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Chapter 1: Introduction
[bookmark: _heading=h.gjdgxs]Background
Social media has brought huge changes to advertisements, especially to beauty industry acting as a popular advertising media. Ironically, many conventional thinkers may still perceive this industry as the dominion of big brands and famous personalities, today it can be equally attributed to social influencers. These people have found popularity on social media apps like Instagram, YouTube, and TikTok that they post contents relating to beauty products, skincare, makeup tutorials and lifestyle (Kaplan and Haenlein, 2010).
Accordingly, beauty products are consumed and self-purchased based on social media influencer’s way of presenting them. Nevertheless, it distinguishes influencers from ordinary celebrities as they share closer and therefore sincere interaction with the audience inspired by such things as personal narrative, daily events, and similar videos. This genuineness makes them trustworthy and believable to their audiences, making influencers’ opinions authoritative and setting them as examples to emulate in the beauty industry. Influencers have made beauty standards and products more accessible and easily sold unlike in the past where people had to go through specific beauty supply stores to get some specific product. Since the beginning of this year, consumers are exposed to a wide variety of beauty hints and tips based on their uniqueness, which often directly come from reputable beauty sources without passing through the media route (Smith, 2020).
[bookmark: _heading=h.30j0zll]Rationale of Study
The purpose of this research is to add a layer of complexity to the topic involving social media influencers and their effects on consumer-brand dynamics, this study would aim at finding not just the effects on the purchase decisions, but also the less direct effects such as changes in a consumer’s brand loyalty and trust within the cosmetic industry. Thus, by explaining these nuances, the research aims to provide stakeholders with the practical application of the findings for successful management of the potential and risks of influencer marketing in achieving the desired business goals.
[bookmark: _heading=h.1fob9te]Research Aim
[bookmark: _heading=h.3znysh7]The aim of the research is to explore and understand the impact of social media influencers on consumer behaviour in the beauty industry.
[bookmark: _heading=h.2et92p0]Research Objectives
· [bookmark: _heading=h.tyjcwt]To determine the current social medial marketing strategies implemented in the beauty industry.
· [bookmark: _heading=h.3dy6vkm]To investigate the opportunities and challenges of companies in the beauty industry implementing social media marketing.
· [bookmark: _heading=h.1t3h5sf]To analyse the impact of social media marketing on consumer behaviour.

[bookmark: _heading=h.4d34og8]Research Questions
· What is the current social medial marketing strategies implemented in the beauty industry?
· What are the opportunities and challenges of companies in the beauty industry implementing social media marketing?
· What is the impact of social media marketing on consumer behavior?
[bookmark: _heading=h.2s8eyo1]Chapter Review
Chapter 1: Introduction
This chapter provides an overview of the research in general, describes the effects of the social media on Beauty Industry Advertising, explains the rationale of the research, and establishes the research void. The paper deals with the aim of the research, its objectives and questions.

Chapter 2: Literature Review
Discuss theoretical works and prior researches based on concern of consumer behavior and social influence in the beauty industry related to influencer marketing.

Chapter 3: Methodology
Explains the concepts regarding research design, sampling, methods of data collection, and analytical tools utilized in the research.

Chapter 4: In this paper, the following literature findings and analyses are presented and discussed:
Dedicates a section to providing an account of the results of the study and an analysis of the gathered data.

Chapter 5: Forum and Inferences
In this light, the study was aimed at providing the following: Interprets the findings and discusses theoretical and practical implications of the research highlights the study limitations and offers suggestions on areas of subsequent research.

Chapter 6: Conclusion
Presenting the areas of concern as well as the conclusion, this section suggests changes for marketers, followed by the research limitation and directions for future study. 


Social Media Influencer
Influence Mechanism
Customer behavior
Beauty Industry Outcomes
Instagram, YouTube, TikTok
personal narratives, daily events, product reviews, tutorials
brand loyalty, and trust.
sales, brand reputation, market competitiveness.



Chapter 2: Literature Review
[bookmark: _heading=h.17dp8vu]Introduction
Social media is one of the biggest tools that have transformed the marketing arena especially in beautifying industries. The influence of social media has also greatly impacted the consumption of beauty related content especially on apps such as Instagram, YouTube, and TikTok by the self-styled social media influencers. The influencers align and convey the gap between non-personal communication and word of mouth, giving trusted content that is truly stimulating to the audience. This chapter is therefore dedicated to reviewing the available literature on social media influencers and their effects on the customers within the beauty industry in accordance to theory pointers, empirical evidence, and critical perspectives in order to develop a coherent appreciation of this phenomenon (Chaffey and Ellis-Chadwick, 2019).
[bookmark: _heading=h.3rdcrjn]Definitions of Social Media Marketing
1. Social media marketing also known as social media promotion is the use of social media for marketing and branding purposes which entails the sharing of content on social media sites. This encompasses sharing timely posts, images, videos and any other content that is attractive to the audience; paid social media advertisement (De Vries et al., 2020).

2. Social media marketing is one of the online marketing strategies which involves the use of social media sites in promoting a brand or product. It is a versatile tool for both small and large companies to have an opportunity to address and target clients to be able to establish brands, sell products or even drive traffic to their sites (Tuten and Solomon, 2021 February 15).

3. Internet marketing in particular is also referred to as social media marketing whereby one gets traffic or attention through social media platforms. It comprises initiatives to post valuable content that is likely to draw the attention of the readers and consequently share on various social networks with references to the brands thus, increasing the level of customer engagement (Felix, Rauschnabel and Hinsch, 2021).
[bookmark: _heading=h.26in1rg]Definitions of Customer Behavior
1. [bookmark: _heading=h.lnxbz9]Customer behaviour can be defined as the buying and using activities of the consumer as well as the psychological response to a product including feelings, thoughts, and actions.
2. [bookmark: _heading=h.35nkun2]Consumer behaviour can be defined as the pattern of action of people in a social unit whereby processes of consumption, acquisition, utilization and disposal of products are carried out. This entails the process of assessing aspects which define the purchasing behaviour (Hoyer et al., 2021).
3. [bookmark: _heading=h.1ksv4uv]Consumers’ buying behaviour is a study of the processes through which individuals or organisations identify, acquire, consume or otherwise deal with products, services, concepts or ideas. It centres on comprehending the reasons, expectations, and actions of the consumers in the marketplace (Schiffman and Wisenblit, 2020).
[bookmark: _heading=h.44sinio]A Critical Review of Social Media Marketing in the Beauty Industry
[bookmark: _heading=h.2jxsxqh]The beauty industry has earlier witnessed some drastic changes primarily because of the introduction of social media marketing. Channels like Instagram, YouTube and TikTok are no longer optional but obligatory means for beauty brands to connect with customers. Beauty products are encouraged by influencers who have many people who follow them on these social media platforms as they show how to use the products and share their experiences. This method of marketing is however different from conventional approaches in that the influencers and consumers are more easily associated with each other (Tuten and Solomon, 2018).
However, the critical review will have to highlight the potential problems and issues of influencer marketing as well. This matter can be viewed from two aspects; one of the essential aspects of concern is credibility. Thus, although influencers can help to bring attention to products and even purchase them, there is a growing superstition among buyers concerning genuine endorsement. Often consumers wonder whether these influencers are fanatical about brands they endorse, or they are just in it for the paid wages. Such doubt can erode the confidence established with the target market, this in turn will imply the believability of the endorsements made by these influencers.
In addition, it should evaluate the fact that the algorithms associated with social media are constantly evolving and remain a problem when it comes to branding and influencing. These algorithms which govern the way content is ranked are not static and can be altered from time to time. They can affect the number of views and comments on posts shared by influencers, which means disturbances of constant communication between the brand and its audience. This dynamic makes it challenging for brands to maintain their presence on these platforms as they have to devise various ways and means on how they can best re-share these contents in a single week. (Madden et al, 2013)
Advantages and Disadvantages of Social Media Marketing
Advantages:
• Wide Reach and Accessibility: Social media platforms help beauty brands because they allow companies to introduce their products to a new market easily.
• Engagement and Interaction: Social media is a useful tool for communication directly with the consumers thus creating brand loyalty. Audiences can communicate with the brands through comments, direct messages, and other features such as polls and live streaming.
• Cost-Effective Advertising: The social media marketing can be cheaper than the conventional modes of advertising most of the time. Brands can obtain coverage and an audience without having to invest large amounts of money in television or print media.
• Influencer Partnerships: Working with these stars will go a long way in increasing the popularity of a particular brand. Personal recommendations do play a major role in consumers’ buying behaviours as per the influencers (Hennig-Thurau et al, 2010).
Disadvantages:

• Algorithm Changes: Most social media sites change their algorithms periodically, which in turn influences the visibility of the brands’ content. This instability can become a problem for brands when it comes to establishing regular interaction with its audience.
• Authenticity Issues: Consumers may not trust endorsements made by influencers especially if consumers feel that the influencers are benefiting from the partnership. This cannot but affect trust and credibility.
• Negative Feedback and Virality: It only takes a video or an article by a customer with negative views when sampling food or a particular brand and post on social media hence leading to the destruction of a brand. Today’s customers are sophisticated and demanding; therefore brands must learn how to effectively deal with negative comments on their products.
• Resource Intensive: Social media page administration as well as production of interesting content consumes much time and efforts. Small brands are likely to face problems in achieving good and effective social media engagement (Tavakoli and Fornell, 2008).
[bookmark: _heading=h.z337ya]Current Social Media Marketing Strategies Used by the Beauty Industry
Social media marketing appears to be a critically important factor in beauty industry that is recognized in the context of constantly evolving marketing environment. From that perspective, brands always align significantly with influencers, utilizing sophisticated content formats such as videos and tutorials and sharing users’ content. Working with influencers allows for strengthening their trust and making the brand have an say to the various customers via real and genuine content. Explicitly, user generated content makes brand credibility even better by encouraging customers to share their experience hence creating a community feel to it. Also, the direct link of shoppable content on Instagram and Facebook helps the customer to interact and purchase the products without any interruption hence increasing the level of convenience and engagement. (Evans, 2020).
[bookmark: _heading=h.3j2qqm3]Opportunities and Challenges of Implementing Social Media Marketing in the Beauty Industry
Opportunities:
Social media platforms are hard to beat when it comes to coverage and convenience; thus, beauty brand can quickly introduce new products to new and divers markets. Consumers want and appreciate brands that engage with them directly through the social platforms, therefore creating better brand-consumer relationships. Also, social media exempts brand from the expensive side of most television ads, thus giving brands of all sizes a way of competing at the international level without the huge capital outlay (Qualman, 2019).

Challenges:
Algorithms are often changed, meaning that it is difficult to deliver the branded content and ensure that it reaches its intended audience; there is thus need to constantly develop important strategies to cope up with the effects brought about by changes in the algorithms. Authenticity is an important factor that has to be observed in the cases of influencer collaborations as the audiences are more sensitive about the usefulness of endorsements. Negative responses and viral abuse can seriously harm the brand within a short time requiring early intervention in cases of crisis management. Also, the requirement of dealing with large accounts of social media networks and the need to post quality content constantly requires much time and skills. (Smith, 2020).
[bookmark: _heading=h.1y810tw]Impact of Social Media Marketing on Consumer Behavior in the Beauty Industry
Social networks impact CRM within the beauty industry mainly because of the effective communication and experience collected from customers’ platforms. The social media is another primary channel through which beauty brands engage with the customers, evidently answering questions, concerns, feedbacks, and reviews. Real-time interaction promotes customer-company interaction and hence leads to an enhanced customer company relationship. In addition, social media provides brands with other information about the customer like their buying tendencies and patterns, which is gotten through the analytics of brand’s social media profile and the engagement indices. Thus, in integrated marketing communication, data gathered helps in designing messages about brands to be sent to targeted consumers, providing incentives to customers through loyalty programs, suggesting products that customers may need from a firm. Thus, through using social networks, beauty brands can ensure the successful application of CRM strategies that contribute to the development of customer retention, increased sales, and the organization’s competitiveness in the market (Turban et al, 2020).

[bookmark: _heading=h.4i7ojhp]Honeycomb model
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[bookmark: _heading=h.2xcytpi]Figure 1 - The honeycomb framework of social media (Kietzmann et al., 2011)
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[bookmark: _heading=h.1ci93xb]Figure 2- The honeycomb framework of beauty industry

The honeycomb model of social media was developed by Kietzmann, Kristopher Hermkens, and Ian McCarthy to consider all the uses of social media for business (Kietzmann, et al. , 2011). The model is divided into seven key building blocks: location, identification, acquaintances, image, teams, talk, and content. The present model can be useful for companies that determine the category most relevant to their activities.
1. It looks at the identifiers used for the users on the SNSs and the way their information is disseminated. Companies should refrain from invading the users ‘privacy and personal data.
2. Awareness refers to presence that indicate users’ level of knowledge concerning each other and their cross interactions that affect brand perception. Since brand presence influences reputation, its application should be done with care so as to sustain the two aspects.
3. Relationships are identified as the contacts or links that hold the users together and the impact they have on each other’s choices. Relationships have to be created but it has to go hand in hand with user consent and privacy policies.
4. Reputation as discussed is a standalone dimension of a brand and involves users’ attitudes towards the brand and requisite contexts. Mentioning, organizations need to regulate their presence on the internet and shift according to the new demand.
5. Groups entail the formation of a society or a cluster of people with standards that need to be followed. Actually, brands must deal with the groups appropriately and control relations to avoid confrontation.
6. Conversations focuses on the function of dialogue in constructing a relationship and defining the brand image. Companies should react to posts in order to offer their services in solving diverse issues and enhance their image.
7. Sharing is all about sharing and management of contents on the different social media. Brands should ensure the content is perfect for them to deliver the intended meaning to its audience and it should meet the rules formulated for each platform (Kietzmann et al, 2011).
[bookmark: _heading=h.3whwml4]Literature Gap

Although there is a vast literature on influencer marketing, there is still a comparatively small number of research studies that focus on the process of how social media influencers influence consumers’ behavior in the beauty market. Past research has mainly concentrated on indices like the level of participation, Branding, and general usefulness and impact of the influencer marketing across all industries especially fashion, trendy products and technology. Although, the beauty products industry has some peculiarities due to the intimate and therefore emotional area it is figuring in (Healey and Jenkins, 2021).
Prior literature gives some empirical findings of influencer marketing effectiveness by focusing on the basic metrics associated with the overall marketing campaign. Although these works provide the overall view on effectiveness of the influencer marketing, they do not give the understanding of psychological and behavioral processes which might take place when the consumers engage with the content of influencers in the beauty industry.
Furthermore, it can be argued that beauty products are rather specific in terms of their affiliations with personal identity, and the significant analysis that needs to be provided in terms of influencers’ authenticity and relatability in the context of consumer trust and loyalty. The audience in the beauty industry requires precise and credible suggestions, and the narratives of one’s life and daily schedule are often considered the best advice (Liang and Turban, 2011).
This research will seek to address this gap with the overall research objective of exploring the more subtle ways in which beauty brands are managed and promoted through the opinions of social media influencers. Through the implementation of this study, empirical evidence will be presented on these mechanisms which in turn will help to advance knowledge on influencer marketing and to guide beauty brands on how to use influencer marketing most efficiently.
[bookmark: _heading=h.2bn6wsx]Conclusion of the Chapter
In the current beauty industry, social media platforms have been a blessing to CRM as they facilitate immediate customer engagement, targeted marketing and customer insights. Through social media, brands aim at increasing customer experience, personalizing and creating better experiences, and increasing customer loyalty through promotional campaigns and interaction. Hence, integration of CRM with social media not only fuels the sales growth but also maintains brands viability effectively by adapting to consumers’ change effectively. The importance of social media to the fashion industry and, in particular, the beauty sector will remain central because this communication channel is continually transforming.


[bookmark: _heading=h.qsh70q]Chapter 3: Methodology
[bookmark: _heading=h.3as4poj]What Is Research Methodology?
Research methodology is the scientific approach to the study that is followed for the study and course of data gathering, analysis and conclusive part. Philosophical assumptions and propositions are a fundamental part of, the research design, and the process of data collection and analysis. Properly implementing the methodology ensures that the results are credible and accurate in responding to the research questions (Creswell & Creswell, 2021).
Research Onion model
Figure : Researh Onion Model
















[bookmark: _heading=h.1pxezwc]


KEY OF THE MODEL
1. Research philosophy: Interpretivism

2. Research Approach: Inductive

3. Research strategy: Mixed method

4. Choices: Case study and surveys

5. Time horizon: Cross sectional 

6. Technique and procedure: Qualitative and Quantitative 

Research Design
The research design to be adopted for this study entails the use of both quantitative and qualitative research approaches to assess the effects of SMM on consumers in the beauty market segment. Towards this purpose, this researcher has adopted both qualitative and quantitative methods of Data Collection so that the phenomenon is understood and investigated in its entirety. Combining the two research methods allows the researcher to get a better understanding of how social media affects consumers’ decisions and their perception towards products (Saunders, Lewis, & Thornhill, 2019).
[bookmark: _heading=h.49x2ik5]Deductive/Inductive research
This research will undertake an inductive type of research. Regarding the choice of method, it is appropriate to define the inductive one since the research can explore the observation and data obtained during the study to create theories and patterns. This research strategy is different from the deductive method since it involves the generation of theories, following the data collected (Bryman, 2021).
[bookmark: _heading=h.2p2csry]Primary Research 
Primary research includes the gathering of information from the initial source by the use of questionnaires, interviews or observations. It offers first-hand information and comes with certain focuses in responding to the research objectives to capture the research’s objectives most directly (Bell et al., 2018).
[bookmark: _heading=h.147n2zr]Secondary Research
Secondary research entails the utilization of information gathered by other researchers. This involves sourcing information from books, articles, reports and any material on the web on matters touching on the research area. Secondary research is useful to gain insight into the information available about the topic under study and forms the background of the primary research (Johnston, 2017).
[bookmark: _heading=h.3o7alnk]Mixed Methodology
The above study design would be used to incorporate both quantitative and qualitative data. Interviews will then be conducted with key experts within the industry, whereas the consumers shall be surveyed to obtain quantitative data. This approach permits the identification of a wide range of research issues and, at the same time, a detailed analysis of the received data (Tashakkori & Teddlie, 2020).
[bookmark: _heading=h.23ckvvd]Advantages of Mixed Methodology
• Many are useful as they combine a qualitative form of data with a quantitative form of data.
• The main strength of this approach is that it follows the best practices of both method's strengths while at the same time addressing their weaknesses.
• Leads to the improvement of the dependability and credibility of a study’s results.
[bookmark: _heading=h.ihv636]Disadvantages of Mixed Methodology
• Time-consuming and resource-intensive.
• This intensively involves the use of qualitative and quantitative procedures and methods at advanced levels.
• Possibility of getting contrasting findings when using different approaches (Creswell & Plano Clark, 2018).
[bookmark: _heading=h.32hioqz]Data Collection
Qualitative Data: Both, Influencers and Beauty industry experts will be participating in a set of semi-structured interviews. These interviews will focus on their view on the strategies, strengths and weaknesses, and possibilities of utilization of social media marketing.
Quantitative Data: Convenience samples in the form of ongoing online questionnaires to consumers of beauty products. These surveys will repeat decisions made of buying frequency that is influenced by social media, the kind of content that is most effective, and demographic data.
[bookmark: _heading=h.1hmsyys]Data Analysis
Qualitative Data: The research method adopted in such cases is thematic analysis which will be used to analyse the interviews. In this method, data is coded and patterns that have explication to the research questions are observed and noted.
Quantitative Data: In this case, data collected from the survey will be analyzed using software analysis tools such as Statistical Package for Social Sciences (SPSS) to reveal patterns. Descriptive statistics will categorize the data, while inferential statistics will analyse hypotheses and the connections among the variables (Flick, 2020).
[bookmark: _heading=h.41mghml]Definition of Sampling
Sampling is the act of choosing a proportionate number of people from the total population in a given community to take part in research. It makes it possible to prove that the results obtained apply to the given population, the sample is diverse. The large sample size is another methodological strength as it reduces sampling error; in other words, effective sampling is a precondition for the validity and reliability of the empirical outcomes (Taherdoost, 2016).
[bookmark: _heading=h.2grqrue]Sample Size
The sample size will include an average of 10-15 industry specialists and key opinion leaders for qualitative interviews. Thus, this size ensures that data density, or point of data saturation in which no new themes result from the data, is achieved. 50-400 consumers for net-based qualitative surveys and 200-300 consumers for quantitative surveys for purposes of getting statistical prevalence. A large sample size is preferred as it offers increased reliability when it comes to the outcomes an increase in the number of samples to be analyzed also means that one is in a position to perform better statistical tests.
[bookmark: _heading=h.vx1227]Sample Type
For the qualitative interviews, the purposive sampling method will be employed to target people with sufficient knowledge as they will be elaborate. For retrospective quantitative surveys, the study will use a stratum of the population by which a random sample of consumers will be taken to include the various types of consumers from the different categories.
Sample method 
In this research, purposive sampling will be adopted to get participants for the qualitative interviews, while the authors will use stratified random sampling to conduct the quantitative surveys. On the same note, purposive sampling is beneficial since it enables the researcher to make a selection of participants who possess special information that is important in the study of the phenomenon under investigation to ensure that information collected from the participants that are selected is rich and appropriate for the study. Nevertheless, this approach has its limitations, because participants are chosen by the researcher, and are therefore not representative of the intended population. For the quantitative surveys, stratified random sampling is used to make different subgroups of the population equally representative. This method improves the reliability and the validity of the results. However, it could be challenging to administer in large and heterogeneous populations; this may take a lot of time compared to the easy use of standardized questionnaires.
[bookmark: _heading=h.3fwokq0]Closed-Ended and Open-Ended Questions
Closed-Ended Questions: These questions will be put in questionnaires with a view of getting measurable data. Example: “In the last 3 months, how frequently have you bought or used beauty products because of an influencer’s suggestion?” (Choices: Never, Rarely, Sometimes, Often, Always)
Open-Ended Questions: These questions will be posed in interviews to obtain more specificity, in terms of the reliability of the information collected as qualitative data. Example: These are; “In your view, how have social media influencers influenced the choice of beauty products to buy?” Follow-up questions are more flexible and offer longer explanations which may reveal more about the participants’ experience and perception of the issue at hand (Brace, 2018).
[bookmark: _heading=h.1v1yuxt]Conclusion
The purpose of this chapter is to describe the processes to be followed in the completion of the study in detail. Thus, this section describes the procedures and techniques to make the study adequate, credible, and trustworthy. It is therefore expected that this research paper will engage a methodological triangulation as a means of using both qualitative and quantitative approaches to determine the effects of SMM on consumer behaviour in the beauty industry.




Chapter 4: Results and Analysis
4. 1 Introduction
In this chapter, the authors discuss the results of a survey conducted on 150 participants. It was important as to which aspects of [insert specific research objective or topic, e.g., “digital transformation in SMEs”) were going to be investigated through the survey. Sub-topics in the findings are the respondents’ characteristics, their knowledge and implementation of DT, effects of DT on businesses, obstacles or issues in a digital transformation initiative, and means of addressing the issues. The current study is backed up by the literature and theoretical frameworks for a comparative analysis of the findings.
4. 2 Demographic Profile of Respondents
The respondents for the survey were selected randomly and formally, thus the effective representation of the individuals in the analysis. Thus, the distribution in terms of the age span of the respondents was fairly even, though slightly skewed towards the younger generation of employees, with the 26 – 35 years age group respondents being 52 out of 150 or 35% in the case under analysis. This was trailed by the 36-45 years age group, with 25% (37 respondents) and the 18-25 years age group stood at 20% (30 respondents). The selected older age groups, 46-55 years and 56+ years constituted 15% of the respondents, 23 of them and 5% 8 of the respondents respectively.
As for gender distribution, there was a majority of males and only a minority of females with overall male respondents accounting for 55% or 83 individuals, and females for 45% or 67 individuals. The gender distribution has a proportion that is diverse in the sample and in this way, the study gives an equal ground view of the topic. Moreover, the analysis of the occupational profile of the respondents recognized 40%, 60 respondents as owning a small business, 35%, 52 respondents as being an employee, 15 %, 23 respondents as unemployed and only 10 %, 15 respondents as students. This occupational diversity is relevant where the study is concerned because it encompasses participants from different professions, thereby maintaining the much-needed realism from the range of opinions on digital transformation from novices, beginners and experienced workers.

4.3 Survey Results
4. 3. 1 Awareness and Take-up of Digital Revolution
When it comes to awareness of digital transformation, respondents showed high results – 60 % of them are fully aware of the practices and 30 % are partially aware of the practices. Nevertheless, as many as 40% of the facilities had digital integration fully implemented in practice, 45% had partial implementation, and 15% had not implemented any digital strategies at all. That is why we can note that although awareness is widespread, implementation is only partial for many, exposing the reasons why it is difficult to develop this sphere further.
4. 3. 2 Perceived Consequence of Digitalisation on Business Development
The respondents were also asked questions on the level of impact that they see ‘digital transformation’ as having on the growth of their business. A total of 75 respondents out of 150 agreed strongly regarding the role of digital transformation in business growth out of which 25 (17%) selected option 1, 10 (7%) selected option 2, 20 (13.3%) selected option 3, 15 (10%) selected option 4 and the remaining 5% strongly agreed with the statement and selected option 5. A confirmatory 30% (45 respondents) also endorsed this perception, and therefore, there is general agreement that digital transformation is positive. However, 10% of the respondents were indifferent and they may have not been affected 5% disagreed and another 5% strongly disagreed with the statement that digital transformation enhances business growth.
These mixed perceptions depict the nature of the experience that businesses have had regarding digital transformation. The benefits of digital tools that the participants strongly agreed or agreed would have included better operations, customer relations, and market access. The respondents who disagreed or were neutral might not have been fully compliant with the IT system and could have encountered problems bringing about such benefits Perhaps due to partial implementation or market forces.
4. 3. 3 Challenges in Adoption of Digital Transformation
The survey also sought to establish additional questions regarding the major barriers that the respondents experienced as they embraced digital transformation. The most frequently named problem was digital literacy 40 % (60 employees) of respondents pointed to this direction as one of the main obstacles. This is in line with earlier research where the skills required have been cited as some of the biggest barriers to the use of technology particularly by SMEs. The second most named risk, which was mentioned by 35% of the participants, or 52 respondents, was financial: They said that the expenditures related to digital transformation overhead. This is in contrast to the general discussion on digital transformation which reveals that the cost of adopting new technologies and the cost of training employees are some of the major challenges firms especially the small ones have to meet before shifting to digital systems.
Another enduring barrier was members’ resistance to change, cited by 15 per cent (23) of the respondents. This could be due to fear, which means that workers and managers cannot see the need to change since things are already fine as they are, lack of awareness of the gains that would be gotten from embracing new technology, or even the hold that bureaucratic standardized procedures have on any organization. The rest 10% (15 respondents) chose other types of problems and could encompass, for instance, data protection problems or the implementation of new technologies into the company’s environment.
4.4 Data Analysis
4.4.1 Correlation Between Awareness and Adoption of Digital Transformation
During the analysis of quantitative data obtained from the survey, it became possible to determine a relatively high level of significance regarding the connection between awareness about digital transformation and its use by respondents. Self-generated awareness of the practices of digital transformation was also found to be strongly related to the degrees of implementation of these business practices. Cohen’s correlation coefficient to vary at a normal level with an r value of 0. 78, holds this relation asserting that awareness has a decisive influence on the rate of adoption. From this finding, it could be inferred that awareness creation, on the part of the policymakers and or business community, on the need to adopt digital tools in their business processes, could go a long way in boosting the uptake of digitization within SMEs (Flores et al, 2024).
4. 4. 2 How Digital Change Affects Performance in Business Organizations
When comparing the results of the same issues, further evaluation of the data showed that companies that have achieved total digital transformation activities have higher growth rates as opposed to companies that have not. Of the two groups fully adopted businesses, had a growth rate of 15% while those with partial or no adoption had a growth rate of only 5%. These differences in growth rates justify the material impact of digital tools discussing the argument that digital transformation increases business outcomes by improving effectiveness, creativity, and customer relations (Dossou et al, 2022).
4. 4. 3 Addressing Challenges
The issues illustrated in the survey, including problems with digital competencies and financial issues, correlate with the problems mentioned in digital transformation literature. However as the survey information also disclosed, the respondents, who started practising training and development and paid special attention to technology investments, were more effective in addressing these challenges. This implies that strategic management of digital resources for change that incorporates the development of competencies and allocation of resources is useful in minimising the risk factors and increasing the chances of success. Among the ideas, the increased focus on training and Development can also be regarded as corresponding to the more comprehensive concept of digital transformation which is not limited to technology but is about people and their work processes as well (Flores ey al, 2024).
4. 5 Discussion
From the survey, it is possible to find out general information about the condition of digital transformation in several aspects among the surveyed persons. There is a fairly good level of awareness of the need for digital transformation; however, the current levels of utilization of digital tools and practices are still mixed: only a part of the reported tools and practices have been implemented. The fact of business development acceleration is evident, and it can be concluded that the degree of businesses’ digitalization positively affects growth rates. Nevertheless, the significant issues that include the skills gap and financial restrictions will continue to be experienced by most of the respondents in digital transformation.
These results therefore corroborate the literature, in which the role of digital literacy, selective investment, and leadership in the domain of digital transformation has been positively established. Awareness and adoption are strongly correlated; therefore, potential educational campaigns that would raise awareness of digital transformation could be highly effective in expanding the number of adopters. In addition, the training and development highlighted as the key strategic approach to address the challenges highlight the importance of an integrated approach to the digitalization of the business that goes beyond the technology adoption and encompasses people as well as the processes. Therefore, the findings of this survey sum up the multifaceted picture of the factors that may affect the extent of digital transformation in SMEs. The results gain both the strengths and limitations of digital transformation; therefore, the results reveal the prospects for policymakers, business people, and relevant stakeholders who want to embrace and support the digital transformation readiness of SMEs (Dossou et al, 2022).
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Appendix

Questionnaire
Section 1: Demographic Information
1. Age:
· Under 18
· 18-24
· 25-34
· 35-44
· 45-54
· 55+
2. Gender:
· Female
· Male
· Non-binary/Third gender
· Prefer not to say
Section 2: Social Media Usage 
3. Which social media platforms do you use regularly? (Select all that apply)
· Instagram
· YouTube
· TikTok
· Facebook
· Twitter
· Pinterest
· Other (Please specify): ___________
5. On average, how much time do you spend on social media daily?
· Less than 1 hour
· 1-2 hours
· 3-4 hours
· 5 or more hours
Section 3: Influencer Impact 
6. How often do you follow beauty influencers on social media?
· Never
· Rarely
· Sometimes
· Often
· Always
7. In the last 3 months, how frequently have you purchased beauty products recommended by social media influencers?
· Never
· Rarely
· Sometimes
· Often
· Always
8. Which type of content from influencers most influences your purchasing decisions? (Select all that apply)
· Product reviews
· Makeup tutorials
· Skincare routines
· Personal testimonials
· Giveaways and promotions
· Other (Please specify): ___________
Section 4: Attitudes and Perceptions 
9. How much do you trust social media influencers when it comes to beauty product recommendations?
· Not at all
· A little
· Moderately
· Very much
· Extremely
10. What factors make you trust a beauty influencer’s recommendation? (Select all that apply)
· Authenticity and relatability
· Expertise and knowledge
· Previous positive experiences
· Followers' reviews and feedback
· Quality of content
· Other (Please specify): ___________
11. Have you ever felt that an influencer’s recommendation was not genuine?
· Yes
· No
12. If yes, what led you to feel that way? (Open-ended)

Section 5: Brand Loyalty and Behavior 
13. Do you feel that social media influencer endorsements impact your brand loyalty?
- Not at all
- A little
- Moderately
- Very much
- Extremely
14. How likely are you to try new beauty brands based on influencer recommendations compared to traditional advertising methods?
· Much less likely
· Somewhat less likely
· About the same
· Somewhat more likely
· Much more likely
15. What changes, if any, would you like to see in how beauty influencers promote products? (Open-ended)

image16.png




image24.png




image5.png




image17.png




image26.png




image11.png




image25.png




image4.png




image19.png




image20.png




image18.png




image13.png




image12.png
SHARING
The extent to
which users
exchange,
distribute and
receive content

'CONVERSATIONS
The extent to
which users
‘communicate
with each other

PRESENCE
The extent to
which users
know if others

areavailable

IDENTITY
The extent to
which users

reveal
themselves

‘GROUPS
The extent to
which users are
ordered or form
‘communities

RELATIONSHIPS
The extent to
which users
relateto each
other

REPUTATION
The extent to
which users know
the social
standing of others
and content





image15.png




image14.png




image29.png




image1.png




image6.png




image30.png




image7.png




image2.png




image10.png




image3.png




image8.png




image28.png




image22.png




image21.png




image23.png




image27.png




image9.png




