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1. [bookmark: _Toc172548590]Introduction
1.1. [bookmark: _Toc172548591]Study Background
The beauty market in India has grown significantly over the last decade, owing to rising disposable incomes, changing lifestyles, and the influence of social media. The market is distinguished by the presence of both local and international brands, which compete aggressively for consumer attention. Local brands prioritise traditional components and cultural significance, whereas global brands rely on international trends and modern formulations (Sharma et al., 2022). This competitive environment is exacerbated by the rapid rise of social media, which has transformed marketing techniques and consumer relationships (Ali and Naushad, 2023).
Social media influencers have emerged as key players in brand promotion, using their massive followings to influence customer preferences. These influencers, which range from celebrities to micro-influencers, have a tremendous impact on the beauty business by setting trends and customer perceptions through engaging content and personal endorsements (Fitriati and Madu Siwi, 2022). The effectiveness of influencer marketing stems from its capacity to instill trust and relatability in followers, which traditional advertising frequently lacks (Saima and Khan, 2020).
The introduction of internet platforms has changed consumer behaviour in the beauty industry. Social media not only serves as a medium for brand involvement, but also allows users to share their experiences and opinions, influencing others' purchasing decisions (Dutta and Bhattacharya, 2023). This transformation has made it critical for brands to have a robust online presence and actively engage with their target audience. According to research, social media marketing can boost brand equity and consumer loyalty by creating a sense of community and personalised connection (Godey et al., 2016).
The competition between local and multinational beauty companies in India is heating up, with each attempting to capture the interests of a varied client base. Local brands are frequently seen as more inexpensive and culturally relevant, whereas global brands are connected with quality and status (Alam et al., 2022). The presence of social media has exacerbated these misconceptions, as influencers play an important role in promoting the distinguishing features of both local and global products.
Despite the rising quantity of studies on social media marketing, there is still a lack of understanding about its unique impact on customer choices for beauty companies in India. Most studies have concentrated on general consumer behaviour or specific product categories, indicating the need for more tailored research on beauty items (Thakur, Roy and Ray, 2020). This study aims to fill that gap by examining how social media influencers affect consumer choices between local and global beauty brands, providing valuable insights for marketers and brand strategists.
1.2. [bookmark: _Toc172548592]Aim and Objectives
The primary aim of this study is to investigate how social media influencers affect consumer preferences for local versus global beauty brands in India. The specific objectives are:
· To analyze the influence of social media influencers on the purchasing decisions of Indian consumers regarding beauty products.
· To compare consumer perception of local beauty brands versus global beauty brands influenced by social media.
· To identify the key factors promoted by social media influencers that drive consumer preference towards beauty brands.
· To evaluate the demographic characteristics of Indian consumers who are most influenced by social media influencers in their beauty product choices.


2. [bookmark: _Toc172548593]Literature Review
2.1. [bookmark: _Toc172548594]Introduction to Influencer Marketing
As a result of the proliferation of social media platforms, influencer marketing has experienced a surge, which has revolutionised the conventional techniques of advertising. People who have a significant number of followers on social media are known as influencers, and they have become increasingly important in the process of changing consumer preferences, notably in the beauty business. Their capacity to generate relatable content and interact with audiences in a personal manner renders them effective in the promotion of products and the modification of purchasing behaviours (Schivinski and Dabrowski, 2016). The beauty industry, known for its visually-oriented nature, greatly profits from influencer endorsements. Influencers frequently showcase product usage and advantages through captivating content, resulting in substantial benefits (Fitriati and Madu Siwi, 2022).
2.2. [bookmark: _Toc172548595]Impact of Influencers on Consumer Behaviour
Influencers on social media have the ability to change the attitudes and behaviours of consumers by virtue of the trustworthiness and credibility that they represent. According to Godey et al. (2016), consumers frequently view influencers as more genuine and trustworthy than traditional marketing, which increases the influence that influencers have on the decisions that consumers make regarding their purchases. As an illustration, successful influencer campaigns in the beauty industry, such as those run by brands such as Dior and Gucci, indicate how influencers may greatly increase the preference and loyalty of customers towards a particular brand (Thakur, Roy and Ray, 2020). Additionally, the direct interaction and personalised content that influencers provide contribute to the development of more robust affective connections with the audience (Rathnayake and Lakshika, 2023).
2.3. [bookmark: _Toc172548596]Global vs. Local Beauty Brands
One of the most important factors that influences consumer perception and choice is the distinction between local and global beauty brands. Local brands frequently place an emphasis on cultural significance and regional authenticity, whereas global companies capitalise on their international status and extensive recognition (Miocevic, Brečić and Zdravkovic, 2021). There are a number of aspects that influence the choices of consumers, including the heritage of the brand, perceptions of quality, and the ability of the brand to resonate with local values. Local brands place a greater emphasis on cultural congruence, whilst global companies place a greater emphasis on innovation and worldwide appeal (Kim, Moon and Iacobucci, 2019). Market positioning strategies continue to differ appropriately.
2.4. [bookmark: _Toc172548597]Influencer Marketing in India
The beauty industry and the social media ecosystem in India both have their own distinct characteristics. Komal Pandey and Malvika Sitlani are two prominent Indian beauty influencers who have garnered big followings, which has had a considerable impact on the preferences and behaviours of consumers (Mishra and Tyagi, 2015). Traditional beauty standards and the growing popularity of Western beauty trends are two examples of the cultural and social elements that have an impact on the beauty industry in India. When it comes to addressing a wide range of populations across the country, social media channels such as Instagram and YouTube are highly beneficial (Kaur and Kumar, 2020).
2.5. [bookmark: _Toc172548598]Rationale and Research Gaps
There are still gaps in our understanding of the impact that influencer marketing has on consumer choices for local versus global beauty companies in India, despite the significant study that has been conducted on the topic. The majority of the research that are now available concentrate on general consumer behaviour or particular product categories, but they do not address the nuanced distinctions in preferences regarding the provenance of brands (Wang and Lee, 2021). This research is extremely important in the current market situation, which is characterised by the coexistence of increased global brand penetration and the rise of local brands, resulting in a consumer landscape that is complex. It is possible for brands to improve the effectiveness of their marketing strategy by better understanding these dynamics (Dhingra, 2023). 

3. [bookmark: _Toc172548599]Methodology
3.1. [bookmark: _Toc172548600]Research Design
This study will utilise a quantitative research approach, which is considered suitable for investigating the impact of social media influencers on customer choices for local versus multinational cosmetic companies in India. The quantitative method enables the gathering of numerical data and the utilisation of statistical analysis to detect patterns and correlations (Creswell and Creswell, 2017). The study will be guided by the research philosophy of positivism, which asserts that knowledge is obtained from observable and quantifiable facts (Bell, Bryman and Harley, 2022). The philosophy is in line with the study's goal of scientifically quantifying the influence of influencers on consumer behaviour using measurable data.
3.2. [bookmark: _Toc172548601]Data Collection
Data collection will be carried out via structured surveys sent through online social media sites such as Instagram, Facebook, and Twitter. The selection of these platforms is based on their extensive adoption by Indian consumers and their pertinence to the research's emphasis on social media influencers (Kaplan and Haenlein, 2010). The survey method is favoured because to its capacity to rapidly and effectively reach a broad and varied sample (Dillman, Smyth and Christian, 2014). The structured questionnaire will comprise of closed-ended inquiries formulated to assess variables such as the frequency of social media utilisation, interaction with influencers, perspectives on local versus global beauty brands, and determinants influencing brand preference.
3.3. [bookmark: _Toc172548602]Participants
The study will focus on Indian consumers who actively utilise social media and buy cosmetic goods. The selection of individuals who match the specified criteria will be done using a non-probability sampling method called purposive sampling. Purposive sampling is employed in order to guarantee that the sample accurately reflects the particular population of interest (Palinkas et al., 2015). The survey will seek to collect responses from a varied sample in terms of age, gender, income, and education level to provide thorough insights into consumer behaviour across various demographic categories.
3.4. [bookmark: _Toc172548603]Survey Design
The questionnaire will be carefully crafted to guarantee the accuracy and credibility of the data gathered. The study will encompass many sections to encompass various aspects of consumer behaviour. The questions will be designed to assess the frequency of social media usage and the level of involvement with influencers. Likert scales will be used to estimate the intensity of these activities. The study will evaluate the perceptions of beauty brands at the local and worldwide levels by employing comparative questions. Additionally, the characteristics that influence brand preference will be determined through a combination of ranking and rating questions. Demographic data, including age, gender, income, and education level, will be gathered to facilitate demographic analysis.
3.5. [bookmark: _Toc172548604]Data Analysis
The analysis of quantitative data will be conducted using statistical software, specifically SPSS (Statistical Package for the Social Sciences). Descriptive statistics will be employed to succinctly summarise the data and offer a comprehensive perspective of the sample's characteristics and primary variables (Aldrich, 2018). The use of inferential statistics, such as regression analysis and ANOVA, will be utilised to examine hypotheses and ascertain the level of significance in the correlations between variables (Pallant, 2020). These analyses will determine the impact of social media influencers on consumer choices and assess any notable disparities between local and worldwide beauty companies.
3.6. [bookmark: _Toc172548605]Ethical Considerations
The study places great importance on ethical concerns to guarantee the integrity of the research process and safeguard the participants. All participants will be required to provide informed consent, which includes being informed about the study's aim, their ability to withdraw at any time, and the confidentiality of their responses (Bell, Bryman and Harley, 2022). The study will comply with the ethical norms set forth by the institutional review board and guarantee the safety and well-being of the participants. The data will undergo anonymization and will be securely stored to safeguard the privacy of the participants.
3.7. [bookmark: _Toc172548606]Justification for Chosen Method
The use of quantitative survey methods is justified above qualitative methods since it allows for the collection of data from a large sample, hence improving the generalizability of the findings (Creswell and Creswell, 2017). Quantitative surveys, unlike qualitative approaches, offer a wider range of data gathering and statistical analysis, making them appropriate for investigating relationships and testing hypotheses. While qualitative methods provide detailed insights, they have a limited scope. Utilising structured questionnaires guarantees uniformity in gathering data, minimising researcher prejudice and enhancing the dependability of the findings (Dillman, Smyth and Christian, 2014).


4. [bookmark: _Toc172548607]Expected Outcome
This study expects to reveal significant insights into how social media influencers shape consumer preferences for beauty brands in India. It anticipates identifying the key factors that make influencers effective in promoting certain brands over others and understanding the demographic characteristics of the most influenced consumers. The findings could provide valuable guidance for beauty brand marketers in developing targeted strategies that leverage influencer marketing effectively.
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