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ARTICLE DETAILS ABSTRACT

Research Paper The cosmetics sector in India has seen a dramatic change in marketing
Received: 18-05-2026 strategies due to the quick development of digital technologies.
Accepted: 24-06-2026 Influencers on social media have been important forces behind this
Published: 15-07-2026 change, pushing skincare and cosmetics through accessible and
Keywords: interesting content. Influencer marketing, in contrast to traditional
Influencer Marketing, advertising, emphasises genuineness, trust, and direct communication
Digital Transformation, with customers on social media sites like YouTube and Instagram.
Cosmetic Industry, Influencers assist in raising brand awareness and sway consumer
Consumer Behaviour, decisions by sharing product reviews, guides, and firsthand accounts.
Social Media This study investigates the influence of social media influencers on

consumer behaviour and their role in the digital transformation of
cosmetic marketing in India. According to the results, influencer
marketing has emerged as a successful tactic for raising brand
awareness, customer involvement, and market competitiveness in the

rapidly changing digital environment.

INTRODUCTION

The widespread use of digital technology, increased disposable income, and growing awareness of beauty

have all contributed to India's cosmetics industry's recent explosive rise. The way cosmetic brands interact
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with consumers has changed as a result of the transition from traditional advertising to digital channels.
Social media sites like Facebook, YouTube, and Instagram have grown in importance as marketing avenues
for skincare and cosmetics. Social media influencers are vital in our digital world because they share
product reviews, beauty tips, and first-hand accounts that affect consumers' opinions and decisions to buy.
In order to increase brand awareness, foster trust, and successfully reach their target demographic in a

fiercely competitive market, many Indian cosmetic businesses are increasingly working with influencers.
OBJECTIVES

e To study the growing role of social media influencers in India’s cosmetic marketing.
e To understand how influencers promote cosmetic products through platforms like Instagram and

YouTube.

e To analyse the influence of social media influencers on consumers’ cosmetic purchase decisions.
STATEMENT OF THE PROBLEM

The Indian cosmetics industry's marketing methods have changed due to the quick development of digital
technologies. Influencers on social media sites like YouTube and Instagram are increasingly being used by
beauty companies to market their goods and connect with potential customers. However, little is known
about how influencer marketing affects Indian consumers' purchasing decisions and contributes to the
digital transformation of cosmetic marketing. Thus, the purpose of this study is to investigate the function

and influence of social media influencers in the Indian cosmetics industry.
REVIEW OF LITERATURE

1. Chaturvedi and Sangwan (2025)
Chaturvedi and Sangwan (2025) investigated how customer purchasing intention was affected by
influencer traits such knowledge, attractiveness, trustworthiness, and content quality. The study also
looked at how consumer involvement and perceived credibility function as mediators in influencer
marketing. Customers are more likely to trust influencers that offer genuine and educational product
material, according to the research. In areas like beauty and cosmetics, where visual presentation and
personal recommendations are crucial, the study highlighted that influencer credibility and interaction

with followers greatly enhance brand perception and impact purchase decisions.
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2. George et al.(2025)

A comprehensive evaluation of the research on the effect of social media influencer marketing on
customer purchase intention was carried out by George et al. in 2025. Important elements such
influencer credibility, authenticity, engagement level, and brand-influencer fit were found after the study
examined a number of earlier studies. The study came to the conclusion that influencer marketing has
developed into a potent digital communication tool, particularly in sectors like fashion and cosmetics
where peer recommendations and aesthetic appeal significantly impact customer behaviour.

3. Mane and Aggarwal (2025)
Mane and Aggarwal (2025) conducted an empirical study to examine the impact of social media
marketing with special reference to influencer marketing in the cosmetic industry. The study found that
influencer credibility, trustworthiness, and content authenticity significantly affect consumer attitudes
and purchase intentions. The research also highlighted that social media platforms enable brands to
connect with consumers more effectively compared to traditional advertising methods. The findings
emphasized that influencer marketing helps cosmetic brands increase brand awareness, customer
engagement, and product acceptance among Indian consumers.

4. Shadiya and Chitra (2025)
Shadiya and Chitra (2025) looked into how social media influencers affected Indian consumers' online
purchasing decisions. The study concentrated on how consumer perceptions and decision-making are
impacted by influencer-generated material, such as product reviews, tutorials, and cosmetic advice. The
results showed that follower connection, perceived authenticity, and influencer engagement are critical
factors in fostering customer confidence. According to the study's findings, influencer marketing has
emerged as a very successful marketing tactic for cosmetic companies aiming to attract young, tech-
savvy Indian consumers.

5. Singh and Agrawal (2024)
Singh and Agrawal (2024) investigated how Generation Z customers in India's skincare and cosmetics
sector are influenced by social media influencers. According to the study, consumer purchase intentions
are greatly influenced by influencers' and followers' emotional connection, trust, and credibility.
Influencer recommendations are preferred by Generation Z consumers over traditional marketing,
according to the report. According to the study's findings, influencer marketing has a significant impact
on young consumers' product preferences and beauty trends.

6. Chaumal and Mahajan (2024)
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Chaumal and Mahajan (2024) studied the impact of social media marketing on the Indian cosmetics
sector. According to the survey, social media platforms have drastically altered how cosmetic companies
interact with their customers. Through reviews, tutorials, and interactive content, influencers assist firms
in promoting their products, raising consumer awareness and engagement. According to the study's
findings, influencer marketing is now a crucial part of digital marketing plans for the Indian beauty

sector.
RESEARCH METHODOLOGY

Research Design is the study that adopts a descriptive and analytical research design, and it is based on a
conceptual and review-based nature. The research approach is qualitative research approach. The type of
data is secondary data. The sources of data are Peer-reviewed academic journals, Research articles &

publication
THEORETICAL FRAMEWORK

1. Use digital promotion instead of traditional marketing
In the past, traditional advertising techniques, including print media, television ads, and celebrity
endorsements, were the primary means of promotion for cosmetic goods in India. Online promotion is
now the focus of marketing tactics due to the growth of digital platforms. Influencers on social media
now use digital content to promote cosmetics, increasing the interactivity and accessibility of marketing.

2. Social Media Platforms' Ascent Social media sites like Facebook, YouTube, and Instagram have
developed into effective marketing avenues for cosmetic companies. Influencers use these channels to
provide skincare regimens, cosmetics demos, product evaluations, and beauty tutorials to help
consumers better understand items.

3. Building Consumer Trust and Authenticity.
Influencer marketing seems more genuine and intimate than traditional advertising. Influencers
frequently share their actual cosmetic product experiences, which fosters trust among their followers.
Before attempting new skincare or cosmetic products, consumers frequently rely on recommendations
from influencers.

4. Source Credibility Theory.
According to this hypothesis, information from reputable and trustworthy sources is more likely to be
trusted and accepted. When it comes to influencer marketing, consumers are more likely to trust product
recommendations from influencers they consider to be informed, trustworthy, and experienced. Social

Influence Theory: This theory describes how members of society have an impact on people's beliefs and
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actions. Influencers on social media serve as opinion leaders with the power to mould customer attitudes
and preferences around cosmetics.

5. Electronic Word-of-Mouth (e-WOM)Theory
Online reviews, remarks, and suggestions posted by users on digital platforms are referred to as e-WOM.
By sharing their experiences with cosmetics, influencers help spread electronic word-of-mouth (e-
WOM), which might affect other customers' decisions to buy.

6. Digital Marketing Transformation Concept
This idea clarifies how companies switch from conventional to digital marketing strategies. Influencer
partnerships on social media sites like YouTube and Instagram have become crucial tools for cosmetic

businesses to market their products.
ANALYSIS

According to the survey, social media influencers are crucial to the marketing of cosmetics in India.
Influencer marketing is a growing strategy used by many cosmetic companies to advertise their goods
online. Influencers assist consumers in understanding cosmetic products by sharing their personal
experiences, skincare regimens, makeup tips, and product evaluations. Influencer marketing in the beauty
sector now heavily relies on platforms like YouTube and Instagram. Influencers may showcase product
usage and outcomes thanks to these platforms' visual format, which raises customer interest and
engagement. Consumer perceptions of cosmetic brands are largely influenced by influencer reputation,
genuineness, and connection with followers. Influencers who offer frank evaluations and practical beauty
advice are generally trusted by consumers. Because of this, influencer marketing has emerged as a
successful tactic for cosmetic firms looking to reach their target demographic and raise brand awareness in

the digital age.
FINDINGS

Influencers on social media have grown to be a crucial marketing tool in the Indian cosmetics sector,

assisting companies in expanding their digital reach.

Influencers can share product evaluations, videos, and beauty advice with consumers on platforms like

YouTube and Instagram, which are crucial to influencer marketing.

Consumer awareness and trust of cosmetic brands are significantly influenced by influencers' authenticity,

reputation, and interaction with followers.
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When trusted social media influencers advocate or display cosmetic items, consumers are more inclined to

buy them.

In general, influencer marketing has improved brand visibility, consumer interaction, and contemporary

promotional techniques, all of which have led to the digital transformation of cosmetic marketing in India.
CONCLUSION

The study also shows that consumer perceptions are significantly shaped by the authenticity and credibility
of influencers. Influencers who offer frank thoughts and helpful information regarding cosmetics are
typically trusted by consumers. Influencer marketing thereby affects consumer purchasing intentions in
addition to raising brand awareness. These results lend credence to the notion that influencer partnerships

and internet platforms are becoming crucial elements of contemporary cosmetic marketing tactics in India.
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