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This project investigates the accessibility of cruelty-free makeup on top cosmetic and beauty websites and compares the brands on these websites

against cruelty-free product databases. By comparing the cruelty-free products from verified cosmetic brands with the total number of brands
listed on cruelty-free websites, this project aims to evaluate the accuracy of cruelty-free databases. In order to conduct this research,  web

scraping was required to collect data from databases such as PETA and Logical Harmony. This data was then cross-referenced with information
from popular cosmetic and beauty websites.



The analysis focuses on creating visual representations of this data, including bar graphs and pie charts, to effectively present the findings. These

visualisations allow for a comprehensive comparison between the number of cruelty-free brands and the total brand count on each website.
Additionally, the study highlights discrepancies between the databases and the collected website data, providing insights into the reliability of the

information.



Findings from this research highlight the beauty industry's commitment to animal testing. The study also discusses the limitations of web scraping
and potential sources of error, aiming to provide recommendations for improving the accuracy of cruelty-free databases.



Building upon this research, the project's final design aims to create a unique cosmetic product that visually displays and compares data related to

cruelty-free brands. By using colour and logos, the final product provides a clear representation of which beauty brands are making an effort to
sell cruelty-free makeup. This integration of cosmetics and data visualisation aims to raise awareness about cruelty-free options and empower

consumers to make more informed, ethical choices.



Throughout the project, documentation will showcase the research process, data collection and analysis methods, visual representations of the
findings, and reflections on the implications for the beauty industry and animal welfare.




ABSTRACT



INITIAL IDEAS
For my formative

assignment I originally set
out to do a completely

different project,
and wanted to create a a

projection surrounding data
on the moon. Although this

topic is something I find
interesting, I quickly found

the module limiting and
wasn't sure if the final

projects was something I
wanted to do.



I liked the idea of using an

API as I have used them
previously and I wasn't too
confident in web scraping.

However, I realised I
needed to push myself and
try something different or I

was not going to achieve
something I was interested

in.

I then moved onto an idea of sentiment analysis and
looked at using Reddit API to gather data on peoples

opinions. I thought about looking at feminism, film and
music as these were all topic that I had an interest in. I
managed to scrape data on hot posts and certain sub

reddits, however, I wasn't sure how I would present this
information.

Finally, after deciding I
wanted to do

something to do with
current events, I started

looking at beauty websites
and trying to scrape them. I

originally just set out to
scrape Sephora and found
an API to try and so. It gave
me some data but it didn't
seem accurate and the API

didn't give me many
options.



RESEARCH CONTEXTS
In the UK, animal testing for cosmetics and their ingredients has been banned since 1998. The primary legislation that governs animal testing in the country is the Animals (Scientific Procedures) Act 1986 ((Rowan, A. N.
(2007)). This Act specifically regulates the use of animals for scientific or experimental purposes, which includes testing. In 2023 Cruelty Free International lost a high court challenge regarding allegations that the UK
government secretly abandoned the ban on testing cosmetic product ingredients on animals. However, documents revealed that the Home Office had secretly abandoned the ban in 2019, citing a law originating from the
European Union that requires testing certain cosmetic ingredients on animals for worker safety (Smith, S. (2023)). Cruelty Free International intends to appeal the high court's decision and urges the government to
reinstate the policy ban, emphasizing the need to fight against animal testing in UK laboratories (Smith, S. (2023)).

According to a study conducted by Orbis Research (2018), the global cosmetics industry is valued at least $805 billion as of 2023 (Cahill, E. (2018)). Despite its explosive growth, some consumers would prefer for beauty
brands to cease animal testing and employ ethical labour practices (Baker, 2015). 

There has been an increase in “conscious consumerism,” as consumers are becoming more concerned with the origins of their products, which has led to newer beauty brands creating more vegan and/ or cruelty-free
products. Consumer behaviour refers to the actions individuals take when acquiring, consuming, and disposing of products and services (Cahill, E. (2018)). It involves decision-making processes regarding when, where,
and why consumers make purchases, as well as their post-purchase evaluations. Regarding brand engagement, the research suggests that companies can enhance their engagement and sales by redesigning their
business practices to cater to the preferences of Millennials and Generation Z. Key factors include building early loyalty, promoting transparency, and adopting sustainable approaches (Leon, D. I. B. (2020)).

Vegan makeup brand launches alone grew by 175% from 2013 to 2018 and have become more successful with younger consumers (McDougall, 2018). In 2017, the cruelty-free makeup market has been expected to grow by
6.1% by the end of 2023 (Whitehouse, 2017). Despite the progress that has been made, many makeup companies still choose to sell their products in China, one of the most profitable global makeup markets, whose laws
require cosmetic products to be tested on animals to be sold (Chitrakorn, 2016). As larger international beauty brands choose between ethics and profits, smaller makeup brands in the United States have arisen to
attempt to meet the needs of conscious consumers by going cruelty-free. Smaller makeup brands in the United States have emerged to cater to conscious consumers by prioritizing ethics over profits, while larger
international beauty brands face the challenge of balancing ethical considerations with financial gain. These smaller brands have opted to go cruelty-free in order to meet the growing demand for ethically produced
cosmetics (Kulkarni, N.).

A study conducted in 2020 examined whether cosmetic companies can increase their brand engagement when implementing a cruelty-free approach to designing their products for the 18 to 24 age group . The findings
suggest that businesses can definitely profit by implementing a sustainable and cruelty-free approach. Companies that integrate sustainability into their core values, support environmental causes, use organic products,
and engage with local communities have managed to target Millennials and Generation Z successfully, resulting in increased profits. Examples of such successful companies include Lush Cosmetics, Patagonia, Unilever,
and IKEA (Leon, D. I. B. (2020)). Additionally, the research indicates that cosmetic companies can increase brand engagement among the 18-24 age group by adopting a cruelty-free approach. Overall, the research
concludes that there is a significant growth in the availability of cruelty-free and sustainable products for the 18-24 age range. Millennials and Generation Z are challenging traditional business practices, demanding
sustainability, and driving changes in the global economy, therefore, companies that prioritise sustainability, cruelty-free practices, organic products, and community support will successfully target these two
generations, resulting in increased profitability (Leon, D. I. B. (2020)). 

Nath (2016) and Morgan (2018) highlight that consumers are becoming more conscious of animal testing and also care about how employees are treated within brands. Fromm (2016) suggests that some brands
manipulate consumers through their strategies, providing only partial information about their products' production, distribution, and testing. Rose (2019) adds that certain brands operate ethically in some regions but
still engage in animal testing in countries where it is required. As a result, consumers have become more conscious of regulations and are demanding transparency from companies. 



RESEARCH CONTEXTS
The Cruelty-Free Pseudo-Event 

Cosmetic brands can claim to be “cruelty-free,” but there are no official laws in the US regarding how to label cruelty-free products (“Cruelty-free labeling, n.d.), meaning the term cruelty-free can vary significantly across c brands, and
brands are able to determine what cruelty-free means without consumers know what they are purchasing. According to "Cruelty-free labeling" (n.d.), the term "cruelty-free" often carries the expectation among consumers that no
animals were harmed in any stage of the supply or manufacturing chain. However, this term can be misleading as even brands claiming to be cruelty-free may still source ingredients that have been tested on animals or rely on previous
animal testing results, as well as engage in animal testing overseas. Moreover, the labelling of a brand as "cruelty-free" does not necessarily guarantee ethical practices in other areas, such as labour conditions involving sweatshops or
child labor, or the creation of harmful environmental impacts through factory operations and shipping practices ("Cruelty-free labeling," n.d.). The term “cruelty-free” is a pseudo-environment (Lippmann, 2004) used to create a
positive image around a brand that encourages consumers to buy the products. Because of this, brands can capitalise on a singular aspect of cruelty-free, such as no animal testing, to gain popularity and loyal customers even if the
rest of the brand is unethical. 

What Drives Cruelty-Free Choices?

A study from 2019 surveyed 108 female participants, many of whom expressed increased awareness and interest in the topic of cruelty-free cosmetics. It was noted that the participants ranked price as the second most important
factor when purchasing cosmetics, indicating that financial considerations were more significant to them than ethical values. However, 60% of the participants still had a positive likelihood of purchasing cruelty-free cosmetics in the
future, indicating that the concept is still being embraced by consumers who are learning about it (Alaouir, T., Gustavsson, R., & Schmidt, N. (2019)). The study found a strong positive correlation between attitude and purchase
intention. Participants with a positive attitude towards cruelty-free cosmetics were more likely to have the intention to purchase them. It is important to note that a positive attitude does not guarantee actual purchase behavior, as
there may be an attitude-behaviour gap. Additionally, the study aimed to explore the influence of altruism on purchase intention. However, the analysis did not support a positive effect of altruism on purchase intention.  Nevertheless,
respondents expressed concerns for animal welfare and the environment as motivations for purchasing cruelty-free cosmetics, supporting the idea that ethical considerations play a role in consumer behavior (Alaouir, T., Gustavsson,
R., & Schmidt, N. (2019)). 

Solutions

In order for consumers to combat challenges surrounding cruelty-free labeling,  combining reflexive law and false advertising law to standardise the labeling of cosmetics is a solution (Winders, D. J. (2006)). This
approach aims to address the lack of official guidelines and varying interpretations of cruelty-free claims in the industry. By incorporating reflexive law, which encourages self-regulation and transparency, along with
false advertising law, which focuses on preventing deceptive marketing, this approach seeks to establish consistent and reliable labeling practices for cruelty-free cosmetics (Winders, D. J. (2006)). This proposal
aligns with the concerns raised about the ambiguity surrounding the meaning of "cruelty-free" and the potential differences between claims and actual practices. Implementing standardised labeling practices would
provide consumers with the necessary information to make informed choices, supporting their desire to purchase products aligned with their ethical values. 

My Findings

In my research and final project, I intend to explore the various factors and studies discussed and examine if similar challenges exist regarding the accessibility and reliability of brands claiming to be cruelty-free. Moreover, my project
aims to assist consumers in becoming more aware and encouraging them to conduct their own research. By investigating the issues surrounding cruelty-free labelling and the potential inconstencies between claims and actual
practices, I hope to contribute to the overall understanding of this topic. 



WEB SCRAPING: LOGICAL HARMONY

My first step was to scrape  a
website with information on
cruelty free and vegan
products, I decided to use
Logical Harmony to begin
with. I used BeautifulSoup
and Requests and looped
through the website every
time there was an instance of
entry-content, as this was
where the brands were listed
in the cruelty free brand list.
Once I gathered the amount
of brands returned, which
was 934, I stored the results
into a csv data file.

Logical Harmony also tell users other information such
as: vegan, partially vegan, Black owned, and products
with bad parent company - this tell us that the brand
itself is cruelty free but the brand that company isn't. I
then updated the data frame and also created pie
charts on my findings.

My original plan, was to focus primarily on comparing the
brands available on Sephora, given its status as the second
most popular cosmetic website globally and the fourth most
popular in the UK according to similarweb.com. However, to
ensure a more comprehensive analysis and broaden the scope
of the research, I decided to expand my data collection to
include three additional websites: Cult Beauty, Beauty Bay,
and Ulta. The inclusion of these websites was motivated by
Logical Harmony, which provides data specifically for these
platforms. 

I used the same method to gather all the brands, instead looping
through each page dedicated to a brand, and search for words
such as vegan. If a brand is available on a website it is marked at
1.0 in the data frame. I had now gathered all data required on this
website.



WEB SCRAPING: PETA
During the research process, I discovered that the information on
Logical Harmony's website had not been updated since 2019.
Recognising the importance of reliable and up-to-date data, I decided to
incorporate a second database to ensure the accuracy of my findings. To
achieve this, I chose to scrape data from PETA, which explicitly states its
database is updated twice a year.

By including PETA's database and comparing the information collected
from both sources, I aimed to minimise anomalies and discrepancies in
the results. Utilising the same web scraping methodology employed for
Logical Harmony, I conducted the data collection process across the
same websites.

This approach not only allowed for a more robust evaluation of the
accessibility of cruelty-free makeup but also provided an opportunity to
validate and cross-reference the information between the two
databases. By considering multiple reliable sources, I aimed to enhance
the overall reliability and accuracy of my analysis.

I found it harder to scrape the contents of PETA, I had many failed
attempts, however, I managed to find a way also using a loop as seen in
the code on the right. Overall the length of the brands scraped was over
6000, proving there was more data to use. Once I collected all the
brands, I cleaned the data and put it into a data frame as I had done
previously.



BRAND DATA
After scraping the previous two websites, I started to
scrape each individual cosmetic website in order to
scrape their total brands in comparison to the
verified cruelty-free sites on their websites.

 The final data frame represents the most accurate results regarding the percentage of
cruelty-free brands on each website. To visually present the findings, I created pie
charts to depict the distribution of cruelty-free brands among the websites.

This approach ensures a comprehensive evaluation of brand verification across
multiple sources and provides a clear representation of the proportion of cruelty-free
brands on each website. The pie charts offer an easily interpretable visual summary of
the data, enabling effective communication of the research outcomes. I continued this
process for the other three websites.

After collecting the necessary data, I compared the brand
databases and the data frames from Logical Harmony and
PETA databases. The aim was to identify brands that
appeared in both data frames, indicating their verification
as cruelty-free. Subsequently, a new column was added to
the data frame, marking these brands as "True."



ACCURACY
Upon conducting a thorough comparison and analysis of the collected data, I
proceeded to examine the findings for any discernible trends or patterns. One
notable discovery was the difference in the data between the cruelty-free
databases for the brand data on Sephora. Logical Harmony's data indicated a
higher number of cruelty-free products compared to PETA's data. This finding
raises the possibility that Sephora may have removed several cruelty-free
brands from their offerings since 2019, resulting in a decline in their accessibility
over the past four years. Another potential explanation could be that certain
brands have undergone changes, and newer databases might not have updated
information on these specific brands.

Interestingly, the results obtained from PETA's database showcased relatively
consistent outcomes across all brands. This suggests that PETA's database may
be more accurate and up-to-date in the present context. Overall, the large
contrast in cruelty-free results between Sephora and the other databases
indicates that the data for the other websites align more closely with each other,
showing greater credibility and reliability to their accuracy.

Here you can see the
large contrast in
Sephora's data

The data in these graphs seem relatively similar, Cult
Beauty has a fairly small set of data from Logical

Harmony, However, the results on PETA's databases are
fairly small too, Overall you can see there isn't much

change in the graphs



DISSECTING DATA

SEPHORA

CULT BEAUTY

BEAUTY BAY

ULTA

During my research, I discovered that Logical Harmony provides
additional categories such as "vegan products" and "bad parent
companies". To make my cosmetic product more engaging and
informative, I decided to compare as many graphs as possible in order
to present a comprehensive view of the data.

One of the intriguing aspects I explored was the comparison between
cruelty-free products and products that were not only cruelty-free but
also vegan. The results were surprising, as they revealed a relatively low
percentage of products that met both criteria. Despite many brands
avoiding animal testing, less than a quarter of all four of these websites'
brands actually contained no animal-derived ingredients.

These findings shed light on an important aspect of the cosmetics
industry, highlighting the distinction between cruelty-free and truly
vegan products. While companies may abstain from testing on animals,
the incorporation of animal-free ingredients remains limited. By
visualising this information through pie charts, my cosmetic product will
convey this crucial message to users, encouraging them to make more
informed choices and supporting brands that genuinely align with their
values.



OVERALL RESULTS
When I initially started this project, I had uncertainties about what
the results would reveal. It is important to acknowledge that not all
brands are included in cruelty-free databases, as websites are
constantly changing. Additionally, brands often modify their policies
over time. Despite these challenges, the findings are surprising.

It is evident that the popular cosmetic websites I examined offer a
surprisingly limited number of verified cruelty-free options
compared to the overall number of brands available. Despite the
increased awareness of cruelty-free cosmetics in the past decade,
progress in terms of providing a wide range of options has been
remarkably slow.

The final charts I have created on the right side clearly depict this.
They demonstrate the stark contrast between the relatively small
percentage of brands that are verified as cruelty-free and the rest of
the brands available on these websites. The visual representations
serve as compelling evidence of the current state of the industry
and highlight the need for continued efforts to promote and support
cruelty-free alternatives.

It is crucial to use these findings as motivation for further
discussions and actions within the cosmetics industry to accelerate
the rise of cruelty-free practices and ensure that ethical choices
become more available to consumers.
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I created a 4x4 grid where each brand would have
their own 2x2 grid containing their data. Following
I categorised each row with a specific cruelty free  
database. The columns  cruelty are alternating
cruelty free and non cruelty free. Next to each
shade you can see the corresponding data figure,
which will be displayed on the bottom of the
pallet in the packaging for further context.

Colour Pallete:
Shimmers/Warm tones: Cruelty Free
Matte shades/ Blues / green : Non cruelty
free
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INITIAL DESIGN
After successfully gathering the required data, I

proceeded to plan the presentation of my findings.
Considering my aim to create a cosmetic product, I
embarked on designing a visual representation that

would effectively convey the conclusion of my project.
Opting for an eye shadow palette, I found it to be an

intriguing choice as it allowed me to explore a range of
vibrant colours and accommodate multiple design

variations.



Furthermore, I recognised the packaging of the product
as an opportunity to provide an explanation of the

concept and design, ensuring that users would grasp the
underlying idea. By incorporating informative elements

into the packaging, I aimed to create a cohesive and
engaging experience that would enable users to

comprehend the purpose of the product.



For this palette to work and be strong data visualisation,
every shade has to have a specific data element and be

carefully colour code to make sense alongside this
project. I began to to layout the data using columns and

grids to categorise where certain colours should go.



MODELLING

I started prototyping my palette using Blender to visualise its appearance. My goal was to
create a makeup collection that reflects my research findings, resulting in a total of five
palettes. The four mini quad palettes were inspired by the cruelty-free breakdown pie charts
from Logical Harmony. Each quad represents the data I gathered, showcasing whether the
brands were cruelty-free only, partially vegan, 100% vegan, or had a questionable parent
company. The palette colours were inspired by the pie charts, and each palette has
dedicated names related to the data. The larger palette incorporates data gathered from
PETA and Logical Harmony, comparing the number of cruelty-free and non-cruelty-free
brands, along with their respective cosmetic websites. Here is a mock-up of the final
advertisement billboard, showcasing the palette collection.

I envisioned a product that would be
marketed to people, encompassing both
physical and digital components. To get

inspiration for the layout of my
products, I began examining cosmetic

advertisements, like the one depicted in
Figure 1. It was important for me to
ensure that the digital aspect of the

product would seamlessly complement
the physical one, as my ultimate goal

was to create a single, cohesive 3D
product.

Figure 1: https://www.allure.com/gallery/best-eyeshadow-palette



FINAL PRODUCT

Here is what the final packaging looks like. 'Data
Dissect' is the name of the physical

large pallete. On the back of the pallete would be an
explanation of the meaning behind the pallete as well
as the colour layout. Below is the packaging design for
one of the four mini palletes. All the designs are similar

to represent a cohesive collection.

In order to create a 3D model of my data, I
purchased an empty makeup pallete as my

canvas. I took ready made individual eye
shadows, and crushed them up. I mixed

different eyeshadows together to create my
desired colours and then mixed them with

rubbing alcohol to create a paste. I then placed
the new colours into an empty eyeshadow

container and let them dry. I continued this
process until every shade was completed.

After allowing my shadows to dry, I carefully
adhered them to the designated slots, 

 aligning with my design. To complete the
packaging, I printed out the labels as stickers

and added them to the palette, giving it its
final touch. The eyeshadows are fully

functional and ready to be used. Here is the
final product:



PROTOTYPE Here is the final prototype of the whole collection, using all
the data I was able to scrape:



LIMITATIONS/CHALLENGES IMPROVEMENTS
Data Accuracy: The accuracy of the results heavily relies on
the accuracy of the data sources used. The data sources'
errors or inconsistencies can lead to incorrect conclusions.
Data Coverage: The analysis is limited to the specific brands
and retailers included in the provided datasets. If certain
brands or retailers are not included, the analysis may not
provide a comprehensive view of the cruelty-free status
across the beauty industry.
Definition of Cruelty-Free: The determination of cruelty-free
status can vary among different organizations and
certifications. The analysis assumes the provided datasets
accurately represent cruelty-free brands, but there might be
variations in the criteria used to classify a brand as cruelty-
free.
Data Collection Method: The analysis relies on publicly
available data sources. It's possible that some brands or
retailers may have updated their cruelty-free status since
the data was collected. Regular updates and verification of
data sources are necessary to maintain accuracy.
Brand Ownership: Due some brands being owned by parent
companies, these parent companies may also change their
policies. This complexity can affect the accuracy of
determining the overall cruelty-free status of a brand or
retailer.
Changing Landscape: The beauty industry is constantly
changing, and the cruelty-free status of brands and retailers
can change over time. New brands may emerge as cruelty-
free, while existing brands may change their policies. Regular
updates and continuous monitoring are essential to keep the
analysis up to date.

1.

2.

3.

4.

5.

6.

Expanded Data Coverage: Expand the scope of data
collection to include a wider range of brands and
retailers in the beauty industry. This will provide a
more comprehensive view of the cruelty-free
landscape and enable a more accurate analysis. 
Real-time Data Updates: Implement a system to
regularly update the data to reflect any changes in
brand cruelty-free status. This could involve
monitoring brand websites, official certifications, or
using web scraping techniques to collect real-time
data.
Data Validation: Use more cruelty-free datasets to
validate the data obtained from different sources to
ensure its accuracy and consistency. Cross-reference
these data sets and verify the cruelty-free status of
brands.

Overall I am very happy with my final product, as I was able
to complete a digital and physical outcome using the data I
scraped. I am happy that I managed to scrape 6 websites and
research a topic that I am passionate about. However, if I had
more time the improvement I would make would be:
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