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Abstract 

The advent of social media platforms has transformed marketing especially in the cosmetic industry where visual content 

and consumer interaction are crucial. This paper empirically examines the influence of social media marketing with 

reference to influencer marketing, on consumer behaviour in the context of the Indian cosmetics industry. Basing on 

existing theories like Theory of Planned Behavior and Source Credibility Theory, the study investigates how influencers’ 

factors, like trustworthiness, expertise or reliability have an impact on consumer attitudes, purchase intentions, or brand 

loyalty. 

This study uses primary data collected from 384 respondents having social media active cosmetic consumers in urban 

India. The relationships among influencer marketing constructs and consumer behavior outcomes are investigated using 

quantitative methodologies based on regression and correlation analysis. Key results indicate that influencer credibility has 

a strong effect on consumer trust and purchase intentions, in particular when perceived content authenticity and engagement 

quality are high. Additionally the platform bias is highlighted, Instagram and YouTube emerge as the most influential 

channels in the beauty sector. The paper ends with managerial implications for brands, pointing out that a well-designed 

influencer strategy that leverages authenticity and audience relevance can drive brand resonance and consumer conversion 

in a crowded and competitive beauty market. 

Keywords: Theory of Planned Behavior and Source Credibility Theory, trustworthiness, credibility. 

1. Introduction 

The India cosmetics industry is a potential goldmine and has seen huge take-off in recent times- and this is something 

quite unsurprising when we consider the disposable incomes, urbanization and changing beauty delights here. Once the 

bastion of natural products, today the natural and certified organic marketplace is a multi-billion dollar industry driven by 

innovation, an evolving portfolio of offerings (skincare, haircare, makeup and fragrance), and a broadening range of local 

and global brand players. This expansion makes India an important player in the global beauty scene. 

1.1 Current Market Size and Growth Path: 

Recent market analyses have revealed the following statistical manifests of 18 steadfast growth: 

2024 Market Value: The industry was valued in 2024 at USD 7.21 billion (Market Research Future) 1 but Expert Market 

Research places it higher at USD 12.05 billion in that same year 4. This disparity is due to the methodologic differences 

in market segmentation (i.e. inclusion/exclusion of ayurvedic products, non-retail sales). 

CAGR: the market for 2025–2034 is expected to grow at a CAGR of 3–4.03%, and to be valued at USD 9.69 billion by 

2034. 
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 1. 2 Social Media in the Contemporary Marketing of Cosmetic Products: 

Social media is the core for marketing plans of the most competitive industry, the cosmetics industry, continuously calling 

the attention of the most trend-sensitive customers. New social media opportunities, whether Instagram, TikTok, 

YouTube, or Pinterest, have redefined how cosmetic brands interact with their audiences, market their products, and foster 

brand affinity. This article aims to explore the social media as a contemporary marketing tool on the context of cosmetic 

industry, as we intend to represent its influence in consumer behavior, brand exposure and market dynamics. 

Visual Storytelling in the Social Networks 

Video teaching effect A video is worth a thousand words and has been shown to affect sales performance in other industries, 

aiding in the seamless promotion of cosmetics to the public by telling a visual story of a product. Instagram or TikTok, for 

example, being platform for image and video content respectively, enable brands to beautifully and creatively showcase 

the before after power of their products. Tutorials, before-and-after demos, and short how-to videos on product 

applications help grab consumer attention. 

For instance, YouTube has become a platform for beauty tutorials and reviews, where influencers and beauty fans discuss 

their experiences with makeup. This type of content is not just informative for the consumer – but also inspires confidence 

and a level of trust and credibility among potential buyers as the transformation of products are seen in real time. 

Furthermore, aesthetically pleasing content matches the aspirational characteristics of the cosmetic industry, influencing 

consumers to link products with beauty, self-esteem and self-expression. 

1.3 Influencer Marketing and Its Revolutionizing Effect: 

Influencer Marketing’s Role One of the greatest things that social media gave to the marketing of personal care product is 

the advent of influencer marketing. In the cosmetics industry, beauty and lifestyle influencers have emerged as key players 

in the marketing of cosmetics brands. Their followers are very loyal and they have a way of relating to them through their 

endorsements. Studies have found that consumers are more likely to believe recommendations from influencers they 

follow than traditional ads. 

Micro-influencers, whose followings may be smaller, but are often highly targeted are especially influential in beauty 

offerings. Their narrow focus enables brands to hone in on a certain demographic whether that be makeup artists. For 

example, companies like Fenty Beauty and Glossier have successfully employed working with influencers to achieve 

product launches and maintain a presence in the market. 

1.4 User-Generated Content (UGC) and Community-Building: 

Impacts on user-generated content (UGC) User-generated content (UGC) is particularly important to the marketing of 

cosmetic brands, and social media help in boosting the growth of UGC production and usage. User-generated content 

User-generated content (UGC) such as customer reviews, shared makeup looks and testimonials is a social proof that 

influences purchase decisions by exposing customers to real consumer experiences. Not only are such campaigns as 

engaging and as community oriented as they sound- and sharing-user's content under its own hashtag has become a tried-

and-tested method for building community. 

1.5 Data Based Personalization & Targeting: 

Social Media Platforms allow cosmetic brands access to immense data for consumers to push individualized marketing 

strategies. By taking insights extracted from how a user behaves, what they prefer and how they engage, brands are able 

to develop campaigns that are more engaging to specific consumer segments. For example, platforms like Facebook and 

Instagram provide sophisticated targeting, which enables brands to target audience members by age, gender, location and 

even skin care concerns. 

Customization reaches beyond advertising into personalized product recommendations and virtual-try on experiences. 

Augmented reality (AR) technology, built into platforms like Instagram and Snapchat, enables consumers to digitally test 
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makeup products, like lipstick shades or eyeshadow palettes, before they buy. This novel feature which improves the 

shopping from the consumers point of view and minimizes the risk while shopping online. 

2. Review of Literature 

The review of literature provides a comprehensive understanding of the existing research on social media marketing, 

influencer marketing, and consumer behavior in the cosmetic industry. This section explores key themes, frameworks, and 

findings from previous studies to establish the foundation for this research. 

1. Social Media Marketing in the Cosmetic Industry 

Social media marketing refers to the practice of advertising your product or service on social media networks, and is 

emerging as a popular channel. The cosmetic industry has widely used social media marketing because of its visual and 

consumer-direct nature. 

Role of Social Media Platforms 

Instagram – Research has found Instagram is the top platform for cosmetic brands as it is a visual-orientated platform. With 

features like Stories, Reels, and IGTV, brands can display products, conduct tutorials, and provide behind-the-scenes peeks. 

(Kapoor et al., 2021) 

YouTube: YouTube video tutorials and reviews are very important in educating consumers about cosmetic products. 

YouTube influencers are notorious for thoughtful content that helps to establish trust and credibility. (Smith & Taylor, 

2020) 

2. Influencer Marketing 

In a nutshell, influencer marketing is a type of social media marketing that involves working with someone with a large 

following. Influencers are the middlemen that sit between companies and consumers to advertise and market products 

through their own trustworthiness and reliability. 

Types of Influencers 

Mega-Influencers: People with millions of followers, like celebrities. They tend to be the kind of ads you see in broad 

branded campaigns but they are not very relatable. (Kapoor et al., 2021) 

Macro-Influencers: Individuals 100,000 – 1 million followers and experts in their niche are consider. (Smith & Taylor, 

2020) 

Micro-Influencers: Content creators who have a strong engagement rate and niche following of 10,000 to 100,000 

followers. Research indicates that micro-influencers are better at supplying trust and conversions. (Chen et al., 2022) 

Nano-Influencers: They are less than 10k followers who operate in a very specific niche. They come across as real and 

authentic. (Brown, 2021) 

3. Consumer Behavior in the Cosmetic Industry 

Consumer behavior refers to the psychological, social, and cultural factors that influence purchasing decisions. In the 

cosmetic industry, consumer behavior is heavily influenced by social media and peer recommendations. 

Social media platforms have transformed consumer behavior by providing instant access to product information, reviews, 

and tutorials. Consumers increasingly rely on influencers for guidance, with many viewing them as trusted advisors. 

(Johnson & Lee, 2022) 
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4. Theoretical Frameworks 

4.1 Social Exchange Theory 

The theory supposes that alliances are formed with mutual benefits in mind. Consumers are interested in influencer 

marketing based on recommendations that they believe can be beneficial, thus carrying information and value. (Kapoor et 

al., 2021) 

4.2 Theory of Planned Behavior 

According to this model, consumers fill in along attitudes, subjective norms and perceived behavioral control. They mold 

attitudes and norms around the content they produce, and in so doing, create purchase intent as well. (Smith & Taylor, 

2020) 

4.3 AIDA Model 

The AIDA (Attention, Interest, Desire, and Action) model describes how marketing creates consumer responses. 

Influencers generate attention, interest, desire, action with the content that they produce. (Evans et al., 2019) 

3. Research Methodology 

3.1 Research Objectives:  

To understand and analyze the effectiveness of social media marketing strategies in the cosmetic industry. 

To evaluate the role of influencers in shaping consumer behaviour.  

To identify the factors that make influencer-driven campaigns successful. 

3.2 Research Design: 

The research employs a quantitative, cross-sectional survey approach. Quantitative techniques are preferred since 

statistical relationships between variables (e.g. between influencer attributes and consumer behaviour) need to be 

analyzed. With a cross-sectional study, data can be collected at one point in time, which reflects consumer attitudes and 

intentions. This design is appropriate for testing hypotheses based on theoretical models, the Theory of Reasoned Action 

(TRA), and Source Credibility Theory 

3.3 Target Population: 

The population for this study comprises social media users aged 18–35 who actively engage with beauty and cosmetic 

content and have made at least one online cosmetic purchase in the past 12 months. 

3.4 Sampling Technique 

The study employs purposive sampling to target individuals with relevant experience in social media and cosmetics, 

followed by snowball sampling to expand the respondent base. 

3.5 Sample Size 

Online surveys were conducted with 384 consumers who actively follow cosmetic influencers on social media. Hence, the 

ideal sample size for infinite populations at 95% confidence is approximately 384 which is derived from Cochran’s formula 

for large populations. Past literature and marketing studies on similar topics have used sample sizes in the range of 300–

400 for high confidence and generalizability. The selected size (384) provides a balanced trade-off between statistical 

power, operational feasibility and representation of diverse consumer segments (e.g., by age, gender, social media usage 

patterns) 
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3.6 Data Collection Procedure 

Data is collected through online distribution of questionnaire using email, social media groups, beauty forums, and 

influencer pages. The survey was remained open for 2–3 weeks or until a target sample size had reached. A short 

introduction will explain the study purpose, anonymity, and ethical assurances. 

4. Data Analysis and Interpretation 

4.1 Descriptive Statistics 

Research used to summarize demographic variables and basic trends in responses (means, standard deviations, 

frequencies). 

4.2 Reliability Testing 

Cronbach’s alpha used to test the internal consistency of each construct (acceptable threshold > 0.70) 

4.3 Correlation Analysis 

Correlation analysis to explore the bivariate relationships between influencer traits and consumer responses. Multiple 

regression models to test the influence of independent variables on purchase intention. 

4.4 Response Rate and Sample Profile 

A total of 384 responses were collected, which were deemed usable after data cleaning (i.e., removing incomplete or 

inconsistent entries). The demographic profile of respondents is as follows: 

Variable Category Percentage (%) 

Gender Female 68.5% 

 Male 29.8% 

 Others 1.7% 

Age Group 18–24 41.2% 

 25–30 35.6% 

 31–35 23.2% 

Primary Platform Instagram 52.4% 

 Facebook 33.1% 

 YouTube 10.6% 

 Others 3.9% 

This distribution confirms that the sample is representative of the target population of cosmetics consumers aged 18–35 

who actively engage with social media platforms. 

Correlation Analysis 

Pearson correlation coefficients were computed to evaluate relationships between key variables. 

Variables PI ATI TRU 

Purchase Intention (PI) 1.000 0.72 0.65 

Attitude Toward Influencer  1.000 0.69 

Trustworthiness (TRU)   1.000 
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Note: p < 0.01 

All relationships are significant at the 1% level, indicating strong positive correlations between influencer attributes and 

both attitude and purchase intention. 

4.5 Multiple Regression Analysis 

To identify which attributes, predict purchase intention, a multiple linear regression was performed. 

Dependent Variable: Purchase Intention 

Independent Variables: Trustworthiness, Expertise, Attractiveness 

Regression Model Summary 

● R² = 0.59 

● Adjusted R² = 0.58 

● F(5, 356) = 101.3, p < 0.001 

Coefficients Table 

Predictor Beta (β) t-value p-value 

Trustworthiness 0.25 4.13 < 0.001 

Expertise 0.18 3.60 < 0.001 

Attractiveness 0.08 1.74 0.081 

4.6 Interpretation: Trustworthiness, and expertise are the strongest predictors of purchase intention. Attractiveness, while 

positively related, is not statistically significant. 

4.7 Summary 

This finding offers the robust empirical evidence for the core assumption of this research expert and trust based influencer 

marketing significantly increases consumer purchase intention in the context of cosmetic industry. 

5. Findings 

 

5.1 Presence and Trust and Engagement What Plays the Key Role? 

Credibility was the second-best predictor. This is consistent with Source Credibility Theory, in particular with Ohanian’s 

model which values trust and expertise over attractiveness. Others who were considered genuine and trustworthy 

influencers are more closely connected with their followers and are consequently trusted more in product 

recommendations. 

 

5.2 Lack of Significance of Attractiveness 

First, in contrast to classic advertising beliefs, attractiveness did not emerge as an important predictor of purchase intention. 

Looks may get eyeballs on influencer content, but when it comes to makeup, it seems like the trust and value-based 

communication aspect that influences cosmetics purchases is what pays off the most for consumers. 

This is contrary to earlier claims by McGuire (1985) that attractive endorsers lead to higher degrees of persuasiveness. It 

is perhaps a sign that the pendulum has swung from aspirational beauty to relatability, and diversity. 
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6. Limitations of the Study 

1. There could have been social desirability bias or memory recall issues in self-reported data. 

2. Causality cannot be inferred due to the cross-sectional nature; longitudinal studies could provide more solid 

information. 

3. Our findings were generalizable to Instagram, Facebook, and YouTube. Results will not be applicable to other 

media or platforms. 

4. The sample was restricted to individuals aged 18–35 years, although relevant consumer behavior outside this 

range may have been excluded. 

7. Conclusions 

1. Credibility is the most significant predictor of purchase intention, implying an importance of credible influencer 

content that is real and transparent. 

2. Skill also heavily influences purchase behavior, which means that the more as a brand influencer connects with 

you, the more persuasive power inbuilt. 

3. Physical appearance did not predict engaging in sex, and this move away from attractiveness driven sexuality to 

value-based sexuality appears to be evident. 

4. The role of consumer attitudes towards influencer moderates the path from influencer cues to purchase intention. 
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