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[bookmark: _Toc212472221]1.1 Research Title
The Impact of Influencer Credibility on Consumer Trust and Purchase Intention in the Beauty Industry
[bookmark: _Toc212472222]1.2 Research background and rationale
Background
The explosive rise in the use of influencer marketing in the past 5 years has changed the way consumers build trust in online settings (UltimateAsset, 2023). According to Sesar et al. (2022), Influencers act as “opinion leaders” who direct the behaviours of their followers and influence their purchase intention through their relatable authenticity. However, if influencers lack warmth and relatability and start curating their content like deliberate advertisements, consumers end up losing trust in the influencer (Khan, 2023). Social media provides an interactive platform for these influencers to humanise brand communication and improve their trustworthiness by establishing a parasocial relationship with their consumers (Yuan and Lou, 2020). Hence, the advent of such marketing tactics overshadow traditional advertising by building a close consumer brand relationship, which is mediated by the influencers. These parasocial bonds help investigate how influencer credibility aids in establishing consumer trust.
Rationale
The top UK beauty brands, including Huda Beauty, Dior, and L’Oreal Paris are highly focused on conducting influencer marketing operations to attract a large number of customers (Traackr, 2025). Also, around 84% of the total UK customers follow popular influencers (Statista, 2025). Therefore, it indicates that influencer marketing is popular in terms of beauty product advertisements that also influence the trust and purchasing decisions of customers. Hence, this research is rational as it will find out the impact of influencer marketing in building trust of customers while purchasing beauty products. With the help of this research, the management of beauty product companies can gain proper guidance about implementing influencer marketing. They can also become aware of avoiding the challenges related to influencer marketing that will help to retain a high level of customer trust in the long run. Hence, this research will help beauty companies to make a long-term relationship with customers through ensuring a proper approach of influencer marketing. 
Problem statement
Despite the growing advent of Influencer marketing usage in the UK beauty industry, the implications of consumer and influencer bonds on perceived trust and purchase intention remains vague. A Study on the impact of influencer marketing on brand engagement and sales outcomes shows that 78% of marketers face difficulty in estimating their influence in the year 2020 (Celestin and Sujatha, 2024). A survey suggests that 84% of UK Gen Z in 2023 engage with influencers, but only 22% of consumers trust such influencers (Statista, 2025). In the UK beauty industry, 65% users stray away from celebrity influencers working for paid endorsement as they limit their authentic reactions for products and thus reduce influencer credibility and diminishes buying intentions (Chitrakorn, 2022). Hence, it is cleared that in the UK beauty sectors, consumer purchase rate is decreased due to false advertisement of influencers. Therefore, this research will provide a deeper understanding of how authenticity in interpersonal connections convey influencer credibility in fostering consumer trust.
[bookmark: _Toc212472223]1.3 Research aim
The aim of the research is to find out how influencer credibility impacts purchase intention and customer trust in the beauty industry.   
[bookmark: _Toc212472224]1.4 Research objectives
· To examine the relationship between influencer credibility and customer trust while purchasing beauty products. 
· To evaluate the key dimensions of influencer credibility that influence customer perception towards beauty products. 
· To identify the challenges of influencer marketing that can negatively hamper the customer trust towards beauty brands. 
· To recommend the proper approach of influencer marketing that beauty brands can obtain to gain a high level of customer trust. 
[bookmark: _Toc212472225]1.5 Research questions
· What is the relationship between influencer credibility and consumer trust in buying beauty products?
· What are the different key dimensions of influencer credibility that influence the trust level of consumers in purchasing beauty products?
· What are the different challenges companies can face in implementing influencer marketing that can negatively hamper customer trust?
· What are the different approaches of influencer marketing that companies can adopt to gain a high level of customer trust? 
[bookmark: _Toc212472226]2. Literature Review 
[bookmark: _Toc212472227]2.1 Key theories 
Source Credibility Theory
The ‘Source Credibility Theory’ is applied in enhancing influencer marketing strategies of beauty brands to influence customers’ purchasing behaviour and intentions through leveraging the transparent relationship between influencers and audience. This theory fosters the integration of communicators’ positive personal characteristics that reflect affirmative messages to the perceivers that enhance their trust on the effectiveness of influencers’ endorsed products (Reijmersdal et al. 2023). Viewers have strong trust in their favourite influencers, which influences purchasing intention based on the influencer-endorsed brands. Implementation of the ‘source credibility model’ helps beauty brands to enhance brand credibility and adoption by the targeted audience through collaborating with famous influencers (Yasa et al. 2025). Hence, beauty brands are optimising their marketing by applying ‘Source Credibility Theory’ that enhances customers’ trust, and instigates their buying intention.
Social Influence Theory
‘Social Influence Theory’ embeds the application of the relationship of virtual influencers with their viewers in the promotion of beauty brands to gain customers’ trust and build a strong brand image. This theory implicates the impacts of social media influencers on a large number of people through their behavioural and motivational attributes (Davlembayeva et al. 2025).  Engaging content creation, brand description and influencers’ personal experience of using the product are the key elements of influencer marketing strategies that enhance transparency, credibility and audience’s inclination towards particular brands (Chen et al. 2024). Hence, ‘Social Influence Theory’ is generally used to measure the interrelationship between the virtual influencers’ perception and associated behavioural responses that accelerate beauty brands’ marketing tactics. 
[bookmark: _Toc212472228]2.2 Key debates and studies
Influencer credibility is directly linked to customer trust in beauty product purchases primarily because customers believe that the product will produce the actual outcomes that the influencer shows. As per Rathnayake and Lakshika (2022), physical attractiveness is the main component that establishes an influencer's credibility, as it refers to an individual's ability to grasp attention through visual appearance, as well as creating a positive impression for the audience. However, as opined by Kim and Kim (2021), the physical appeal of influencers initially captures attention which is not sufficient for influencing customer purchasing behaviour, as trust built through consistent communication is a more lasting influence on purchase intent. 
As per Salleh et al (2025), influencers' trustworthiness directly influences consumers' attitudes through online live streaming at social media platforms, which demonstrates the emotional values increase customer buying decisions while reducing perceived risk. This is aligned with Social influence theory that explains that an influencer’s trustworthiness directly impacts consumer behaviour as they promote products by creating content in social media platforms that are perceived as realistic and genuine, which increases customers’ trust (Liang et al, 2024). Therefore, it is understood that influencer credibility and customer trust are deeply intertwined, as trustworthiness and authenticity of influencers build customers’ trust to purchase beauty products. 
The discussed concepts of several articles are relevant to the research topic of this paper because they provide significant information regarding the connection between influencer credibility and customer trust. These articles demonstrate that influencers' credibility builds emotional connection and trust, which ultimately influences customers' buying decisions for beauty products.    
Addressing influencer credibility’s key dimensions are significant to establish customer trust, and also influence the perception of customers towards the beauty products. According to the perspective of Gokmenoglu and Amir (2021), trustworthiness is considered the key dimension of influencer credibility, because customers show their loyalty towards a trustworthy influencer that drives strong purchase intention for particular products. Similarly, AlFarraj et al. (2021) stated that trustworthiness, expertise, and attractiveness are the key dimensions of influencers’ credibility. To influence customer perception, trustworthiness cultivates transparency among customers by developing open communication, and honesty, where attractiveness includes social appeal and expertise fosters product knowledge (AlFarraj et al., 2021). Thus, reviewing multiple literature indicates that these influencer credibility dimensions’ shape customer trust, and engagement, which ultimately contribute to influence their purchasing intention towards the beauty products. Therefore, it can be stated that influencer credibility is driven by trustworthiness, attractiveness, and expertise that significantly influence customer perception by building honesty towards the beauty products.            
The selected articles are relevant with this research because they provide the relevant information about the key dimensions of influencer credibility. However, AlFarraj et al. (2021) has limitations because the article is only based on quantitative methods, where few influencers were involved.   
Influencer marketing plays an essential role for a business because it enables businesses to create high-quality content, reach specific demographics cost-effectively and promote inclusivity and diversity. Though an effective marketing strategy, it has several issues such as Brand-influencer misalignment, fake followers and engagement issues which hamper the consumer trust in the brand and negatively affect the financial performance of a business. According to Ayar (2024), some influencers exaggerate a product’s benefits for financial gain without genuinely testing or believing in the product’s value. When a consumer buys a product through influencers’ promises it creates a significant breakdown in trust. In addition, the beauty industry is driven by visual content and heavy editing or use of filters, which creates an unrealistic image of a product’s effect. When consumers cannot replicate these digitally enhanced "flawless" results, they feel misled and lose trust in both the influencer and the brand (Alim et al., 2025). Therefore, it can be considered poor influencer marketing that reduces the consumer trust in the brand and creates a barrier to gaining competitive advantages in the beauty industry. Moreover, the selected resources like Ayar (2024) are relevant with this study because it provides accurate information about influencer marketing challenges.  
[bookmark: _Toc212472229]2.3 Research gap
Gokmenoglu and Amir (2021) have commented that beauty brands are leveraging influencers’ fame, credibility and trustworthiness to promote their products. But it failed to describe the challenges faced by beauty brands, which will be addressed in this proposal on influencers’ credibility to change buying perceptions and intentions. 
Alim et al. (2025) mentioned only the misinformation and misleading marketing but did not address other negative impacts of influencer marketing. That will be covered in the discussion of changes in consumers’ buying intentions influenced by influencers’ credibility. 
[bookmark: _Toc212472230]2.4 Conceptual Framework
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Figure 1: Conceptual Framework
(Source: Self-created)
Conceptual framework is crucial for the construction of new knowledge and providing clarification of the assumptions regarding the studied phenomenon (Luft et al., 2022). In this research study through this framework, how influencer’s credibility impacts the consumer trust and purchase intention in the beauty industry will be outlined. 
Since the usage of social media platforms in the digital era has increased, it has made influencer marketing the most cost-effective marketing tool, especially for beauty products, which are purchased by young natives. The influencers create engaging content with the beauty products, to highlight how the products are useful and affordable at the same time. Also, influencers with millions of followers, provide various knowledge about the products, such as how to apply or how much should be applied to get the benefits, by using the products onscreen. These things highly influence consumer purchase intention and mostly the authentic influencers build trust between them about the beauty products (Garg and Bakshi, 2024). However, influencers can also negatively affect the consumers trust, since when an influencer advertises a product with heavy filters, consumers purchase the product by trusting them. But post-purchase when the product does not meet the consumer’s expectations, it causes distrust between them (Pawestriningrum and Roostika, 2022). From this, it can be stated that influencers significantly impact consumer trust and buying intentions in the beauty industry, either positively or negatively. 
[bookmark: _Toc212472231]3. Methodology
[bookmark: _Toc212472232]3.1 Research approach
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Figure 1: Research onion 
(Source: Melnikovas, 2018)
A well-structured research approach ensures credible research outcomes by conducting an ethical data collection and analysis process. In this research, a mono method with a quantitative research approach will be used. Schutt (2019) stated that the quantitative research method is considered a collection of structural techniques, which assume a positivism research philosophy to generalise practical findings of the real world through quantifying characteristics. Following this method in research allows researchers to minimise bias, along with ensuring a standardised technique to address hidden data patterns and trends (Schutt, 2019). This method is justified because the objective is to measure and assess the relationship between influencer credibility, and customer intention by using statistical techniques. It will allow the researcher to test hypotheses, and identify the strength and direction of associations among variables, like trustworthiness, expertise, and attractiveness.    
Alternatively, using a qualitative method is more time consuming, where researchers may face limitations to generalise data from a large group and face difficulties in conducting a concise conclusion (Queirós et al., 2017). Thus, this method will not be selected because using this method will fail to provide statistical analysis between influencer credibility, consumer trust, and purchasing intention. Therefore, considering the limitation of qualitative research, the study will follow a quantitative method to quantify influencer credibility impact on the purchase intention and consumer trust within the beauty industry to identify hidden future trends and market shifts.           
[bookmark: _Toc212472233]3.2 Data collection method 
Conducting a proper data collection is essential for a researcher to outline valid conclusions by answering research questions. A primary data collection method will be applied by the study to directly collect information from consumers. As a primary data collection method, the study will use an online survey method to gather relevant information. Online surveys through questionnaires are a crucial and cost-effective way to collect data from a wider audience by reducing the chances of error (Mazhar et al., 2021). The study will select this method for data collection because it can help to collect reliable and specific information from consumers of the beauty industry, and offer in-depth insights to understand their purchase intention. On the contrary, using secondary data collection poses limitations for researchers, where they do not have control over the process of data collection and the reliability of outcomes might be low due to biases (Kumara, 2022). Thus, the secondary method is irrelevant for this study because it might produce bias outcomes that will damage the research’s credibility and accountability. 
[bookmark: _Toc212472234]3.3 Sampling strategy
In the primary data collection method, there are various types of sampling strategies available, such as, Probability sampling and Non-probability sampling method. Random sampling (Probability sampling) is a widely used sampling strategy, especially in quantitative studies, with survey instruments. This strategy will be reliable for the following research topic, as through this, a survey can be done between 100 consumers, by choosing them randomly, to understand how their trust and purchase intention is impacted by influencer credibility in the beauty industry (Noor et al., 2022). On the other hand, as in Non-probability sampling methods, samples are not collected randomly and the sample is not representative of the entire population, thus it can cause potential biases, difficulty in quality assessment and sampling error (Sharma, 2017). Therefore, by comparing these two methods, it can be interpreted that random sampling will be more suitable for ensuring unbiasedness, reliability and statistically valid findings regarding influencer credibility and purchasing behaviour. Thus, this method will be relevant for this research study and the Non-probability sampling methods will be not appropriate due to its disadvantages. 
[bookmark: _Toc212472235]3.4 Data analysis
The collected first-hand data for this study will be analysed statistically by employing descriptive statistics such as mean, frequency and standard deviation. In this way, key demographic insights about the Beauty industry can be summarised meaningfully, which will assist in answering the research question in a clear and straightforward manner. The correlation and regression in this method will help to identify the relationship between two key variables, such as the influencer credibility and consumer purchase intention (Costa, 2016). 
Moreover, descriptive analysis can be beneficial in offering a thorough and understandable explanation of the data, making it easier to recognise any possible trends and patterns in the UK beauty industry (Washington et al., 2020). Hence, this analysis process will be useful in efficiently evaluating how influencer credibility is influencing the purchase choices of the UK beauty industry consumers by turning raw data into meaningful information.  
[bookmark: _Toc212472236]3.5 Ethical consideration
In any primary research, ethics is defined as the practice of maintaining moral principles. This study will strictly adhere to some specific ethical guidelines to protect every participant’s rights and safeguard them from any possible harm during or even after the research, which will uphold social standards (Nii Laryeafio and Ogbewe, 2023). For instance, before the participation of each volunteer in the research, their informed consent will be obtained digitally by informing them of any possible risks and benefits associated with the research. Additionally, confidentiality will be maintained for each of the participants’ responses in the investigation without any disclosure of their personal information (Nii Laryeafio and Ogbewe, 2023). Thus, this will aid in ensuring integrity by respecting every involved participant’s ethical approval and welfare. 
[bookmark: _Toc212472237]3.6 Feasibility
The research will conduct an online survey among approximately 100 possible UK beauty industry consumers to collect valuable information within two weeks. Google Forms will be used to create a topic-related survey form and distributed via social media, where it can be accessed by a wide range of participants in a cost-efficient way (Vasantha Raju and Harinarayana, 2016). The resources will include the Microsoft Forms for the primary information gathering and SPSS to analyse the collected information statistically in order to ensure the overall success of the investigation and the timely completion of the research.   
[bookmark: _Toc212472238]4. Expected Findings
[bookmark: _Toc212472239]4.1 Describing the anticipated results
This research proposal is being conducted to identify the impact of influencer marketing on enhancing credibility, trustworthiness and consumers’ buying intentions in the beauty industry. It will portray a socio-emotional bond between the influencers and their viewers that increases their perceived value of the effectiveness of specific beauty products. Established emotional resonance and interaction between the influencers and consumers have a strong influence on the consumers’ buying perceptions and decision-makings (Chen et al. 2024). Influencer marketing not only empowers beauty brands to enhance sales but also imposes risks of misleading content and consumer resentments.
Consumers’ perceived product quality may differ from the quality shown and described in the influencers’ lives or videos (Wu, 2022). The research will provide an idea of how the influencers’ exaggerated product details and fake reviews can develop a negative image about respective brands. Sales of beauty brands depend upon the level of Influencers’ innovative content creation and transparency. This research will cover all the aspects of influencer marketing, including its enhanced credibility and potential challenges that affect the brand image. 
[bookmark: _Toc212472240]4.2 Expected Contributions
It is expected that the final outcomes of this research will have significant contributions in terms of theoretical, managerial and policy perspective wise over both beauty consumers and brands in the UK. Theoretically, this study can contribute to a better understanding of the application of Social Credibility and Social Learning theory in understanding how consumer purchasing patterns in the Beauty industry gets persuaded by modern influencer credibility (Wahyuni et al., 2025). Managerially, this research can contribute to brands’ marketing expertise, help them in hiring relevant influencers to maintain consistent customer engagement and increase their purchasing rates. Lastly, in terms of policy perspective, this study can allow the UK regulatory authorities to design new policies or refine existing ones, such as ISBA and Influencer Marketing Trade Body (IMTB). This will aid in maintaining responsible alignment between the brands and the influencers they hire through clear disclosure of rules and norms (IMTB, 2025). 
[bookmark: _Toc212472241]5. Limitations
[bookmark: _Toc212472242]5.1 Anticipated constraints
The methods that will be chosen for this research are highly appropriate as compared to other research methods. However, following these methods, the researcher can face significant challenges that can create a barrier to achieving the proper outcome of the research. As this research will be based on primary research, researchers can face challenges in accessing the required data for the research work properly. In the case of the primary research, data access-related problems occur due to the lower response from participants (Khatamian Far, 2018). The researcher can also face challenges related to bias in the dataset. The bias in the dataset occurs due to the psychological match among participants. Due to the bias in the dataset, the researcher can face challenges in obtaining an accurate research outcome. The bias in data in primary research mainly occurs due to the wrong selection of participants (Ahmed et al., 2012). Lastly, a small sample is one more challenge that the researcher can face while conducting the primary research. Due to the small sample, the generalisation of research outcomes can be challenging for the researcher which can cause misleading research results and in this case, the small sample can cause a barrier in identifying the actual correlation between influencer credibility and improving customer trust in purchasing beauty products.
[bookmark: _Toc212472243]5.2 Mitigation strategies: 
For minimising or managing these limitations, the researcher can build a community to improve participant engagement in the survey. Also, by creating a rigorous study design, the researcher can minimise the chances of bias. These approaches can minimise limitations of the methodology and ensure a better outcome of the research.                       
[bookmark: _Toc212472244]6. Timeframe 
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Figure 1: Project Time-Plan
(Source: Self-Developed)
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