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Abstract - Cosmetic use has been prevalent in the world of beauty standards and is being patronized by many. It gives women an 
avenue to live up to their desired image, as it boosts their confidence and self-esteem while using it. Flight attendants, as consumers 

of cosmetics due to the standards of airline companies, were assessed to determine their knowledge of the risks of the use of 

cosmetics, specifically lipstick, and their level of self-esteem with and without it. Using quota sampling, 130 flight attendants of a 

local airline answered the survey adapted from Rosenberg, M., (1965) and Oller, L. (2007). Results revealed that 57.7% have a 
“High Level” of self-esteem when they are wearing lipstick, stating that they feel that they have several good qualities while doing 

so (x̄=4.02). It also shows that 42.3% have a “very good” level of knowledge on the risk of using lipsticks, particularly being sure 

that a product has been tested for safety and has passed those tests when seeing the phrase “Dermatologist-Tested” (x̄=4.20). Using 

the widely popular choices from the data, the researchers randomly purchased six samples from high-end, local, and drugstore 
lipstick brands. These were tested using the XOS HD Mobile XRF Analyzer and it was found that two have a significant presence 

of Lead (Pb). This implies that it is not completely safe, considering small commutative amounts are still harmful, being an 

extremely strong poison and a highly deadly metal. Lead poisoning is dangerous and may occasionally cause deadly illness (Murrel, 

D., 2018). Putting the lead-containing items in their mouths causes people to absorb lead into their bodies. Iconic image branding 
plays an important role, especially in the tourism and hospitality industries; therefore, it is recommended that airline companies 

include in their trainings, aside from their creative and appealing applications, the compositions and effects of a variety of cosmetic 

products on the health and well-being; and that beyond the superficial aspects, it is the way they extend their heartfelt service to 

the passengers. 
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Introduction  

 
Cosmetics play a crucial role in promoting physical and emotional health, as they protect skin from external stress and maintain 

personal hygiene. The United Nations' Sustainable Development Goals aim to ensure health and well-being for all, focusing on 

reproductive, maternal, and child health, communicable and non-communicable diseases, universal health coverage, and access to 

safe, effective, and affordable medications and vaccines. The study advocates for improved health finance, more research, and 
stronger capabilities for managing and reducing health risks. 

 

The paper discusses the relationship between cosmetics and the United Nations' Sustainable Development Goals, highlighting their 

importance in health and well-being. Cosmetics prevent harm, address skin issues, reduce environmental impact, promote mental 
and emotional well-being, educate users on responsible usage, and establish regulatory standards for product safety. They also 

contribute to self-worth, confidence, self-care, stress reduction, and emotional well-being. The study emphasizes the importance of 

choosing safe brands and understanding potential risks, especially with affordable options, to protect our health. 

 
Ambisyon Natin 2040 aims to address Filipino health concerns related to cosmetic products containing heavy metals, which can 

pose serious health risks. A national survey revealed that 30.3% of respondents desire a healthy and happy life for the next 25 

years, with quality healthcare services accessible to everyone. The paper identifies six contributing factors to this concern: 

confidence in family good health, ability to pay for medical expenses, access to hospitals, and satisfaction with health offices in 
the community. 

 

Consumer confidence in their health is expected to increase in the coming years, and transportation means are unlikely to be a 

problem. Cosmetic products containing heavy metals, particularly lipstick, are alarming, and the paper can contribute to raising 
awareness about responsible use of makeup products. The study also presents an opportunity for make-up brands to improve 

production. 

 

The Toxic Substances and Hazardous and Nuclear Wastes Control Act of 1990 aims to control and prevent hazardous and nuclear 
wastes, while the Philippine National Standards for Cosmetics set fundamental standards for Halal cosmetics and personal care 

products. The Food and Drug Administration (FDA) regulates cosmetics and their chemicals, and all cosmetic product firms must 

obtain a License to Operate (LTO) in the Philippines. This law will guide researchers in determining the accepted amount of heavy 

metals in lipstick samples and promoting a healthier and safer environment for everyone, especially women who use these products. 
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Lip products are the most popular cosmetics among women worldwide, with lipstick being the main focal point. However, people 
often focus on the shade rather than researching the ingredients and components of makeup products, leading to limited awareness. 

Researchers are interested in understanding the specific amount of harmful chemicals in lipstick production and their impact on 

daily usage. This study is relevant to professionals in their respective fields, such as tourism bachelors, who use cosmetics daily to 

adhere to global standards and safety standards. Understanding the potential risks and health factors associated with cosmetics is 
crucial for the safety of tourist individuals. 

 

The study intends to investigate the presence of heavy metal content, particularly lead, in lipsticks that flight attendants in Air Asia 

frequently use in order to inform them about the potential health risks related to frequent cosmetic usage with the possible presence 
of lead in each product. It emphasizes the significance of understanding the ingredients in cosmetics and the importance of making 

sensible choices. Mercury content evaluation is not included in the study because of its restricted availability. The study uses the 

Rosenberg Self-Esteem Scale and a tailored Oller (2007) survey to evaluate participants' self-perceptions and consumer judgments 

of product safety. Data collection will be conducted through Google Forms and hand-out printed surveys, which ensures 
confidentiality and privacy. 

 

Materials and Methods 

 
Research Design 

 

The study utilizes an experimental descriptive research design, by conducting laboratory activity that would measure the presence 

of lead in high-end, local, and drug-store lipsticks. According to Jansen (2023), Experimental research design determines the casual 
relationship between two or more variables. With this, the researchers manipulate the independent variable, the quantity of lipstick 

samples as whether high-end, local, or drugstore, while having the dependent variable, the lead content. The descriptive research 

design determines the existing and current characteristics without manipulating any variable (Jansen, 2023). The researchers would 

gather data among flight attendants with regards to their self-esteem while wearing lipstick on. This would accurately provide a 
description of their situation, providing relevant insights in exploring the risks of the use of lipstick among flight attendants.   

 

Research Locale 

 
The researchers chose AirAsia as their research locale, considering their standing as low-cost airline and reach when it comes to 

services, it serves a standing as 3-star airlines when it comes to budget airlines (Skytrax Ratings). Airasia is known for their beauty 

standards imposed on their flight attendants, thus requiring beauty cosmetics to be used whenever they’re on duty.   

 
Sampling Design 

 

The sampling technique used is quota sampling due to the availability of the chosen population to answer the survey instrument. 

Cabin crews reached via different channels of social media like Facebook and Tiktok, from different locations and assigned flights 
can answer the instrument and obtain data. Since the researchers surveyed a large group of flight attendants, 130 responses were 

analyzed due to a timeframe that was followed by the researchers, as well as it being the max reached of the survey instrument for 

the whole duration of data gathering. Lipstick samples categorized as high-end, local, and drugstore were randomized as well to 

ensure an unbiased representation of the data.  
 

Instrumentation 

 

The researchers used two adapted research instruments with revisions made to meet the objectives of the study. One is from 
Rosenberg, M. (1965). Society and the adolescent self-image. Princeton, NJ: Princeton University Press. It discusses the general 

feelings about yourself as an adolescent in society. The other adapted survey is from Oller, L. O. (2007, July 7). Perceptions Of 

Product Safety as Influenced by Product Labels For Cosmetics. Shareok.org. It discusses the knowledge in cosmetics safety in 

terms of product label. Both research instruments were utilized by the researchers to identify the associated risk of lead content in 
lipstick with the self-esteem that flight attendants have. Along with the demographic profile provided, the researchers included 

three relevant backgrounds information’s such as gender assigned at birth, age, and years of service as a flight attendant. Questions 

about their lipstick consumption as well were asked to explore the lipstick buying behavior of flight attendants. This involves the 

number of times they re-apply lipstick in one shift, the specific high-end, local, and drug-store lipstick brand in which they purchase 
from, and the allotted budget from these specific brands. All questionnaires are arranged in a structured format to properly collect 

data and generate a comprehensive analysis.  

  
Data Gathering 

 

The data gathering procedure started from reaching out to cabin crews known by the researchers, reaching out through social media 

platforms, and sending inquiries to the management of the Airlines and asking for assistance. The finalization of selected 
randomized lipstick samples as whether high-end, local, and drugstore were sent to a laboratory to know the presence of lead 

content in each. The timeline are as follows:   
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▪ Data Gathering for Survey Instrument: November 2023 – January 2024   
▪ Processing of Data Gathered: 2nd week of January to the 3rd week   

▪ Testing of Lead Content: 4th week of January 2024 – 1st week February 2024 

 

Statistical Treatment 
 

The researchers utilized a pivot table as an interactive data summarizing tool. It can be used to compare brand sales across regions 

or to produce an insightful overview of a sizable dataset (Bose, 2022). Since MS Excel is a powerful tool, studying and analyzing 

survey data, especially to determine what proportion of a group uses lipstick the most, researchers can easily obtain important 
insights into lipstick usage preferences and trends by utilizing Excel's statistical methods and capabilities. In comparing the means 

of two groups, the researchers used the independent samples T-test. This test is usually applied to assess whether two population 

means are different. This approach is an inferential statistical hypothesis test, which means it uses samples to make inferences about 

populations. The independent samples T-test is also known as the two-sample t test (Frost, 2023). The researchers can improve the 
accuracy of their analysis by using a t-test for independent samples, guaranteeing that any detected differences in lipstick usage 

percentages are not coincidental but statistically significant. This method helped them in attaining a more accurate and evidence-

based interpretation of survey results, providing for a better understanding of variations in lipstick preferences among demographic 

groups.  
 

Results and Discussion 

 

Demographic Profile  
 

Age. The study concentrated on Flight Attendants working in AirAsia. Among the 130 respondents, 26 (20%) were ages 25, 18 

(13.85%) were ages 24, 14 (10.77%) were ages 27, and 13 (10%) were ages 26 and 28. 

 

 
Table 1: Demographic Profile of Respondents Based on Age 

 

Years of Service as Flight Attendant. Among the 130 respondents, 49 (37.69%) served for 1-3 years, 38 (29.23%) served for 3-6 
years, 26 (20%) served for less than 1 year, and 17 (13.08%) served for more than 6 years as flight attendant in AirAsia. 

 

Years of Service as Flight Attendant Frequency Percent 

Less than 1 year 26 20 

1-3 years 49 37.69 

3-6 years 38 29.23 

Table 2: Demographic Profile of Respondents Based on Years of Service as Flight Attendant 

Age Frequency Percent 

21 1 0.77 

22 6 4.62 

23 10 7.69 

24 18 13.85 

25 26 20.00 

26 13 10.00 

27 14 10.77 

28 13 10.00 

29 7 5.38 

30 11 8.46 

31 2 1.54 

32 6 4.62 

35 2 1.54 

37 1 0.77 
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Number of times you re-apply lipstick on one shift. The number of times Flight Attendants re-apply lipstick on one shift is also 
part of the demographics of the study. 55 (42.31%) re-applies 2-3 times per shift, 50 (38.46%) re-applies 1-2 times per shift, and 

25 (19.23%) re-applies more than 3 times per shift. 

 

Number of times re-applying lipstick on one shift Frequency Percent 

1-2 times per shift 50 38.46 

2-3 times per shift 55 42.31 

More than 3 times per shift 25 19.23 

Table 3: Number of times re-applying lipstick on one shift 

 

This research examined the preferred and most-used high-end lipstick brands of Flight Attendants. Out of the 130 respondents, 75 
(57.69%) buy Brand P, 45 (34.62%) buy from Brand A, 26 (20%) buy from Brand R, 19 (14.62%) buy from Brand M and Brand 

O. 

 

High-end Cosmetic Brands Bought Frequency Percent 

High-end Brand A 45 34.62 

High-end Brand B 3 2.31 

High-end Brand C 0 0.00 

High-end Brand D 4 3.08 

High-end Brand E 7 5.38 

High-end Brand F 5 3.85 

High-end Brand G 9 6.92 

High-end Brand H 0 0.00 

High-end Brand I 13 10.00 

High-end Brand J 1 0.77 

High-end Brand K 2 1.54 

High-end Brand L 4 3.08 

High-end Brand M 19 14.62 

High-end Brand N 10 7.69 

High-end Brand O 19 14.62 

High-end Brand P 75 57.69 

High-end Brand Q 5 3.85 

High-end Brand R 26 20.00 

Table 4: High-end Cosmetic Brands Bought 

 

This research examined the preferred and most-used local lipstick brands of Flight Attendants. Out of the 130 respondents, 67 

(51.54%) buy from Local Brand B, 58 (44.62%) buy from Local brand G, 47 (36.15%) buy from Local Brand O, 46 (35.38%) buy 
from Local Brand I and 45 (34.62%) buy from Local Brand E. 

 

High-end Cosmetic Brands Bought Frequency Percent 

Local Brand A 39 30 

Local Brand B 67 51.54 

Local Brand C 31 23.85 
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Local Brand D 16 12.31 

Local Brand E 45 34.62 

Local Brand F 0 0 

Local Brand G 58 44.62 

Local Brand H 12 9.23 

Local Brand I 46 35.38 

Local Brand J 10 7.69 

Local Brand K 6 4.62 

Local Brand L 30 23.08 

Local Brand M 6 4.62 

Local Brand N 14 23.08 

Local Brand O 47 36.15 

Local Brand P 1 0.77 

Local Brand Q 33 25.38 

Local Brand R 5 3.85 

Table 5: High-end Cosmetic Brands Bought. 

 

This research examined the preferred and most-used drug-store lipstick brands of Flight Attendants. Out of the 130 respondents, 

114 (87.69%) buy from Drugstore Brand A, 43 (33.08%) buy from Drugstore Brand D, 17 (13.08%) buy from Drugstore Brand B 
and C, 15 (11.54%) buy from Drugstore Brand G. 

 

Drugstore Cosmetic Brands Bought Frequency Percent 

Drugstore Brand A 114 87.69 

Drugstore Brand B 17 13.08 

Drugstore Brand C 17 13.08 

Drugstore Brand D 43 33.08 

Drugstore Brand E 9 6.92 

Drugstore Brand F 11 8.46 

Drugstore Brand G 15 11.54 

Table 6: Drugstore Cosmetic Brands Bought. 

 

 In relation to the most-used lipstick brands purchased by Flight Attendants, the researchers asked for their allotted budget for each. 

 
Allotted budget for high-end lipstick brands. In relation to the most-used lipstick brands purchased by Flight Attendants, the 

researchers asked for their allotted budget for each. Among the 130 respondents, 63 (48.46%) allot less than Php 2,000.00 for high-

end lipstick, 56 (43.08%) allot between Php 2,000.00 - Php 3,000.00, and 11 (8.46%) allot more than Php 3,000.00. 

 

Allotted budget for high-end lipstick brands: Frequency Percent 

Less than Php 2,000.00 63 48.46 

Php 2,000.00 – Php 3,000.00 56 43.08 

More than Php 3,000.00 11 8.46 

Table 7: Allotted budget for high-end lipstick brands 
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Allotted budget for local lipstick brands. In relation to the most-used lipstick brands purchased by Flight Attendants, the researchers 
asked for their allotted budget for each. Among the 130 respondents, 83 (63.85%) allot between Php 300.00- Php 500.00 for local 

lipstick, 37 (28.46%) allot more than Php 500.00, and 10 (7.69%) allot less than Php 300.00. 

 

Allotted budget for local lipstick brands: Frequency Percent 

Less than Php 300.00 10 7.69 

Php 300.00 – Php 500.00 83 63.85 

More than Php 500.00 37 28.46 

Table 8: Allotted budget for local lipstick brands 

 

Allotted budget for drug-store lipstick brands.In relation to the most-used lipstick brands purchased by Flight Attendants, the 
researchers asked for their allotted budget for each. Among the 130 respondents, 93 (71.54%) allot between Php 500.00 - Php 

1,000.00 for drug-store lipstick, 33 (25.38%) allot less than Php 500.00, and 4 (3.08%) allot more than Php 1,000.00. 

 

Allotted budget for drug-store lipstick brands: Frequency Percent 

Less than Php 500.00 33 25.38 

Php 500.00 – Php 1,000.00 93 71.54 

More than Php 1,000.00 4 3.08 

Table 9: Allotted budget for drug-store lipstick brands 

 

Level of Self-Esteem 

 

Based on Table 10, the respondents have a very high level of self-esteem while wearing lipstick on. 71 (54.62%) are satisfied with 

themselves, 60 (46.15%) feel proud even without wearing lipstick on, 69 (53.08%) do not feel useless without wearing lipstick on, 

80 (61.54%) do not feel like a failure without wearing lipstick on, and 56 (43.08%) take a positive attitude towards themselves 
while wearing lipstick on. 

 

Upon collecting relevant insights about flight attendant’s level of self-esteem while wearing lipstick on, the results shown as seen 

in the table above indicate that most of them strongly have a very high satisfaction of themselves. Wearing lipstick seems to have 
a positive effect on the respondents’ self-perception and confidence, contributing to their overall satisfaction. In a study by Vale 

(2006), he mentioned that makeup usage has various positive effects, including boosting confidence in social situations, enhancing 

perceived physical attractiveness, increasing self-satisfaction, and improving relationships with others. Lipsticks or cosmetic 

products are associated with higher levels of social confidence and self-esteem, and the positive self-perception of others. Feeling 
physically attractive is directly linked to higher self-esteem, and individuals who are more satisfied with themselves tend to have 

higher self-esteem levels.  

 

With this, 34.62% respondents still feel good about themselves even without lipstick usage. This suggests that respondents can feel 
confident in their natural state and are not dependent on cosmetic use, specifically lipstick, to feel good about how they look. It 

indicates that respondents have a balanced viewpoint on the significance of makeup in their lives and exhibit a positive attitude 

towards their self-image. 

 



 

 

A P C O R E  O N L I N E  J O U R N A L  O F  P R O C E E D I N G S      I      V O L U M E  4       I      2 0 2 4  

459 AOJOP 

 

Table 10: Self Esteem of the respondents 

 

48.46% of the respondents also feel that wearing lipstick portrays several of their good characteristics and are able to do things as 

well as most other people do. A key finding emerged from the examination of makeup satisfaction: wearing makeup affects one's 
level of satisfaction with their look and can be enjoyable and a stress reliever. Beneficial self-esteem had a beneficial effect on 

trend pursuit but did not significantly affect pleasure pursuing, according to a regression study. This is likely because people with 

high self-esteem like to exhibit their uniqueness through their clothing and cosmetics (Lee & Oh ,2018). The respondents feel 

capable of handling things effectively as they respond to their confidence in social interactions, and therefore, self-esteem is raised 
(Brinegar and Weddle, Kathleen and Elysee, 2014). 

 

Since the overall effect of lipstick contributes to a positive affirmation, a very high number of 60 respondents feel that there is 

much to be proud of. It is associated with many contributing reasons such as improving body image, self-expression, and meeting 
society's beauty standards. For them, wearing lipstick is not only an aesthetic choice but also a means to affirm and assert 

themselves. This is in correlation with the study that many studies have investigated the psychological effects of makeup on a 

person's perception and self-confidence. The use of makeup, including lipstick, is associated with greater beauty and social 

influence in women. These results suggest that wearing lipstick promotes positive self-image and increases trust in social 
relationships. Cosmetics can improve the perception of facial beauty and increase self-confidence. This shows that lipstick is a 

means of self-expression and confidence in one's appearance. As a symbol of femininity and beauty, the lipstick symbol is deeply 

rooted in cultural norms. 

 
53.08% of the respondents do not feel useless without wearing lipstick on. Hence, they feel like a person of worth, at least on an 

equal plane with others. Lipsticks have an important effect on a woman's self-perception, confidence, and self-esteem. Applying 

cosmetics, concealing imperfections and enhancing qualities contributes to an appealing emotional transformation that affects how 
she feels about herself (Ghoshal & Job, 2022). Makeup routines empower women by fostering increased awareness and confidence, 

connecting their inner worth to their outer appearance. Authenticity in makeup arises from personal experimentation within self-

def 

 

Statement 
Very High High 

Moderately 

High 
Low Very Low 

F % F % F % F & F % 

[I am satisfied with myself 

while wearing lipstick on. 
71 54.62% 45 34.62% 10 7.69% 0 0.00% 4 3.08% 

[At times, I do not think I am 

not good at all without 
lipstick.] 

25 19.23% 45 34.62% 23 17.69% 21 16.15% 16 12.31% 

[I feel that I have a number 
of good qualities while 

wearing lipstick on.] 

38 29.23% 63 48.46% 24 18.46% 4 3.08% 1 0.77% 

[I am able to do things as 

well as most other people 

while wearing lipstick on.] 

38 29.23% 63 48.46% 21 16.15% 4 3.08% 4 3.08% 

[I feel I do have much to be 

proud of without wearing 

lipstick on.] 

60 46.15% 42 32.31% 18 13.85% 5 3.85% 5 3.85% 

[I do not certainly feel 

useless at times without 
wearing lipstick on.] 

69 53.08% 48 36.92% 6 4.62% 5 3.85% 2 1.54% 

[I feel that I'm a person of 
worth, at least on an equal 

plane with others while 

wearing lipstick on. ] 

15 11.54% 30 23.08% 40 30.77% 29 22.31% 16 12.31% 

[I do not wish I could have 

more respect for myself 

without wearing lipstick on.] 

38 

 
29.23% 54 41.54% 22 16.92% 10 7.69% 6 4.62% 

[All in all, I am not inclined 

to feel that I am a failure 
without wearing lipstick on.] 

80 61.54% 39 30.00% 4 3.08% 5 3.85% 2 1.54% 

[I take a positive attitude 
towards myself while 

wearing lipstick on.] 

56 43.08% 47 36.15% 21 16.15% 1 0.77% 5 3.85% 
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boundaries. Beauty routines merge inner and outer selves, enhancing self-esteem and confidence. Lipsticks or cosmetics profoundly 
impact self-expression and confidence through their blend of materials, meanings, and competence, shaping women’s self-concept 

and identity (McCabe et al., 2017).  

 

Most of the respondents think that not being able to wear lipstick does not make them less of a failure. 61.54% are inclined of 
feeling self-worth and success most especially in personal development. 43.08% of them take a positive attitude towards themselves 

which symbolizes self-care and empowerment, contributing to their overall sense of well-being. McEvoy and Loberg (2017) 

mentioned that make-up can be life-changing because its confidence changing. Such use of facial cosmetics may help to boost a 

women's sense of confidence in her appearance thus making her more self- assured idea that confidence is achieved when physical 
appearance matches the situation, Raja Jeyakumar (2016). 

 

Product Safety as Influenced by Product Labels 

 
In the data collected, it revealed that the respondents are knowledgeable of the product safety as influenced by product labels. 61 

(46.92%) would pay extra to buy a lipstick product that is safer, 57 (43.85%) are sure that a doctor thinks this product is safer than 

any product when they see the phrase “Dermatologist-Tested”, 57 (48.85%) are sure that the lipstick product has been tested for 

safety when they see the phrase “Dermatologist-Tested”, 53 (40.77%) are sure that this product is safe for someone who has 
allergies when they see the phrase “Hypoallergenic”, and 54 (41.54%) are sure that this product is safe for sensitive lips when they 

see the word “Hypoallergenic”. 

 

The level of knowledge on product safety revealed that 33.85% of the respondents are informed of the safety of the lipstick products 
that they use. They are aware and knowledgeable of the lipstick content and its potential hazardous effects on the overall physical 

well-being of the consumers. 46.92% of the respondents are most likely to pay extra to purchase a lipstick product that is safer for 

them and for their families to use. They suggest a significant level of concern and willingness to put safety first when making 

lipstick purchases. It indicates that consumers are becoming more aware of cosmetic content and are even willing to pay more for 
products that they believe are safer. According to a study, neither gender is sensitive to the affordability of organic lipsticks or the 

relationship between price and quality. Neither gender believes that organic lipsticks are more expensive. Regression analysis, 

however, revealed a significant positive relationship between price and consumers' intention to buy organic lipsticks. The study 

also looked at the combined effect of price and health consciousness on purchase intention; although the combined effect is larger 
than the effect of price alone, the relationship between the two is not substantially moderated by health consciousness. This 

disproves the theory that the relationship between price and purchase intention is significantly influenced by health consciousness 

(Huang et al.,2022).  

 

 

Statement 
Excellent Very Good Good Fair Poor 

F % F % F % F & F % 

[I am informed of the safety of the lipstick products I use.] 31 23.85% 44 33.85% 39 30.00% 14 10.77% 2 1.54% 

[I would pay extra to buy a lipstick product that is safer for me and my family to use.] 61 46.92% 34 26.15% 30 23.08% 3 2.31% 2 1.54% 

[When I see the phrase “Dermatologist-Tested” on a lipstick product label, I can be sure that a doctor thinks 

this product is safer than any product.] 
50 38.46% 57 43.85% 17 13.08% 2 1.54% 4 3.08% 

[When I see the phrase “Dermatologist-Tested” on a lipstick product label, I can be sure that this product will 

make my lips pinkish and moisturized.] 
40 30.07% 46 35.38% 38 29.23% 4 3.08% 2 1.54% 

[When I see the phrase “Dermatologist-Tested” on a lipstick product label, I can be sure that this product has 

been tested for safety and has passed those tests.] 
57 43.85% 50 38.46% 18 13.85% 2 1.54% 3 2.31% 

[When I see the phrase “Dermatologist-Tested” on a lipstick product label, I can be sure that the phrase 

“Dermatologist-Tested” on a label does necessarily mean something specific related to the product.] 
10 7.69% 39 30.00% 30 23.08% 28 21.54% 23 17.69% 

[I reach for Dermatologically Tested products compared to other products.] 29 22.31% 33 25.38% 49 37.69% 16 12.31% 3 2.31% 

[If the 2 products cost the same, I would rather buy lipstick that indicates that it is “Hypoallergenic” on the 

label than a product that does not.] 
40 30.77% 58 44.62% 26 20.00% 2 1.54% 4 3.08% 

[When I see the word “Hypoallergenic” on a lipstick’s product label, I can be sure that this product will not 

cause an allergic reaction.] 
42 32.31% 53 40.77% 27 20.77% 5 3.85% 3 2.31% 

[When I see the word “Hypoallergenic” on a lipstick’s product label, I can be sure that this product is safe for 

sensitive lips.] 
54 41.54% 47 36.15% 24 18.46% 2 1.54% 3 2.31% 

[When I see the word “Hypoallergenic” on a lipstick’s product label, I can be sure that the word 

“Hypoallergenic” on a label does necessarily mean something specific related to the product.] 
12 9.23% 39 30.00% 30 23.08% 27 20.77% 22 16.92% 

[I would pay extra for lipstick products labeled “Natural”.] 25 19.23% 49 37.69% 32 24.62% 18 13.85% 6 4.62% 

[When I see the word “Natural” on a lipstick’s product label, I can be sure that all the ingredients of this 

product were grown, manufactured, or processed naturally.] 
47 36.15% 60 46.15% 17 13.08% 3 2.31% 3 2.31% 

[When I see the word “Natural” on a lipstick’s product label, I can be sure that the word “Natural” on a label 

does necessarily mean something specific related to the product.] 
12 9.23% 43 33.08% 20 15.38% 29 22.31% 26 20.00% 

[When I see the word “Natural” on a lipstick’s product label, I can be sure that this product is safer to use than 

non-natural products.] 
51 39.23% 52 40.00% 19 14.62% 4 3.08% 4 3.08% 

[When I see the word “Natural” on a lipstick’s product label, I can be sure that this product contains no 

chemicals.] 
33 25.38% 52 40.00% 28 21.54% 15 11.54% 2 1.54% 

[I am very particular if the lipstick product says “Organic” on the label or not.] 10 7.69% 44 33.85% 44 33.85% 21 16.15% 11 8.46% 

[When I see the word “Organic” on a lipstick’s product label, I can be sure that the word “Organic” on a label 

does necessarily mean something specific related to the product.] 
10 7.69% 36 27.69% 28 21.54% 31 23.85% 25 19.23% 

[When I see the word “Organic” on a lipstick’s product label, I can be sure that this product is safer to use than 

non-organic products.] 
45 34.62% 56 43.08% 24 18.46% 1 0.77% 4 3.08% 

[When I see the word “Organic” on a lipstick’s product label, I can be sure that this product contains no 

chemicals.] 
35 26.92% 55 42.31% 28 21.54% 10 7.69% 2 1.54% 

[When I see the word “Organic” on a lipstick’s product label, I can be sure that all the ingredients of this 

product were grown, manufactured or processed organically.] 
49 37.69% 55 42.31% 21 16.15% 2 1.54% 3 2.31% 

[When I see the word “Organic” on a lipstick’s product label, I can be sure that this product contains no 

chemicals.] 
35 26.92% 55 42.31% 28 21.54% 10 7.69% 2 1.54% 
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When the respondents see the phrase “Dermatologist-tested” on a lipstick label, 43.85% are sure that a doctor thinks this product 
is safer than any product. 35.38% are sure that this product will make their lips pinkish and moisturized, and 43.85% are sure that 

this product has been tested for safety and has passed all those tests. Consumers expect products tested and approved by experts 

such as dermatologists. A dermatologically tested label means that consumers can make informed decisions about the quality and 

authenticity of the product. We found that most respondents strongly supported lip safety. This product is labeled "Skin Test". 
These results emphasize the importance of safety guarantees in consumer purchasing decisions and the influential role of labels in 

increasing consumer trust in cosmetic products (B. Dreno, et.al, 2014).  

 

Most of the respondents believe that a lipstick label that indicates "Dermatologist Tested" indicates that there is relevant information 
regarding the product's dermatological properties, which therefore portrays that they are most likely to reach for Dermatology-

tested lipstick products compared to other products.  

 

Having 2 products of same cost, 44.62% of the respondents would rather buy a lipstick product that is “Hypoallergenic” as 
mentioned in the product’s label. This shows that when choosing lipstick, consumers value the "Hypoallergenic" label as a sign of 

safety and suitability for sensitive skin. 40.77% are sure that this will not cause any allergic reaction, thus reveals that this product 

is safe for someone who has allergies. Due to labeling such as "hypoallergenic" and "dermatologist" recommended, people tend to 

believe that products are safe even if allergens can cause allergic contact dermatitis. Although experts disagree on the definition, 
"hypoallergenic" refers to a substance with a minimal likelihood of triggering skin responses. 93% of the products included at least 

one allergen, with scents being the most common, despite what the labels said. The study emphasizes how important it is to review 

product labels and conduct allergen testing to guarantee safety (Lazzarini et al., 2017). Another relevant study regarding contact 

sensitization and allergies in the composition of cosmetic products also highlighted the importance of it. Contact sensitivity lasts a 
lifetime in the form of allergic contact. It can cause major health risks if exposed to irritants or sensitizing factors. Cosmetic products 

are responsible for allergic contact dermatitis. It mainly affects adults of middle and older age, who generally do not have atopy. 

Moreover, it is possible for an allergy to further develop through the years even without previous health problems. Preservatives 

and fragrances are the most frequently detected allergens present in a cosmetic product. Because so-called “Hypoallergenic" 
products are not necessarily less sensitizing, professionals who specialize in allergens should be cautious of product labels that 

contain ingredients that could trigger those allergens. Hence, consumers should use safe alternatives instead to avoid health 

concerns (Jovanovic, 2021). Reading the word “Hypoallergenic” gives 41.54% of the respondent’s security that this product is safe 

for someone who has sensitive lips. They agree that it contains significant information about the product’s content in terms of safety 
use.  

 

Based on the respondents, 37.69% of the respondents would pay extra for a lipstick product that is labeled as “Natural”. This 

indicates that they value products that are made with natural ingredients and free from synthetic additives or chemicals. They value 
the absence of harmful ingredients and animal testing, leading to brand loyalty and increased spending. Some also find satisfaction 

in using self- made natural products. However, recognition of greenwashing practices has fostered distrust of major cosmetic 

corporations and dissatisfaction with counterfeit natural products. Consumers seek authoritative certifications to guide their 

purchasing decisions. Consumers associate natural cosmetics with a sustainable and health-conscious lifestyle (Zhang & Zhou, 
2019). 46.15% perceive naturally labeled products as something that were grown, manufactured, and processed naturally, 40% are 

sure that this product is safer to use than non-natural products and that it does not contain any chemicals, which concludes to 

33.08% of the respondents agreeing that the word “Natural” suggests relevant information about the lipstick content. Concerns 

about health and a preference for natural remedies in the beauty industry, as opposed to just the effective ones, seem to be rising. 
An examination of keyword searches on Google Trends reveals a significant rise in the quantity of "natural" and, to a lesser degree, 

"health" searches in the "beauty" & fitness" category over the previous 12 years, however searches for "effective" stayed consistent 

in comparisons. These statistics, especially the one showing that the rise in searches for "health" exceeded those for "natural," 

support the theory that consumers believe ingredients that are natural to be healthier than artificial ones (Chandon, 2021).  
 

In terms of the lipstick content being labeled as “Organic”, only 33.85% of the respondents are very particular if it is labeled as it 

or not. Thus, they still agree with the fact that organic-labeled lipstick products specify information about the content as organically 

made or not. This lack of confidence and trust may be influenced by factors such as survey limitations and complexities of consumer 
behavior. Despite consumers’ preference for organic lipsticks, price indifference, lack of awareness, and skepticism about organic 

ingredients may contribute to uncertainty about the label’s significance or reliability (Yi et al., 2022). Seeing the word “organic” 

suggests that 43.08% of the respondents believe that organic substances found are safer for people to use than non-organic products. 

42.31% of them believe that it is grown, manufactured, and processed organically which appears to contain no chemicals. Heavy 
metal content in organic, local brands, and counterfeit cosmetic products are unavoidable due to its nature. Thus, high doses of 

these metals can result in various health risks such as cancer and long-term diseases. Four samples have been tested, evaluating the 

concentration of heavy metals present in organic, counterfeit, and local brand lipsticks. Results show that Organic lipstick has the 
least traces of heavy metals, and that Counterfeit lipsticks has the highest amount of metal concentration. This concludes that 

consumers must be highly knowledgeable in selecting products prior to brand marketing, as it may pose health risks (Daileg, J. A., 

De Ocampo, C. J., Domingo, C. D., 2019). The public recognizes and agrees with the advantages of organic goods, especially 

organic lipstick (Huang et al., 2022). 
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Presence of Lead Content  
 

The researchers chose the brands that were highly used in each brand category, namely High-end brand P, Local Brand B, and 

Drugstore Brand A. Two variations of lipstick were sent to the Department of Mining, Metallurgical and Materials Engineering in 

University of The Philippines, to undergo Elemental Analysis via X-ray Fluorescence Spectroscopy. Dark red toned and light red 
toned were chosen, to test if there is a connection between the possibility of having more lead content on darker samples rather 

than the light samples.  

 

Results of the XRF are shown in Table 11. The presence of lead was found in the samples 2 and 3 which are dark toned lipsticks 
from a local and high-end brand. Rest of the samples holds little to almost non due to the “ND” which indicates not detected in the 

said Elemental Analysis. 

 

 Concentration ppm 
Uncertainty  

ppm 
Variation 

Sample 1 ND < 0.3 ± 0.3 Drug Store Light 

Sample 2 0.8 ± 0.4 Local Dark Red 

Sample 3 2.8 ± 0.7 High-End Dark 

Sample 4 ND < 0.4 ± 0.4 Drug Store Dark 

Sample 5 ND < 0.4 ± 0.4 Local Light Red 

Sample 6 ND < 0.3 ± 0.3 High-End Light 

Table 12: Elemental Analysis of Selected Lipstick Tested for Lead Content 

 

Conclusion 

 

The overall assessment of the respondent’s level of self-esteem and knowledge in terms of lipstick product safety revealed excellent 

results. They are highly confident with themselves with or without wearing lipstick on, while still feeling secure as indicated by 

lipstick product labels. The findings showed a relatively connected outcome, as to the main objectives of cosmetics in enhancing 
the facial attributes of an individual, thus boosting the self-esteem of each consumer. Presence of Lead were found in two of the 

most patronized brands in the market, and awareness to the consumers must be given as to lead in the body could cause diseases 

and other afflictions such as poisoning the nervous system causing learning impairment, language, and affecting behavior (What 

Are the Harmful Effects of Lead in Cosmetics?, 2022.) These cosmetics are dangerous to be used as lead doesn’t leave the body 
easily even with a careful wash of water, it stays in the body and causes a long-term effect which is not desirable for people who 

value their appearance, especially their facial attributes.  

 

Recommendations 
 

The study provides valuable insights for further research. To strengthen the findings, future studies could involve a larger and more 

diverse group of flight attendants. Additionally having a deeper understanding and reasoning behind the self-esteem boost 

associated with lipstick use. through interviews or having a focus group that can be more insightful or having a survey with an  
open and ended question. On the other hand, researchers can observe the attitude of the flight attendants as flight attendants and 

normal people could also provide a clearer understanding. Furthermore, we should explore other alternative confident proponents 

not just make up within flight attendants. Meanwhile the study discovered presence of lead in lipstick which is needed for further 

investigation to learn more about other presences of other potentially harmful chemicals in lipstick or cosmetics. By building upon 

these first findings, we may gain a more thorough comprehension of the intricate relationship among cosmetics, a sense of worth 

and general wellbeing.  
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