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[bookmark: _Toc164072015]Introduction 
A major change in the digital marketing scene is the rise of social media influencers. These influencers have been essential in increasing sales for the companies that they promote since they have a large number of followers on social media sites like YouTube, Instagram, and TikTok (Jarrar, et al., 2020). Their ability to connect with and interact with significant audiences has made them vital resources for businesses looking to boost sales and awareness of their products. It's critical to understand how social media influencers shape consumer behaviour. They do more than just advertise a product, they also reshape customer opinions, have an impact on purchasing choices, and may build credibility and confidence in the brands they support. Businesses and marketers must understand all aspects of this influence in order to properly adapt their tactics, as the difference between social media content and advertising gets less clear. The purpose of this research is to investigate a number of important topics, including the influencers' role in developing people's trust, the impact of influencer marketing on consumer purchasing intentions and behaviours, and the characteristics of social media influencers (credibility, expertise, likability, reach) that make them more attractive. It will also examine the social media platforms and influencer content categories that have the biggest impact on consumer behaviour.

[bookmark: _Toc164072016]Relevance of the topic
In recent years, there have been many changes in the beauty industry, most of them being a result of the development of technology and the growing dependence of people on social media platforms. People known on these platforms, known as influencers, who have a large number of followers, have become some of the best marketers (Angraini, 2023). They have produced a radical change in the way people choose their products in the digital age. Thus, it is very important for companies to understand the profound role that social media influencers have on consumer behaviour, especially in the beauty industry.
First of all, the beauty industry is very competitive, with many products that look alike and saturate the market. Thus, brands have started to choose popular people on social media to provide reliable recommendations and guidance for the large number of followers they have online. Therefore, understanding and identifying the mechanisms through which influencers shape people's perceptions and their purchase decisions can be an advantage for companies that want to remain at the top of customers' preferences.
Moreover, in this industry, consumers constantly change their preferences. At the same time, with so many alternatives, people's loyalty to a brand is quite low. That is precisely why companies need the most effective means to convince people to buy their products. Thus, influencers seem to have a very important role in marketing strategies, especially because they manage to form relationships with their followers, inspiring them with trust and credibility.

[bookmark: _Toc164072017]Aim and objectives of the research
[bookmark: _Toc164072018]Aim
The aim of the research is to explore and understand the impact of social media influencers on consumer behaviour in the beauty industry.
[bookmark: _Toc164072019]Objectives
1. To determine the current social medial marketing strategies implemented in the beauty industry.
2. To investigate the opportunities and challenges of companies in the beauty industry implementing social media marketing.
3. To analyse the impact of social media marketing on consumer behaviour.

[bookmark: _Toc164072020]Research questions
What is the impact of social media influencers in the beauty industry on customers behaviour?
What is their role in building trust?
How they help customers decide what to buy?
Which platforms are the most effective?

[bookmark: _Toc164072021]Literature review
Social Media Marketing uses social media platforms for companies to connect with the public, develop brand awareness, and increase engagement. They post content specifically for each platform to attract users, increase traffic to their sites, get new customers, and increase sales. According to Musammat Tahmina Khanom (2023), Social Media Marketing encompasses various techniques, including content creation, collaborations with influencers, paid advertising, and community engagement efforts. At the same time, Jenny Davis (2016) considered that social media platforms are interactive environments, where users can actively participate in conversations, share content, and express their opinions. This definition emphasizes the importance of constant communication between brands and consumers, which is a much more effective marketing strategy than simply broadcasting marketing messages.
By understanding consumer behaviour, one can understand the actions, attitudes, and decision-making processes of individuals and groups when purchasing goods and services. According to Fall Diallo, et al. (2013), consumer behaviour is influenced by various factors, including psychological, social, cultural, and situational, which shape the way people choose to shop. On the other hand, consumer behaviour emphasises the dynamic nature of consumer decision-making, which is influenced by both internal factors (e.g., perceptions, attitudes, and beliefs) and external stimuli (e.g., marketing messages, social influences) (Piligrimienė, et al., 2020). This definition highlights that understanding and predicting consumer behaviour are difficult processes in an ever-evolving market.
The use of social media influencers as a marketing strategy presents many opportunities, including improving the population and directional advertising. Social media platforms offer companies the opportunity to reach a wider audience compared to traditional marketing methods (Mostashari, 2022). By leveraging this advantage, brands can increase their visibility and exposure to potential customers. In addition, social media platforms allow beauty companies to tailor their marketing campaigns based on people's culture, interests, and behaviours. This targeted approach allows companies to use marketing budgets more effectively and increases the likelihood of reaching potential customers interested in beauty products.
On the other hand, there are challenges to using these new marketing strategies, such as maintaining authenticity and keeping up with trends. With the rise of influencer marketing and sponsored content, maintaining authenticity and credibility can be a challenge for beauty companies (YEC, 2021). Consumers are increasingly sceptical of highly promotional content, considering that influencers do not express their true opinions about products, especially since they are paid to advertise brands. Moreover, the beauty industry is very dynamic, with new trends, products, and techniques appearing frequently. Keeping up with all these trends can be a real challenge for companies, especially for those with limited resources or knowledge in digital marketing.
[bookmark: _Toc164072022]Honeycomb model
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Figure 1 - The honeycomb framework of social media (Kietzmann et al., 2011)

The honeycomb model of social media was proposed by Kietzmann, Kristopher Hermkens, and Ian McCarthy to understand all the ways in which social media can be used by businesses (Kietzmann, et al., 2011). The model is divided into seven key building blocks: identity, presence, relationships, reputation, groups, conversation, and sharing. Companies can use this model to choose the one that is the most relevant category for their activities. 
1. The identity addresses how users are identified on social media platforms and how their personal information is shared. Businesses should respect user privacy preferences and safeguard their data.
2. Presence reflects users' awareness of each other and their interactions, influencing brand perception. Brand presence should be strategically managed to maintain relevance and status.
3. Relationships focus on the network of connections between users and how they influence each other's preferences. Brands must promote relationships while respecting user consent and privacy.
4. Reputation refers to the perception of a brand's status and its users across different contexts. Companies should manage their online reputation and adapt to changing desires.
5. Groups involves the formation of communities with defined rules and protocols. Brands need to engage with groups effectively and manage relationships to prevent conflicts.
6. Conversations highlights the role of dialogue in building relationships and shaping brand perception. Businesses should actively engage in conversations to provide customer service and improve their reputation.
7. Sharing focuses on the sharing and management of content on social media platforms. Brands should optimise content to resonate with their audience and follow the guidelines that are specific to each platform.

[bookmark: _Toc164072023]Research methodology
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Figure 2 - Research Onion (Saunders et al., 2019)
[bookmark: _Toc164072024]Research philosophy
In this research, it will be used a pragmatic research philosophy which recognizes the importance of both theoretical perspectives and practical considerations in finding answers to research questions (Giacobbi, et al., 2005). Pragmatism is suitable for this study because it allows the use of multiple perspectives and methodologies to gain a comprehensive understanding of the subject. Thus, the research will identify valuable information that can help companies in the beauty industry create marketing strategies suitable for these times. 
Pragmatism is also suitable for this research, as it allows the adaptation of the methods to the complexity of the beauty industry and the dynamic nature of the research questions. It will focus on gathering evidence and practical implications while also using existing theory to obtain a clear and complete picture of the subject.
This pragmatic approach recognises the importance of considering different perspectives, as the context of the industry has an influence on the research findings. The methods will be flexible and open to different viewpoints from stakeholders such as consumers, influencers, and industry experts.
[bookmark: _Toc164072025]Research approach
This study will adopt a mixed-methods approach to explore the impact of social media influences on consumer behaviour in the beauty sector. By using both quantitative and qualitative methodologies, a complete examination will be obtained in this research.
Quantitative techniques will be used to collect numerical data about consumer behaviour, purchase intentions, and the effectiveness of influencer marketing on various social media platforms. Surveys will be conducted to assess users' perceptions of influencers, purchase decisions influenced by their content, and preferred social media platforms for consuming beauty-related content.
Qualitative methods such as interviews and content analysis will complement this by providing deeper insights into consumer motivations and perceptions. Interviews will be conducted with experts in the experts in the beauty industry to better understand the role of influencers in marketing.
[bookmark: _Toc164072026]Research strategy
This research will include multiple strategies to obtain the best results, including sampling, data collection, data analysis, and interpretation.
· Sampling strategy: it will be used a representative sample of beauty products consumers to conduct surveys. This sample will include different demographic groups (e.g., age, gender, income level).
· Data Collection: data will be collected through online surveys and interviews. The questions will be related to consumer behaviour, perceptions of social media influencers, purchase patterns, and preferred social media platforms.
· Interpretation: for the quantitative data, it will be used triangulation in order to analyse the information from multiple perspectives. From the qualitative and quantitative results, there will be drawn meaningful conclusions and information.
[bookmark: _Toc164072027]Data collection methods
In this research, data will be collected using both quantitative and qualitative methods to understand the impact of social media influencers on the behaviour of consumers in the beauty industry.
Quantitative data will be collected from online surveys sent to beauty consumers, focusing on their purchase decisions and perceptions of influencer marketing. Qualitative data will be obtained from interviews with popular social media influencers, exploring their strategies, experiences, and perceptions regarding their role in shaping consumer behaviour. These methods will provide rich and diverse data, allowing for a comprehensive analysis of the research questions.

[bookmark: _Toc164072028]Data analysis procedures
Quantitative data analysis uses statistical techniques such as regression analysis, correlation analysis, and descriptive statistics to identify patterns and correlations in survey data. This study will help in identifying patterns in customer behaviour and the efficacy of influencer marketing efforts. Qualitative data analysis utilises thematic analysis to discover reoccurring themes and insights from interviews with social media influencers. The classification of interview answers will reveal important trends and insights, offering a better understanding and context for the quantitative data. Integrating quantitative and qualitative analysis will result in a greater understanding of the study topics.

[bookmark: _Toc164072029]Ethical considerations
Ethical considerations are very important throughout the research process. Written informed consent will be obtained from all participants, ensuring that they understand the purpose and risks of their involvement. Confidentiality will be ensured, and the privacy of participants will be strictly maintained, with data being anonymized to protect their identities. 
In addition, any potential conflicts of interest, such as financial relationships with beauty brands, will be transparently disclosed. The research will adhere to the ethical guidelines, ensuring the ethical conduct of the research, which is essential in ensuring the well-being of the participants and the credibility of the study results.
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[bookmark: _Toc164072031]Limitations
This research may also have some limitations. First of all, the results obtained from the polls can be a little inconclusive because the participants will not always give the true answers, sometimes afraid of being judged by others. In addition, the sample used for the surveys may not include all the existing categories of users, which again leads to obtaining biased results. Also, social media platforms are constantly changing, which means that the results obtained now may no longer be relevant in the future. People's trends and behaviours are constantly changing, which means that even if they are currently convinced by influencers to buy certain products, this can change very quickly.

[bookmark: _Toc164072032]Conclusion
In conclusion, it is very important for companies to understand the profound impact of social media influencers on consumer behaviour in the beauty industry, which is crucial in today's digital marketing landscape. Through the large number of followers and the relationships they form with them, influencers reshape opinions, influence purchase decisions, and increase brand credibility. This research seeks to explore various aspects of influencer marketing, including its role in building trust, guiding consumer choices, and determining the most effective platforms. This study aims to provide valuable information for skin care companies and marketers by using a mixed-methods approach and considering ethical considerations. Even if it is also somewhat limited, this research will contribute to a deeper understanding of the relationship between social media influencers and consumer behaviour in the beauty industry.
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