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ABSTRACT 
Influencer marketing, the practice of analyzing, identifying, and endorsing beauty 
influencers who represent the brand's clientele, is a contemporary trend in the digital 
landscape across several social media platforms, providing firms with the possibility to 
promote through social media influencers. The researchers conducted a quantitative 
analysis utilizing Pearson Product Moment Correlation to assess the effectiveness of 
social media influencers in the cosmetics and skincare industry on the purchase 
intentions of Indian consumers. This research is unique since it focuses on the rapidly 
developing and rising cosmetic and skincare sector within the Indian market. This study 
is distinguished by the lack of research in India, where social media influencers are 
integral to brand marketing and advertising strategies. The research has identified four 
primary hypotheses. The influencing elements for Generation Z Indian consumers 
encompass Trust, Perceived Credibility, Perceived Image, and Brand Attitude. The data 
collected indicates that all hypotheses had a strong link and positive association with 
purchasing intention. 
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1. INTRODUCTION 
The proliferation of social media influencers allows corporations to engage in the contemporary digital landscape, hence 
impacting brand advertising on social media, as companies increasingly utilize diverse influencer marketing strategies 
for their products. Implementing approaches that enable direct engagement with the target audience is cost-effective. 
Beauty is not confined by gender. As media and technology evolve, individuals have adjusted to the beauty and skincare 
sector. [39] Moreover, these alternatives have facilitated the expansion of social media influencer marketing, 
representing a significant transformation for organizations to enhance their brand. The increasing prevalence of 
influencer marketing has accelerated the expansion of the cosmetics and skincare business. [39] The attitudes and 
behaviors of consumers purchasing beauty and skincare goods are influenced by a set of variables, primarily three 
elements: physical and personal characteristics, marketing factors, and socio-cultural factors. Influencers serve as brand 
ambassadors to endorse brands via social media platforms. Consequently, engage more profoundly with their clientele. 
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Social media influencers have emerged as prominent endorsers for promotional methods. These influencers are 
renowned for endorsing numerous beauty products across social media platforms such as Facebook, Instagram, TikTok, 
and YouTube, having established their reputations as experts in the digital sphere. The cosmetics and personal care 
sector consistently evolves to offer consumers safe, sustainable, and creative goods. Evidence indicates that social media 
influencers exert a favourable influence on the online audiences' perceptions of beauty and lifestyle, often regarded as 
role models whose preferences, concepts, and attitudes merit admiration. [40] 
This study will primarily examine the efficacy of influencers in the cosmetic and skincare business on the purchasing 
intentions of Generation Z in India. The literature review discusses several supplementary research studies that elucidate 
factors impacting consumer purchasing intentions. The study approach will include data collection procedures and the 
presentation of the research idea. Finally, the data interpretation and discussion will be presented, followed by the 
conclusion and recommendations. 
 

2. OBJECTIVES OF THE STUDY 
• To collect data on the utilisation and frequency of social media platforms 
• To evaluate the perceived trustworthiness of influencers in the cosmetics and skincare business and its impact on 

consumers' purchase intentions towards a brand. 
• To compare customers' attitudes directly towards brands and influencers. 
• To formulate recommendations for the influencer marketing strategy in the cosmetics and skincare sector. 
 
HYPOSTASIS  

1.   H1.  The perceived credibility of the consumer to the cosmetics and skincare industry                    
2.   Influencer significantly affects their purchase intention towards a brand. 
3.  H2.  Consumers’ brand attitude directly influences the consumers’ purchase intention 
4. H3. Consumers’ trust in the cosmetics and skincare industry influencers directly impacts their purchase    

intention for the brand.  
 

LIMITATIONS OF THE STUDY 
• Sample size 
• Lack of available or reliable data 
• Lack of prior research studies on the topic 
• Measure used to collect the data 
• Self-reported data 
• Lack of time for given study 

 
LITERATURE REVIEW 
A. Cosmetics Influencer Marketing Beauty brands used social media as a crucial marketing tool early on [1]. Beauty is 
mostly visual, and influencer marketing shines in visual media [2]. The beauty sector is expected to reach $580 billion 
by 2027, growing 6% annually [3]. Ad agencies are creating varied beauty care product advertising methods to influence 
consumers' motivation [5]. According to Valentine [4], social media influencer marketing has proven effective for brand 
visibility and cosmetic and skin care product promotion [6].[7][8]. Beauty postings are most popular on Instagram, 
YouTube, and TikTok for social media marketing [1]. According to Abraham et al. [5], consumer confidence in influencer 
marketing depends on influencers' authenticity and honest product reviews. Sincere content influences target market 
purchases, and reputable influencers impact product recommendations. Influencer marketing promotes brands, but 
brands must choose reliable influencers. 
B. Consumer Perception of Influencers SMIs influence followers' perceptions, attitudes, beliefs, and behaviours [9]. 
Solomon [10] defines consumer behaviour as “the study of processes involved when individuals or groups select, buy or 
reject products, services, ideas or experiences to satisfy needs and desires”. Chaturvedi and Barbar [11] agree with 
Solomon that customer behaviour is the study of people, groups, or organisations' selection and rejection of products 
and services that suit their needs and wants. Many influencer marketing academics focus on authority, credibility, and 
social appeal, which are related to compliance, internalisation, and identification [12]. Credible endorsers usually 
improve consumer impressions [13]. Influencers provide more input than traditional media and develop direct ties and 
brand commitment. Consumers find personal brand recommendations by social media influencers (SMIs) more relevant 
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than celebrity endorsements [14]. They foster a sense of community and support among their like-minded audience [15]. 
Influencers change how consumers perceive and interact with brands. Consumers find SMIs more relatable and credible 
than celebrities. [16] Ki and Kim [17] say Social Media Influencers (SMIs) are taste and opinion leaders. This dual position 
encourages consumers to imitate influencers, prompting them to buy their products, services, or brands. Visual appeal, 
status, and competence in SMI content influence consumers' perceptions [17]. Van Eldik et al. [18] indicated that social 
media influencers' success depends on audience connection. Influencers' capacity to connect with followers is crucial to 
their credibility [19]. The match-up hypothesis—influencer-brand alignment—also affects influencer endorsement 
effectiveness [16][20]. How close or consistent the influencer is to the brand emphasises the necessity of a harmonious 
fit [16]. Schouten et al. [21] agree that including an endorser (influencer) in an ad does not guarantee success. The study 
found no interactions between product-endorser fit and endorser type for trustworthiness or knowledge. It shows that 
influencer likability may explain the link between endorser type and advertisement performance [21].  
C. Influencers Shaping Consumer Purchasing Behaviour Kotler and Keller [29] describe customer purchasing 
decisions as “problem definition, information search, alternative evaluation, purchase decision, and post-purchase 
behavior”. Companies must build trust, support, and goodwill along the consumer's purchase journey and understand 
their buying habits to influence these decisions. Consumer purchase behaviour is driven by cultural, social, personal, and 
psychological variables [29]. Influencers can motivate consumers to buy and feel good. Ki and Kim [5] observed a positive 
correlation between Social Media Influencers' (SMIs) influential activities and consumer responses. SMIs affect 
consumers' social sharing and purchasing behaviours by starting with good attitudes, then a drive to emulate, according 
to the study. When consumers established good views towards SMIs, they wanted to emulate their behaviours and 
preferences. Thus, this mimicry affected social Word-of-Mouth (sWOM) and customers' purchase intentions [40]. 
Informative Value and Purchase Intent SMI content's utility and informativeness also affect consumers' interactions with 
it. People interact more with valuable information. Erkan & Evans [30] found that SMIs' educational content increases 
purchasing intention. When followers respect and agree with the influencer's message, they process it thoroughly. This 
cognitive process involves people adopting the message's action (such as following an expert's advice) because it helps 
them solve problems, matches their values, or aligns with their orientations [24]. The Social Media Influencer Value 
Model by Lou and Yan [31] examined how customers' trust affects influencer marketing effectiveness by merging 
advertising value and source credibility. Their analysis indicated that followers trust branded content more when 
influencers are knowledgeable and credible. Trust affects brand awareness and purchasing intent. The results show that 
informative content greatly affects purchasing intentions, highlighting influencers' importance as information producers 
Male and female purchasing behavior towards cosmetic and skin care products 
Nayak, M.et al. (2023) found that cosmetics are part of South Indian women's daily grooming practice in a cross-sectional 
study from March 2021 to July 2022. Most women use cosmetics without knowing their adverse effects. Product use can 
cause adverse responses instantly or over time. Cosmetic adverse effects go unreported. Men are less prone to experience 
unfavourable reactions than women. Park, G. H.et al. (2018) found limited investigations on Asian cosmetic exposure 
despite daily chemical exposure. We investigated Koreans' cosmetics usage, including eye makeup, scents, colour 
makeups, hair, and nail care items. Online poll of 1,800 Koreans aged 15–59 (908 men and 892 women) from 5 
Metropolitan cities (Seoul, Incheon, Daejeon, Daegu, and Busan). Males used 7.1% (range: 0.0-46.3%) of overall 
cosmetics and females 30.7% (range: 1.0-82.8%). The most popular product in men was perfume (46.3%).  
E. Theoretical Framework :- This study report uses Kelman's Social Influence Theory [12]. This paradigm examines 
how influencers affect cosmetic and skin care product use in the social setting. Social, normative, and informational 
influence are fundamental elements in Social Influence Theory. Social influence describes how external variables affect 
consumers' cosmetic and skin care product attitudes and purchases, while normative influence measures influencers' 
conformance to social norms. Informational influence analyses how influencers change consumers' perceptions and 
choices by giving useful information and assistance. Influencer credibility, social proof, and identification with 
influencers are key components in this approach. Influencer credibility involves influencers' reliability, expertise, and 
attractiveness, while social proof shows influencers' product usage and its impact on product popularity. How much 
consumers relate to and identify with influencers affects their likelihood to buy advised cosmetics. According to the 
Social Influence Theory, people are influenced by their peers' behaviour, attitudes, and preferences. Influencers' 
normative impact shapes cosmetic product selections by conforming to social norms. Influencers also affect consumers' 
cosmetic product impressions and understanding through product suggestions and insights. Credibility, social proof, and 
identification with influencers all strengthen social impact on purchasing decisions. This theoretical framework assumes 
that consumers are social beings influenced by others, that social norms communicated through influencers significantly 
impact cosmetic product preferences and behaviours, and that influencer information helps consumers make informed 
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choices. This framework suggests that influencer credibility positively affects consumer cosmetic product purchasing 
behaviour, that social proof demonstrated through influencers' product usage affects cosmetic product popularity and 
desirability, and that influencer identification moderates social influence on cosmetic product purchasing behavior.  
 

3. RESEARCH METHODOLOGY 
Research methodology and systematic study in some field of knowledge which undertakes to facts of principles, the study 
is to analyst the effectiveness of influencer marketing among the students.  
• Research Design:- The researchers used a descriptive correlational design to further describe the variables and the 
relationships that occur naturally among them. Through a quantitative gathering of information, 
• Area of Study The study is under taken in Lucknow city  
• Sample Size Sample size measures the number of individual samples measured used in a survey as sample size of 100 
respondents was taken to conduct of study 
 • Data Collection the primary data was collected from 100 respondents using a structured questionnaire. Secondary 
data for his study was also collected through internet and journals on related topic.  
• Sample Technique .The sampling techniques used for the project is convenience sampling method convenience 
sampling is a type of nonprobability sampling method that releases data collection from population members who are 
available to participate in the study. 
Results and Discussion 
Gender  

Figure 1: Showing the percentage of the gender of both male and female from the responses. 

 
(Source: Author’s Creation) 

Table no.1 
Gender Responses 

MALE 30% 

FEMALE 70% 

Respondents were asked their gender in the poll. The statistics show 55.8% are male and 44.2% female. The graphic 
shows that gender does not affect selection probability.  
Age  

Figure 2: Showing the percentage of the age group for the responses. 

 
 
 
 

Table.2 
Age Group Respondent 

44%
56%

Gender
MALE

FEMALE

18-20yr, 
21%

21-30yr, 
40%

31-40yr, 
32%

above 40yr, 
7%

Respondent

18-20yr

21-30yr

31-40yr

above 40yr
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18-20yr 21% 

21-30yr 40% 

31-40yr 32% 

above 40yr 7% 

 
Table.2 shows that age is another important aspect in product sales. Candidate age range was also queried in the survey. 
The survey indicated that 40% of respondents are 21–30 years old. Additionally, persons aged 31-40 are deemed more 
important. Thus, the bulk of survey respondents are mid-aged and active. 

Figure 3: The types of social media platforms that the respondents use. 
(Source: Author’s Creation) 

 
Frequency and Percentage Distribution of Respondents in Terms of What Social Media Platforms Do They 
Followed Beauty Influencers  

Table 3. Frequency and Percentage Distribution of Respondents in Terms of What Social Media Platforms Do They 
Followed 

 Frequency  percentage 
Instagram  31 31% 
Youtube  24 24% 
Snap chat 18 18% 
Facebook  16 16% 
Twitter (X) 11 11% 

Table 3. displays the frequency and percentage of beauty influencers who follow which social media sites. Most (31%), 
followed them on Instagram.24% of respondents used YouTube, 18% used Snap chat, 16% used Facebook, and 11% 
followed beauty influencers on Twitter (X).  

Respondents’ Perceived Credibility on the Cosmetics and Skin Care Influencers  
Table 4. Respondents’ Perceived Credibility on the Cosmetics and Skin Care Influencers 

Statements  Weighted Mean  Verbal Interpretation  
I believe that the more followers an 
influencer has, the more authentic are 
his/her recommendations  

3.91  Agree  

I believe the Influencer's 
recommendations are more 
trustworthy when they are not being 
sponsored by the brand they are 
recommending  

4.17  Agree  

I perceive influencers as credible when 
their message in their post (on social 
media) is clear and persuasive  

4.13  Agree  

Overall Weighted Mean  4.07  Agree  
Legend: "(1.00-1.51) Strongly Disagree", "(1.51-2.50 ) Disagree", "(2.51-3.50) Neutral", "(3.51-4.50) Agree", "(4.51-5.00) 
Strongly Agree"  

 
Table 4 demonstrates if respondents trust cosmetics and skincare influencers, answering the first hypothesis. Overall, 
respondents agreed with the aforementioned statements with a weighted mean of 4.07. The highest weighted mean is 

Instagram
31%

Youtube
24%

Snap chat
18%

Facebook
16%

Twitter (X)
11%

Socail media platform usage

Instagram

Youtube

Snap chat

Facebook

Twitter (X)
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“I believe the Influencer's recommendations are more trustworthy when they are not being sponsored by the brand 
they are recommending” (4.17), while the lowest is “I believe that the more followers an influencer has, the more 
authentic are his/her recommendations” (3.91). All statements are understood as “Agree”, indicating respondents' 
preference for cosmetics and skincare influencer trustworthiness. 

Respondents’ Brand Attitude on the Cosmetics and Skin Care Influencers  
Table 5.Respondents’ Brand 
Attitude on the Cosmetics and 
Skin Care Influencers 
Statements  

Weighted Mean  Verbal Interpretation  

I perceive the brand as a quality 
brand based on the influencer 
who promotes them  

4.03  Agree  

If my favourite online personality 
recommends a brand, I am more 
likely to try it  

4.14  Agree  

I feel good about buying from a 
brand represented by a reputable 
influencer  

4.16  Agree  

Overall Weighted Mean  4.11  Agree  
Legend: "(1.00-1.51) Strongly Disagree", "(1.51-2.50 ) Disagree", "(2.51-3.50) Neutral", "(3.51-4.50) 
Agree", "(4.51-5.00) Strongly Agree"  

In relation to the second hypothesis, Table 5 shows the respondents’ brand attitudes toward cosmetics and skincare 
influencers. It is shown that overall, respondents agreed on the above statements with a weighted mean of 4.11. The 
statement with the highest weighted mean is “I feel good about buying from a brand represented by a reputable 
influencer” (4.16), while the statement with the least weighted mean is “I perceive the brand as a quality brand based 
on the influencer who promotes them.” (4.03). All of the statements are interpreted as “Agree”. The result implies 
respondents' preference on brand attitudes toward cosmetics and skincare influencers. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Table 5 illustrates respondents' views on cosmetics and skincare influencers for the fourth hypothesis. Overall, 
respondents agreed with the aforementioned statements with a weighted mean of 4.07. The statement with the highest 
weighted mean is “The appearance & content (i.e. the overall aesthetic, post content) on influencers post regarding the 
product/brand affects my decision in purchasing a product.” (4.18), while “I associate the influencer's image to the 
beauty brand he/she promotes” and “The beauty influencer impacts my perception towards the brand” had the lowest 
weighted means of 4.02. All statements mean “Agree”. This indicates respondents' views on cosmetics and skincare 
influencers 

 
 
 
 
 
 

Table 4. Respondents’ Perceived 
Image on the Cosmetics and Skin Care 
Influencers Statements  

Weighted Mean  Verbal Interpretation  

The beauty influencer impacts my 
perception of the brand  

4.02  Agree  

I associate the influencer's image with 
the beauty brand he/she promotes  

4.02  Agree  

The appearance & content (i.e. the 
overall aesthetic, post content) on 
influencers’ posts regarding the 
product/brand affects my decision in 
purchasing a product.  

4.18  Agree  

Overall Weighted Mean  4.07  Agree  
Legend: "(1.00-1.51) Strongly Disagree", "(1.51-2.50 ) Disagree", "(2.51-3.50) Neutral", "(3.51-4.50) Agree", "(4.51-5.00) 
Strongly Agree"  
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Respondents’ Perceived Image on the Cosmetics and Skin Care Influencers  

 
SUMMARY OF HYPOTHESES  
Table 5 shows that the 2nd and 3rd hypotheses, which relate to consumers' trust and brand attitude towards SMI, 
significantly affect their purchase intention and have a higher correlation than the rest. Because “digital native” or 
generation Z are very sceptical of influencers, especially their viewpoints, some brands or companies are very choosy in 
who they associate with. The first hypothesis, about perceived image and credibility, showed a high positive association. 
Just not as high as in the hypothesis. Findings suggest that cosmetics and skincare sector influencers' reputation, image, 
trust, and brand attitude affect respondents' purchase intention 
 

4 RESULT DISCUSSION 
PERCEIVED CREDIBILITY  
Survey respondents agreed on cosmetics and skincare industry influencer credibility. Most responders trust Influencers' 
recommendations more when they are not paid by the brand. Respondents also think influencers with more following 
provide more authentic suggestions. Respondents also trust influencers who communicate clearly and persuasively on 
social media. The results support the first hypothesis that perceived trustworthiness of cosmetics and skincare sector 
influencers affects respondents' purchasing intentions.  
Brand Attitude  
Most respondents feel comfortable buying from a respected influencer's brand. The influencer who promotes the brand 
also makes respondents think it's good. Respondents also agree that their favourite online personality's endorsement 
makes them more likely to try a brand. Respondents' brand views on cosmetics and skincare influencers. Regarding the 
second hypothesis, brand attitude towards cosmetics and skincare industry influencers is associated with respondents' 
purchase intention.  
TRUST  
Results show that most Indian Generation Z trusts organic reviews over company-controlled reviews. Based on content 
quality, respondents trust the influencer. They trust influencers' product reviews as much as beauty experts and 
professionals. Influencers who interact with their followers (answering enquiries, DM, launching pools, engaging) are 
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also trusted. According to the third hypothesis, customers' faith in cosmetics and skincare influencers affects their brand 
purchase intention. This suggests that trust boosts respondents' buying intentions. In their poll responses, they expressly 
trust influencers in buying decisions.  
 
PERCEIVED IMAGE  
According to the data, most respondents believed that influencers' posts on the product/brand's appearance and content 
affect their cosmetic product purchases. Furthermore, respondents correlate the beauty influencer's image with the 
beauty brand they support, influencing their brand perception. The image of cosmetics and skincare influencers strongly 
influenced purchase intention. This suggests a positive association between image and buying intent.  
 
IMPACTS OF COSMETICS AND SKINCARE INFLUENCERS  
The results suggest that most Indian Generation Z seeks influencer recommendations before buying. This suggests that 
respondents shop based on influencers and other variables. Respondents also felt more confidence buying a product 
after seeing their influencer recommend/use it. Influencer-recommended beauty products are also more likely to be 
purchased. 
 

5. CONCLUSION  
Since influencer marketing is the newest marketing tactic, most firms are using it efficiently. Influencer marketing is 
beneficial for cosmetic and skin care brand building. Females are more involved in this study than males since people 
believe cosmetic and skin care goods are more for women Park, g. h.et al. (2018). Responses are greatest among Gez-Z 
respondents. Respondents also use Instagram and YouTube more. Influencers with many followers and popularity are 
trusted more by respondents. They trust Influencers' suggestions more when they are not paid by the brand. They value 
non-sponsored posts, blogs, Vlogs, stories, etc. Respondents trust influencers more when their social media posts are 
clear and compelling. Since this study is for e-commerce users, marketers, and influencers, they may find ways to boost 
brand exposure, engagement, and profitability. Know Generation Z's social media platforms and communicate with 
cosmetic and skincare influencers to build influencer-to-consumer trust. 
 
CONFLICT OF INTERESTS  
None.   
 
ACKNOWLEDGMENTS 
None. 
 
REFERENCE 
 R. Schwarz, “Council Post: Why Social Media Marketing Will Only Become More Popular In The Beauty Industry In 2022,” 

Forbes, Feb. 15, 2022.  https://dx.doi.org/10.29121/shodhkosh.v5.i5.2024.2396 
 W. Geyser, “The State of Influencer Marketing in the Beauty Industry,” Influencer Marketing Hub, Sep. 19, 2022. 

https://influencermarketinghub.com/influencer-marketing-beauty-ind ustry/  
Mckinsey & Company, “The beauty market in 2023: A special State of Fashion report 

https://dx.doi.org/10.29121/shodhkosh.v5.i5.2024.2396  
O. Valentine, “How social media is reshaping the beauty industry,” We Are Social USA, Jul. 11, 2019. 

https://wearesocial.com/us/blog/2019/07/how-social-media-is-reshapi ng-the-beauty-industry/ 
J. S. E. Abraham, S. J. L. Floreto, M. I. B. Pagkalinawan, and A. E. Etrata, “Consumer Perception on Influencer Marketing 

Efforts of Brands in the Beauty and Cosmetics Industry,” International Journal of Social and Management Studies, 
vol. 3, no. 2, pp. 105–118, Feb. 2022, doi: https://doi.org/10.5555/ijosmas.v3i2.122. 

F. Nosita and T. Lestari, “The Influence of User Generated Content and Purchase Intention on Beauty Products,” 
papers.ssrn.com, Sep. 28, 2019. https://papers.ssrn.com/sol3/papers.cfm?abstract_id=3460995    

Hasman Abdul Manan, Shahira Ariffin, Tengku Sharifeleani Ratul Maknu, and Fatin Nabilah Zakaria, “Effects of Social 
Media Advertisements on Intention to Purchase Health and Beauty Products,” Journal of International Business, 
Economics and Entrepreneurship, vol. 5, no. 1, pp. 59–68, 2020, doi: https://doi.org/10.24191/jibe.v5i1.14293. 

https://www.granthaalayahpublication.org/Arts-Journal/index.php/ShodhKosh
https://dx.doi.org/10.29121/shodhkosh.v5.i5.2024.2396
https://dx.doi.org/10.29121/shodhkosh.v5.i5.2024.2396
https://dx.doi.org/10.29121/shodhkosh.v5.i5.2024.2396
https://dx.doi.org/10.29121/shodhkosh.v5.i5.2024.2396
https://dx.doi.org/10.29121/shodhkosh.v5.i5.2024.2396
https://dx.doi.org/10.29121/shodhkosh.v5.i5.2024.2396
https://dx.doi.org/10.29121/shodhkosh.v5.i5.2024.2396
https://dx.doi.org/10.29121/shodhkosh.v5.i5.2024.2396
https://dx.doi.org/10.29121/shodhkosh.v5.i5.2024.2396
https://dx.doi.org/10.29121/shodhkosh.v5.i5.2024.2396
https://dx.doi.org/10.29121/shodhkosh.v5.i5.2024.2396
https://dx.doi.org/10.29121/shodhkosh.v5.i5.2024.2396
https://dx.doi.org/10.29121/shodhkosh.v5.i5.2024.2396
https://dx.doi.org/10.29121/shodhkosh.v5.i5.2024.2396
https://dx.doi.org/10.29121/shodhkosh.v5.i5.2024.2396
https://dx.doi.org/10.29121/shodhkosh.v5.i5.2024.2396
https://papers.ssrn.com/sol3/papers.cfm?abstract_id=3460995
https://dx.doi.org/10.29121/shodhkosh.v5.i5.2024.2396
https://dx.doi.org/10.29121/shodhkosh.v5.i5.2024.2396
https://dx.doi.org/10.29121/shodhkosh.v5.i5.2024.2396
https://doi.org/10.24191/jibe.v5i1.14293


Shikha Singh, and Neelam Agrawal 

ShodhKosh: Journal of Visual and Performing Arts 895 
 

R. C. Dalziel and N. De Klerk, “Media and group influence on Generation Y consumers’ attitudes towards beauty products,” 
Spanish Journal of Marketing - ESIC, vol. ahead-of-print, no. ahead-of-print, Feb. 2021, doi: 
https://doi.org/10.1108/sjme-12-2019-0104 

Aspire, “The State of Influencer Marketing 2023 | Aspire,” www.aspire.io, 2023. https://www.aspire.io/guides/state-of-
influencer-marketing-2023 

M. R. Solomon, Consumer Behavior. Prentice Hall, 2009 
S. Chaturvedi and R. Barbar, “Impact of social media on consumer behavior,” Indian Journal of Research in Management, 

Business and Social Sciences, vol. 2, Art. no. 2, 2014. 
H. C. Kelman, “Compliance, identification, and internalization three processes of attitude change,” Journal of Conflict 

Resolution, vol. 2, no. 1, pp. 51–60, Mar. 1958, doi: https://doi.org/10.1177/002200275800200106. 
 R. E. Goldsmith, B. A. Lafferty, and S. J. Newell, “The Impact of Corporate Credibility and Celebrity Credibility on 

Consumer Reaction to Advertisements and Brands,” Journal of Advertising, vol. 29, no. 3, pp. 43–54, Oct. 2000, 
doi: https://doi.org/10.1080/00913367.2000.10673616.  

E. Djafarova and C. Rushworth, “Exploring the credibility of online celebrities’ Instagram profiles in influencing the 
purchase decisions of young female users,” Computers in Human Behavior, vol. 68, no. 1, pp. 1–7, Mar. 2017, doi: 
https://doi.org/10.1016/j.chb.2016.11.009. 

 O. Gautam and R. C. Jaitly, “Impact of social media influencers on customer engagement and brand perception,” 
International Journal of Internet Marketing and Advertising, vol. 15, no. 2, p. 220, 2021, doi: 
https://doi.org/10.1504/ijima.2021.10036969 

M. De Veirman, V. Cauberghe, and L. Hudders, “Marketing Through Instagram Influencers : The Impact of Number of 
Followers and Product Divergence on Brand Attitude,” International Journal of Advertising, vol. 36, no. 5, pp. 
798–828, Jul. 2017, doi: https://doi.org/10.1080/02650487.2017.1348035. 

C. Ki and Y. Kim, “The mechanism by which social media influencers persuade consumers : The role of consumers’ desire 
to mimic,” Psychology & Marketing, vol. 36, no. 10, pp. 905–922, Aug. 2019, doi: 
https://doi.org/10.1002/mar.21244. 

O. Gautam and R. C. Jaitly, “Impact of social media influencers on customer engagement and brand perception,” 
International Journal of Internet Marketing and Advertising, vol. 15, no. 2, p. 220, 2021, doi: 
https://doi.org/10.1504/ijima.2021.10036969.   

A. K. van Eldik, J. Kneer, R. O. Lutkenhaus, and J. Jansz, “Urban Influencers : An Analysis of Urban Identity in YouTube 
Content of Local Social Media Influencers in a Super-Diverse City,” Frontiers in Psychology, vol. 10, Dec. 2019, 
doi: https://doi.org/10.3389/fpsyg.2019.02876. 

M. A. Kamins, “An Investigation into the ‘Match-up’ Hypothesis in Celebrity Advertising : When Beauty May Be Only Skin 
Deep,” Journal of Advertising, vol. 19, no. 1, pp. 4–13, Mar. 1990. 

A. P. Schouten, L. Janssen, and M. Verspaget, “Celebrity vs. Influencer endorsements in advertising : the role of 
identification, credibility, and Product-Endorser fit,” International Journal of Advertising, vol. 39, no. 2, pp. 258–
281, Jul. 2019, doi: https://doi.org/10.1080/02650487.2019.1634898. 

P. van Esch, D. Arli, J. Castner, N. Talukdar, and G. Northey, “Consumer attitudes towards bloggers and paid blog 
advertisements : what’s new?,” Marketing Intelligence & Planning, vol. 36, no. 7, pp. 778–793, Oct. 2018, doi: 
https://doi.org/10.1108/mip-01-2018-0027.   

E. Moon and S. Han, “A qualitative method to find influencers using similarity-based approach in the blogosphere,” 
International Journal of Social Computing and Cyber-Physical Systems, vol. 1, no. 1, p. 56, 2011, doi: 
https://doi.org/10.1504/ijsccps.2011.043604.  

R. Sánchez-Fernández and D. Jiménez-Castillo, “How social media influencers affect behavioural intentions towards 
recommended brands: the role of emotional attachment and information value,” Journal of Marketing 
Management, vol. 37, no. 11–12, pp. 1–25, Jan. 2021, doi: https://doi.org/10.1080/0267257x.2020.1866648. 

R. Ladhari, E. Massa, and H. Skandrani, “YouTube vloggers’ popularity and influence: The roles of homophily, emotional 
attachment, and expertise,” Journal of Retailing and Consumer Services, vol. 54, p. 102027, May 2020, doi: 
https://doi.org/10.1016/j.jretconser.2019.102027. 

H. C. Kelman, “Interests, Relationships, Identities: Three Central Issues for Individuals and Groups in Negotiating Their 
Social Environment,” Annual Review of Psychology, vol. 57, no. 1, pp. 1–26, Jan. 2006. 

 J. S. Lim, M.-J. Choe, J. Zhang, and G.-Y. Noh, “The role of wishful identification, emotional engagement, and parasocial 
relationships in repeated viewing of live-streaming games: A social cognitive theory perspective,” Computers in 
Human Behavior, vol. 108, p. 106327, Jul. 2020, doi: https://doi.org/10.1016/j.chb.2020.106327.  

https://www.granthaalayahpublication.org/Arts-Journal/index.php/ShodhKosh
https://dx.doi.org/10.29121/shodhkosh.v5.i5.2024.2396
https://dx.doi.org/10.29121/shodhkosh.v5.i5.2024.2396
https://dx.doi.org/10.29121/shodhkosh.v5.i5.2024.2396
https://dx.doi.org/10.29121/shodhkosh.v5.i5.2024.2396
https://dx.doi.org/10.29121/shodhkosh.v5.i5.2024.2396
https://dx.doi.org/10.29121/shodhkosh.v5.i5.2024.2396
https://dx.doi.org/10.29121/shodhkosh.v5.i5.2024.2396
https://dx.doi.org/10.29121/shodhkosh.v5.i5.2024.2396
https://dx.doi.org/10.29121/shodhkosh.v5.i5.2024.2396
https://dx.doi.org/10.29121/shodhkosh.v5.i5.2024.2396
https://dx.doi.org/10.29121/shodhkosh.v5.i5.2024.2396
https://dx.doi.org/10.29121/shodhkosh.v5.i5.2024.2396
https://dx.doi.org/10.29121/shodhkosh.v5.i5.2024.2396
https://dx.doi.org/10.29121/shodhkosh.v5.i5.2024.2396
https://dx.doi.org/10.29121/shodhkosh.v5.i5.2024.2396
https://dx.doi.org/10.29121/shodhkosh.v5.i5.2024.2396
https://dx.doi.org/10.29121/shodhkosh.v5.i5.2024.2396
https://dx.doi.org/10.29121/shodhkosh.v5.i5.2024.2396
https://dx.doi.org/10.29121/shodhkosh.v5.i5.2024.2396
https://dx.doi.org/10.29121/shodhkosh.v5.i5.2024.2396
https://dx.doi.org/10.29121/shodhkosh.v5.i5.2024.2396
https://dx.doi.org/10.29121/shodhkosh.v5.i5.2024.2396
https://dx.doi.org/10.29121/shodhkosh.v5.i5.2024.2396
https://dx.doi.org/10.29121/shodhkosh.v5.i5.2024.2396
https://dx.doi.org/10.29121/shodhkosh.v5.i5.2024.2396
https://dx.doi.org/10.29121/shodhkosh.v5.i5.2024.2396
https://dx.doi.org/10.29121/shodhkosh.v5.i5.2024.2396
https://dx.doi.org/10.29121/shodhkosh.v5.i5.2024.2396
https://dx.doi.org/10.29121/shodhkosh.v5.i5.2024.2396
https://dx.doi.org/10.29121/shodhkosh.v5.i5.2024.2396
https://dx.doi.org/10.29121/shodhkosh.v5.i5.2024.2396
https://dx.doi.org/10.29121/shodhkosh.v5.i5.2024.2396
https://doi.org/10.1504/ijima.2021.10036969
https://dx.doi.org/10.29121/shodhkosh.v5.i5.2024.2396
https://dx.doi.org/10.29121/shodhkosh.v5.i5.2024.2396
https://dx.doi.org/10.29121/shodhkosh.v5.i5.2024.2396
https://dx.doi.org/10.29121/shodhkosh.v5.i5.2024.2396
https://dx.doi.org/10.29121/shodhkosh.v5.i5.2024.2396
https://dx.doi.org/10.29121/shodhkosh.v5.i5.2024.2396
https://dx.doi.org/10.29121/shodhkosh.v5.i5.2024.2396
https://dx.doi.org/10.29121/shodhkosh.v5.i5.2024.2396
https://dx.doi.org/10.29121/shodhkosh.v5.i5.2024.2396
https://dx.doi.org/10.29121/shodhkosh.v5.i5.2024.2396
https://dx.doi.org/10.29121/shodhkosh.v5.i5.2024.2396
https://dx.doi.org/10.29121/shodhkosh.v5.i5.2024.2396
https://doi.org/10.1108/mip-01-2018-0027
https://dx.doi.org/10.29121/shodhkosh.v5.i5.2024.2396
https://dx.doi.org/10.29121/shodhkosh.v5.i5.2024.2396
https://doi.org/10.1504/ijsccps.2011.043604
https://dx.doi.org/10.29121/shodhkosh.v5.i5.2024.2396
https://dx.doi.org/10.29121/shodhkosh.v5.i5.2024.2396
https://dx.doi.org/10.29121/shodhkosh.v5.i5.2024.2396
https://doi.org/10.1080/0267257x.2020.1866648
https://dx.doi.org/10.29121/shodhkosh.v5.i5.2024.2396
https://dx.doi.org/10.29121/shodhkosh.v5.i5.2024.2396
https://doi.org/10.1016/j.jretconser.2019.102027
https://dx.doi.org/10.29121/shodhkosh.v5.i5.2024.2396
https://dx.doi.org/10.29121/shodhkosh.v5.i5.2024.2396
https://dx.doi.org/10.29121/shodhkosh.v5.i5.2024.2396
https://dx.doi.org/10.29121/shodhkosh.v5.i5.2024.2396
https://dx.doi.org/10.29121/shodhkosh.v5.i5.2024.2396


The Impact of Social Media Influencers on Generation Z's Purchase Intentions in the Cosmetic and Skincare Industry 

ShodhKosh: Journal of Visual and Performing Arts 896 
 

K. Sokolova and H. Kefi, “Instagram and YouTube bloggers promote it, why should I buy ? How credibility and parasocial 
interaction influence purchase intentions,” Journal of Retailing and Consumer Services, vol. 53, no. 1, Jan. 2020, 
doi: https://doi.org/10.1016/j.jretconser.2019.01.011. 

P. Kotler and K. L. Keller, A framework for marketing management., 6th ed. Boston : Pearson, 2016. 
I. Erkan and C. Evans, “The Influence of eWOM in Social Media on Consumers’ Purchase intentions: an Extended Approach 

to Information Adoption,” Computers in Human Behavior, vol. 61, no. 1, pp. 47–55, Aug. 2016, doi: 
https://doi.org/10.1016/j.chb.2016.03.00 

S. Zak and M. Hasprova, “The role of influencers in the consumer decision-making process,” SHS Web of Conferences, vol. 
74, no. 03014, p. 03014, 2020, doi: https://doi.org/10.1051/shsconf/20207403014. 

[72] I. Digest, “How is Influencer Marketing Changing the Beauty Industry ?” Influence Digest, Dec. 08, 2022. 
https://dx.doi.org/10.29121/shodhkosh.v5.i5.2024.2396 

S. Riaz, M. Ansar, H. Sajjad, A. Shabbir, and S. U. Khan, “Effect of Influencer Marketing and Peer Pressure on Compulsive 
Buying Behavior through Panic Behavior Disorder : Empirical Evidence from Cosmetic Industry of Pakistan,” 
Journal of Policy Research, vol. 9, no. 1, Apr. 2023, doi: https://doi.org/10.5281/zenodo.7964003. 

T. Hennig-Thurau, C. Wiertz, and F. Feldhaus, “Does Twitter matter ? The impact of microblogging word of mouth on 
consumers’ adoption of new movies,” Journal of the Academy of Marketing Science, vol. 43, no. 3, pp. 375–394, 
Jun. 2014, doi: https://doi.org/10.1007/s11747-014-0388-3. 

https://dx.doi.org/10.29121/shodhkosh.v5.i5.2024.2396 
K. Chitrakorn, “The big influencer trust issue — and the beauty brands trying to save it,” Vogue Business, Feb. 23, 2022. 

https://www.voguebusiness.com/beauty/the-big-influencer-trust-issueand-the-beauty-brands-trying-to-save-
it 

Nayak, M., Prabhu, S. S., Sreedhar, D., Muragundi, P. M., Janodia, M. D., & Ligade, V. S. (2023). Awareness level regarding 
adverse reactions caused by cosmetic products among Indian women : A cross-sectional study. Journal of 
Cutaneous and Aesthetic Surgery, Publish Ahead of Print. https://doi.org/10.4103/jcas.jcas_164_22 

Park, G. H., Nam, C., Hong, S., Park, B., Kim, H., Lee, T., Kim, K., Lee, J. H., & Kim, M. H. (2018b). Socioeconomic factors 
influencing cosmetic usage patterns. Journal of Exposure Science & Environmental Epidemiology/Journal of 
Exposure Science and Environmental Epidemiology, 28(3), 242–250. https://doi.org/10.1038/jes.2017.20 

Wischhover, C. (2018, September 18). “Natural” beauty products are huge now because of a fear of chemicals. Vox. 
https://dx.doi.org/10.29121/shodhkosh.v5.i5.2024.2396 

Krywalski Santiago, J., & Moreira Castelo, I. (2020). Digital influencers : An exploratory study of influencer marketing 
campaign process on Instagram. Online Journal of Applied Knowledge Management, 8(2), 31-52. 
https://doi.org/10.36965/ojakm.2020.8(2)31-52    

 

https://www.granthaalayahpublication.org/Arts-Journal/index.php/ShodhKosh
https://dx.doi.org/10.29121/shodhkosh.v5.i5.2024.2396
https://dx.doi.org/10.29121/shodhkosh.v5.i5.2024.2396
https://dx.doi.org/10.29121/shodhkosh.v5.i5.2024.2396
https://dx.doi.org/10.29121/shodhkosh.v5.i5.2024.2396
https://dx.doi.org/10.29121/shodhkosh.v5.i5.2024.2396
https://dx.doi.org/10.29121/shodhkosh.v5.i5.2024.2396
https://dx.doi.org/10.29121/shodhkosh.v5.i5.2024.2396
https://dx.doi.org/10.29121/shodhkosh.v5.i5.2024.2396
https://dx.doi.org/10.29121/shodhkosh.v5.i5.2024.2396
https://dx.doi.org/10.29121/shodhkosh.v5.i5.2024.2396
https://dx.doi.org/10.29121/shodhkosh.v5.i5.2024.2396
https://dx.doi.org/10.29121/shodhkosh.v5.i5.2024.2396
https://dx.doi.org/10.29121/shodhkosh.v5.i5.2024.2396
https://dx.doi.org/10.29121/shodhkosh.v5.i5.2024.2396
https://dx.doi.org/10.29121/shodhkosh.v5.i5.2024.2396
https://dx.doi.org/10.29121/shodhkosh.v5.i5.2024.2396
https://dx.doi.org/10.29121/shodhkosh.v5.i5.2024.2396
https://dx.doi.org/10.29121/shodhkosh.v5.i5.2024.2396
https://dx.doi.org/10.29121/shodhkosh.v5.i5.2024.2396
https://dx.doi.org/10.29121/shodhkosh.v5.i5.2024.2396
https://dx.doi.org/10.29121/shodhkosh.v5.i5.2024.2396
https://dx.doi.org/10.29121/shodhkosh.v5.i5.2024.2396
https://dx.doi.org/10.29121/shodhkosh.v5.i5.2024.2396
https://dx.doi.org/10.29121/shodhkosh.v5.i5.2024.2396
https://dx.doi.org/10.29121/shodhkosh.v5.i5.2024.2396
https://dx.doi.org/10.29121/shodhkosh.v5.i5.2024.2396
https://dx.doi.org/10.29121/shodhkosh.v5.i5.2024.2396
https://dx.doi.org/10.29121/shodhkosh.v5.i5.2024.2396
https://dx.doi.org/10.29121/shodhkosh.v5.i5.2024.2396
https://dx.doi.org/10.29121/shodhkosh.v5.i5.2024.2396
https://dx.doi.org/10.29121/shodhkosh.v5.i5.2024.2396
https://dx.doi.org/10.29121/shodhkosh.v5.i5.2024.2396
https://dx.doi.org/10.29121/shodhkosh.v5.i5.2024.2396
https://dx.doi.org/10.29121/shodhkosh.v5.i5.2024.2396
https://dx.doi.org/10.29121/shodhkosh.v5.i5.2024.2396
https://dx.doi.org/10.29121/shodhkosh.v5.i5.2024.2396
https://dx.doi.org/10.29121/shodhkosh.v5.i5.2024.2396
https://doi.org/10.36965/ojakm.2020.8(2)31-52

