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[bookmark: _Toc224580141]Introduction 
[bookmark: _Toc224580142]Background
TikTok influencer marketing has heavily influenced the purchasing behaviour of the Gen Z population within the UK. According to Ismail and Mohamed (2024), influencer marketing in the current times has emerged as a pivotal strategy in digital marketing. It leverages the reach of individuals and credibility with substantial social media followings for promoting brands and products. It has been reported that TikTok has become one of the largest digital platforms that is reshaping the marketing strategies of UK cosmetic companies. The influencer marketing company uses Earn Media Value (EMV) to determine their top 100 rankings. In this ranking, Nyx Cosmetics holds the first place with $14.2 million in EMV (Meintjes, 2026). This research examines the ways TikTok influencer marketing is shaping the purchasing behaviour of Gen Z in the UK cosmetic industry. 
[bookmark: _Toc224580143]Research Rationale
In recent years, TikTok emerged as a major and influential digital platform that influences the purchasing decisions of the Gen Z population of the UK towards the cosmetic industry. This digital platform continues to solidify its position within the UK beauty retail sector.  A survey report of 2023 has shown that around 84% of the UK Gen Z follow influencers, which affects their purchasing decision (Statista, 2025). However, trust is one of the key issues of TikTok influence, as many of the influencers tie up with the company to exaggerate their products. After buying the products, many of the customers were dissatisfied with their performance. It has become a significant issue in recent times as the trust of consumers towards the TikTok influencers is declining. The research sheds light on the effect of a TikTok influencer on Gen Z purchasing behaviour in the UK cosmetic industry.
[bookmark: _Toc224580144]Problem Statement
With the emergence of the TikTok platform, UK Gen Z consumers started to trust the advertisements on TikTok by influencers more than traditional forms of platforms. However, there is a growing scepticism among consumers towards influencer marketing, which is diminishing its effectiveness.
[bookmark: _Toc224580145]Research Aim
The research aims to analyse the influence of TikTok on Gen Z Purchasing Behaviour in the UK Cosmetics Industry.
[bookmark: _Toc224580146]Research Objectives
· To analyse the impact of TikTok influencer marketing on the purchasing behaviour of the Gen Z population in the UK cosmetic industry.
· To evaluate the issues regarding TikTok influencer marketing for attracting the UK Gen Z population to buy cosmetic products.
· To explore the possible solutions for mitigating the issues discussed within this research.
[bookmark: _Toc224580147]Research Questions
· How does TikTok influencer marketing impact the purchasing behaviour of the UK Gen Z population in the cosmetic industry?
· What are the issues regarding TikTok influencer marketing for attracting the UK Gen Z population to buy cosmetic products?
· What are the possible solutions for mitigating the issues mentioned within this research?
[bookmark: _Toc224580148]Significance of the Research
This research can be significant for the owners of UK cosmetic companies to understand the impact of TikTok influencer marketing on the purchasing decisions of the Gen Z population. It has been observed that marketing through social media, such as TikTok, is one of the most popular marketing strategies for attracting Gen Z (Dirir, 2022). The owners of the cosmetic industries in the UK get some insight into the ways of tackling challenges based on the possible solutions provided within this study.
[bookmark: _Toc224580149]Preliminary Research and Literature Review 
[bookmark: _Toc224580150]Impact of TikTok Influencers on Gen Z Purchasing Behaviour in the UK
Social media like TikTok has a significant influence on the purchasing decisions of the Gen Z population within the UK, especially within the cosmetic industry. According to Li (2025), the phenomenon of online influencer marketing has changed the condition of e-commerce shopping, especially in the case of Generation Z. It has been observed that a major portion of the Gen Z population learns about new products from online influencers who advertise them on social media such as TikTok. Nguyen, Vo and Nguyen (2024) have also argued that TikTok influencers have affected the purchasing intention of the Gen Z population towards the cosmetic industry. 
Generation Z has certain characteristics, such as their ability to quickly adapt to new technologies. Apart from these, it has been found that they are more globally minded compared to the previous generation. TikTok produces short and fast-paced emotional content, which drives Gen Z towards impulsive buying. A new brand can advertise its product to a large pool of young audiences who belong to the Gen Z population with the help of influencer marketing. Pradhan et al. (2022), in their research, show that Gen Z customers are highly attracted towards the influencers who align with their values. The cosmetic industries in the UK use popular influencers to advertise their cosmetic products to attract a large pool of customers. 
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Figure 1: Influence of Social Influence on Marketing
(Source: Pradhan et al., 2022)
[bookmark: _Toc224580151]Challenges Regarding Using Influencer Marketing for Attracting Gen Z Customers
There are some significant challenges that the UK cosmetic industry faces in attracting Gen Z customers. As researched by Baghel (2023), the Gen Z consumers value brands that are socially responsible, transparent and aligned with their values. It has been observed that Gen Z quickly recognises authentic and scripted content. An influencer can lose trust of the Gen Z audience when they promote too many products. This forces the UK cosmetic industry to change influencers for advertising their products at a frequent rate.
[bookmark: _Toc224580152]Theoretical Framework 
Social Media Influence Theory
According to Cavanah and Kemink (2025), Social Media Theory analyses the ways a user builds, utilises and maintains online relationships. This theory suggests that the value of a digital platform increases when more users join that platform. This is the most relevant theory for understanding the ways digital platforms shape human behavior. Hence, this theory is ideal for analysing the influence of TikTok influencers on the Gen Z population. This theory has been chosen as it aligns with the outcome of the analysis on the impact of influencer marketing on the purchasing decision of Gen Z. As the theory explains the ways digital platforms influence customer behaviour, this can be used to argue the effect of TikTok influencers on the purchasing decision of the UK Gen Z customers.
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Figure 2: Social Influence Theory
(Source: Cavanah and Kemink, 2025)
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Figure 2: Conceptual Framework
(Source: Self-created)
[bookmark: _Toc224580154]Research Gap
There were several research studies done on understanding the influence of influencer marketing on Gen Z. However, there is very little statistical data available regarding the impact of TikTok influencers' marketing on the purchasing decisions of the Gen Z population, especially in the UK cosmetic industry. 
[bookmark: _Toc224580155]Methodology 
Mixed methodology will be used as both primary and secondary data will be collected for conducting research on this topic. According to Taherdoost (2022), mixed research methodology employs both qualitative and quantitative data based on the purpose of the study. The main purpose of employing this research methodology is to provide a better understanding of the research topic. Integrating both the primary and secondary methods helps the researcher address the complex research circumstances. 
Using this method will allow the researcher to understand the complex circumstances, such as cosmetics using social media platforms like TikTok to attract Gen Z consumers. Apart from a comprehensive understanding of the subject matter, the mixed research method can help the researcher gather more in-depth data on a research topic. As per Mulisa (2022), a mixed research methodology can be used for collecting a large volume of data, which is beneficial for performing in-depth research on a particular topic. Mixed research is most useful in validating and confirming rich information, such as a wide-scale trend. Using this mixed research methodology will allow the researcher to confirm and validate findings on the impact of TikTok influencer marketing on the purchasing decision of the UK Gen Z population.
The researcher will collect secondary data from various sources, such as news articles, journals and official government reports. A survey of 101 UK Gen Z individuals will be conducted to gather primary data related to this topic. There will be 12 Likert-scale questions within the Google form, which will be given to the survey participants to answer. Tools such as SPSS data analysis will be used for analysing the primary data that will be collected for this study.
[bookmark: _Toc224580156]Expected Outcomes
Through this research, the impact of TikTok influencer marketing on the purchasing decisions of the UK Gen Z customers can be found. Furthermore, issues faced by the UK cosmetic companies in attracting Gen Z customers through TikTok influencer marketing can also be found within this study.
[bookmark: _Toc224580157]Limitation
The main focus of this study is only on the impact of TikTok influencer marketing on UK Gen Z customers within the cosmetic industry. There is not enough data regarding the  impact of TikTok influencers' marketing on the Gen Z population, especially in the UK cosmetic market.
[bookmark: _Toc224580158]Timeline
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Figure 3: Research Timeline
(Source: Self-created)
[bookmark: _Toc224580159]Conclusion 
This research analyses the impact of TikTok influencer marketing on the purchasing decision of Gen Z customers in the UK cosmetic industry. Social media theory has been used to validate the research findings. Mixed methodology has been used as both primary and secondary data have been used to conduct this study.
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Activities

Week 5

Selecting the topic

Identify ing the aim and objectives of the rescarch

Conducting the literature review

Recognising the research methodology

Identifying potential outcomes of this study
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