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[bookmark: _Toc235115407]1. Introduction
[bookmark: _Toc235115408]1.1 Background
The rapid growth of social media has transformed marketing strategies because influencer marketing has become an important promotional strategy for businesses across various industries particularly the skincare sector (Srivastava and Chandra, 2025). The power of social media influencers lies in their ability to influence customer attitudes and buying decisions using the authentic content, product reviews and personal recommendations. The consumers are increasingly using digital platforms therefore, the cosmetics companies are significantly collaborating with influencers to improve brand visibility and attract potential customers (Azkiah and Hartono, 2023). In 2025, the global spending on influencer advertising is projected to exceed over US$32 billion as shown in Figure 1 (Statista, 2026). This highlights the increasing significance of influencer marketing to compete in the dynamic business environment.
[image: ]
Figure 1: Global Influencer Marketing Market Size (2015–2025)
(Source: Statista, 2026)
The skincare product market is also experiencing significant growth which is driven by increasing consumer awareness about personal care and beauty products. The increasing demand in the global skin care market has forced the brands to invest in digital marketing strategies such as influencer marketing in order to reinforce consumer engagement and purchase intention. The total market value of the global personalised skincare products was estimated at USD 28.26 billion in 2025 which is further projected to reach about USD 40.65 billion by 2034 (IMARC, 2026). This quick growth indicates the rising need for skin care products along with the growing opportunities for digital marketing techniques. However, the consumers do not always trust the recommendations of the influencers and their recommended brands which leads to uncertainty about the effectiveness of leveraging influencers to increase purchase intention (Devi, et al., 2026).
The aspect of brand trust has gained significance due to its role in improving consumer buying decisions by decreasing uncertainty. Hence, understanding the moderating effect of brand trust in between influencer marketing and purchase intention will be crucial to help the brands in order to enhance their marketing strategies.
[bookmark: _Toc235115409]1.2 Research Problem and Rationale
Influencer marketing on social media is the most common strategy for marketing skin products. However, its effectiveness in shaping consumers' purchase intention is still not clear since the consumers do not trust the word of the influencers and the brands promoted by them (Devi, et al., 2026). This type of mistrust potentially leads to a decrease in the success of marketing initiatives, diminishing trust and growth in sales for the skin care companies. It is crucial to understand how influencer marketing can motivate consumers to buy skin care products. Therefore, a study is proposed to address this challenge by considering the potential influencing power of brand trust as a mediating force between influencer marketing and consumers’ purchase intention. 
[bookmark: _Toc235115410]1.3 Research Aim, Objectives and Questions
Aim 
The aim of the proposed study will be to examine the influence of social media influencers on consumer purchasing behaviour of skin care products with a particular focus on the mediating role of brand trust.
Objectives
· To investigate the effect of influencers' promotion on consumers' intention to purchase the skin care products. 
· To explore how influencer marketing influences consumers' brand trust in terms of skin care products. 
· To evaluate the impact of brand trust on consumers' buying intention. 
· To analyse the mediation effect of brand trust between influencer marketing and consumers' purchase intention toward skin care products.
Research Question
What is the impact of social media influencer marketing on consumers' purchase intention towards skincare products and how does brand trust mediate this relationship?


[bookmark: _Toc235115411]2. Literature Review
[bookmark: _Toc235115412]2.1 Concepts and Theories
Social media influencer marketing involves leveraging a popular social media user to use their platform to influence people and their decision-making process by recommending a product (Ampornklinkaew, 2025). In the context of the skincare industry, Mandal and Gupta, (2025), indicates that influencers play a significant role in product information and product usage experience within the skincare sector since these aspects also affect their intentions to purchase the skincare product. However, Sarkis, et al., (2026), found that consumers' trust in the influencer and the promoted brand significantly impacts the success of influencer marketing.
The proposed study will be guided by Source Credibility Theory and the Stimulus-Organism-Response (S-O-R) Model. In the perspective of Source Credibility Theory, Sharma and Jha, (2024), state that the effectiveness of the message depends on the credibility of the source including source trustworthiness and expertise. On the same note, Hossain, et al., (2025), demonstrate that social media users are more encouraged towards buying products when recommendations are made by credible influencers which further increases trust in the promoted skincare brand. This theory will be useful in understanding the impact of influencer marketing on purchase intention from the level of perceived source credibility. Moreover, the Stimulus-Organism-Response (S-O-R) Model states that the external stimuli potentially influence consumers' internal psychological states which further shape their behavioural responses (Ahmad and Lilani, 2025). In the proposed study, the stimulus will include influencer marketing, brand trust will be regarded as the organism and the response will be purchase intention as illustrated in Figure 2. This type of theory will help to explain the mediating role of brand trust on consumers' purchase intention of skincare products.

Figure 2: Stimulus-Organism-Response (S-O-R) Model
(Source: Inspired by Kim, 2019)
The combined use of these two theories will be suitable to examine the relationship among influencer marketing, brand trust and consumers' buying intention about skincare products.
[bookmark: _Toc235115413]2.2 Proposed Hypotheses 
H1: Social media influencer marketing positively impacts the consumers' purchase intention toward skincare products.
H2: Social media influencer marketing positively contributes to the development of consumers' brand trust towards skincare products.
H3: Brand trust influences the purchase intention of consumers towards skincare products.
The independent variable of the proposed study will be influencer marketing which refers to the promotional practices that are performed by social media influencers to advertise the skincare products. Brand trust will represent the mediating variable that represents consumers' confidence in the promoted skincare brand. Moreover, the purchase intention will represent the dependent variable which will reflect the consumers' willingness to purchase skincare products. The proposed study will examine the relationship between these variables such that influencer marketing influences consumers' purchase intention as well as strengthens brand trust which further enhances purchase intention.
[bookmark: _Toc235115414]2.3 Social Media Influencer Marketing in the Skincare Industry
According to Srivastava and Chandra, (2025), social media influencer marketing has a positive effect on purchase intention toward skin care products since it improves the credibility of product recommendations. The availability of authentic influencer recommendations helps consumers to form positive perceptions of skincare products which further boosts their buying intention. The influencers who consistently share honest product experiences are regarded as more effective at capturing the attention of the consumer thereby contributing to increased sales of the product. Similarly, Santoso, et al., (2025), found that social media marketing positively shapes the purchase intention of the consumer through the creation of trust in the influencers. The trustworthy influencers are more effective in encouraging consumers to buy skin care products because they are effective in building a significant relationship with the audience. This shows that the consumers are increasingly using influencer recommendations to get advice on skincare which further supports positive buying habits and marketing results.
Moreover, Xin, (2024), indicates that the use of influencer marketing strategies enhances consumers' purchase intention in the beauty industry by boosting brand visibility and consumer engagement. The utilisation of influencers helps in communicating the positive message of the brand to the consumers which further helps the firms to effectively reach the consumers. Therefore, the social media influencer marketing is very crucial in shaping the purchase inteion of the consumers towards skin care products. 
The findings of the literature demonstrate that the credible influencers have a positive impact on consumers' buying behavior which further facilitates successful marketing results. The presence of credible influencers positively shapes consumers' purchasing behaviour and supports effective marketing outcomes for the brands.
[bookmark: _Toc235115415]‌2.4 The Mediating Role of Brand Trust in Consumers' Purchase Intention
In view of Then and Agustin, (2024), the brand trust has a significant mediating effect between brand influencers and consumers' purchase decision. Consumers of the skincare market are more encouraged to buy products when they believe that the brand is being promoted by credible brand influencers. Similarly, Cen, et al., (2025), show that brand trust is essential to promote the effectiveness of social media marketing. The positive purchase intentions are increased when the consumers perceive the brand as authentic and reliable according to their needs. This indicates that effective social media marketing makes consumers more confident in brands which further leads to higher purchasing intentions for skin care products.
Indrajaya, et al., (2024), highlight that brand trust plays a key role in encouraging customers to buy from skincare firms. The social media marketing activities potentially affect the purchasing behaviour when consumers trust the brands that are promoted by the influencers. In addition, Kirana and Wahyudi, (2021), found that brand loyalty is supported by the perceived usefulness and assistance provided by the brand which further enhances consumers' intention to buy. The perceived trust levels help the consumers to maintain favourable attitudes and continue purchasing the products from the recommended brand.
These findings show that brand trust is the key psychological factor that connects marketing activities to consumers' purchase intention. The presence of high brand trust leads to increased consumer trust in skin care brands which further supports positive shopping behavior. Moreover, the brand trust also enhances the impact of social media marketing strategies by minimising consumers' uncertainty and boosting their confidence in buying skin care products.
[bookmark: _Toc235115416]2.5 Research Gap
The previous studies such as Srivastava and Chandra, (2025) and Santoso, et al., (2025), have investigated the impact of social media influencers on consumers' buying decisions. Most of the studies focused on defining the role of brand trust in shaping consumer behaviour. There is limited information about the relationship between these aspects in the skincare industry. Moreover, the role of brand trust on purchase intention as the mediator between social media influencer marketing has not been fully examined. Therefore, the proposed study will attempt to fill these gaps in order to provide a comprehensive perspective of consumers' buying habits and inform better influencer marketing plans for skin care brands.



[bookmark: _Toc235115417]3. Methodology
The quantitative research method will be used in the proposed study to explore the effect of social media influencer marketing on the purchase intention of consumers towards skincare products. It is a type of systematic methodology in which numerical facts are generated by collecting numerical data. It further helps to examine the relationship between variables by using the statistical analysis method (Ghanad, 2023). This type of research method will be suitable since the proposed study will focus on analysing the relationship between predetermined variables and testing the intended research objectives using evidence. It will also help to obtain objective findings which will further improve the reliability of the research findings. The study will be conducted based on the explanatory research design which aims to explain the causal relationship among the variables (Pawar, 2020). It will be applicable since the research will aim to examine the influence of social media influencer marketing on the consumers' purchase intention and to test the mediating role of the brand trust. This type of research design will facilitate a better understanding of the relationships between active, mediating and the response variable.
In the proposed study, a deductive research approach will be used because it will involve existing theories such as Source Credibility Theory and the Stimulus-Organism-Response (S-O-R) Model. These theories will be used to explore the proposed relationships between influencer marketing, brand trust and purchase intention. The deductive method starts with an established theory and aims to create hypotheses based on that theory that is tested through the collected data (Robinson and Bailey-Rodriguez, 2025). Thus, the deductive approach will be beneficial because it will enable to determine whether the theoretical relationships from prior research are relevant in the context of consumer buying of skincare products.
The primary data will be used for the proposed study which will be gathered using a structured online survey that will be developed using Google Forms.  The questionnaire is an effective tool in quantitative research that helps to gather standardised responses from a large sample of respondents. The closed-ended questions will be designed based on a five-point Likert scale ranging from strongly disagree to strongly agree. The questionnaire will be used to measure the aspects of influencer marketing, brand trust and purchase intention. Moreover, the convenience sampling method will be used to recruit the respondents due to its ability to access participants based on their availability and their suitability according to the requirements of the study (Mweshi and Sakyi, 2020). Time and resource constraints make this sampling technique appropriate for examining customer behaviour through an online survey. The study will seek to approach the social media users aged 18 years and above who follow the skincare influencers and have bought the buy skincare products. The sample size will consist of about 100-120 respondents and the survey link will be distributed to them through LinkedIn.
The Statistical Package for the Social Sciences (SPSS) will be used to analyse the data collected from the survey. The demographic characteristics and responses will be summarised using descriptive statistics such as frequencies, percentages, means and standard deviations (Alem, 2020). Moreover, the inferential statistical methods such as reliability analysis, correlation analysis and regression analysis will be properly utilised to assess the relationships between the variables and the mediation effect of brand trust. These statistical techniques will give objective evidence to meet the objectives of the research and enhance the validity and reliability of the research outcomes.


[bookmark: _Toc235115418]4. Expected findings
The planned study is expected to give useful insights into the relation of social media influencer marketing, brand trust and consumers' purchase intention of skin care products. Social media influencers are expected to positively affect consumer purchasing intentions by making product recommendations more credible and effective. The proposed study is expected to provide information about how the consumers' perception of influencer credibility leads to enhanced brand trust. Moreover, the results are expected to demonstrate that brand trust is a significant intermediate variable between social media influencer marketing and consumer purchase intention. Consumers who gain more confidence in the brand for skincare products with influential marketing activities are anticipated to buy the promoted products from the recommended brand. This mediating effect will be determined through performing the analysis of the collected data.
The proposed research is also expected to give practical implications for skin care brands in terms of the role of influencer marketing and brand trust in determining the purchasing decision of consumers. In addition, the results from the survey study will add empirical evidence to the existing body of knowledge regarding the impact of brand trust on social media influencer marketing and the purchase intention of consumers.




[bookmark: _Toc235115419]5. Limitations
The proposed study is expected to make significant contributions however, there may be a number of potential limitations that may restrict the effectiveness of the research findings. It will use convenience sampling which may not provide a representative sample and result in findings that may not be generalisable to the entire population of skincare consumers. Moreover, the data will be collected through a self-directed questionnaire which means that the study may be subjected to both false perceptions and the honesty of the respondents. A cross-sectional research design will be followed in the proposed research which may not be effective in examining the changes in consumers’ purchase intention over time. In addition, the study will only focus on social media influencer marketing, brand trust and purchase intention and the other influencing factors including product quality, price and brand image will not be taken into account.
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[bookmark: _Toc235115422]7. Conclusion
This proposal highlighted that social media influencer marketing and brand trust are the two important factors in understanding consumers' purchase intention towards skincare products. The influencer marketing positively influences the consumers' purchase intentions and brand trust which are significant in improving the performance of marketing. The proposed use of quantitative methodology is considered appropriate for examining these relationships in order to effectively address the objectives of the research. The findings are expected to offer useful insights that will support the current literature and support skincare brands to implement improved influencer marketing strategies.
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