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Abstract

The rise of social media and social media influencers has completely changed how companies
market their goods and services as well as how customers choose what to buy. Influencer
marketing is becoming a popular strategy used by brands to connect with their target market.
The objective of this research paper is to showcase a thorough understanding of how influencer
marketing directly impact consumer purchase behavior and helps cosmetic brands reach a
wider audience. Both consumers and cosmetic brands will find value in the research's
conclusions. Social media and its influencers have completely changed how companies market
their goods and services and how customers make judgments about what to buy. Brands are
utilizing influencer marketing to engage with their desired audience. In-depth knowledge of
how influencer marketing helps cosmetic brands reach a wider audience and how it directly
affects consumer buying behavior is the main purpose of this study report. The results of this
study will be useful to consumers and cosmetic brands alike. social media platform that uses a
variety of strategies and tactics to promote different goods and services. Employing
influencers—individuals with a significant presence on social media are viewed regarded as
authorities in their field—to promote and advertise different goods and services is known as
influencer advertising on Instagram. Influencer marketing is when a company teams up with
an influencer to promote or endorse its goods and services. This study's primary goal is to
establish a methodical framework for choosing social media influencers (SMI) for influencer
marketing initiatives. This study advances the field of influencer marketing by creating and
approving a new framework for decision-making. The purpose of this study is to evaluate how
well influencer marketing works for cosmetic product promotion on social media. Social media
has evolved into a critical platform for marketing products in the fast-changing digital era, and
influencers significantly impact consumer perceptions. The study's findings demonstrate that
using influencers can boost consumer trust, raise brand awareness, and promote cosmetic
product purchases. Furthermore, it has been demonstrated that audience involvement, content
relevancy, and influencer reputation all can significantly influence how effective promotions
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are. It is anticipated that these results will help cosmetic brands create more successful
influencer-based social media marketing campaigns. Social media has transformed the way
consumers interact with the cosmetics sector, making influencers important decision-makers.
This study uses statistical methods like mean, median, and standard deviation to assess how
influencer marketing affects consumer behavior and trust. It looks at customer interactions with
influencer material, leading platforms, credibility in buying intent, and trust in influencers.
Although influencers increase brand awareness and interaction, questions regarding
authenticity still exist. Customers are more inclined to believe and purchase from influencers
they believe to be sincere To enhance influencer marketing within the cosmetics industry, the
study highlights the necessity of openness, genuine connections, and data-driven tactics. In
recent years, social media has experienced a dramatic change.

Keywords—Influencer Marketing, Social Media, Cosmetic Brands, Consumer Behavior,
Youth wellbeing index.

l. Introduction
The concept of Social media and marketing through influencers has been extensively
researched since the days of celebrity endorsements. There is currently no knowledge on how
to create, maintain, and quantify this marketing phenomenon because it is still relatively new.
(Lima et al. 2019) Influencer marketing is regarded as an extremely reliable type of electronic
word-of-mouth (eWOM). Because of its increased authenticity and credibility, which in turn
reduces resistance to the message, this is very appealing to brands and seems to be more
successful than standard advertising strategies (De Veirman et al. 2017). Many individuals
have grown more conscious of the significance of preserving their self-image and grooming
themselves due to the expansion in trade, spending power, and standard of life, along with the
increase in educational attainment (Mansor, Ali & Jacob, 2010).
Social media has grown in importance as a venue for brands to display their merchandise.
Along with Facebook and Twitter, other social media sites such as Instagram and YouTube
have changed the way that brands sell to consumers and sparked a trend of producing goods
designed to fit a social media-savvy lifestyle. According to a (2019 study by Cooley and Parks-
Yancy,) YouTube and Instagram are the most popular information sources for hair and
cosmetic products among millennial students in particular. Companies are partnering with
social media influencers that have a sizable following besides to leveraging celebrities to
smarket their goods. India has developed into a vibrant economy, driven by swift technological
progress and the widespread availability of data and messaging technologies. This evolution
has sped up the incorporation of social media and influencer marketing tactics by beauty brands
(Khan & Kbhan, 2020). Cosmetic companies encounter financial risks related to their
investments in marketing campaigns, as well as non-financial risks that pertain to their brand
reputation and potential consumer backlash. (Alam et al.2022)

In the digital era, consumers increasingly rely on online platforms for information and buying
choices, where confidence is vital in influencing their perceptions and behavior toward brands
(Shukla et al.,2025). Technological progress has been a constant companion to the evolution
of human existence throughout history. (Khan et.al 2023). Artificial intelligence models have
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enhanced market predictions, minimized information imbalances, and facilitated improved risk
management strategies. (Khan.et.al 2025). As a result, social media posts have the ability to
create awareness and engage with a large global client base.

Social media has become an essential tool for communication and has influenced new methods
of shaping public opinion and rallying support. As a collection of online services that enables
two-way communication and content sharing, social media has grown to be a significant part
of our lives. In today's world, society widely embraces social media, and its absence could alter
the dynamics of daily life. Beyond merely facilitating communication, social media can also
serve business purposes if utilized appropriately. It is available on both mobile and web
platforms, allowing for the creation of highly interactive environments where individuals and
communities can share, co-create, discuss, and alter user-generated content. This shift brings
about considerable and far-reaching changes in communication among organizations,
communities, and individuals. (Nasir et.al 2018) As a result of technological progress and the
shift towards digitalization, the present situation has transformed entirely.(Zehra et.al 2024).
Consumer Product preferences are shaped by various influences not only by their pricing and
quality but also by their dedication to socially responsible and eco-friendly purchases.
(Magbool and shoeb 2015).

Cosmetic companies must therefore focus on strengthening their relationships with customers
when creating social media marketing campaigns in order to connect them to their brands and
encourage future purchases. Building a solid rapport between the brand and the customer is
crucial for establishing brand equity (Kuvykaite & Piligrimiene, 2014). Since social media is
the primary platform for fostering relationships, it enables the advancement of communities
within the brand, resulting in the progression of a distinctive brand identity that enhances brand
equity.

According to Jin et al. (2019), social media influencer marketing is a subset of digital marketing
that combines the influence of celebrity endorsements through social media services. It
encompasses both traditional and contemporary marketing tactics. According to De Veirman
et al. (2016), influencers are "individuals who amassed a sizable following and are recognized
as reliable tastemakers in one or more niches." Companies rapidly began collaborating with
well-known internet personalities that suit their target demographic to promote their products
& services and disseminate their messages after realizing the significance of this novel
marketing strategy (Saima & Khan, 2020). A significant challenge for businesses is finding
relevant influencers whose followers are representative of the company's target audience and
convincing them to successfully promote their product to their customers. (Wong, 2016).
According to De Veirman et al. (2016), one of the elements that aids businesses in identifying
qualified influencers is the quantity of followers they have, which indicates their popularity
and reach and, thus, a 21 higher chance of effectively disseminating messages via electronic
word-of-mouth. Furthermore, likeability, trustworthiness, enthusiasm, Involvement and
genuineness are all qualities that brands value highly (De Veirman et al., 2016).

Customers are more likely to respond favorably to recommendations, information, and
opinions from acquaintances rather than to businesses that is solely disclose information that
best promote their goods (Shim, 2012). On social media sites such as Instagram, many people
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who follow influencers place nearly as much trust in them as they would in a friend (Shim,
2012). Many businesses have recognized that working with influential individuals can help
them improve their brand image, boost brand recall, boost visibility and audience engagement
win over customers' trust, and ultimately boost sales conversion and customer devotion (Shim,
2012; Jin et al., 2019).

Customers are more inclined to react positively to suggestions, details, and viewpoints from
acquaintances they trust rather than from businesses that just reveal information that best
positions their products (Shim, 2012). A significant number of social media users, particularly
on platforms like Instagram, have a level of trust in influencers comparable to that of a close
friend (Shim, 2012). Collaborating with key figures can assist companies in enhancing their
brand reputation, boosting brand recall, amplifying visibility and traffic, establishing customer
trust, and ultimately driving higher sales conversions and brand loyalty, as many firms have
realized (Shim, 2012; Jin et al., 2019).As previously stated, influencer marketing offers several
advantages that are pertinent to companies. First of all, it helps businesses expand their reach,
establish credibility, and connect with the right audience (Jin et al., 2019).

Furthermore, when in relation to others brand marketing strategies, it is incredibly cost-
effective and reasonably priced, which increases its appeal, particularly for start-up companies
with tight budgets (Shim, 2012; Silvia, 2019). Because they can generate appropriate and
original concepts for generating content and products marketing, influencers are typically
regarded as leaders in their field, they are knowledgeable about the latest social media trends,
offering a useful basis (De Veirman et al., 2016).

A company's reputation can be seriously harmed by collaborating alongside the incorrect
influencers, and their errors can lead to considerable monetary losses (Saima & 22 Khan, 2020).
The brand image of the specific company being promoted would suffer, and the funds spend
will be in vain, if the chosen influencer fails to provide material that appeals to their audience
and the marketing message lacks credibility in its delivery. (Silvia, 2019).

In social networks, behavior can be changed by directly observing other people's opinions,
which promotes information sharing and the adoption of new behaviors (Liu et al., 2017). This
makes influencers more powerful over their followers.

These days, e-WOM is a dynamic communication tool that influences consumer choices. E-
WOM is the term used to describe online reviews, whether positive or negative, of a product
or brand from prospective, existing, and past customers. E-WOM is a new kind of continuous,
straightforward, and informal information source (Joshi and Singh, 2017). According to
Yolanda and Ngai (2011), electronic word-of-mouth (e-WOM) enables non-commercial
interactions and interpersonal communication between sender and recipient about a particular
product, service, or brand. Both the brand and the influencer benefit by sustaining constructive
online conversations and convincing other consumers to test items in a manner that suggests
the purchase was made in the consumer's best interest rather than the influencers.

Astuti, R. D., and Khairunnisa, Y. N. (2022). The impact that influencers' support of regional
skincare firms has on consumers' intentions to make online purchases | Khairunnisa |
Proceedings of the International Conference on Family Business and Entrepreneurship. to
create material that could help customers make better purchasing choices. They employ and
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assess goods and services, assisting clients in selecting the best choices for their need.
Additionally, they help companies market and disseminate information about new items.
According to Gorry and Westbrook (2009), Influencers represent a category of endorsers who
utilize blogs, tweets, posts, and various social media platforms like Facebook and Instagram to
change the opinions of their audience. Three elements make up influencer marketing, according
to AlFarraj et al. (2021): competence, trustworthiness, and beauty. Aaker (1991) asserts that
consumers might form favorable attitudes and sentiments toward a brand when it has a strong
and reliable image, which raises the brand's perceived value.A product's value can usually be
increased or decreased by brand equity, which helps customers better comprehend the
procedure and retain all of its details (Aaker, 1991). Brand association, brand loyalty, brand
awareness, and perceived quality are the four components that comprise brand equity.

1. Background

Influencer marketing is a cross between traditional and modern marketing strategies that
incorporates celebrity endorsements into a content-driven advertising campaign. The primary
distinction is that campaigns typically result in partnerships between influencers and
businesses. Peer recommendations have always been valued by customers, but the Social media
boom has increased their impact since it allows users to share their thoughts and experiences
with a large audience (De Veirman et al. 2017).

All social media sites allow customers to freely express their thoughts on items, which
significantly boosts the usage of eWOM. Electronic word-of-mouth (eWOM) is characterized
as "any positive or negative statement made by potential, actual, or former customers about a
product or company, which is made available to a multitude of people and institutions via the
Internet.” (De Veirman et al. 2017). Consumers can obtain information from a variety of
sources these days to help them decide what to buy. Large volumes of information may now
be assimilated quickly and without incurring significant expenditures for the user thanks to the
internet and social media. (De Veirman et al. 2017). A social network where people engage
with influencers is referred to as a social media platform. According to (Lima et al. (2019),
social media apps like Facebook enable users to establish a profile as an individual or
organization and communicate with other users by sharing their interests, desires, and lives. At
the moment, YouTube and Instagram are the best-known social networking platforms for
promoting cosmetics and beauty items.

Social media has grown in importance as a venue for brands to display their merchandise.
Social media updates can generate excitement and connect with a large global audience of
potential clients, especially in the cosmetics sector. By examining the impact of social media
marketing initiatives might improve brand equity, value equity, and relationship equity—
particularly among cosmetic users—this study builds on Kim and Ko's (2012) Influencer
marketing's effect on customers within the beauty sector has already been the subject of an
expanding corpus of research (Finisterra do Pago & Oliveira, 2017). However, it hasn't been
much debate on which eWOM tactic influences consumers' decisions to buy in the beauty
sector. Online feedbacks and influencer marketing are the two tactics that are explored in this
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paper. For this add to the body of current knowledge, this study will concentrate on the
aforementioned comparison due to the complexity of these events.

Hermanda et al. (2019) examined how brand image and self-concept function as mediators in
the relationship between influencers and cosmetic customers' purchase intentions.
They discovered that while influencers had no direct effect on purchase intention or the ability
of self-concept to mediate it, brand image was a powerful mediator. Influencer marketing has
a major impact on engagement, brand awareness, and total brand equity, per Ali & Alquda's
(2022) results. Influencer endorsements have a beneficial impact on purchase intention,
according to Khairunnisa and Astuti (2022), who examined the consequence of influencers'
persuasive power on followers' behavior regarding local skincare goods.

"There have been studies in Asia related to influencer marketing, but the studies did not show
its growing impact on the Indian market," according to Dewangan et al.'s systematic literature
analysis of influencer marketing (2022, page 14). Additionally, according to Dewangan et al.
(2022, page 14), "the findings have highlighted the need for additional research in influencer
marketing, particularly in the context of Indian consumer behavior." According to the
American Marketing Association, influencer-based marketing using people with insider
knowledge influence over prospective customers to spread company messaging to a wider
audience (AMA, 2021).

I11. Problem Statement

Cosmetic firms are increasingly using influencer driven marketing and social networking site
to connect with and interact with their intended consumers in today's highly digitalized
environment. Through the development of more engaging, relatable, and customized brand
experiences, these tactics have revolutionized traditional marketing. Nevertheless, despite their
extensive use, little is known empirically about how well influencer campaigns and social
media work to change consumer behavior, especially in the cosmetics sector. Many companies
spend a lot of money on internet advertising without knowing if their efforts result in more
sales, brand loyalty, or trust. In order to bridge the gap between marketing initiatives and
quantifiable customer reactions, this research aims to explores the function and efficacy of
Strategies for engaging influencers on social media platforms in promoting cosmetic
businesses.

Influencer marketing has become a potent technique for cosmetic firms in the ever changing
field of social media marketing. But in order to apply this strategy successfully, it is essential
to comprehend how influencer marketing strategies vary from conventional approaches and
how they particularly affect consumer buying patterns in the cosmetics sector.

IV. Objectives of the Research

To ascertain how influencers affect consumers' decisions to buy products.

To examine how customers interact with social media influencer-generated content.
To determine how trustworthy and dependable material affects influencer marketing.
Identifying various social media channels for cosmetics influencer marketing.

To examine the implications of influencer marketing on cosmetics sales.

o krwbdPE
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6. Our goal is to present a thorough grasp of how influencer marketing helps cosmetic
brands reach a wider audience and how it directly affects consumer buying decisions.

V. Research Question
The following research questions are the focus of this paper:
» How are influencer marketing tactics utilized in the cosmetics sector, and how do they
differ from conventional marketing tactics?
» How do customers view influencers in terms of authenticity and dependability, and
how does this view impact their purchasing decisions?
» What are the drawbacks and objections to creator led marketing in the cosmetics
sector?
» Examine the Impact of social media platforms and influencer marketing on consumer
perceptions and purchasing decisions regarding cosmetic brands.

VI. Limitations

Despite its insights, this study has limitations. It might overemphasize well-known platforms
while ignoring up-and-coming ones, and it might not have a worldwide reach because of
limitations on demographic or geographic data. Challenges include subjective customer
feedback, the ever-changing digital environment, and the isolation of influence from other
elements like conventional advertising. There are also ethical issues with sample bias and
unreported promotions, with an emphasis on people who are already involved with influencers.
The analysis is further complicated by personal and external economic issues. To further
understand the long-term effects of influencer marketing, future research should diversify
samples, increase platform coverage, and employ cutting-edge techniques.

The study is limited by a number of factors that open up new research directions.
First off, only women who applied makeup were included in the data collection. Future
research, however, can look more closely at how social media marketing efforts affect male
cosmetic consumers as well, given the rising demand for cosmetics among male users.

VII. Literature Review

Businesses may now communicate with customers in both directions thanks to digital platforms
and online communities (Alsaleh, Elliott, Fu, & Thakur, 2019; Cham, Lim, Aik, & Tay, 2016;
Cheah, Ting, Cham, & Memon, 2019). Social media platforms like Facebook and Twitter offer
new channels of communication for brands and aud viewers to engage with one another. To
construct strong brand relationship with customers, businesses must engage in this two-way
communication. Customers that utilize social media to communicate with brands report higher
levels of contact and communication, brand attachment, improved perspective of the brand and
its offerings, and frequent brand visits, all of which increase the company's profitability.
Because they need to access a larger audience, brands frequently turn to social media to
enhance their brand. Nowadays, social media is used by the most of beauty manufacturers to
promote their brands. Clement (2017).

147

@ © CINEFORUM



CINEFORUM
ISSN: 0009-7039
Vol. 66. No. 2, 2026

Purchase intention is defined as the likelihood that a buyer will make a purchase (Dehghani &
Tumer, 2015). A buyer's intention to buy is influenced by information they have learned about
the product from peers or social media signals. Purchase intention, according to Kim and Ko
(2012), is a result of pre-purchase decisions that may portend a subsequent purchase. Value
equity states that when customers buy a product, they anticipate that the perceived and actual
products will be identical. Customers are more willing to accept new products or make repeat
purchases from a business if it is effective in increasing its brand equity.

"Experimental marketing strategies used by Luxury Cosmetics Companies,” Dhillon, 2022 The
study looks at empirical studies chosen using PRISMA guidelines to generate a critical review
of the body of existing literature to arrive at the study's conclusions. The study's goal is to
explore the experiential marketing tactics employed by luxury cosmetics companies to
influence consumer opinion. As per study's findings, e-word-of-mouth marketing strategies
that use a different social media platform, event marketing, and storytelling have been found
to mold a customer's experience and feelings in order to affect their attitude about online buying
and keep them interested after making a purchase.

Influencer Marketing: How Authenticity and Message Value Impact Consumer Trust in
sponsored Content on Social Media (Lou, 2019) This study does preliminary research to
ascertain the contribution of social media influencer marketing on consumers. Researchers
asked social media users who followed at least one influencer to fill out an online survey. The
findings show that the informational value of influencer-generated content, as well as the
influencer's dependability, attractiveness, and resemblance to the followers, positively affect
followers' trust in influencers' branded posts. This subsequently influences purchase intentions
and brand awareness.

"Study on Marketing Strategy of Cosmetic Industry,” Patel, 2022 Examining the marketing
tactics employed by cosmetic companies to introduce a various innovative idea that increase
product sales is the purpose of this study. The main goal of this essay is to analyze many facts
of current trends in the cosmetics sector.

Influencer marketing in social media, according to Gillin (2007), involves interacting with
prominent individuals to spread a brand's message and merchandise to a worldwide audience.
Influencer marketing, to put it simply, is the process of using influencers to promote. To raise
the level of brand awareness within particular client segments, this kind of marketing is used
in conjunction with the development of messages that influencers communicate. Impacts that
affect both cognition and emotion and can occur in large groups or one-on-one are explained
by Brown and Hayes (2008).

Furthermore, Brown & Hayes (2008) explain how influencers use the messages of businesses,
demonstrating that (13), influencers usually collaborate with businesses if their messages are
valuable and, more crucially, increase their impact. Influencer marketing has recently been
increasingly well-liked and successful due to the rise of prominent social media figures.
Every post that is published on social media gives businesses the chance to convert customers
and links them with existing, potential, and past customers (Iblasi et al., 2016; Venkateswaran
et al., 2019). firms and consumers connect, eliciting a variety of responses from both parties
that may contribute to higher User click response (Iblasi et al., 2016). The humanization
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component of a brand's social media presence is another factor contributing to higher purchase
rates (Silvia, 2019). Businesses appear more approachable because they connect with their
focus market, and consumers would rather invest in people than in a company's facade, claims
Iblasi (2016). Additionally, having a sizable following on social media platforms helps a brand
appear more reliable and reputable because of social proof, which can greatly increase
conversion rates (Silvia, 2019).

The influence of social media on consumer behavior, especially in the cosmetics sector, where
buyers frequently consult peers and experts for approval before making decisions (Cheung et
al., 2020). In this regard, Social media sites have transformed into essential instruments that
impact consumers' perceptions of and interactions with businesses in addition to affecting their
purchase decisions. Evans (2020).

According to Abraham et al., influencers' reputation and honest representation of a brand's
goods are key factors in determining consumer trust in influencer marketing. The target
market's purchasing decisions are greatly influenced by the authenticity of the material, and
customers' recommendations of products are greatly influenced by reliable influencers.
Although influencer marketing works well for promoting and raising brand awareness, firms
must use reliable influencers. A recent study by Nurhandayani et al. found that social media
influencers had a significant and favorable effect on the perception of beauty and skin care
products.

As per the investigation, the brand image worth of these products rises in tandem with the
significance of a social media influencer. When it comes to forming brand images, three key
traits of social media influencers stand out: consumers trust these influencers, find their words
trustworthy, and value their current expertise on beauty and skincare goods.

Lou and Yan developed the Social Media Influencer Value Model, which examined the
relationship between Consumer confidence and the efficiency of influencer marketing by
combining source credibility and advertising value. Their results suggest that the informative
value of influencer-generated posts and specific aspects of influencer credibility have a
beneficial effect on followers' trust in branded posts. This trust then influences brand
recognition and purchase intentions. The results demonstrate that informative content has a
prominent repercussion on purchasing intentions, highlighting the crucial role influencers play
in disseminating knowledge. The entertainment value of influencer postings, however, had
little effect on followers' trust or purchase intents, suggesting that users value information over
amusement when building trust and making purchasing decisions.

When choosing influencers, marketers should take the product's nature into account, according
to De Veirman et al. who also argue that post content and audience interests are just as
important for a successful campaign as follower count. It is crucial to evaluate a number of
elements, including the subjects they cover, the caliber of the content, fan interaction,
photography style, and more. Public outrage and bad press are serious hazards to companies.
Influencers may cause negative emotions or are connected to controversies, which deters
potential customers. As reported by Zak and Hasprova there have been instances where people
who were first tempted to buy something changed their minds because of an influencer's
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contentious reputation. Brands should invest enough time in the selection process to reduce
this risk, making sure that all relevant data is acquired prior to forming alliances.

These results are consistent with previous research by Glucksman , Moreover confirmed that
marketing communication via social media influencers dramatically changes how brands
connect with their clientele, improving brand-customer relationships.

Kotler and Keller claim that a five-stage model governs customer purchasing decisions:
"problem definition, information search, alternative evaluation, purchase decision, and post-
purchase behavior.” Companies must understand consumers' purchasing behaviors and foster
trust, support, and goodwill along the consumer journey in order to effectively impact their
decisions. The main variables that influence consumers' purchase decisions include
psychological, social, cultural, and personal aspects.

In marketing strategies, SMIs have grown in significance (Cheah et al., 2024). SMIs are people
or organizations that utilize online platforms to create a distinctive self-image and acquire a
sizable following, according to Chen and Wang (Chen and Yang, 2023). On a variety of sites,
including Facebook, Instagram, Twitter, YouTube, and Linkedin, Networking platforms
frequently interact with SMIs (Hermawan, 2020; Koay et al., 2022; Makrides et al., 2020).

VII1l. Research Methodology

The purpose of this study is to advance understanding and identify novel research hypotheses.
The anticipated objective of the study's findings is theory development. The independent
variable and the dependent variable are the two variables on which this study is based, in
accordance with the features of the problem. In order to determine whether variables are likely
to have a relationship with current issues and to pinpoint potential causes, this study will
employ the causal-comparative research of Indriantoro & Supomo (2013).

Nature of Research- Utilizing surveys and statistical analysis, the study employs an analytical,
quantitative, and cross-sectional approach to comprehend consumer behavior at a particular
moment in time. This method offers organized insights into how influencer marketing affects
consumer choices.

Research Design: The purpose of this study's research design is to investigate how social
media influencer marketing affects cosmetics and their tactical applications. Both quantitative
and qualitative research methodologies are executed in this study.

Data Collection Methods- The study's intention was to ascertain the scope to which influencer
recommendations could change consumers’ views and actions. The results of the original
research were used in the analysis. Using an online survey approach and a standardized
questionnaire, the study collects primary data from a sample of customers. The survey
questionnaire's primary data was processed using a descriptive statistics analysis.

Sampling Method and Sample Size -For the study, women between 18 and 45 years of age
groups are chosen. Non-probability sampling Technique has been used in the study that is
random sampling.

Data Analysis Techniques- Originally in categorical form, the questionnaire data was
imported into Microsoft Excel for analysis. Responses were transformed into numerical values
(e.g., "yes" = 1, "no" = 2) to aid in quantitative analysis. Descriptive statistics were then

150

@ © CINEFORUM



CINEFORUM
ISSN: 0009-7039
Vol. 66. No. 2, 2026

produced using Excel's data analysis features. To summarize and interpret the data, this
required computing the mean, median, standard deviation, and other pertinent metrics. This
method made it possible to comprehend the trends and response patterns in the data that was
gathered quantitatively.

Hypothesis-

H1- Social media sites like Instagram and TikTok have a big impact on how informed and
devoted customers are to cosmetic products.

H2- Influencer marketing on social media and consumers' intentions to buy cosmetic brands
are significantly positively correlated.

H3- Consumer trust in cosmetic brands is positively impacted by influencers' genuineness.
H4- Brand awareness rises when consumers are exposed to cosmetics-related social media
material.

H5-When it comes to advertising cosmetics, micro-influencers have higher engagement rates
than macro-influencers.

H6- Customer interaction with cosmetic brands is positively linked to social media influencer
marketing.

H7- Customers' level of understanding and commitment to cosmetics is greatly influenced by
social media platforms like Instagram and TikTok.

H8- Customers are more inclined to buy cosmetics endorsed by influencers who have
comparable aesthetic preferences and beliefs.

IX. Findings

The consumption of online beauty influencers varies, as do the viewers' levels of participation.
Although influencers have an impact on how people perceive a product, consumer trust is still
a variable. TikTok, YouTube, and Instagram are the most popular platforms for material about
beauty. Notably, people prefer influencer ads to regular ones in most cases. Trust, however, is
crucial because a lack of trustworthiness among influencers directly prevents people from
buying products. The comments gathered disclosed a broad spectrum of consumer attitudes,
showing varying degrees of trust and cynicism regarding influencers in the beauty sector.
This study shown that influencers not only effectively increase brand awareness but also
significantly affect consumer purchasing decisions. Cosmetics are always in demand
worldwide.We aim to evaluate the effectiveness of cosmetic brand on social media marketing
in influencing their brand, value and relationship equity on Purchase decision tendency for
cosmetic users.
The dependability and dependability of influencers are crucial for building strong ties with
their followers. Lessons and product reviews are examples of authentic and engaging material
that can produce high levels of participation. Your advertising campaign may also be more
successful if you select influencers who are comparable to your target audience.
However, maintaining the authenticity and transparency of promotions continues to present
challenges. Brands must continually adapt to TikTok's changing trends in order to stay relevant.
Additional research is necessary to determine how influencer participation affects sales and
consumer loyalty over the long run.
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X. Recommendations

Brands should place a high priority on engagement and transparency in order to optimize the
efficacy of influencer marketing in the makeup and beauty industry. In order to build trust,
influencers must reveal compensated partnerships. Beyond passive ad consumption, interactive
formats like live chats and Q&A sessions promote audience interaction. Finding influencers
who actually increase sales requires data-driven campaign performance research. Compared to
planned advertisements, authentic content that showcases actual product usage and candid
reviews has a greater impact. In the end, success depends on establishing trust via integrity and
encouraging deep interaction, making sure influencer marketing results in observable customer
behavior.

Influencers are a trustworthy source of information in addition to acting as a conduit between
corporations and customers. A major determinant of purchase decisions is the trust that
influencers establish with their audiences. Customers are more likely to purchase an item after
seeing recommendations from influencers they follow, according to user interviews. It is
evident from this that Influencers hold a more significant effect on customer behavior than
traditional advertising. Customers feel that they are receiving more individualized and pertinent
information, which increases their confidence in their ability to buy.

In order to grab the audience's attention this suggests that marketing through influencers tactics
need to take into account innovative and engaging elements. It is crucial to remember,
nevertheless, that choosing the appropriate influencer is crucial to its efficacy. Influencers will
promote the product more successfully if their audience is similar to the cosmetic brand's target
market. For the sake of select influencers that have a huge following, strong engagement, and
Suitability to the product being pushed, brands must conduct extensive research.

To obtain more reliable and generalizable results that can be employed to a larger population,
future research might take up this topic and expand the pool of respondents, concentrate more
on a worldwide representation, and conduct numerous surveys at various points in time.

The need of controlling social media activity to improve client connections was emphasized
by this study. In order to promote their business, makeup companies frequently use social
media to share images and videos of the newest and trendiest makeup looks that customers
have produced with their goods. A positive relationship with customers also raises their
perception of the brand, which in turn raises their intention to buy. In addition to answering
comments and creating a forum where customers may share information, engaging with
customers can help maintain customer relationships.

XI. Conclusion

The study's goal is to find out how social media influencers affect consumers who plan to
purchase cosmetic items. The study used a conceptual framework to quantify how five factors
affected utilization of social media platforms. These predictors included the influencer's
popularity, number of followers, image congruency, likeability, and levels of trust or
authenticity. All of the factors generally had some effect on application of social media
platforms. This suggested that when it came to beauty items, these variables affected how
customers used and followed social media. This study showed that influencers have a major
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impact on customer purchasing decisions in addition to successfully raising brand awareness.
Strong relationships with their audiences are largely dependent on influencers' reliability and
dependability. High levels of interaction can be generated via genuine and captivating content,
such product reviews and lessons. Additionally, choosing influencers that are similar to your
target demographic might improve the efficacy of your advertising effort.
Nonetheless, there are still issues with preserving promotions' transparency and authenticity.
The long-term effects of influencer collaboration on sales and customer devotion should be
investigated further. Social media marketing has developed as one of the primary methods for
brands to reach a larger audience in the rapidly evolving digital age.
turn into a meeting spot for influencers that are quite powerful in product promotion. Under
these circumstances, the use of social media influencers to market cosmetics has grown to be
a noteworthy phenomena that merits more research.

Influencer marketing, a technique that involves people with sizable social media followings
endorsing items, has been shown to be successful in raising sales and brand recognition.
Influencers possess a specific talent for producing relatable and genuine content that can
increase audience trust and engagement, particularly in the beauty sector.

The purpose of this study is to investigate how well influencer marketing works for cosmetics.
This study will examine a number of aspects that affect the effectiveness of influencer
campaigns, such as the kind of content created, the degree of audience engagement, and its
effect on consumer purchasing decisions, by conducting case studies on all cosmetic brands.
Furthermore, this study will pinpoint the difficulties that brands encounter when collaborating
with influencers and how an appropriate approach can boost marketing campaigns' efficacy.
Cosmetic companies are always searching for new and creative methods to connect with young
people who use social media extensively.Influencers can serve as a powerful conduit between
brands and customers thanks to their capacity to cultivate close bonds with their followers.
Social media marketing has grown in importance in the increasingly digital age.
Working with influencers—people with significant social media followings—to market things
to their followers is one increasingly common marketing strategy. Social media has emerged
as one of the business world's most powerful and successful marketing tools in recent years.
In conclusion, the study's findings showed that while social media marketing is well
recognized for increasing awareness and interest, its effectiveness in influencing consumer
behavior has not been demonstrated, since online purchasing behavior is primarily influenced
by usability and trust. These demonstrate that most respondents rely their purchases of
cosmetics on reviews, which also have the ability to affect their opinions about certain
cosmetics. There appears to be some degree of faith in internet reviews, as several participants
stated utilizing them as a precaution to go through before making a purchase.
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