respondents, 20% (3 participants) stated that the night mask has mois-
turized their skin very well. Another 46.7% (7 participants) reported that it has
been moisturizing well, and 20% (3 participants) said it moisturized fairly well.
None of the respondents reported poor moisturizing effects, while 13.3% (2 par-
ticipants) indicated that the product hasn’t moisturized their skin enough.
Consumer claim could be based on this: "87% of users reported that our night

mask provides effective moisturizing for their skin."
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Has the night mask moisturized your skin?

[¥F}

Very well
Well 7

Fairly well

[¥¥]

Poor 0

Has not moisturized
enough

FIGURE 21. Infographic about the question: Has the night mask moisturized

your skin?

4.7.3 Effectiveness of night mask in brightening

One respondent stated that the product has significantly brightened their skin
tone. Four respondents indicated that it brightened their skin tone well, and an-
other four said it worked quite well. No respondents reported poor results, while
six noted no change in their skin tone. This question had only one answer op-

tion.

Of the respondents, 6.7% (1 respondent) stated that the product significantly
brightened their skin tone, 26.7% (4 respondents) said it brightened their skin
tone well, and another 26.7% (4 respondents) reported it worked quite well. in
total, 60% of the respondents experienced some level of skin brightening from
the product. Meanwhile, 40% (6 respondents) noted no change in their skin

tone, and none reported poor results.
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Has the night mask brightened your skin tone?

Has brightened very well. |
Has brightened well 4
Has brightened quite well |,
Poorly

No change in the skin color

FIGURE 22. Infographic about the question: Has the night mask brightened

your skin tone?

4.7.4 Effectiveness of night mask in smoothening

2 participants stated that the mask has smoothed very well the texture of their
skin. 2 stated that the product has smoothed their skin well. 6 answered quite
well, zero poorly and 5 answered that they didn’t notice the difference. None no-
ticed negative effect. This question had only one answer option.

In total, 66.7% (10 out of 15 participants) noticed some difference in the texture

of their skin.

Has the night mask smoothed the texture of your skin?

@ | Verygood 2 5
® | Good 2
4
® Quite good 6
Y Poorly 0 3
° I don't notice a change 5 2
Y My skin surface was 0 .
even before starting
to use the product. 5

FIGURE 23. Infographic about the question: Has the night mask smoothed the

texture of your skin?
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4.7.5 Effectiveness of night mask in anti-aging effect

One respondent stated that the product has tightened their skin texture. 8 stated
that it has made some difference on their skin tightness and 6 answered that
they have not noticed any difference. This question had only one answer option.
In total, 60% (9 out of 15 participants) reported some change in their skin tight-

ness after using the product.

Has the night mask tightened the skin on your face?

@ | Quite okay 8

® | ves 1

@ | Nodifference 6

FIGURE 24. Infographic about the question: Has the night mask tightened the

skin on your face?

4.7.6 Changes in skin's moisture balance before and after the test period

Four participants stated that they feel that their skins overall moisture balance is
better after using the product. 6 participants stated that their skins moisture bal-
ance is somehow better after using the product and 4 participants stated that
they did not notice any difference.

In total, 73.3% (11 out of 15 participants) reported some improvement in their
skin's overall moisture balance after using the product. This question had only

one answer option.

Do you feel that your skin's overall moisture balance is better after the testing period than
before using the product?

® Yes ’

Quite okay

® No difference -
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FIGURE 25. Infographic about the question: Is your skin's moisture balance

better after the testing period?

4.7.7 Product satisfaction

60% (9 testers) reported being satisfied with the product, while 40% (6 testers)
indicated being quite satisfied. None reported being not satisfied at all. This

question had only one answer option.

In total 100% of users reported being either satisfied or quite satisfied with the

products effectiveness.

Have you been satisfied with the product?

® Yes 9
@ Quite satisfied 6
@ | Notreally 0

FIGURE 26. Infographic about the question: Have you been satisfied with the

product?

4.7.8 Would you recommend the product to a friend?

9 participants said that they would recommend the product to a friend. 5 partici-
pants said that they might recommend the product to a friend and one stated
that they wouldn’t recommend the product to a friend. This question had only

one answer option. In total 60% would recommend the product to a friend.
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Would you recommend the product to a friend?

® | Yes 9 ‘

Not sure 5

.Nu 1

FIGURE 27. Infographic about the question: Would you recommend the product

to a friend?

4.7.9 Would you buy the same product or a cream from the same product

line for yourself?

Seven participants would buy the same or similar product after trying the prod-
uct. 3 answered that they might by the same or similar product and 4 answered
that they would not. This question had only one answer option. In total 53.3%

would buy the same or similar product.

Would you buy the same product or a cream from the same product line for yourself?

. Yes 8

Not sure

FIGURE 28. Infographic about the question: Would you buy the same for your-

self?

w

4.7.10 The price-quality ratio of the product

5 respondents said that they think the price-quality ratio is good as itis. 10 re-
spondents stated that the product could be more affordable. Zero stated that the

product could be more valuable. This question had only one answer option.
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Do you think the price-quality ratio of the product is good?

Yes
5
. The product could be
@ | more valuable 0
» The product could be 10
more affordable

FIGURE 29. Do you think the price-quality ratio of the product is good?

4.7.11 Infographic about the question: Experience with vegan skincare

products

5 testers said that they have tried vegan skincare before using this product. One
was not sure and 9 had not tried vegan skincare before. This question had only

one answer option.

Did you previously test vegan skincare products before using this product?

. Yes

Not sure 1

® | no 9 \

FIGURE 30. Infographic about the question: Did you previously test vegan

un

skincare products before using this product?
4.7.12 Preference for vegan or non-vegan facial care products
Four participants prefer to choose vegan product in the future. 10 participants

stated that it does not matter. One participant stated that they would prefer non-

vegan product.
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In the future, would you prefer to choose vegan or non-vegan facial care products?

I prefer to choose a
@ | vegan product 4
It doesn't matter if the 10

product is vegan or not

I prefer to choose a non-
vegan option.

FIGURE 31. Infographic about the question: In the future would you prefer to

choose vegan or non-vegan product?
4.7.13 Importance of product's origin
One participant felt that origin of the product is a significant factor. 11 partici-

pants felt that the origin of the product might matter, and 3 participants an-

swered that the origin did not matter at all.

When buying facial care products, does it matter to you whether the productis
domestic or not?

®| ves, alotof significance |’ '

®| ves, some significance n

LEN]

®| no significance at all

FIGURE 32. Infographic about the question: Do you prefer domestic or non-do-

mestic product?

4.7.14 Immediate and morning sensation of the product

The responses from the test group regarding how the product felt immediately

after application and in the morning can be summarized as follows:

« Moisturizing Effect: Many participants noted that the product felt moistur-
izing immediately after application. However, a few mentioned that the

moisturizing effect did not last throughout the night.



42

Absorption: The product was generally reported to absorb quickly and

not leave a thick layer on the skin.

o Morning Feel: In the morning, participants had varied experiences. Some
felt their skin was well-moisturized and soft, while others felt their skin

was oilier, dirtier, or more congested than usual.

o Comfort: The product was mostly described as comfortable upon applica-
tion. Some participants experienced cooling or slightly stinging sensa-

tions, especially in dry areas.

e Long-lasting Effects: Several participants mentioned that their skin felt

softer and more hydrated in the morning compared to their usual routine.

« Film and QOiliness: A few participants noted that the product left a slight

film upon application, and their skin felt oilier in the morning.

e Pleasant Texture: The product was generally described as having a

pleasant, silky texture that left the skin feeling smooth and fresh.

e Allergic Reactions: One participant reported a mild allergic reaction to-
wards the end of the test period, experiencing heat sensation in the

morning and during the day.

« Ease of Use with Other Products: Some participants found that their daily
skincare products were easy to apply after using the night mask, and
their makeup looked more radiant and lasted longer.

Overall, the immediate sensation was mostly positive, with a few concerns
about oiliness and long-term moisturizing effects. The morning sensation varied
more, with some participants noting improvements in skin texture and hydration,
while others reported a need to wash off the product due to increased oiliness

or congestion.
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4.7.15 User experience with the product

The responses from the test group regarding their experiences with the product

can be summarized as follows:

e Moisturizing Effect: Several participants mentioned that the product pro-
vided moisture similar to a regular night cream, without significant im-

provement in overall skin condition.

e Application: The product was generally easy to apply and had a good
composition. One participant highlighted that it was easy to apply under
the beard.

e Pleasant Experience: Many participants described their experience with
the product as pleasant, noting that it felt fresh and silky. They appreci-

ated the product's texture and effectiveness as a night mask.

e Good Experience: Most participants reported a positive experience, with
some expressing interest in testing other products or continuing to use
the product. One participant found the product suitable for luxury cosmet-

ics but suggested a price reduction to make it more accessible.

¢ No Significant Change: Some participants did not notice a significant
change in their skin condition but observed improved moisture balance,

especially after a shower and in the morning.

e Convenience: A few participants mentioned that needing to wash off the
product in the morning made it slightly less convenient compared to their
usual night cream.

e Luxury Item: One participant mentioned that they would use the product

occasionally as a luxury item but not on a regular basis.

¢ No Noticeable Difference: One participant used the product for 28 days

without noticing any difference in their skin.
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Travel Use: One participant found the product useful for preventing skin
dryness during flights and ensuring their makeup looked fine at their des-

tination.

Allergic Reaction: One participant developed a rash after using the prod-
uct for a week, but the rash did not return when they used the mask on

one side of their face and their regular night cream on the other side.

Overall, the experiences were mostly positive, with participants appreciating the

product's moisturizing effect and pleasant texture. However, some did not notice

significant changes in skin condition, and the need to wash off the product in the

morning was seen as a minor inconvenience by a few.

4.7.16 Perception of the brand and product based on provided information

This question was an open-ended question. Participants described their percep-

tion of the brand and product based on the information they received.

Responsible and Ethical: Participants perceive the brand as responsible

and ethical, with a positive note on domestic production.

Packaging: Some participants mentioned that the packaging looks
cheap, expressing hope that this is a stripped-down version of the poten-

tial retail product.

Quality and Safety: The product is perceived as high quality and safe.

Target Audience: The product is considered suitable for younger skin but
not as effective for menopausal skin.
Professional Quality: Described as a high-quality professional product

made domestically.

Local Production and Veganism: Emphasis on local production, vegan-
ism, and purity. The brand was not familiar to some participants, but they

appreciated the combination of naturalness with an elegant appearance.
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The product line stands out from typical natural/vegan cosmetics by not

emphasizing green in its design.

« Domestic Product: Appreciated as a Finnish product and new domestic
brand. Participants who had not used vegan products before found this

product suitable.

« Minimal Ingredients: Participants liked that the product seems to contain
fewer "unnecessary ingredients" like fragrances. It is understood to be
designed and manufactured in Finland, with no contraindications for use

during pregnancy.

e Appealing Brand: The brand's minimalist visual style is attractive, and

Finnish natural cosmetics are of interest.

e Promising Brand: Considered a promising brand and product, with good

quality and domestic production.

o Need for More Information: Some participants expressed a desire for
more information about the product before starting the test, including

whether the product had been tested before and under what conditions.

« Scandinavian Aesthetic: Described as a beautiful and minimalist Scandi-
navian brand with a sufficient range of products. Fragrance-free products
are ideal, and the products complement each other seamlessly. They of-
fer a wonderful experience at home and are easy to use, making them
convenient for travel. They help minimize the signs of long workdays on

the face.
4.7.17 Improvement ideas for the product
1. Unpleasant and the smell of a dirty & outdated product

2. As a person with a perfume allergy, the scent is mild, but it could have an ad-

ditional sweet, etc. note so it wouldn't smell so industrial.
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5 DEVELOPING CONSUMER CLAIMS BASED ON SURVEY RE-
SPONSES

Creating effective consumer claims is essential for marketing cosmetic prod-
ucts, as these claims directly influence consumer purchasing decisions. This
section outlines the process of developing consumer claims based on survey
responses from product testing. By analysing the feedback from participants,
companies can craft accurate and compelling claims that highlight the benefits
of their products. This ensures that marketing messages are not only persua-
sive but also compliant with regulatory standards. The following subsections de-

tail the survey findings and the resulting consumer claims.

5.1 Generating consumer claims based on the survey results
The primary aim of this thesis was to develop evidence-based consumer claims
for a newly designed night mask product. Based on a detailed analysis of the

survey responses, the following consumer claims were developed:

1. Moisturization:
The test group was asked about the moisturizing effect of the night mask. The
majority responded positively, highlighting the product's ability to significantly
hydrate their skin. This was a crucial finding, as it addressed one of the primary

needs identified in the initial survey -hydration.

Survey question: "Has the night mask moisturized your skin?" (Question 4.7.2)

Results:
e 3 respondents: very well
e 7 respondents: well

e 3 respondents: fairly well

Consumer claim: "87% of users reported that our night mask provides effective

moisturization for their skin."
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2. Skin brightening:
Brightening the skin tone was another important aspect evaluated. With 60% of
users observing a noticeable improvement, the claim was substantiated by the
feedback indicating a more radiant complexion, a key benefit for marketing pur-

poses.

Survey question: "Has the night mask brightened your skin tone?" (Question
4.7.3)

Results:
¢ 1 respondent: significantly
e 4 respondents: well
e 4 respondents: quite well
e 6 respondents: no change
Consumer claim: "60% of users noticed a brightening effect on their skin after

using our night mask."

3. Skin texture:
Smooth skin texture is highly desired by consumers. The survey showed that
67% of participants felt their skin texture improved, which supported the claim

that the night mask can help achieve a smoother complexion.

Survey question: "Has the night mask smoothed the texture of your skin?"
(Question 4.7.4)

Results:
o 2 respondents: well
e 6 respondents: quite well

e 5 respondents: no difference

Consumer claim: "67% of users reported smoother skin texture after using our

night mask."
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4. Skin tightening:
With 60% of users experiencing some level of skin tightening, this claim high-

lights the product’s potential anti-aging benefits.

Survey question: "Has the night mask tightened the skin on your face?" (Ques-
tion 4.7.4)

Results:
¢ 1 respondent: significantly
e 8 respondents: some difference

e 6 respondents: no change

Consumer claim: "60% of users noticed improved skin tightness after using our

night mask."

5. Overall moisture balance:
The majority of the test group noted an improvement in their skin's moisture bal-

ance, reinforcing the product's efficacy in providing consistent hydration.

Survey question: "Do you feel that your skin's overall moisture balance is better

after the testing period than before using the product?" (Question 4.7.5)

Results:
e 4 respondents: significantly better
e 6 respondents: somewhat better

e 4 respondents: no difference

Consumer claim: "73% of users experienced improved overall moisture bal-

ance after using our night mask."

6. Overall satisfaction and recommendation:
The high satisfaction rate underscores the product's overall performance, while
the recommendation rate highlights consumer trust and potential for word-of-

mouth marketing.
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Survey questions: "Have you been satisfied with the product?" (Question 4.7.6)

and "Would you recommend the product to a friend?" (Question 4.7.7)

Results:
¢ 9 respondents: satisfied
e respondents: quite satisfied
e respondents: would recommend

e respondents: might recommend

1 respondent: would not recommend

Consumer claims: "100% of users were satisfied or quite satisfied with the ef-
fectiveness of our night mask." and "60% of users would recommend our night

mask to a friend."

7. Packaging and scent preferences:
Packaging and scent are key components of product appeal. The positive feed-
back on these aspects suggests that the night mask meets consumer expecta-

tions for quality and sensory experience.

Survey questions: "Do you think the packaging of the product is of high quality?"
(Question 5.2.11) and "Have you been satisfied with the scent of the product?"
(Question 5.2.5)

Results:
¢ 10 respondents: packaging high quality
e respondents: neutral
e 1 respondent: not high quality
e 10 respondents: satisfied with scent

e respondents: relatively satisfied

1 respondent: not satisfied

Consumer claims: "67% of users rated our packaging as high quality." and

"93% of users were satisfied with the scent of our night mask."



50

This section has demonstrated how consumer feedback can be effectively uti-
lized to create marketing claims that are both compelling and compliant with
regulatory standards. By focusing on accurate and honest claims, the case
company can enhance its marketing efforts, build consumer trust, and ultimately

drive sales.
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6 DISCUSSION

In this thesis, the development and utilization of consumer claims in the market-
ing of a new cosmetic product were examined through quantitative research
methods. The study aimed to understand how consumer feedback can be inte-
grated into marketing strategies and how such claims can comply with regula-
tory standards. The findings of this research provide valuable insights into the
effectiveness of consumer claims in enhancing product marketing, as well as

the challenges associated with their creation and use.

The primary objective was to develop credible consumer claims based on feed-
back collected from a test group. The test group trialled the product over a pe-
riod of 28 days, providing detailed surveys about their experiences. The analy-
sis of this data revealed that consumer claims derived from actual user experi-
ences can significantly enhance the marketing appeal of a product. This aligns
with the research question regarding the experiences of the test group partici-
pants during the testing period, considering aspects such as composition, us-

age, scent, packaging, user experience, and preferences.

However, the study also identified several challenges associated with develop-
ing and using consumer claims. These challenges include ensuring the accu-
racy and truthfulness of claims, complying with regulatory requirements, and
managing consumer expectations. The regulatory landscape for cosmetic mar-
keting is stringent, requiring that all claims be substantiated by scientific evi-
dence. This necessitates thorough documentation and validation processes,
which can be resource intensive. Moreover, there is a risk of over-promising,

which can lead to consumer dissatisfaction and potential legal issues.

To address these challenges, the research explored various strategies for effec-
tively creating and utilizing consumer claims. Key strategies include rigorous
product testing, transparent communication with consumers, and continuous
monitoring of regulatory changes. Additionally, involving consumers in the prod-

uct development process and using their feedback to refine marketing mes-



52

sages can enhance the credibility and appeal of consumer claims. The im-
portance of aligning marketing claims with actual product performance cannot

be overstated, as this builds consumer trust and loyalty.

This study also highlighted the importance of a deep understanding of the regu-
latory environment. Compliance with regulations such as the EU Cosmetics
Regulation (EC) No 1223/2009 is crucial for avoiding legal repercussions and
maintaining consumer trust. Companies must ensure that all marketing claims
are not only appealing but also legally compliant, which requires an ongoing

commitment to regulatory awareness and adherence.

Expanding on the findings of this thesis, several opportunities for future re-
search emerge. As the cosmetic industry continues to evolve, there is a need
for further investigation into the long-term impacts of consumer claims on brand
loyalty and consumer behaviour. Additionally, research into the effectiveness of
various types of claims, such as emotional versus factual claims, could provide
deeper insights into consumer psychology and marketing effectiveness. Finally,
exploring the impact of emerging technologies such as Al and big data on the
creation and validation of consumer claims could offer innovative solutions to

the challenges identified in this study.

In conclusion, this thesis demonstrates that consumer feedback is a powerful
tool in the marketing of cosmetic products. By integrating consumer claims into
marketing strategies and ensuring compliance with regulatory standards, com-
panies can create compelling and trustworthy advertisements that resonate with
consumers. However, the process requires careful consideration of the chal-
lenges and strategic planning to maximize the benefits and minimize the risks.
Future research in this area is essential for advancing our understanding and
developing more effective and compliant marketing practices in the cosmetic in-

dustry.
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APPENDICES

Appendix 1. First survey 1 (3)

Testiryhman kysely 1/3

hon timdnhetkinen kunto

Testiryhman ensimmaisess3 kyselyssd analysoidaan ihon tdmanhetkistd kuntoa.

Kysehyuloksia verrataan tulevien kyselyiden kesken, jotta voidaan analysoida tuotteen vailutuksia ihoon
*ahdollizimman tarkan ja todenmukaizen twtkimustuloksen sikeansaamizsksi toivomme, eitd analysort ihoasi esimerkilsi
peilin edessa ennen kysslyn tEytiamizE w2 sen aikana

Mikedli convitset gpug kyselyn tyttdmizeen, otg yphteyttd Hanng Qigniemean (hanna.gianiemi@iuni,

1. Loytyykd kasvojesi ihonsivyssd epatasaisuutta?
Woit rastittaa useamman kohdan *

D Poskilla punoitusta / cowperosaa

[ ] sigmentilsizkia

D Aknzarpia / @piz

[] pisamia ; komia

| | Kuivuudesta tai herkkyydesta johtuvaa paikoittaista punoitusta

D honvar samea | harmaz (2simerkiksi vasymyksestd, i35t3 tai eparerveellizistd eldmantavoizta johtuvaa)

D Epapuhtauksia

2. Ihon kuivuus t3l13 hetkealla *
D honi tuntuy 3113 hetkelld kuivalta
D honi kuivweu gjoittain, mutta juuri nyt =i tunnu kuivala
ﬂ honi hilzsilze w3113 hetkellE tai ussin
D honi kirizteles 13118 heteelld tai ussin
D honi kirizteles vain pesun jilkeen tai harvoin
|_| honi kuiveu mikEli 2n hoida sitd kosteuttavilla twotteilla

| ] Eimikizn edelizista
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3. Rasvoittuva iho (ihon ylim&ardinen talintuotanto) *

[ ] kasvojen ino kilteles usein koko kesvoilta

Kasvojeni iho Kiilltelee usein T-alueelta (T-alue= otsa, nend, suunymparistd)
Minulla on talld hetkella ndppyjd/finneja inossani

Minulle tulee ajoittain ndppyja/finneja

Minulle tulee harvoin ndppyjd/finneja

Menlld tai muualla kasvoissa on mustapdita

Kasvoillani on valkopdita

Olen saanut oikealla ihonhoidolla ihoni talintuctannon tasapaincitettua

Kasvoillani on laajentuneita ihohuckosia

O O o ooododgd

Ei mikadn edellisista, ihoni ei tunnu rasvoittuvalta

4, Kasvojen ihon herkkyys *
|:| Ihoni punoittaa usein
ﬂ Ihoni punoittaa ajoitiain
Ingni reagoi herkasti viaranlaisiin tuotteisiin

Ihoni reagoi herkasti joillekin ruuille f raaka-aineille

O O o

Ihoni reagoi herkasti hankaukseen tai muulle drsykkeelle

[]

Inoni reagoi herkast ilmaston aiheuttamiin drsykkeisiin (tuuli, aurinko, pakkanen)

[

Ei mikadn edellisista, ihoni ei ole viime aikoina tuntunut herkilia
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5. lkd&ntymisen merkit *

Ll
L]

I A

Ihellani on pienis pintaryppyid. jotka ovat kuivuudesta tai vasymylksestd johtuvia

Ihellani on pienis pintaryppyid seki alkavia juonteita

Ihellani on pintaryppyjs sekd syvempid juonteita

Ihoni on veltostunut

Iheni on ohentunut

Ei mik33n edellizista, ihollani g ndy ikdEntymisen merkkejs

6. lhonhoitorutiinit *

-
O

O 0000000

Puhdistan ihon aamuin illain

Puhdistam ihoni kerran paivasss

K&ytin kosteusvoidetts samuin illoin

kdytin kosteusvoidetts kerran paivizss

Kuorin ihoni vilkoittain

kdytdn kasvonaamiota vilkoittain

K&ytan kasvovettd pahittdin

K&ytan silmEnymparysvoidetta paivittdin

K&ytan ylldrmainittuja tuotteita silloin t3lldin

K&ytdn ylldmainittuja tuotteita harvoin tai en lainkaan

7. Kirjaa lyhyesti ihonhoitorutiinissa kdyttamiasi tuotteita.

Esimerkiksi, kaytatkd geelimaists, maitomaista, nestemaistd vai vaahtomaista

puhdistustuctetta.

Lisgksi, kiytdtks kosteusvoiteena geelid vai paksumpaa voidetta, ja onko kiytossési sama
tuote pdiva- ja yovoiteeksi vai onko sinulla eri voiteet eni kdyttdtarkoituksiin.

Woit listata my&s muita sddnndllisesti kdyttdmistd thonhoitotuctteistasi. *

Kirjoita wastaus
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Appendix 2. Second survey 1 (3)

Testiryhman kysely 2/3

Tl byt b
T by k Fiillh & ok BT L yhLd boirvdach
TR L sarsR LR Ly oy AT S PAETAS I AR el Beloa

Mkl tann A 3 dPlAlT MPTSTALAA ofd Wi i 10d JR et ek v ettt i T

1. Kmam ®

L

i. Uwiko kayltsnyt [y} wiilkzn ajant "

i
L il

i
) Lt phairan

[

. Dimrten gl typ e

it il
T} sk reytpianen

[3 ol el s ki

4. Wkan Y ¥ #1, ram s wom parackaal’
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Y. Eon eakiset bsmvoraarsion, nen cakisetis pleene .

i

35.1-1“
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I}

{_} voansrcn
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i

{1 B ol raserion Lbuaia

i
L

r hdTE FsTeciTy

b Uiwika oliul typbywanen toolieen beokyount *
O wu
b Sk ryrevaaen

1} o i

£ Whkoah vantaut apmzasn Delavenh s s vonl paErancas

Lt o
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& Unke ho foniusul jraarmean S vid] @orarsing aamana
[ scmesarni
[ svaia
I:I Tic# ek eyl basacdl
] eacsasns

I:I B b woc

PO Dinke naamio aheulisnui pevirms ractskus homem "

O wmcn
) el mispace

) Gl

U1, hkah vatauk s msass EryTrEcssen B men =il von) parashas

A T

L Uk juctiesn patban melnitsy s kosan oloarent "

O o

L T Pee—

'[:I'II

UL hhkah vatauk s msaes BryTrEcssen #1 men =il von) parashas

A T

4. Chissnean -uits nasmota, =ien saljon pakkaussateaal saikoSien mEopaaiskun’
) Fuien
'I:} WAL
'I:} Bl vakignarin

T Anvosiatks pak ksl imatendidingg snemman stoognts, cahan Jaiesme fooiasas pakka.sia, va
pakksria, powe on mrioskiren mmeynpe ks o @ Frumerbiku tomnbelloma porikde

() Pk sokegau
) Pk s ki
'|:|' B ke P T

'I:} Eiaapahir o ahiLls SErS el o
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16.

17.

18

1a

20.

Zosmetiikkatuotetia ostaeszasi, vaikettazko valintazsl enemman 52, i3 razka-ainest ovat
luonnosia perdizin vai enemman =g =itd raaks-zine on tisteellizzst kehitery? #

=y .
L Luonnosta saataeat razka-ainpeet

'C," Kemiallisesti tuntetut teholdzat raaka-ainest

'::_} Molemmat yhta pafon

Pl

) Kymeiset seikat eivat vailkuta ostopaatcksesni

Zormetikkatuotetia ostasssasi, vaikuttasko ostopdatokseasi uotteen valmistusmas *

= .
L Vaikuttaa

(") Meutraali

) Eivaikuta

Cosmetiiklkatuoteta valitessasi vaikuttaako ostopadtoksaen e et milla tavoin wotetia on
testEtiu’

tesimerkiksl klimizesti testattu, dermatologisesti testattu jne) *

:.' aikuttaa

—

() En buomini bestaustapeia

Eiwaikuta

. Vaikuttazko ostopdStdkseesi 52, ett3 miten hyvin twotetta on mainostettu esimerkilsi Tzzs,

l=ihdissa, digialustoilla *
'.H_-:. Vaikuttaa paljon
{:} Saattaa waikuttza
P

aikuttaa negativisest

o T .
L Eivwailuta kinkaan

dink3laiz=t mainozlauzset heratidvat huomiosi kosmetiikkatuotisizza?

Esimerkiksl, valittdmat vaikutukset, tuote nuorentaa, tuoie kosteuttaa, patentoiiu teknologia,

3/4 kaytigjists suositieles tuotetia jne.

Kirjoita vastas
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Testirgyhman kysely 3/3
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7. Tuntuukn, etta ihosi yeinen kosteustasspaing on testialson pastyttyd parempi kisn ennen
tuotteen kaytios *
) o
D Jonkim werran

l:l bn hoorss weoa

B. Oletho ollut tyytywainen tuatteeseen? *
D s
{_} Nwko fprtyaimen

e

8 Supsttefsitho uotetts yssavallesi? *
D e

D & ouan nanas

()&=

. Cstaisition saman tuottesn tai samasts tuobefinjasta voiteen itsellesi? *

) s

{-‘_:l G ol nanaa

) e

11. Ephtaako mislestasi fuctieen hinta-laatu-subde (fuotieen arvo 55 *
() wpta
{::' Iicte vom cla arvck oss=p

D Tuzie vom cls sdulbsemp

12. Oty ennen kyssmen tucttessn kaythoa testannut wegasnisia kaswajenhoitohsotteita? *
O w

l::l bmi ole ver—a

) e

13, Valtsetion tulevaisuudessa misfummin vegaanisia vai ei vegaanisia kassojenhoitobuotteisa® *
o

D simuls nch onko fuoie Wil |

O
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14. Kaswojen hoitotuotteita ostasszasi, onko sinulle merkitysta, ettd onko tuote kotimainen vai ei?

®

|::| Kylla, paljon merkitysta

C' Kylla, jonkin venan merkstysta

I::I Ei lainkaan merkitysta

15, Kwvaile yowoitesn koostumusta, k3ytiokokemusta, tuocksua, mislikuvas *

Kifaita vastaus

16. Kwvaile milts fuots on tuntunut ihos=zasi juurn levitsttyna seki aamulla herdtes=3= *

Kifaita vastaus

7. Fuvails vapaallz sanzlla kSyttokokemustasi tuotisssta ¢

Kifaita vastaus

18, Kuvails vapaallz samalla mislikuvazsi brindista j2 wuotiessta saamissi tstojen perusteslla *

Kinaita vastaus

18. Kehitysidepita tuctieelle? (pakkaus, tucksu, koostumus, vaikutulksst, rasks-ainest.) ©

Kinoita vastaus
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