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1. Introduction 
[bookmark: _Toc213165957]1.1 Proposed Title
“A Systematic Review of Digital Transformation Projects in the Global Cosmetics Industry: Implications for Enhancing Customer Engagement in the UK”
[bookmark: _Toc213165958]1.2 Background and Rationale 
Recent years have seen a dramatic shift in the global cosmetics market, driven by changing customer expectations and advances in digital technologies. Digital transformation refers to the implementation of digital technologies in all aspects of the business. The global beauty and personal care market is expected to reach over “USD 670 billion by 2026”, with over 35% of total sales coming from digital channels (Statista.com, 2025). Cosmetics brands have been forced to adapt creative tactics, including AR and “AI-based product recommendations” through “social media engagement” and data analytics. 
For increasing customer engagement, technological transformation plays a crucial part in the “business and management practice”. Along with that, customer interaction and experiential marketing influence the cosmetics sector, where technological tools enable brands to make more personalized experiences. For instance, global brands including Sephora and L’Oréal have utilized AI chatbots and AR applications to bridge the gap between online shopping and physical shopping experiences (Dattatray et al. 2025). From a management standpoint, implementing digital transformation projects enables businesses to improve customer relationship management tactics,   
Despite the worldwide progress of digital initiatives, research on how these tactics result in successful consumer interaction, particularly in the UK cosmetics sector, is still lacking. It was noticed that most of the global brands have adopted various innovative technologies. Small UK-based firms also faced the struggle during the implementation of digital technology due to the limited resources and lack of expertise (Joy-Camacho and Thornhill, 2024). Most of the literature focuses on the digital transformation in the retail or technology-based sector, compared to systematic research on the beauty industry and cosmetics. There is a knowledge gap about the best practices, challenges, and results of the digital transformation project in the UK cosmetic sector. 
The main aim of this research is to address the gap by conducting a systematic review of the digital transformation projects in the global cosmetics market (Chandel and Gain, 2023). These findings offer the academic concept and the practical guidance for the cosmetic brand to implement digital innovation to develop the relationship with its customers. 
[bookmark: _Toc213165959]1.3 Research Aim
This research aims to “systematically review existing literature on digital transformation projects in the global cosmetics industry and evaluate their implications for enhancing customer engagement within the UK market context”.
[bookmark: _Toc213165960]1.4 Research Objectives
· “To identify and analyse key digital transformation strategies adopted by cosmetics brands globally”.
· To assess the “effectiveness of these digital initiatives in improving customer engagement and brand interaction”.
· To compare “digital transformation outcomes between global cosmetics brands and those operating in the UK”.
· To provide “evidence-based recommendations for UK cosmetics companies to enhance customer engagement through digital transformation”.
[bookmark: _Toc213165961]1.5 Research Questions 
· What key “digital transformation strategies have been adopted by cosmetics brands globally”?
· How effective are these “digital initiatives in enhancing customer engagement and brand interaction”?
· In what ways do “digital transformation outcomes differ between global cosmetics brands and those operating within the UK market”?
· “What evidence-based strategies can be recommended for UK cosmetics companies to strengthen customer engagement through digital transformation”?
[bookmark: _Toc213081824][bookmark: _Toc213165962]2. Literature Review 
[bookmark: _Toc213165963]2.1 Theoretical framework
Key themes  
Key literature culture on the digital transformation in the custom-tectonic brand also indicated the various major themes, such as “global digital transformation strategies”, effectiveness of the digital initiatives, comparative digital outcome, and recommendations for engagement strategy (Reis and Melão, 2023). Globally, the cosmetic brands also implemented various technologies, such as AI, AR, and social media analytics, to personalize customer experiences and boost brand connections (Chu et al. 2025). A study assessing efficiency demonstrates how digital tools have improved client engagement, satisfaction, and loyalty. UK-based organisations face issues, including insufficient resources, when international brands. 
Theoretical Insights
“Technology Acceptance Model (TAM)” 
[image: ]
Figure 1: “Technology Acceptance Model (TAM)” 
(Source: Musa et al. 2024)
TAM also offers a valuable framework for analysing how consumers in the cosmetics industry adopt and engage with the various digital transformation initiatives. This model mainly focuses on the two primary factors, such as the “perceived usefulness and perceived ease of use”, that also affect the behavioural intention of the individual to use the various technologies (Musa et al. 2024). In the context of the study, TAM aids in explaining how consumers interact with various digital tools, such as AR and AI-based product recommendations. When the technologies are perceived as useful in enhancing the shopping experiences, product selection accuracy. Consumers are more likely to be involved and boost the trust in brands. On the other hand, ease of use also mitigates the hesitation, especially among the tech-savvy users (Mustafa and Garcia, 2021). It also ensures positive digital experiences. Major cosmetic brands such as L'Oréal and Sephora applied the principle of TAM through designing digital platforms (Toosi et al. 2022). Thus, the TAM model provides the concept of how technological usability and the perceived value affect customer engagement in the UK cosmetic market. 
“Resource-Based View (RBV)”
[image: ]
Figure 2: RVB 
(Source: Kero and Bogale, 2023)
A strategic framework has been offered by the RVB to comprehend how organizations gain a sustained competitive advantage through the utilization of valuable, rare, inimitable, and non-substitutable (VRIN)" resources. Within the context of the global cosmetics sector, RBV is particularly important to analysing how digital transformation increases client engagement (Kero and Bogale, 2023). Along with that, strategic resources have been represented by approaches of technological transformation, including data analytics. "AI-driven recommendation systems" and AR applications that enable organizations to offer highly customized and interactive user experiences. Cosmetics brands such as Sephora and L'Oréal have utilised their technological capabilities and digital infrastructure, and innovative resources that differentiate them in the competitive market (Umezurike et al. 2024). Operational efficiencies have been increased, and customer-brand relationships have also been focused on by these digital treasures. Integrating RBV aids in addressing the ways in which organizations invest in digital resources to increase competitiveness and engagement.   
[bookmark: _Toc213165964]2.2 Key literature 
Various types of "digital transformation strategies" have been implemented by international cosmetics brands to boost their operational efficiency and brand competitiveness. As per the view of O'Higgins and Fatorachian (2025), for customized product recommendations, data analytics and AI have been considered as a suitable strategy, and this enables brands, including Estée Lauder and L'Oréal, to associate offerings to individual choices and skin types. Influencer partnerships and "social media marketing" have become crucial to engage digitally with younger active audiences. At the same time, Rainy and Mou (2025), stated that platforms such as TikTok, Instagram, and YouTube facilitate two-way communication and allow users to co-create content and change brand identity. Also stated that a smooth shopping experience is supported by the omnichannel retailing and implementation of e-commerce through connecting traditional stores with technological platforms. Some international brands adopted "sustainability-related digital innovations for ethical branding. 
Digital transformation initiatives significantly impacted customer engagement and brand interaction in the cosmetic market. As opined by Dattatray et al. (2025), various digital tools such as "AR-based virtual try-ons, AI-powered skin analysis, and chatbots" have also developed the conveniences and increased the shopping experiences. Thus, the digital initiatives boost customer engagement and ensure brand value. Various cosmetics brands, such as L'Oréal and Sephora, have high conversion rates and strong emotional attachment with the customers through these innovations. On the other hand, Nunan et al. (2018) argued that digital tools also strengthen the involvement through providing personal relevance, but they also create privacy concerns and digital fatigue. Thus, the engagement metrics focus on the short-term interaction process, such as clicks and likes, compared to the long-term loyalty. Elasrag (2018), also supported the statement and opined that, in the UK market, the small cosmetic market faced the struggle to ensure global success due to limited digital infrastructure and limited budget. Thus, it can be stated that digital initiatives are significant for customer engagement and brand interaction and boost positive brand-customer relationships.  
As stated by Makridakis (2017), by utilizing the latest innovations such as predictive analytics, AR-based virtual try-ons, and "AI-driven personalization", global cosmetics organisations such as Estée Lauder, L'Oréal, and Sephora have gained notable success through extensive "digital transformation programs". These innovations helped to increase developments in loyalty, customer engagement, and omnichannel implementation. Percy (2021) argued that several UK-based cosmetics firms, especially SMEs, experience slower development due to the lack of technical specialists and insufficient budgets. As supported by Creevey et al. (2019), customer engagement results in the UK continue to rely more on conventional advertising and specialty branding rather than enhanced online interactions. For increasing competitiveness in the UK market, strategic investment in digital infrastructure is required. 
As stated by Park and Hong (2024), for increasing customer engagement through the digital transformation, UK cosmetic firms should focus on technological integration, data ethics, and personalization. These findings revealed that various global companies, such as "Sephora and L'Oréal", use AI-driven personalization and AR experiences to boost satisfaction and loyalty. For this reason, UK brands should invest in advanced technologies such as mobile apps. Pattanayak, (2021), critiqued that technology not only increases customer engagement, but brands should focus on innovation with transparency, authentic storytelling that ensures trust. Thus, the collaboration with omnichannel consistency and influencers can develop emotional engagement. 
[bookmark: _Toc213165965]2.3 Research Gap 
While several studies have looked at the digital shift in the worldwide cosmetics sector, most of them focus on creativity, e-commerce performance, or technology adoption rather than the way it directly impacts consumers (Kero and Bogale, 2023). Moreover, existing literature allows for a focus on huge multinational organizations, and there are insufficient insights into the ways in which these strategies translate in particular regional contexts.  Global success stories also indicated opportunities for the "AI, AR, and data analytics", but there are a few systematic review papers for comparing the effectiveness of these initiatives among global and UK-based firms. There is also a lack of analysis through linking the "digital transformation frameworks" (Chu et al. 2025). Through addressing the gap in research, this study systematically reviewed the global digital transformation projects and evaluated their implications for increasing customer engagement in the UK market.  
[bookmark: _Toc213165966]2.4 Conceptual Framework
[image: ]
Figure 3: Conceptual Framework
(Source: Self-made by using MS Word)
[bookmark: _Toc213165967]3. Methodology 
[bookmark: _Toc213165968]3.1 Research Approach
The “qualitative systematic review approach” will be adopted because by using this approach, existing knowledge will be explored on digital technologies in the international cosmetics industry (Gwada et al. 2025). At the same time, in this research, the “qualitative approach” will be most suitable because the research seeks to comprehend experiences, strategies, and outcomes regarding technological changes and their implications for user engagement in the UK context. 
This research will avoid the quantitative method, because this approach focuses on the statistical relationship (Ghanad, 2023). On the other hand, the qualitative approach provides a deep understanding of research and supports the "interpretivism research paradigm" and helps to address the systematic review on "digital transformation projects in the global cosmetics industry", which will aid in offering implications to increase customer engagement in the UK cosmetic market. For this reason, this research will adopt a qualitative research approach through a systematic review of existing literature (Andrić et al. 2025). This systematic review process will ensure the replicability and transparency by following the academic guidelines, such as the search strategy, Boolean operators, and PRISMA flow chart. The qualitative nature of the systematic review will aid in supporting the thematic analysis. 
[bookmark: _Toc213165969]3.2 Data Collection Methods 
Secondary Data Collection  
The "Secondary data" will be collected from industry reports, academic journals, credible online sources, and papers. For collecting insights published between 2015 and 2025 and "peer-reviewed research", various databases, including Google Scholar, ScienceDirect, PubMed, Scopus, and Web of Science, will be leveraged, which ensures recency and relevance. For the systematic review, the "secondary data collection" is suitable because it will enable exploration of large, exciting evidence on technological transformation strategies internationally (Mazhar et al. 2021). 
Search strategy 
This systematic review will use the search strategy to identify reliable and authentic articles that will be published between 2015 and 2025 and focus on digital innovation. The search process will consider the various "search terms and synonyms” based on the research objectives (Rethlefsen et al. 2021).  Thereafter, the key terms will be linked by using the “Boolean operators (AND, OR, NOT)”, which aids in refining the research. Through applying the “inclusion and exclusion criteria” and use of the PRISMA flow chart, this research will select relevant literature. At last, this study will conduct the CASP checklist to ensure the quality and credibility of selected articles. 
Search terms 
Key search terms to consider- “Digital transformation”, “Digital innovation”, “Cosmetics industry”, “Beauty sector”, “Skincare brands”, “Customer engagement,” “Customer experience”, “Brand interaction”, “Consumer loyalty”, “United Kingdom”, “UK cosmetics market”, “Global beauty industry”.
Boolean operator table 
	“Boolean
Operators”
 
 
	Keywords / Synonyms
	“Database”
	“Number
of
studies”
	“Total
number of
studies”

	OR
	“Digital transformation” OR “Digitalisation” OR “Technology adoption” OR “Digital innovation”
	Google Scholar
	X1
	



X1 + X2 + X3 + X4 +X5

	OR 
	“Cosmetics industry” OR “beauty sector” OR “skincare brands” OR “Makeup companies”
	Scopus, PubMed
	X2
	

	OR
	“Customer engagement” OR “customer experience” OR “Brand interaction” OR “Consumer loyalty”
	Google scholar
	X3
	

	OR
	“United Kingdom” OR “UK” OR “British cosmetics market”
	Science Direct, Web of Science
	X4
	

	AND
	(“Digital transformation” AND “Cosmetics industry”) AND (“Customer engagement” OR “brand interaction”) AND (“UK” OR “global”)
	Google scholar
	X5
	


Table 1: Boolean Operator Table
(Source: Self-made using MS Word)
[bookmark: _Toc213165970]3.3 Sampling Strategy
For this systematic review research, this study will use the selection criteria as a sampling strategy. Based on the inclusion criteria, this study will select reliable articles. The selection process also follows a PRISMA flow chart and consists of the four key stages, such as "Identification, Screening, Eligibility, and Inclusion” (Rethlefsen and Page, 2022). Through applying the inclusion-exclusion criteria and removing the duplicate articles, this study will select a number of reliable articles that ensure digital transformation trends in the UK cosmetic industry. 
Inclusion-exclusion criteria 
	Criteria
	Inclusion
	Exclusion

	Publication Years
	Studies published between 2015 and 2025 to certify current evidence and use recent trends of digital transformation. 
	Studies published before 2015 are limited because they cannot capture recent evidence of digital transformation. 

	Industry Focus 
	Papers focusing on the beauty, cosmetics, and personal care industry. 
	Studies from other industries

	Language
	English language publications certify consistency and clarity in analysis 
	Non-English publications are due to bias and limited accessibility.

	Type of Source
	Industry reports, peer-reviewed journals, and newspapers. 
	Non-academic blogs and duplicate websites. 

	Topic Relevance
	Technology implementation, technological transformation, and customer engagement will be addressed. 
	Studies unrelated to the topic or not connected with customer engagement. 


Table 2: “Inclusion-exclusion criteria”
(Source: Self-made by using MS-Word) 
[bookmark: _Toc213165971]3.4 Data Analysis 
Thematic analysis will be used for analysing the collected secondary data, which enables the identification and evaluation of patterns across selected studies (Braun and Clarke, 2024). All data will be acquainted, coded, and grouped into key themes, including “AI and personalization”, digital innovation, and results of customer engagement. This technique also considers identifying, coding, and categorising various patterns across the selected studies to develop the themes based on the digital transformation and the customer engagement (Vázquez-Varela et al. 2022). All themes will be linked with the research objectives, and this thematic synthesis approach also provides a detailed understanding of how the digital initiatives affect customer engagement within the UK cosmetics market. 
[bookmark: _Toc213165972]3.5 Ethical Considerations
Ethical considerations focus on upholding academic honesty, openness, and respect for proprietary information because this work is wholly dependent on secondary data. All data will be sourced from publicly available, reputable databases and "peer-reviewed publications" to certify originality and reliability (Masic, 2022). The appropriate referencing and citation style will be used to credit the original authors. Primary data collection and the human participant will not be involved in this study. Issues of confidentiality are not applicable in this study. This study will maintain objectivity in the interpretation of findings. Thus, the whole research will maintain the university's ethical guidelines and "ensure credible academic conduct".
[bookmark: _Toc213165973]3.6 Feasibility 
This study relies on secondary information rather than gathering primary information; it is very feasible. In addition, there are no time or technical limitations because access to users is not necessary (Senjam et al. 2021). Through institutional library resources, the researcher has complete access to scholarly databases such as Google Scholar, Scopus, and ScienceDirect, confirming the availability of pertinent and reliable material. The systematic review approach is time-efficient, and it will be completed within the dissertation schedule (Lauzon-Schnittka et al. 2022). Minimum financial resources are required for this study. The research is realistic, doable, and feasible within the time frame specified, allowing for a comprehensive and rigorously scholarly investigation of digital change and consumer interaction in the cosmetics sector.
[bookmark: _Toc213165974]4. Expected Findings 
[bookmark: _Toc213165975]4.1 Anticipated Results
It is anticipated that clear patterns will be revealed that portray the ways in which digital shifting has become a crucial aspect of customer satisfaction, engagement, and loyalty in the cosmetics industry. However, “Sephora, L’Oréal, and Estée Lauder” are predicted to show a powerful digital maturity and implement technologies including “data analytics, AI-driven customisation” to increase shopping decisions (Andrade et al. 2024). 
It may be difficult to achieve equivalent results for UK-based cosmetics brands due to slower acceptance rates and more constrained resource abilities. Barriers, including skill gaps, cost constraints, and insufficient digital infrastructure, could hinder their technological progress (Singun, 2025). At the same time, creativity is portrayed through influencer partnerships, innovative digital marketing, and inadequate high-scale technological investment. Overall, these findings portray a positive relationship between the results of customer engagement and technological adoption. 
[bookmark: _Toc213165976] 4.2 Expected Contribution
This research will contribute to theoretical knowledge through integrating the various frameworks, such as “TAM and the resource-based view (RBV) theory”, to explain how the “digital transformation affected the consumer interaction” and the brand loyalty in the UK cosmetic market (O’Higgins and Fatorachian, 2025). This study will address the research gap by linking the theoretical concept with practical digital practices, such as “AR experiences, AI personalization, and the Omnichannel experiences”. 
From the managerial perspective, this research will provide evidence-based knowledge for the UK cosmetic firms to increase “customer engagement” through customer digital initiatives. This study will indicate how cosmetic firms can enhance their digital investments and develop data-driven decision-making, and boost consumer trust through ethical practices (Shastri et al. 2024). At a policy level, this research can inform the regulators and the UK industry stakeholders on the sustainability and digital innovation within the beauty market. This study will offer the best practices that balance the customer’s privacy protection and technological advancement. 
[bookmark: _Toc213165977]5. Limitations 
[bookmark: _Toc213165978]5.1 Anticipated Constraints
The scope and depth of this research can be affected by several limitations. As secondary data will be used in this study, access to current company information can be restricted. Moreover, many cosmetic brands, including private firms, cannot reveal detailed “digital transformation strategies" that can hinder in-depth analysis. Moreover, data availability between UK-based and global firms could lead to unequal representations across cases (Albaroudi et al. 2024). However, the risk of publication bias is another anticipated barrier because successful digital change approaches are focused on by industry and academic insights, while overlooking issues. The qualitative study hinders the measurement of a statistical nature. 
[bookmark: _Toc213165979]5.2 Mitigation Strategies
To minimize the potential limitation, this research will adopt a systematic search strategy by using multiple databases such as “Scopus, Web of Science, and Google Scholar”. Clear “inclusion-exclusion criteria” will be used to ensure the credibility and reliability of the selected articles (Miranda et al. 2024). On the other hand, to mitigate the publication bias, this research will use the “peer-reviewed and grey literature”. In addition, comparative findings between the UK and the global cosmetic market will aid in mitigating the limitations and recognizing the regional variations in consumer behaviour and the trend of digital adoption (Lim et al. 2023). This study will develop thematic analysis for the interpretation of findings on “digital transformation and customer engagement”. 
[bookmark: _Toc213165980]6. Timeframe 
	Phase / Task
	Start Date
	End Date
	Duration (weeks)
	Notes

	 Topic selection and proposal development
	 01 Nov 2025
	14 Nov 2025
	 2 weeks
	Finalise “research aim, objectives, and scope”

	Literature review and framework development
	15 Nov 2025
	12 Dec 2025
	 4 weeks
	Critically analyse research papers and address research gaps

	Methodology Development
	13 Dec 2025
	26 Dec 2025
	2 weeks
	Design research approach, “data sources, and thematic synthesis analysis methods”

	Data collection (secondary research)
	 27 Dec 2025
	 16 Jan 2026
	 3 weeks
	Consider “inclusion/exclusion criteria”, and collect the secondary data from selected databases.

	Data analysis and interpretation
	 17 Jan 2026
	 06 Feb 2026
	 3 weeks
	Thematic analysis and synthesizing findings

	Drafting and revision of the report
	07 Feb 2026 
	 27 Feb 2026
	 3 weeks
	Write, edit, and format dissertation chapters

	Final submission 
	 28 Feb 2026
	 05 Mar 2026
	 1 week
	 Proofread and submit the final paper


Table 3: Timeline 
(Source: Self-made by using MS-Word) 
[bookmark: _Toc213165981]7. Conclusion  
The purpose of this study is to carefully investigate the research on digital transformation tactics in the global cosmetics sector and assess the ways in which they might develop customer involvement in the UK. The key objectives are to address international strategies of digital transformation, assess their impact on increasing engagement, compare results between international and cosmetics organisations in the UK, and develop suitable suggestions for the UK brands. 
The relevance of this study depends on the necessity for cosmetics brands to implement technological creativity to stay competitive in the digital market. This research will offer a strategic concept that can help the UK cosmetics firm in implementing digital technologies such as AI, AR, and data analytics to boost customer loyalty and customer interaction. 
This study is both valuable and feasible through a focus on the secondary information and the systematic research approach. This study will provide an in-depth concept of the "digital transformation" and provide practical guidance for managers in the beauty market, which enhances customer engagement. Through addressing the gap in the research, this study ensures the sustainable growth and competitive advantage in the digital era. 
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