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[bookmark: _Toc179562587]Abstract
This study investigates the influence of social media influencers on consumer preferences for local versus global beauty brands in India. The primary aim is to explore how influencers shape purchasing decisions, perceptions of beauty brands, and the key factors driving consumer choices. Using a mixed-methods approach, the study collected quantitative data from 23 survey respondents and qualitative data from two in-depth interviews. The findings revealed that social media influencers significantly impact consumer purchasing decisions, especially among younger, urban consumers. Global beauty brands were generally perceived as superior, but local brands gained credibility when endorsed by trusted influencers. Key factors driving consumer preferences included product quality, authenticity, and sustainability, with influencers playing a vital role in promoting these aspects. The study provides insights for beauty brands to tailor influencer marketing strategies, promoting authenticity and ethical values to resonate with Indian consumers. Recommendations are made for brands to collaborate with authentic influencers and emphasize ethical practices, especially for local brands looking to compete with global counterparts.
Keywords
Social media influencers, consumer behaviour, beauty brands, local vs. global brands, influencer marketing, purchasing decisions, India, product quality, authenticity, sustainability


Acknowledgements
I would like to express my sincere gratitude to everyone who supported me throughout the course of this study. First and foremost, I extend my deepest thanks to my supervisor, whose guidance and valuable feedback were instrumental in shaping this research. I am also grateful to the survey and interview participants for their time and insights, without which this study would not have been possible. Lastly, I would like to thank my family and friends for their constant encouragement and understanding during this research journey. Their support made this endeavour much more manageable and fulfilling.



Table of Contents
1	Introduction	11
1.1	Background of the Study	11
1.2	Aim and Objectives	12
1.2.1	Aim	12
1.2.2	Objectives	12
1.3	Research Questions	12
1.4	Problem Statement	13
1.5	Significance of the Study	13
1.6	Scope and Limitations of the Study	14
1.6.1	Scope	14
1.6.2	Limitations	15
1.7	Structure of Dissertation	15
2	Literature Review	16
2.1	Introduction	16
2.2	Social Media Influencers and Consumer Behavior	16
2.2.1	Role of Social Media Influencers in Marketing	16
2.2.2	Impact of Influencers on Consumer Decision-Making	16
2.2.3	Influencer Characteristics and Effectiveness	17
2.3	Local vs. Global Beauty Brands	17
2.3.1	Globalization and the Beauty Industry	17
2.3.2	Consumer Perception of Local Beauty Brands	18
2.3.3	Consumer Perception of Global Beauty Brands	18
2.4	Social Media Influencers and Brand Perception	18
2.4.1	Influencers' Role in Shaping Brand Perception	18
2.4.2	Comparative Analysis of Influencer Impact on Local vs. Global Brands	19
2.5	Consumer Demographics and Social Media Influence	20
2.5.1	Demographic Factors in Social Media Consumption	20
2.5.2	Segmentation of Indian Consumers in the Beauty Industry	20
2.6	Theoretical Framework	21
2.6.1	Theories of Consumer Behavior	21
2.6.2	Application of Theories to Social Media Influence	22
2.6.3	Conceptual Model for the Study	22
2.7	Gaps in the Literature	23
2.7.1	Identified Gaps	23
2.7.2	Relevance of the Study	23
2.8	Conclusion	23
3	Methodology	25
3.1	Introduction	25
3.2	Research Philosophy	25
3.3	Research Approach	26
3.4	Research Design	27
3.5	Data Collection Methods	28
3.5.1	Quantitative Data Collection (Survey)	28
3.5.2	Qualitative Data Collection (Interviews)	29
3.6	Sampling Strategy	30
3.7	Data Analysis Methods	31
3.7.1	Quantitative Data Analysis	31
3.7.2	Qualitative Data Analysis	33
3.8	Ethical Considerations	33
3.9	Limitations of Methodology	34
3.10	Conclusion	35
4	Results and Findings	36
4.1	Introduction	36
4.2	Quantitative Analysis Results	36
4.2.1	Demographic Overview	36
4.2.2	Statistical Findings	41
4.3	Qualitative Analysis Findings	49
4.3.1	Thematic Analysis Overview	49
4.3.2	Key Themes Identified	49
4.4	Comparative Analysis: Quantitative vs. Qualitative Results	52
4.5	Summary of Key Findings	53
4.6	Conclusion	54
5	Discussion	56
5.1	Introduction	56
5.2	Influence of Social Media Influencers on Consumer Purchasing Decisions	56
5.3	Perceptions of Local vs. Global Beauty Brands	57
5.4	Key Factors Driving Consumer Preferences	58
5.5	Demographic Characteristics of Consumers Influenced by Social Media Influencers	59
5.6	Conclusion	60
6	Conclusion and Recommendations	61
6.1	Introduction	61
6.2	Achievement of Objectives	61
6.3	Answering Research Questions	62
6.4	Limitations of the Study	64
6.5	Recommendations	64
6.6	Future Research Directions	66
6.7	Conclusion	66
References	67
Appendix	73
Appendix 1. Sample Survey Questionnaire	73
Appendix 2. Sample Interview Questionnaire	76
Appendix 3. SPSS Results	77
Appendix 4. Interview Responses	107




List of Tables
Table 4‑1: Frequency of Age	33
Table 4‑2: Frequency of Gender	34
Table 4‑3: Frequency of Education Level	35
Table 4‑4: Frequency of Monthly Income	36
Table 4‑5: Frequency of Location	37
Table 4‑6: Cross-tabulation Results: Gender vs. Following Beauty Influencers	40
Table 4‑7: Correlation Analysis: Following Influencers and Purchasing Decisions	41
Table 4‑8: Regression Analysis Results: Predicting Preference for Global Beauty Brands	43
Table 4‑9: ANOVA Table: Predicting Trust in Local Beauty Brands	45



List of Figures
Figure 4‑1: Age Distribution	35
Figure 4‑2: Gender Distribution	36
Figure 4‑3: Education Level Distribution	37
Figure 4‑4: Monthly Income Distribution	38
Figure 4‑5: Location Distribution	39
Figure 4‑6: Cross-Tabulation of Age and Influencer Following	41
Figure 4‑7: Regression Plot	45
Figure 4‑8: Means Plot	46


[bookmark: _Toc179562588]Introduction
[bookmark: _Toc179562589]Background of the Study
Social media has significantly transformed the landscape of marketing, particularly through the rise of social media influencers. These influencers have become powerful agents in shaping consumer behavior and preferences, particularly within the beauty industry. In India, the influence of social media influencers is profound, affecting consumer choices between local and global beauty brands. This study aims to explore this dynamic, examining how influencers sway consumer preferences and what factors are most influential in these decisions.
The emergence of social media platforms like Instagram, YouTube, and Facebook has given rise to a new breed of marketing - influencer marketing. Social media influencers, who often possess a large following and high engagement rates, can significantly impact their audience's purchasing decisions. Their credibility, relatability, and perceived expertise make them effective at promoting products, particularly in the beauty industry, where visual appeal and personal endorsement are critical (Khan et al., 2023). Studies have shown that influencers can drive brand awareness and influence consumer attitudes towards both local and global brands. This effect is amplified by the increasing consumer reliance on social media for product information and recommendations (Rathnayake and Lakshika, 2022).
The Indian beauty industry is a rapidly growing market, characterized by a blend of traditional local brands and international global brands. The entry of global beauty brands into the Indian market has intensified competition, leading to a dynamic interplay between local and global entities. Local brands often emphasize traditional ingredients and cultural relevance, while global brands leverage their international reputation and superior marketing strategies (Hermawan, 2023). The competition is not only about market share but also about consumer perception and loyalty, which are heavily influenced by social media marketing strategies. Social media platforms have become the battleground where local and global brands vie for consumer attention and preference (Kang and Jo, 2023).
Influencers play a crucial role in this competition, often acting as the bridge between brands and consumers. They can highlight the unique selling propositions of local brands or emphasize the global appeal and quality of international brands. The effectiveness of influencers is often linked to their credibility, with trustworthiness being a key factor in whether their endorsements translate into actual purchases (Rathnayake and Lakshika, 2022). Moreover, the content shared by influencers, such as tutorials, reviews, and personal testimonials, can shape consumer perceptions and create brand loyalty (Khan et al., 2023).
Demographically, the influence of social media on consumer behavior is not uniform across all segments. Younger consumers, particularly Gen Z and millennials, are more susceptible to influencer marketing, given their high engagement with social media platforms. These consumers tend to rely heavily on peer recommendations and influencer endorsements when making purchasing decisions, especially in the beauty sector (Ali and Naushad, 2023). This demographic shift has prompted both local and global brands to tailor their marketing strategies to appeal to these tech-savvy consumers, often leveraging influencers who resonate with this audience.
[bookmark: _Toc179562590]Aim and Objectives
[bookmark: _Toc179562591]Aim
The primary aim of this study is to investigate how social media influencers affect consumer preferences for local versus global beauty brands in India.
[bookmark: _Toc179562592]Objectives
· To analyze the influence of social media influencers on the purchasing decisions of Indian consumers regarding beauty products.
· To compare consumer perception of local beauty brands versus global beauty brands influenced by social media.
· To identify the key factors promoted by social media influencers that drive consumer preference towards beauty brands.
· To evaluate the demographic characteristics of Indian consumers who are most influenced by social media influencers in their beauty product choices.
[bookmark: _Toc179562593]Research Questions
· How do social media influencers influence the purchasing decisions of Indian consumers in the context of beauty products?
· How does social media influence Indian consumers' perceptions of local beauty brands compared to global beauty brands?
· What are the key factors promoted by social media influencers that drive Indian consumers' preferences towards specific beauty brands?
· Which demographic characteristics of Indian consumers are most associated with being influenced by social media influencers in their beauty product choices?
[bookmark: _Toc179562594]Problem Statement
The research problem addressed in this study revolves around the significant yet under-explored impact of social media influencers on consumer preferences between local and global beauty brands in India. Despite the burgeoning influence of social media marketing, particularly through influencers, there remains a notable gap in understanding how these dynamics play out in the Indian beauty market. Existing studies largely focus on global contexts or specific regions, such as Indonesia or Sri Lanka, leaving a gap in literature specifically examining the Indian market (Rathnayake and Lakshika, 2022). Furthermore, while much research has been conducted on the general impact of influencers, there is limited focus on the comparative influence between local and global beauty brands within this market (Khan et al., 2023).
This study is significant as it seeks to fill these gaps by specifically exploring the Indian beauty market, where the influence of social media is rapidly growing, yet the effects on local versus global brand preferences remain under-researched. The research will provide insights into how influencers shape consumer behavior and brand loyalty in a market where global brands are increasingly competing with well-established local brands. This study not only addresses a gap in the existing literature but also offers practical implications for marketers aiming to strategically position their brands in the highly competitive Indian beauty industry (Suwandi and Balqiah, 2023).
[bookmark: _Toc179562595]Significance of the Study
The significance of this study lies in its potential to contribute valuable insights to academia, industry, and society, particularly in the context of the Indian beauty market. For academia, this research addresses a critical gap in the literature by focusing on the comparative influence of social media influencers on consumer preferences for local versus global beauty brands in India. While prior studies have explored the impact of social media marketing, few have specifically examined this dynamic within the Indian market, thus offering new perspectives and enriching the existing body of knowledge (Rathnayake and Lakshika, 2022). Additionally, this study contributes to understanding the evolving role of social media in shaping consumer behavior, a topic of increasing relevance in global marketing research (Khan et al., 2023).
For the industry, particularly marketers and brand managers in the beauty sector, this research offers practical insights into how social media influencers can be leveraged to enhance brand positioning and consumer engagement. Understanding the factors that drive consumer preference towards local or global brands, as influenced by social media, can help marketers develop more targeted and effective campaigns. This is especially crucial in the competitive Indian market, where both local and global brands vie for consumer loyalty (Kang and Jo, 2023). Moreover, the study’s findings could guide social media influencers in tailoring their content to better resonate with their audience, thereby enhancing their impact on consumer purchasing decisions (Hermawan, 2023).
From a societal perspective, this research highlights the growing importance of digital media in everyday consumer choices, particularly in a culturally diverse and rapidly digitizing country like India. By exploring how influencers affect consumer behavior, the study contributes to broader discussions on the implications of digital influence in shaping consumer culture and preferences in emerging markets (Morais et al., 2023).
[bookmark: _Toc179562596]Scope and Limitations of the Study
[bookmark: _Toc179562597]Scope
This study focuses on the impact of social media influencers on consumer preferences for local versus global beauty brands in India. Geographically, the research is confined to the Indian market, which is experiencing rapid growth in both social media usage and the beauty industry. The target demographic includes Indian consumers aged 18 to 45 years, encompassing a diverse group in terms of gender, income, education, and social media engagement. This age range is selected because it represents the most active segment of social media users, who are also key consumers of beauty products.
The study will examine both local and global beauty brands, providing insights into how influencer marketing affects consumer choices between these two categories. Local brands will include those that are Indian-owned and primarily cater to the domestic market, while global brands will consist of internationally recognized names with a significant presence in India.
[bookmark: _Toc179562598]Limitations
Potential limitations include challenges in ensuring a representative sample, as the study relies on self-reported data, which may introduce biases such as social desirability or recall bias. Additionally, the results may have limited generalizability beyond the Indian context or to other product categories outside beauty. The fast-evolving nature of social media and consumer behavior may also affect the relevance of the findings over time.
[bookmark: _Toc179562599]Structure of Dissertation
Chapter 1: Introduction
This chapter introduces the research topic, outlines the study's aims, objectives, and research questions, and sets the context for the dissertation.
Chapter 2: Literature Review
This chapter reviews existing academic literature and theories related to social media influencers, consumer behavior, and the beauty industry, identifying gaps that the current study aims to fill.
Chapter 3: Research Methodology
This chapter details the research design, methodology, data collection methods, and analysis techniques employed to investigate the research questions.
Chapter 4: Data Analysis and Results
This chapter presents the findings from the quantitative survey, analyzing the data to address the research questions and objectives.
Chapter 5: Discussion
This chapter interprets the results in the context of the existing literature, discussing the implications of the findings and how they contribute to the understanding of the research topic.
Chapter 6: Conclusion and Recommendations
This chapter summarizes the key findings, draws conclusions, discusses the study's limitations, and provides recommendations for future research and practical applications in the industry.


[bookmark: _Toc179562600]Literature Review
[bookmark: _Toc179562601]Introduction
The purpose of this literature review is to critically examine existing research related to the influence of social media influencers on consumer preferences, particularly in the beauty industry within the Indian context. This review will identify gaps in the current body of knowledge, establish the relevance of the research objectives, and provide a theoretical foundation for the study. Key themes explored include the role of social media influencers in marketing, consumer behavior toward local versus global beauty brands, and the demographic characteristics of Indian consumers most influenced by social media. This chapter will set the stage for the subsequent methodology and analysis.
[bookmark: _Toc179562602]Social Media Influencers and Consumer Behavior
[bookmark: _Toc179562603]Role of Social Media Influencers in Marketing
Social media influencers (SMIs) have emerged as pivotal players in digital marketing, particularly within the beauty industry. Their role is critical in bridging the gap between brands and consumers by leveraging their online presence and credibility to promote products effectively. Influencers, through platforms such as Instagram and YouTube, have become essential components of marketing strategies, especially for beauty brands aiming to reach targeted demographics. The ability of influencers to create relatable content and foster a sense of trust with their followers has transformed traditional marketing approaches. This shift is evident in the increasing reliance on influencer partnerships by brands to enhance visibility and drive consumer engagement (AL-Rafidain and Al-Yousuf, 2022). Furthermore, studies show that influencers play a critical role in increasing brand awareness and shaping consumer perceptions, leading to higher purchase intentions (Mandiri, Jamhari, and Darwanto, 2022).
[bookmark: _Toc179562604]Impact of Influencers on Consumer Decision-Making
The impact of social media influencers on consumer decision-making is profound, influencing various aspects such as brand loyalty, trust, and purchase intentions. Research indicates that consumers are more likely to trust and purchase products recommended by influencers they follow, as these recommendations are perceived as authentic and credible. This trust is further reinforced by the influencers’ perceived expertise and the personal connection they establish with their audience (Cresentia and Nainggolan, 2022). Additionally, influencers have the power to shape consumer opinions and purchasing decisions, often acting as a catalyst for brand switching behavior, especially among millennials and Gen Z, who are highly susceptible to social media trends (Hanifawati, Dewanti, and Saputri, 2019). The effectiveness of influencers in altering consumer preferences underscores the need for brands to strategically collaborate with influencers who align with their brand values and target demographics.
[bookmark: _Toc179562605]Influencer Characteristics and Effectiveness
The effectiveness of social media influencers in marketing is largely determined by specific characteristics such as credibility, trustworthiness, and content quality. Credibility, which includes perceived expertise and reliability, is a key factor that influences the degree of consumer trust and engagement. Influencers who are perceived as knowledgeable and trustworthy are more likely to positively impact consumer attitudes and behavior towards the endorsed brands (Nugroho, Rahayu, and Hapsari, 2022). Furthermore, the quality of the content produced by influencers, including its relevance and aesthetic appeal, plays a crucial role in enhancing consumer engagement and driving purchase decisions (Mishra and Ashfaq, 2023). High-quality content that resonates with the audience can significantly boost the influencer's impact, making them more effective in promoting brands.
[bookmark: _Toc179562606]Local vs. Global Beauty Brands
[bookmark: _Toc179562607]Globalization and the Beauty Industry
Globalization has significantly transformed the beauty industry, facilitating the entry of global brands into local markets and intensifying competition. The global beauty market is characterized by the dominance of multinational corporations that leverage their vast resources to penetrate new markets, often overshadowing local brands. This global presence is driven by strategic marketing campaigns, superior product quality, and the ability to cater to diverse consumer needs across different regions (Ali and Naushad, 2023). However, the rise of social media has leveled the playing field to some extent, allowing local brands to compete by emphasizing their cultural relevance and authenticity. Local beauty brands often capitalize on their understanding of regional preferences and cultural nuances, positioning themselves as more relatable and authentic compared to global brands (Dhingra, 2023).
[bookmark: _Toc179562608]Consumer Perception of Local Beauty Brands
Consumer perception of local beauty brands is often influenced by factors such as cultural relevance, authenticity, and pricing. Local brands are perceived to have a deeper understanding of the unique needs and preferences of their consumer base, particularly in terms of skin types and beauty standards that are specific to the region. This perception is enhanced when local brands emphasize their use of indigenous ingredients and culturally significant practices in their products (Joshi et al., 2022). Moreover, local brands often position themselves as more affordable alternatives to global brands, appealing to price-sensitive consumers who seek quality products at lower prices. This strategy not only builds brand loyalty but also strengthens the brand’s market position against global competitors (Ali and Shaiq, 2023).
[bookmark: _Toc179562609]Consumer Perception of Global Beauty Brands
In contrast, global beauty brands are often perceived as prestigious, high-quality, and innovative. Their global reach and association with luxury and exclusivity make them appealing to consumers who prioritize brand prestige and are willing to pay a premium for products that offer a perceived higher quality. These brands leverage their international reputation and advanced research and development capabilities to introduce innovative products that set global beauty trends (Morais, Esteves, and Raposo, 2023). Additionally, global brands often employ sophisticated marketing strategies, including collaborations with top-tier influencers and celebrities, to reinforce their image of luxury and desirability (Koay et al., 2021). However, their global positioning can sometimes make them seem out of touch with local consumer needs, especially when they fail to adapt their offerings to local market demands.
[bookmark: _Toc179562610]Social Media Influencers and Brand Perception
[bookmark: _Toc179562611]Influencers' Role in Shaping Brand Perception
Social media influencers play a critical role in shaping the perception of both local and global beauty brands. Influencers act as intermediaries between brands and consumers, utilizing their platforms to promote products and build brand narratives. The perception of a brand can be significantly influenced by the way an influencer presents it to their audience. For instance, influencers who are perceived as credible and relatable can enhance the brand’s image by aligning the brand's values with their personal ethos, thereby fostering a deeper connection with their followers (Fitriati et al., 2023). This process of brand engagement is particularly effective in the beauty industry, where visual appeal and personal endorsement play significant roles in consumer decision-making. Additionally, the influence of social media personalities, especially in the beauty sector, has been shown to affect not only consumer perceptions but also their purchasing intentions, highlighting the powerful role influencers have in brand perception (Hassan et al., 2021).
Moreover, influencers contribute to shaping brand perception by humanizing brands and creating a sense of community among their followers. This communal aspect is crucial as it builds trust and loyalty towards the brand, which are essential for long-term brand success (Rathnayake and Lakshika, 2023). The effectiveness of this approach lies in the authenticity of the influencer's content, which resonates with the audience, making the brand more approachable and relatable.
[bookmark: _Toc179562612]Comparative Analysis of Influencer Impact on Local vs. Global Brands
When comparing the impact of influencers on local versus global beauty brands, it is evident that the effectiveness of influencer marketing can vary significantly depending on the brand's origin and market positioning. Local brands often leverage influencers to highlight cultural relevance and authenticity, which can be a strong differentiator in markets that value local traditions and ingredients. This strategy is particularly effective in regions like India, where consumers may prefer brands that align with local values and customs (Nugroho, Rahayu, and Hapsari, 2022). On the other hand, global brands tend to focus on prestige, quality, and innovation, often collaborating with high-profile influencers to reinforce their global appeal and luxury status. The perception of global brands is often tied to their ability to deliver consistent quality and a sense of exclusivity, which can be effectively communicated through strategic influencer partnerships (Wang and Lee, 2021).
Interestingly, studies have shown that while global brands benefit from the prestige associated with international influencers, local brands can achieve significant market penetration and consumer loyalty by collaborating with micro-influencers who are more relatable to the local audience. This strategy allows local brands to compete effectively against their global counterparts by building a loyal customer base that values cultural alignment and authenticity (Roman, 2020).
[bookmark: _Toc179562613]Consumer Demographics and Social Media Influence
[bookmark: _Toc179562614]Demographic Factors in Social Media Consumption
Demographic factors such as age, gender, income, and education significantly influence social media usage and susceptibility to influencer marketing. Younger consumers, particularly those from Generation Z and millennials, are more likely to be influenced by social media content due to their higher levels of engagement on platforms like Instagram, TikTok, and YouTube. This demographic is characterized by its digital nativity and preference for visually engaging and interactive content, which makes them prime targets for influencer marketing campaigns (Pramesti and Rubiyanti, 2023). Furthermore, women, especially younger ones, are generally more influenced by beauty and fashion influencers compared to men, reflecting the traditional association of these industries with female consumers (Sadiq, Waheed, and Noor, 2023).
Income and education also play crucial roles in determining the effectiveness of influencer marketing. Consumers with higher income levels tend to follow luxury brand influencers, as they are more likely to afford the products being promoted. Similarly, individuals with higher educational attainment might be more discerning about the content they consume and may value influencers who provide in-depth product information and honest reviews (Abdullah, Syed Ali, and Teng, 2023). This demographic segmentation is critical for brands to tailor their influencer marketing strategies effectively, ensuring that they reach the most receptive audience segments.
[bookmark: _Toc179562615]Segmentation of Indian Consumers in the Beauty Industry
In the context of the Indian beauty industry, segmentation is essential to understanding how different demographic groups respond to influencer marketing. The Indian market is diverse, with significant variations in preferences across different regions, age groups, and income levels. For instance, urban consumers, particularly those in metropolitan areas, are more exposed to global beauty trends and are likely to be influenced by international beauty influencers. In contrast, consumers in smaller towns and rural areas may prefer local influencers who promote products that align with traditional beauty practices and locally sourced ingredients (Cresentia and Nainggolan, 2022).
Moreover, younger consumers in India, particularly those in the 18-35 age group, are the most active on social media and are more likely to follow beauty influencers. This demographic is not only more open to experimenting with new products but also places a high value on the opinions of influencers when making purchasing decisions (Castillo, Jaramillo, and Sy, 2022). As such, beauty brands targeting the Indian market must carefully consider these demographic factors to optimize their influencer marketing strategies and effectively reach their target audience.
[bookmark: _Toc179562616]Theoretical Framework
[bookmark: _Toc179562617]Theories of Consumer Behavior
Several theories of consumer behavior are particularly relevant when exploring the impact of social media influencers on consumer preferences, especially in the context of the beauty industry. The Theory of Planned Behavior (TPB), developed by Ajzen (1991), is a well-established framework that posits that an individual's behavior is driven by their intentions, which are influenced by attitudes, subjective norms, and perceived behavioral control (Azad et al., 2023). In the context of influencer marketing, TPB suggests that consumers’ purchasing decisions are influenced by their attitudes toward the products promoted by influencers, the perceived social pressure to conform to the influencers’ recommendations, and their perceived control over their ability to make the purchase.
The Social Influence Theory further explains how individuals' behavior can be shaped by the influence of others, particularly in a social media environment where influencers act as opinion leaders (Zhang et al., 2019). This theory highlights the role of social proof and conformity, where consumers may be persuaded to follow the trends set by influencers due to their desire to fit in with a particular social group or community.
The Elaboration Likelihood Model (ELM), proposed by Petty and Cacioppo (1986), provides a dual-process theory to understand how consumers process persuasive messages. According to ELM, there are two routes to persuasion: the central route, where individuals are influenced by the quality of arguments and engage in deep processing, and the peripheral route, where individuals are swayed by superficial cues such as the attractiveness or credibility of the influencer (Graham and Wilder, 2020). In influencer marketing, consumers who follow the central route may critically evaluate the product information provided by the influencer, while those following the peripheral route may be more influenced by the influencer’s popularity or appearance.
[bookmark: _Toc179562618]Application of Theories to Social Media Influence
Applying these theories to the context of social media influencers, TPB suggests that an influencer's ability to shape consumer behavior depends on the consumer’s attitude toward the influencer and the product, the perceived social norms around using the product, and the consumer’s perceived control over purchasing the product (Ragab, 2022). For example, an influencer who is highly trusted by their followers can positively shape their attitudes and increase their intention to purchase the recommended beauty products.
Social Influence Theory can be observed in the way influencers establish trends and norms within their follower communities. When a popular beauty influencer endorses a particular product, it can create a bandwagon effect, where consumers feel compelled to purchase the product to align with the social norms established by the influencer’s community (Wahyuni et al., 2020). This social proof mechanism is especially powerful in the beauty industry, where consumer preferences are often driven by trends and the desire to conform to perceived standards of beauty.
ELM provides a framework to understand how different types of consumers may respond to influencer marketing. Consumers who are highly involved with a product category may process the influencer’s content through the central route, carefully considering the arguments and information presented. In contrast, less involved consumers may rely on peripheral cues, such as the influencer’s popularity or likability, to make a purchasing decision (Chang et al., 2020). This dual-process approach helps explain why influencer marketing can be effective across different consumer segments, depending on their level of involvement and the nature of the product being promoted.
[bookmark: _Toc179562619]Conceptual Model for the Study
Based on the theories discussed, the proposed conceptual model for this study integrates TPB, Social Influence Theory, and ELM to analyze the impact of social media influencers on consumer preferences for local versus global beauty brands in India. The model posits that the consumer’s attitude toward the brand (influenced by the influencer’s endorsement), subjective norms (shaped by the influencer’s community), and perceived behavioral control (influenced by perceived ease of purchase and availability) directly impact their purchase intentions.
In this model, the role of the influencer is twofold: they shape consumer attitudes through their credibility and trustworthiness (central route) and create social norms through their popularity and community engagement (peripheral route). The model further hypothesizes that these factors will have different levels of impact on consumer preferences for local versus global brands, depending on the consumer’s cultural orientation and perceived relevance of the brand to their identity (Han and Balabanis, 2024).
[bookmark: _Toc179562620]Gaps in the Literature
[bookmark: _Toc179562621]Identified Gaps
Despite the growing body of research on social media influencers and consumer behavior, several gaps remain, particularly in the context of local versus global beauty brands in India. First, there is limited research that specifically examines how cultural factors influence consumer preferences for local versus global brands when mediated by social media influencers (Li, 2023). Additionally, most studies focus on the impact of influencers in Western markets, with little attention given to emerging markets like India, where consumer behavior and influencer impact may differ significantly due to cultural and economic factors.
Another gap is the lack of longitudinal studies that examine the long-term effects of influencer marketing on brand loyalty and consumer preferences. Most existing studies are cross-sectional, capturing only a snapshot of consumer behavior at a particular point in time (Rodrigo and Mendis, 2023). There is also a need for more research on how the effectiveness of influencer marketing strategies varies between local and global brands, particularly in the context of digital marketing and e-commerce platforms.
[bookmark: _Toc179562622]Relevance of the Study
This study aims to address these gaps by providing a comprehensive analysis of the impact of social media influencers on consumer preferences for local versus global beauty brands in India. By integrating TPB, Social Influence Theory, and ELM, the study will offer new insights into the mechanisms through which influencers shape consumer behavior in a culturally diverse market. This research will contribute to the existing literature by highlighting the importance of cultural factors and providing actionable insights for brands looking to optimize their influencer marketing strategies in India.
[bookmark: _Toc179562623]Conclusion
In summary, this literature review has examined the theoretical frameworks that underpin the study of social media influencers and their impact on consumer behavior, particularly in the beauty industry. The integration of TPB, Social Influence Theory, and ELM provides a robust foundation for understanding the mechanisms through which influencers affect consumer preferences. This review also identified critical gaps in the current literature, particularly regarding the impact of influencers on local versus global brands in the Indian context. The findings from this review set the stage for the next chapter, which will detail the methodology used to empirically test the proposed conceptual model and address the research gaps identified.

 

[bookmark: _Toc179562624]Methodology
[bookmark: _Toc179562625]Introduction
The methodology chapter outlines the research design, approach, and methods employed to investigate the impact of social media influencers on consumer preferences for local versus global beauty brands in India. A mixed-method approach combining quantitative surveys and qualitative interviews was chosen to capture both broad trends and in-depth consumer insights. This chapter discusses the research philosophy, the rationale behind the deductive approach, the data collection techniques, and the sampling strategies used. It also details the analysis methods applied to both survey and interview data, alongside ethical considerations and potential limitations impacting the validity and reliability of the study.
[bookmark: _Toc179562626]Research Philosophy
The research philosophy chosen for this study was primarily interpretivism, as it seeks to understand the subjective experiences and perceptions of consumers influenced by social media influencers. Interpretivism, rooted in the belief that reality is socially constructed and understood through the meanings individuals attach to their experiences, was fitting for this study since consumer preferences for beauty brands are deeply personal and subjective. Consumers are influenced by a multitude of factors such as personal experiences, cultural background, and media exposure, all of which shape their views on local versus global beauty brands.
According to Saunders et al. (2019), interpretivism allows researchers to appreciate and explore these complexities by focusing on the meanings individuals give to certain phenomena. In the context of this study, consumer decisions on beauty brands were likely shaped by unique personal experiences and cultural nuances, which could only be explored through an interpretive lens. The use of interviews, a key qualitative tool under interpretivism, allowed for an in-depth understanding of how social media influencers shaped these consumer choices by capturing their lived experiences and subjective thoughts.
However, the study also integrated elements of positivism, particularly in its survey design. Positivism is grounded in the belief that reality is objective and can be measured through observable facts and data (Bryman, 2016). The survey data in this study provided structured and measurable insights into consumer preferences, as respondents were asked standardised questions related to their experiences with social media influencers and their purchasing decisions. Positivism was essential for capturing objective trends in the data, which were then subjected to statistical analysis, making it a critical aspect of the mixed-methods design.
Combining interpretivism with positivism reflects the pragmatist research paradigm, where the choice of research philosophy is based on the research questions and objectives rather than a strict adherence to one philosophical stance (Creswell and Creswell, 2017). This pragmatic approach was appropriate because the study aimed to explore not only the measurable impacts of influencers on consumer preferences but also the nuanced, subjective experiences behind those preferences. By blending both philosophical approaches, the study effectively captured the complex, multifaceted nature of consumer behaviour in the beauty sector.
While an alternative philosophical stance such as realism could have been adopted, realism assumes a singular, knowable reality independent of human perception (Easterby-Smith et al., 2018). This would not have fully captured the subjective elements crucial to understanding consumer preferences influenced by social media. Realism would have focused too heavily on the objective data, potentially overlooking the personal and emotional factors driving consumer behaviour. Hence, the combination of interpretivism and positivism offered a balanced and comprehensive approach, addressing both the measurable and interpretive aspects of consumer preferences.
[bookmark: _Toc179562627]Research Approach
The research approach for this study was deductive, where the research began with established theories and hypotheses related to consumer behaviour and social media influence, which were tested against the collected data. A deductive approach is appropriate when the aim is to test existing theories and models within a specific context (Bryman and Bell, 2015). In this case, theories around social media influencers and consumer behaviour provided a foundation for exploring how these influencers affect preferences for local versus global beauty brands.
The deductive approach aligns with the structured nature of the study, particularly in its quantitative component. The survey was designed based on established theories of consumer behaviour, brand perception, and influencer marketing, aiming to test predefined relationships between these variables (Malhotra and Birks, 2017). For example, one of the key hypotheses was that social media influencers have a more significant impact on the perception and purchasing decisions of global beauty brands compared to local ones. By using a deductive framework, the study was able to test this hypothesis and provide empirical evidence either supporting or contradicting it.
Furthermore, deductive reasoning was also appropriate for the qualitative component of the study. While interviews explored individual perceptions and experiences, these were conducted with predefined research questions in mind. The interview structure, although open to detailed responses, was guided by the broader aim of understanding the influence of social media influencers on consumer preferences. This structured approach ensured that the findings from both the qualitative and quantitative components of the study were aligned with the overall research objectives and contributed to answering the research questions.
An inductive approach could have been considered for this study, as it is often used in exploratory research where the aim is to develop theories from the data itself (Saunders et al., 2019). Induction would have been suitable if the study aimed to discover new theories about consumer behaviour in the beauty sector without a predefined theoretical framework. However, the primary aim of the study was not to generate new theories but rather to test and build upon existing ones. Therefore, an inductive approach was deemed less appropriate in this context.
Additionally, the mixed-methods design supported the deductive approach. The quantitative survey allowed for hypothesis testing, while the qualitative interviews provided deeper insights that either reinforced or nuanced the survey findings. By starting with existing theories and refining them based on empirical data, the deductive approach ensured that the study remained grounded in established knowledge while allowing for a detailed examination of how these theories applied to the Indian beauty market.
[bookmark: _Toc179562628]Research Design
The research design of this study followed a mixed-methods approach, combining both quantitative surveys and qualitative interviews to provide a comprehensive understanding of how social media influencers impact consumer preferences for local versus global beauty brands in India. Mixed-methods research is particularly suitable when both numerical data and rich qualitative insights are required to address the research objectives comprehensively (Creswell and Creswell, 2017). In this study, the survey aimed to capture broad patterns of consumer behaviour, while the interviews explored deeper individual perceptions and experiences.
The quantitative component of the design helped in identifying general trends, such as the extent to which consumers are influenced by social media influencers in their purchasing decisions, and whether they prefer local or global beauty brands. The structured format of the survey allowed for systematic data collection, providing measurable insights that could be subjected to statistical analysis. On the other hand, the qualitative component, which involved structured interviews, enabled the study to delve deeper into consumers’ thoughts and motivations, providing a richer and more nuanced understanding of how and why they are influenced by social media content.
The choice of a mixed-methods design was critical for balancing the breadth of quantitative data with the depth of qualitative insights. While the survey offered a broad view of consumer behaviour across a large sample, it lacked the ability to explore the underlying reasons for these behaviours. Interviews addressed this limitation by offering the opportunity to explore the factors that influence consumers' decisions in greater detail (Saunders et al., 2019). The integration of both methods ensured that the research was not only statistically robust but also contextually rich, providing a holistic view of the research problem.
Alternative research designs, such as purely quantitative or purely qualitative approaches, were considered but ultimately deemed insufficient for addressing the complexity of this research topic. A purely quantitative approach, while effective in capturing general trends, would have been limited in exploring the subjective and emotional aspects of consumer behaviour, which are essential for understanding the impact of social media influencers (Bryman, 2016). Conversely, a purely qualitative approach, such as interviews alone, would have provided rich insights but lacked the generalisability offered by a larger sample of survey respondents. Therefore, the mixed-methods design was chosen to overcome these limitations and achieve a more comprehensive understanding of the topic.
[bookmark: _Toc179562629]Data Collection Methods
[bookmark: _Toc179562630]Quantitative Data Collection (Survey)
For the quantitative aspect of this study, a structured survey was developed to collect data from a sample of 23 consumers in India. The survey included key demographic questions (age, gender, income, education level, and location) to help understand the influence of social media influencers across different population groups. These demographic questions were important for analysing whether factors such as age or income influenced consumer preferences for local versus global beauty brands. The survey also employed Likert scale questions, where respondents were asked to indicate their level of agreement with various statements regarding their social media usage, their perceptions of beauty brands, and the impact of influencers on their purchasing decisions.
Using a structured survey allowed for the collection of standardised data from all respondents, ensuring consistency and facilitating quantitative analysis. This approach enabled the identification of patterns and relationships between variables, such as the extent to which social media influencers affect the perception of local versus global brands (Malhotra and Birks, 2017). The survey questions were designed based on established literature on influencer marketing and consumer behaviour, ensuring that the data collected would be relevant for testing the study’s hypotheses.
However, it is important to critically reflect on the limitations of using a structured survey in this context. While the survey provided valuable quantitative data, it may not have fully captured the complexity of consumers' attitudes towards beauty brands. Consumer preferences are often influenced by multiple factors, including emotions, social status, and cultural identity, which can be difficult to quantify (Bryman and Bell, 2015). Furthermore, Likert scale responses may have been influenced by social desirability bias, where respondents might answer in a way they believe to be socially acceptable rather than reflecting their true opinions (Saunders et al., 2019).
Despite these limitations, the structured survey was an appropriate tool for gathering a broad range of responses, providing a statistical basis for the analysis of consumer preferences. The quantitative data helped to identify trends and generalise findings across the larger population, making it an essential component of the mixed-methods design. The data collected through the survey were analysed using basic descriptive statistics, which helped to summarise and present the findings in a clear and accessible format.
[bookmark: _Toc179562631]Qualitative Data Collection (Interviews)
In addition to the survey, structured interviews were conducted with two consumers to gather qualitative data. The structured interview format was chosen to ensure that all participants were asked the same questions, facilitating comparison across responses. This approach was particularly useful in this study, as it allowed for consistency in data collection while still enabling respondents to provide detailed insights into their experiences with social media influencers and beauty brands.
The structured format ensured that the interview data complemented the survey data by exploring the same key themes, such as the influence of social media on purchasing decisions and the perceived differences between local and global beauty brands. However, unlike the survey, the interviews allowed respondents to elaborate on their answers, providing deeper insights into their thought processes and motivations. This was particularly important for understanding the subjective experiences of consumers, which could not be captured through the survey alone (Creswell and Creswell, 2017).
The decision to use structured interviews rather than semi-structured or unstructured formats was based on the need for comparable data. Semi-structured interviews, while allowing for more flexibility, could have led to divergent responses, making it difficult to identify common themes across participants. In contrast, structured interviews ensured that all respondents were asked the same questions, making it easier to analyse the data and draw meaningful conclusions (Easterby-Smith et al., 2018).
However, a potential limitation of structured interviews is that they may restrict the depth of responses, as participants may feel constrained by the pre-set questions. To mitigate this, follow-up questions were asked when necessary to encourage participants to elaborate on their answers. Despite this limitation, structured interviews were deemed the most appropriate method for this study, as they provided the consistency needed for reliable analysis while still allowing for in-depth exploration of key issues.
[bookmark: _Toc179562632]Sampling Strategy
The sampling strategy for this study combined convenience sampling for the quantitative survey and purposive sampling for the qualitative interviews. Convenience sampling was selected for the survey because it allowed for efficient data collection from a broad sample of consumers who were readily accessible and willing to participate. Convenience sampling is often used in exploratory studies where time and resources are limited, and it allows researchers to gather large amounts of data quickly (Bryman, 2016). In this case, the survey was distributed through online platforms, targeting social media users in India who were active consumers of beauty products. This method was appropriate given the large, diverse population of social media users in India, ensuring that the study captured a broad range of consumer preferences.
However, convenience sampling has limitations, primarily the potential for selection bias. Since participants were selected based on their availability and willingness to respond, there is a risk that the sample may not be representative of the entire population of beauty product consumers in India (Malhotra and Birks, 2017). This could affect the generalisability of the survey findings, as the responses may reflect the behaviours and attitudes of more engaged or active social media users, rather than the broader population. Despite this limitation, convenience sampling was deemed appropriate for the study due to the exploratory nature of the research and the need to collect data from a large sample in a relatively short period.
For the qualitative component, purposive sampling was employed to select interviewees. Purposive sampling involves deliberately selecting individuals who are most likely to provide relevant and insightful information based on their experiences or characteristics (Saunders et al., 2019). In this study, two consumers who regularly followed social media influencers and frequently purchased beauty products were selected for interviews. This sampling method ensured that the interviewees had specific, relevant insights into the influence of social media influencers on their beauty product preferences, providing rich, detailed data that aligned with the research objectives.
While purposive sampling allows for the collection of in-depth, targeted information, it also has its limitations. The small sample size, particularly in qualitative research, means that the findings may not be generalisable to the wider population (Bryman and Bell, 2015). However, the goal of the qualitative interviews was not to generalise but to explore individual experiences in detail, which made purposive sampling an appropriate choice. The use of purposive sampling also ensured that the interview data complemented the broader survey data, providing deeper insights into specific consumer behaviours.
[bookmark: _Toc179562633]Data Analysis Methods
[bookmark: _Toc179562634]Quantitative Data Analysis
The data collected from the survey were analysed using SPSS software, with various statistical tests employed to provide a comprehensive understanding of consumer preferences and the influence of social media influencers on purchasing decisions. Descriptive statistics, including frequencies, percentages, means, and standard deviations, were calculated to summarise demographic information and key behavioural patterns. For example, the analysis explored the proportion of consumers actively following social media influencers and the extent to which influencer recommendations impacted their beauty product purchases.

Cross-tabulation was performed to examine relationships between demographic variables such as age, gender, and income, and consumer behaviours related to influencer engagement. This technique was particularly useful in identifying patterns among different demographic groups, such as whether younger consumers or those with higher incomes were more likely to follow beauty influencers or prefer global beauty brands. Chi-square and Cramer's V tests were conducted to assess the statistical significance and strength of these associations, contributing to a deeper understanding of the demographic characteristics that are most influenced by social media influencers.
Additionally, correlation analysis was employed to investigate the relationships between various influencer activities (e.g., following influencers, engaging with content) and their impact on purchasing decisions. Pearson's correlation coefficients provided insights into the strength and direction of these relationships, revealing strong positive correlations between following beauty influencers, engaging with their content, and making purchases based on their recommendations.
To explore the factors driving consumer preferences for global versus local beauty brands, regression analysis was conducted. This helped identify the key influencer activities, such as authenticity and product reviews, that influence consumer preferences. The results indicated that social media influencers have a moderate effect on consumer perceptions of global beauty brands, while their impact on trust in local beauty brands was more substantial.
Lastly, a one-way ANOVA was conducted to compare the purchasing decisions of different demographic groups based on influencer recommendations. Although no statistically significant differences were found across age and gender groups, the analysis highlighted slight variations in how different age groups responded to influencer recommendations, with older consumers showing a slightly stronger preference for global brands.
While these quantitative methods provided clear insights into general trends and relationships, it is important to recognise their limitations. For instance, Likert scale responses may be prone to bias, as participants could select neutral or socially desirable responses (Saunders et al., 2019). Moreover, the structured nature of the survey may not fully capture the complexities of consumer decision-making processes. Nonetheless, the quantitative analysis laid a solid foundation for understanding the broad trends and correlations, supporting the study's objectives.
[bookmark: _Toc179562635]Qualitative Data Analysis
The qualitative data collected from the interviews were analysed using thematic analysis, a method that involves identifying and interpreting key themes and patterns within the data (Braun and Clarke, 2016). Thematic analysis was chosen because it allows for flexibility in exploring both anticipated and emergent themes, making it ideal for understanding the subjective experiences of consumers in relation to social media influencers.
The interview data were transcribed and coded to identify recurring themes related to consumer trust, brand preferences, and the perceived authenticity of social media influencers. Themes such as the influence of product reviews, the credibility of influencers, and the distinction between local and global beauty brands emerged from the data. These themes were analysed in relation to the broader research objectives, providing a deeper understanding of the factors that drive consumer preferences for beauty products in the context of social media.
Thematic analysis also allowed for the exploration of nuanced perceptions that could not be captured through the quantitative survey. For example, while the survey indicated that many consumers trusted influencers, the interviews revealed more complex emotions, such as scepticism towards influencers who frequently promote global brands. This depth of insight was crucial for understanding the motivational factors behind consumer behaviour, which are often influenced by personal values and emotions.
However, thematic analysis has its limitations, particularly regarding the subjectivity of the researcher in identifying and interpreting themes (Bryman, 2016). While efforts were made to ensure objectivity, the interpretation of qualitative data is inherently influenced by the researcher’s perspective. Nonetheless, thematic analysis was appropriate for this study, as it provided a rich, detailed understanding of consumer experiences that complemented the broader quantitative findings.
[bookmark: _Toc179562636]Ethical Considerations
Ethical considerations were a key component of this study, particularly given the involvement of human participants. Informed consent was obtained from all participants before the survey and interviews were conducted. Participants were informed about the purpose of the study, the nature of their involvement, and their right to withdraw at any time. Consent forms were used for both survey and interview participants, ensuring that all ethical protocols were followed (Saunders et al., 2019).
Anonymity and confidentiality were maintained throughout the research process. Participants' personal information was anonymised in the data analysis and reporting stages to protect their identities. In online surveys, steps were taken to ensure that the data were securely stored and only accessible to authorised researchers. Ethical guidelines outlined by the British Psychological Society (2018) were adhered to, ensuring that the rights and dignity of participants were respected.
A challenge in maintaining ethical standards was the potential for bias in online data collection. For example, participants may feel pressured to provide socially desirable answers, particularly in an environment where influencers are often seen as aspirational figures (Bryman and Bell, 2015). To mitigate this, efforts were made to assure participants that their responses would remain confidential and that there were no right or wrong answers. These steps were essential for ensuring the integrity and credibility of the research.
[bookmark: _Toc179562637]Limitations of Methodology
Several limitations affected the methodology of this study. One significant limitation was the small sample size for the qualitative interviews, which involved only two participants. While the interviews provided valuable insights, the small sample size limited the generalisability of the findings. The data collected from these interviews, while rich in detail, cannot be assumed to represent the experiences of the broader population of beauty consumers in India (Malhotra and Birks, 2017).
Similarly, the convenience sampling method used for the survey posed challenges in terms of representativeness. The sample was not randomly selected, meaning that certain demographic groups may have been over- or under-represented in the data. This limitation affects the generalisability of the survey findings, as the sample may not fully reflect the diversity of consumer preferences across India.
Another limitation was the reliance on self-reported data, which is subject to bias, particularly in the case of online surveys. Participants may have provided socially desirable responses or may not have fully understood the questions, potentially affecting the reliability of the data. Despite these limitations, the mixed-methods approach provided a balanced understanding of the research problem, and the transparent discussion of these limitations enhances the trustworthiness of the study.
[bookmark: _Toc179562638]Conclusion
The methodology employed in this study effectively combined a mixed-methods approach to examine the impact of social media influencers on consumer preferences for local versus global beauty brands in India. The use of both convenience and purposive sampling ensured efficient data collection and targeted insights, while the application of quantitative and qualitative analysis methods provided a comprehensive understanding of consumer behaviour. Ethical considerations were carefully addressed to protect participant rights, and limitations such as sample size and potential biases were acknowledged, enhancing the overall credibility and reliability of the research findings.
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The purpose of this chapter is to present the key results and findings of the study, based on both qualitative and quantitative analyses. The quantitative data were collected through a survey completed by 23 respondents, with the results analysed using SPSS software. Descriptive statistics, cross-tabulations, correlation analysis, regression analysis, and ANOVA were employed to explore the influence of social media influencers on consumer preferences for beauty brands. In addition to the survey, two in-depth interviews were conducted to gain deeper insights into consumer behaviour and preferences. The interview responses were analysed thematically to identify key patterns and themes related to influencer trust, brand perception, and ethical considerations. Together, these analyses provide a comprehensive understanding of how social media influencers impact consumer decisions and preferences in relation to local and global beauty brands.
[bookmark: _Toc179562641]Quantitative Analysis Results
[bookmark: _Toc179562642]Demographic Overview
The demographic data were collected from 23 respondents via the survey, with descriptive statistics calculated to summarise the key characteristics of the respondents. This section provides an overview of the demographic variables, including age, gender, education level, monthly income, and location, which are important for understanding the context in which social media influencers affect beauty brand preferences.
Age
The respondents were categorised into three age groups: 18–24, 25–34, and 35–44. The most common age group was 35–44 years, representing 56.5% of the sample (13 respondents). The second largest group was 25–34 years, comprising 34.8% (8 respondents), while the youngest group, aged 18–24, made up only 8.7% (2 respondents). The mean age was 2.48 on the categorical scale, with a standard deviation of 0.665, indicating a relatively older sample skewed towards the 35–44 age range.
[bookmark: _Toc179562671]Table 4‑1: Frequency of Age
	Age Group
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	18–24 (1)
	2
	8.7%
	8.7%
	8.7%

	25–34 (2)
	8
	34.8%
	34.8%
	43.5%

	35–44 (3)
	13
	56.5%
	56.5%
	100.0%

	Total
	23
	100.0%
	100.0%
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[bookmark: _Toc179562680]Figure 4‑1: Age Distribution
Gender
In terms of gender distribution, 69.6% of the respondents were male (16 respondents), while 30.4% were female (7 respondents). The imbalance in the gender distribution reflects the specific audience sample, potentially highlighting a bias towards male respondents. The mean value for gender was 1.30, indicating a slightly higher proportion of male participants.
[bookmark: _Toc179562672]Table 4‑2: Frequency of Gender
	Gender
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Male (1)
	16
	69.6%
	69.6%
	69.6%

	Female (2)
	7
	30.4%
	30.4%
	100.0%

	Total
	23
	100.0%
	100.0%
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[bookmark: _Toc179562681]Figure 4‑2: Gender Distribution
Education Level
The respondents' education levels were split across three categories: High School or below, Bachelor’s Degree, and Master’s Degree. Most respondents held a Master’s Degree (60.9%, 14 respondents), followed by 34.8% with a Bachelor’s Degree (8 respondents), and 4.3% with High School or below (1 respondent). This indicates that the sample is relatively well-educated, with a significant proportion holding advanced degrees. The mean education level was 2.57, showing that most respondents were highly educated.
[bookmark: _Toc179562673]Table 4‑3: Frequency of Education Level
	Education Level
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	High School or below (1)
	1
	4.3%
	4.3%
	4.3%

	Bachelor’s Degree (2)
	8
	34.8%
	34.8%
	39.1%

	Master’s Degree (3)
	14
	60.9%
	60.9%
	100.0%

	Total
	23
	100.0%
	100.0%
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[bookmark: _Toc179562682]Figure 4‑3: Education Level Distribution
Monthly Income
The monthly income of respondents was divided into four categories: INR 20,001–INR 40,000, INR 40,001–INR 60,000, INR 60,001–INR 80,000, and Above INR 80,000. A significant portion of respondents (43.5%, 10 respondents) reported earning above INR 80,000 per month, followed by 21.7% (5 respondents) earning between INR 20,001 and INR 40,000. The mean income category was 2.83, indicating that most respondents belonged to higher income brackets.
[bookmark: _Toc179562674]Table 4‑4: Frequency of Monthly Income
	Monthly Income
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	INR 20,001–INR 40,000 (1)
	5
	21.7%
	21.7%
	21.7%

	INR 40,001–INR 60,000 (2)
	4
	17.4%
	17.4%
	39.1%

	INR 60,001–INR 80,000 (3)
	4
	17.4%
	17.4%
	56.5%

	Above INR 80,000 (4)
	10
	43.5%
	43.5%
	100.0%

	Total
	23
	100.0%
	100.0%
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[bookmark: _Toc179562683]Figure 4‑4: Monthly Income Distribution
Location
The majority of respondents resided in urban areas (43.5%, 10 respondents), with 30.4% living in semi-urban areas (7 respondents) and 26.1% in rural areas (6 respondents). This reflects a diverse geographic spread, although the sample is somewhat skewed towards urban and semi-urban locations.
[bookmark: _Toc179562675]Table 4‑5: Frequency of Location
	Location
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Urban (1)
	10
	43.5%
	43.5%
	43.5%

	Semi-Urban (2)
	7
	30.4%
	30.4%
	73.9%

	Rural (3)
	6
	26.1%
	26.1%
	100.0%

	Total
	23
	100.0%
	100.0%
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[bookmark: _Toc179562684]Figure 4‑5: Location Distribution
[bookmark: _Toc179562643]Statistical Findings
Descriptive Statistics
Descriptive statistics provided an overview of general trends in the survey data, including levels of social media usage, engagement with beauty influencers, and purchasing decisions based on influencer recommendations. Key behavioural variables were summarised to identify patterns and preferences among the respondents.
· I frequently use social media platforms: The mean response was 4.00, indicating that most respondents frequently used social media platforms, with high levels of engagement (standard deviation of 1.155).
· I actively follow beauty influencers on social media: The mean response was 3.22, suggesting moderate engagement with beauty influencers across the sample.
· I engage with content posted by beauty influencers: The mean value of 3.39 showed that respondents generally engaged with influencer content, although there was some variability in the levels of interaction (standard deviation of 1.191).
· Recommendations from social media influencers influence my purchasing decisions: The average response was 2.74, indicating that while influencer recommendations had some impact on purchasing decisions, it was not uniformly strong across all respondents.
· I have purchased beauty products based on influencer recommendations: The mean response was 2.74, showing moderate levels of purchasing behaviour based on influencer recommendations.
· I perceive global beauty brands as superior to local beauty brands: The mean was 2.61, indicating a slight preference for global beauty brands over local ones.
· Social media influencers increase my trust in local beauty brands: The mean response was 2.65, suggesting that while influencers played a role in increasing trust in local brands, this was not universally strong across all respondents.
Overall, the descriptive statistics reveal moderate engagement with social media influencers and varying levels of influence on purchasing decisions. There is a slight bias towards global beauty brands, although local brands are also viewed positively by a portion of respondents.
Cross-tabulation Analysis
Cross-tabulation was used to explore the relationship between demographic characteristics (e.g., age, gender) and consumer behaviour. Specifically, it examined how different age groups, genders, and income levels engaged with beauty influencers and how these demographic factors influenced purchasing decisions.
Age vs. Engagement with Beauty Influencers
The cross-tabulation between age and engagement with beauty influencers revealed that respondents in the 35–44 age group were the most engaged with beauty influencers, with 7 out of 13 respondents in this age group reporting active engagement (Levels 3–5 on the Likert scale). Younger respondents (18–24) had the least engagement, with only one actively following influencers.
[image: A bar chart with different colored bars

Description automatically generated]
[bookmark: _Toc179562685]Figure 4‑6: Cross-Tabulation of Age and Influencer Following
Gender vs. Engagement with Beauty Influencers
In terms of gender, males were more likely to engage with beauty influencers, with 10 out of 16 male respondents reporting higher levels of interaction (Levels 3–5). Female respondents, while engaged, showed slightly lower levels of active following and interaction with influencer content. Chi-square analysis, however, did not reveal a statistically significant relationship between gender and influencer engagement (p = .327), suggesting that gender alone may not be a primary determinant of engagement levels.
[bookmark: _Toc179562676]Table 4‑6: Cross-tabulation Results: Gender vs. Following Beauty Influencers
	Gender
	1
	2
	3
	4
	5
	Total

	Male (1)
	4
	2
	5
	2
	3
	16

	Female (2)
	0
	2
	4
	1
	0
	7

	Total
	4
	4
	9
	3
	3
	23



Income vs. Global Brand Preference
Interestingly, respondents with higher income (above INR 80,000) showed a clear preference for global beauty brands, with 8 out of 10 in this income group rating global brands as superior (Level 4 or 5). In contrast, respondents with lower income levels were more evenly split between preferences for local and global brands. While this cross-tabulation showed trends, the relationship between income and brand preference was not statistically significant (p = .123), indicating that income alone may not fully explain brand preferences.
Correlation Analysis
Correlation analysis was conducted to explore the relationships between key behavioural variables, such as following beauty influencers, engagement with influencer content, and purchasing decisions.
Key Correlation Findings
· Following beauty influencers was strongly correlated with engagement with influencer content (r = .861, p < .001), indicating that those who follow influencers are more likely to engage with their content (e.g., liking, commenting, sharing).
· A significant correlation was found between following beauty influencers and purchasing products based on influencer recommendations (r = .833, p < .001), suggesting that increased interaction with influencers leads to higher rates of purchasing behaviour.
· There was also a moderate correlation between purchasing decisions and the perception of global beauty brands (r = .487, p = .019), showing that those influenced by social media recommendations were more likely to perceive global brands as superior.
[bookmark: _Toc179562677]Table 4‑7: Correlation Analysis: Following Influencers and Purchasing Decisions
	Variables
	I Actively Follow Beauty Influencers
	I Engage with Influencers' Content
	Recommendations Influence Purchasing Decisions
	Purchased Products Based on Recommendations

	I Actively Follow Beauty Influencers
	1.000
	.861**
	.701**
	.833**

	I Engage with Influencers' Content
	.861**
	1.000
	.678**
	.855**

	Recommendations Influence Purchasing Decisions
	.701**
	.678**
	1.000
	.806**

	Purchased Products Based on Recommendations
	.833**
	.855**
	.806**
	1.000



These correlations highlight the strong connection between following influencers, engaging with their content, and purchasing decisions. The data suggest that influencers play a significant role in shaping consumer behaviour, particularly when it comes to the choice between local and global beauty brands.
Regression Analysis
Regression analysis was performed to identify which factors promoted by influencers (e.g., authenticity, product reviews, sustainability) were most predictive of consumer preferences for global or local beauty brands. The dependent variable for the first model was perception of global beauty brands, while the independent variables included engagement with influencers, authenticity of influencers, and values and ethics promoted by influencers.
Key Findings
· The regression model for global brand perception had an R-squared value of .247, indicating that approximately 24.7% of the variance in brand preference could be explained by the independent variables.
· Among the independent variables, engagement with influencer content had the strongest (but not statistically significant) positive effect on the preference for global brands (β = .546, p = .220). This suggests that more active engagement with influencers slightly increases the likelihood of preferring global brands, but the effect was not strong enough to be considered statistically significant.
· Ethics and values promoted by influencers had a weaker effect (β = .121, p = .718), indicating that while sustainability and cruelty-free practices matter to some consumers, they are not the primary drivers of global brand preference.
[bookmark: _Toc179562678]Table 4‑8: Regression Analysis Results: Predicting Preference for Global Beauty Brands
	Model
	Unstandardized Coefficients (B)
	Standard Error
	Standardized Coefficients (Beta)
	t
	Sig.

	Constant
	1.449
	0.726
	-
	1.997
	0.061

	I Actively Follow Influencers
	0.579
	0.455
	0.546
	1.272
	0.220

	I Engage with Influencers' Content
	-0.008
	0.422
	-0.008
	-0.018
	0.986

	Recommendations Influence Purchases
	-0.170
	0.356
	-0.173
	-0.477
	0.639

	Values and Ethics Influence Purchases
	0.117
	0.319
	0.121
	0.367
	0.718



Overall, the regression analysis suggests that while influencers impact brand preferences, other factors may also play a role, and the effect of influencer engagement alone is not overwhelmingly strong.
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[bookmark: _Toc179562686]Figure 4‑7: Regression Plot
One-Way ANOVA
A one-way ANOVA was conducted to compare the impact of age on the degree to which respondents reported that influencer recommendations influenced their purchasing decisions. The results showed no statistically significant difference between age groups in terms of purchasing decisions (F(2,20) = 2.328, p = .123). However, the mean scores indicated that older respondents (35–44) were slightly more likely to be influenced by recommendations than younger groups.
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[bookmark: _Toc179562687]Figure 4‑8: Means Plot
Post Hoc Analysis
A post hoc Tukey HSD test revealed no statistically significant pairwise differences between age groups. However, the test did show that respondents aged 35–44 had a higher mean purchasing influence (M = 3.08) compared to those aged 18–24 (M = 1.00), suggesting that older consumers may be more susceptible to influencer-driven marketing, even though the differences were not significant enough to generalise across the population.
[bookmark: _Toc179562679]Table 4‑9: ANOVA Table: Predicting Trust in Local Beauty Brands
	Source
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	Regression
	13.801
	4
	3.450
	4.122
	.015

	Residual
	15.068
	18
	0.837
	
	

	Total
	28.870
	22
	
	
	



The quantitative analysis provides several insights into the role of social media influencers in shaping consumer preferences. While influencers have a notable impact on purchasing decisions and brand perceptions, demographic factors such as age and income only partially explain these behaviours. Thematic findings from qualitative interviews may offer deeper insights into how specific influencer traits (e.g., authenticity) resonate with different consumer groups. Together, these findings help to meet the study's objectives, demonstrating the complex but impactful role influencers play in the beauty market.
[bookmark: _Toc179562644]Qualitative Analysis Findings
[bookmark: _Toc179562645]Thematic Analysis Overview
The qualitative data analysis was conducted through thematic analysis of two in-depth interview responses. This method allowed for the identification of recurring themes related to the influence of social media influencers on consumer behaviour, particularly in the beauty industry. The thematic analysis was structured to address the core research objectives: understanding how influencers shape purchasing decisions, perceptions of local vs. global beauty brands, the key factors influencing preferences, and the demographic characteristics of consumers most affected by social media influencers. Through this approach, several key themes emerged, providing insights into consumer attitudes and behaviours towards beauty products and the role of influencers.
[bookmark: _Toc179562646]Key Themes Identified
Theme 1: Influence of Social Media Influencers on Purchasing Decisions
The first key theme to emerge from the interview data was the direct impact of social media influencers on consumer purchasing decisions. Both respondents confirmed that influencers play a significant role in their decision-making processes, although the extent of the influence varied.
· Respondent 1, who followed beauty influencers daily, described how influencers helped them gain "confidence in trying out new products," which led to the purchase of several beauty products. This frequent exposure to influencer content was associated with higher purchasing behaviour, indicating that regular engagement with influencers can significantly impact consumer behaviour.
· Respondent 2, however, was less engaged with influencers, following them only "once or twice a week." Despite this limited interaction, the respondent still acknowledged the power of influencers, particularly when they provided "in-depth and unbiased reviews," which could influence their decision to purchase a product.
This theme aligns with the first research objective: analysing the influence of social media influencers on the purchasing decisions of Indian consumers. The findings suggest that frequent exposure to influencer content increases the likelihood of purchasing products based on recommendations. However, even less frequent engagement can still lead to purchases if the influencer content is perceived as trustworthy and unbiased, highlighting the importance of credibility in influencer marketing.
Theme 2: Perception of Local vs. Global Beauty Brands
The second theme focused on how social media influencers shape consumer perceptions of local versus global beauty brands. There was a clear distinction between the two interviewees regarding their brand preferences.
· Respondent 1 expressed a strong preference for global beauty brands, citing the "higher quality and variety" offered by these brands compared to local ones. However, they noted that they would consider local brands if they were endorsed by a trusted influencer, suggesting that influencers could shift perceptions and increase the credibility of local brands.
· Respondent 2, in contrast, preferred local beauty brands due to their affordability, use of "natural ingredients suitable for Indian skin types," and a desire to "support local businesses." This respondent was critical of the fact that influencers often promote global brands more frequently, which made local brands appear less visible and credible in comparison.
This theme directly relates to the second objective: comparing consumer perceptions of local beauty brands versus global beauty brands influenced by social media. The analysis shows that global brands are generally perceived as superior, particularly in terms of quality and popularity. However, influencer endorsements can help elevate local brands, especially if they align with consumer values such as affordability and sustainability.
Theme 3: Key Factors Driving Consumer Preferences
The third theme revolved around the key factors that drive consumer preferences for beauty brands, particularly those promoted by influencers.
· Respondent 1 prioritised the quality of beauty products, stating that they were more likely to purchase a product if an influencer highlighted its "effectiveness and benefits." This respondent indicated a willingness to spend more for high-quality products, regardless of whether they were local or global brands.
· Respondent 2 was more influenced by price and sustainability. They placed a high value on affordability and eco-friendliness, especially when influencers emphasised these aspects. For this respondent, the authenticity of influencer reviews was also crucial, as they were more likely to trust and purchase products if the influencer was perceived as offering honest and unbiased feedback.
This theme addresses the third research objective: identifying the key factors promoted by social media influencers that drive consumer preferences towards beauty brands. The findings suggest that while product quality and authenticity are universally important, other factors such as price and sustainability are particularly significant for consumers who prefer local brands. This highlights the need for influencers to tailor their content to the values and priorities of their target audience.
Theme 4: Demographic Characteristics of Consumers Influenced by Social Media Influencers
The final theme focused on the demographic characteristics of consumers most influenced by social media influencers.
· Respondent 1 believed that young women in urban areas were the most influenced by beauty influencers. This respondent suggested that younger consumers are more engaged with social media and beauty trends, making them more susceptible to influencer marketing.
· Respondent 2 identified teenagers and young adults, regardless of gender, as the demographic most influenced by beauty influencers. This respondent emphasised the importance of access to social media in metropolitan areas, suggesting that consumers in these regions are more likely to engage with influencer content and be influenced by it.
This theme is closely related to the fourth research objective: evaluating the demographic characteristics of Indian consumers who are most influenced by social media influencers in their beauty product choices. The analysis suggests that younger consumers in urban or metropolitan areas are the most likely to be influenced by beauty influencers. These consumers are more engaged with social media platforms and have greater access to beauty products promoted by influencers, making them a key target demographic for beauty brands.
[bookmark: _Toc179562647]Comparative Analysis: Quantitative vs. Qualitative Results
The comparative analysis seeks to explore how the findings from the quantitative statistical analysis align with or diverge from the qualitative insights obtained through thematic analysis. By critically comparing both sets of data, it becomes possible to identify areas of convergence and divergence in consumer behaviour and preferences, as influenced by social media influencers.
Influence of Social Media Influencers on Purchasing Decisions
Both the quantitative and qualitative analyses highlighted the significant impact of social media influencers on consumer purchasing decisions. The correlation analysis in SPSS showed a strong positive relationship between following beauty influencers and purchasing products based on their recommendations (r = .833, p < .001). This finding was echoed in the thematic analysis, where both respondents acknowledged that influencers played a role in their purchasing behaviour, with Respondent 1 purchasing several products based on influencer recommendations.
The key difference between the two analyses lies in the depth of insight. While the quantitative data confirmed that influencer-following behaviour is strongly correlated with purchasing decisions, the qualitative analysis provided a more nuanced understanding of the conditions under which consumers are influenced. Specifically, the qualitative data revealed that trust and authenticity are crucial for consumers who engage less frequently with influencers, a factor not captured in the quantitative analysis.
Perceptions of Local vs. Global Beauty Brands
In terms of brand perception, the quantitative analysis showed a slight preference for global beauty brands, with a mean score of 2.61 for the statement "I perceive global beauty brands as superior to local beauty brands." The regression analysis further suggested that influencer engagement played a role in shaping this preference, although the effect was not statistically significant.
The thematic analysis provided additional context for this finding. Respondent 1 confirmed a preference for global beauty brands due to perceived quality and variety, while Respondent 2 preferred local brands for their affordability and cultural relevance. Both respondents indicated that influencers have the power to shift perceptions of local brands, particularly when they highlight ethical values such as sustainability. This suggests that while global brands may generally be preferred, local brands can gain consumer trust and visibility through targeted influencer endorsements.
Factors Driving Consumer Preferences
The quantitative analysis identified several key factors influencing consumer preferences, including product reviews by influencers, authenticity, and the ethical values promoted by influencers. These factors were also highlighted in the thematic analysis, with Respondent 1 placing a strong emphasis on product quality, while Respondent 2 was more influenced by price and sustainability.
The qualitative data provided a deeper understanding of how these factors interact with consumer preferences. For example, while the statistical analysis confirmed that authenticity is a key driver of trust in influencers, the thematic analysis revealed that authenticity is particularly important for consumers who are less frequently engaged with influencer content. This insight adds depth to the quantitative findings, suggesting that influencers must maintain credibility to appeal to a broader range of consumers.
Demographic Characteristics of Influenced Consumers
Both the quantitative and qualitative analyses identified younger consumers as the demographic group most influenced by social media influencers. The cross-tabulation analysis showed that respondents aged 35–44 were the most likely to follow beauty influencers, while the thematic analysis highlighted the influence of social media on younger, urban consumers.
The thematic analysis further clarified that younger consumers in metropolitan areas are particularly susceptible to influencer marketing, a finding supported by the quantitative data. However, the qualitative data provided a more detailed explanation of why this might be the case, with respondents attributing it to the greater access to beauty products and social media platforms in urban areas.
[bookmark: _Toc179562648]Summary of Key Findings
· Influence of Social Media Influencers
Both quantitative and qualitative data confirmed that social media influencers play a significant role in shaping consumer purchasing decisions. Frequent engagement with influencer content is positively correlated with purchasing behaviour, and trust in the influencer's authenticity is critical for converting followers into buyers.
· Local vs. Global Brand Preferences
Consumers generally perceive global beauty brands as superior, particularly in terms of quality and variety. However, influencer endorsements can shift perceptions of local brands, especially when influencers emphasise ethical values such as sustainability and affordability. Local brands can leverage influencer marketing to gain credibility and trust among consumers who prioritise these values.
· Key Factors Promoted by Influencers
The most significant factors influencing consumer preferences include product quality, price, and sustainability. While product quality and authenticity are universal drivers of consumer preferences, price and ethical values are particularly important for consumers who prefer local brands. Influencers who effectively communicate these factors are more likely to influence purchasing decisions.
· Demographic Insights
Younger consumers, particularly those in urban and metropolitan areas, are the most influenced by social media influencers. These consumers are more engaged with social media platforms and have greater access to beauty products, making them a key target demographic for influencer-driven marketing campaigns.
The findings from both the quantitative and qualitative analyses provide a comprehensive understanding of how social media influencers affect consumer preferences for beauty brands, addressing the research objectives of the study and offering valuable insights for marketers and beauty brands looking to leverage influencer marketing strategies.
[bookmark: _Toc179562649]Conclusion
The results and findings chapter provided a comprehensive analysis of both quantitative and qualitative data collected for the study. Through statistical analysis using SPSS, key trends in social media engagement, influencer impact on purchasing decisions, and consumer preferences for local vs. global beauty brands were identified. The thematic analysis further explored how trust, authenticity, and values such as sustainability influence consumer behaviour. Overall, the findings demonstrated that social media influencers play a significant role in shaping consumer preferences, particularly among younger, urban consumers. These insights contribute meaningfully to the research objectives, offering valuable implications for beauty brands and influencer marketing strategies.


[bookmark: _Toc179562650]Discussion
[bookmark: _Toc179562651]Introduction
This chapter will provide an in-depth interpretation of the findings of the study and discuss them in the context of existing literature. The discussion will explore how the results address the research objectives, specifically focusing on the influence of social media influencers on consumer preferences, the comparison of local versus global beauty brands, the key factors driving consumer preferences, and the demographic characteristics of Indian consumers most influenced by social media influencers.
[bookmark: _Toc179562652]Influence of Social Media Influencers on Consumer Purchasing Decisions
One of the key findings from both the quantitative and qualitative analyses was that social media influencers significantly impact the purchasing decisions of Indian consumers in the beauty sector. The quantitative data revealed a strong correlation between following beauty influencers and purchasing products based on their recommendations (r = .833, p < .001). This was further corroborated by the thematic analysis, where both respondents acknowledged that influencers play a significant role in their decisions to purchase beauty products. These findings align with previous research suggesting that influencers have become a critical part of the consumer decision-making process in the digital age (Abidin, 2016).
The results support the notion that consumers view influencers as trusted sources of information, a concept well-established in influencer marketing literature (Lou and Yuan, 2019). When influencers provide reviews, tutorials, or product recommendations, they are perceived as more authentic than traditional advertising. This sense of authenticity, particularly when influencers are seen as genuine and unbiased, fosters trust and ultimately impacts consumer behaviour (Jin and Phua, 2014). In this study, Respondent 1’s statement that influencer tutorials give them "confidence in trying out new products" is a clear indication of this trust.
The quantitative findings further highlighted that frequent exposure to influencers was associated with a higher likelihood of purchasing decisions. Consumers who followed beauty influencers daily were more likely to make purchases based on influencer recommendations than those who engaged with influencers less frequently. This aligns with previous research, which suggests that frequent interaction with influencer content enhances familiarity and credibility, making consumers more receptive to recommendations (De Veirman et al., 2017).
Interestingly, the qualitative data revealed a nuanced view of the conditions under which consumers are influenced by social media influencers. Respondent 2, who engaged with influencers less frequently, emphasised the importance of unbiased and in-depth reviews in influencing their purchasing decisions. This reflects the findings of Chu and Kim (2011), who argue that credibility and perceived expertise are critical factors that moderate the influence of social media influencers, particularly for consumers who are less engaged.
Overall, the findings suggest that social media influencers play a pivotal role in shaping consumer purchasing decisions in the beauty industry, but this influence is contingent on factors such as the frequency of engagement and the perceived trustworthiness of the influencer.
[bookmark: _Toc179562653]Perceptions of Local vs. Global Beauty Brands
The comparison of consumer perceptions of local versus global beauty brands revealed significant insights into how social media influencers shape brand preferences. Quantitative analysis showed a slight preference for global beauty brands, with a mean score of 2.61 for the statement "I perceive global beauty brands as superior to local beauty brands." This preference was also reflected in the thematic analysis, where Respondent 1 expressed a strong inclination towards global brands due to their perceived higher "quality and variety."
These findings are consistent with previous studies that highlight the dominant position of global brands in the beauty industry, largely due to their established reputation for quality and innovation (Hassan and Craft, 2012). Global beauty brands often have more resources to invest in research and development, allowing them to introduce new products that appeal to a broader audience. This global brand dominance is further reinforced by influencer marketing, where influencers frequently promote global brands, as noted by Respondent 2, who observed that influencers "promote global brands more frequently" than local ones.
However, the qualitative data also revealed that local brands could gain consumer trust and preference if they are endorsed by trusted influencers. This supports the argument that social media influencers can act as mediators between consumers and lesser-known or emerging brands, helping to shift perceptions in favour of local products (Jin, Muqaddam, and Ryu, 2019). In this study, both respondents indicated that influencer endorsements could increase their willingness to try local beauty products, especially when these brands align with their personal values, such as sustainability and ethical sourcing.
This finding aligns with literature that suggests local brands can leverage social media influencers to differentiate themselves from global competitors by emphasising attributes such as authenticity, cultural relevance, and ethical practices (Kapferer and Michaut-Denizeau, 2020). In the context of the Indian beauty market, where consumers are increasingly drawn to brands that promote sustainability and natural ingredients, influencers who advocate for these values can play a crucial role in elevating the status of local brands (Schwark et al., 2021).
Therefore, while global brands maintain a competitive edge due to their established reputation, local brands have the potential to gain market share by strategically collaborating with influencers who emphasise their ethical and cultural attributes. This demonstrates the transformative power of influencer marketing in shaping consumer perceptions of brand quality and credibility.
[bookmark: _Toc179562654]Key Factors Driving Consumer Preferences
The study also sought to identify the key factors promoted by social media influencers that drive consumer preferences for beauty brands. Both the quantitative and qualitative findings pointed to product quality, price, authenticity, and sustainability as the most significant factors influencing consumer decisions.
In the quantitative analysis, product reviews and authenticity were found to be strong predictors of consumer preferences, with significant correlations between these variables and purchasing decisions. This aligns with previous research, which emphasises the role of perceived product quality and influencer authenticity in shaping consumer behaviour (Erkan and Evans, 2016). The regression analysis further indicated that the values and ethics promoted by influencers, such as sustainability and cruelty-free practices, had a positive but not statistically significant impact on consumer preferences. This suggests that while these values are important, other factors, such as product quality and authenticity, may play a more central role in driving consumer choices.
The thematic analysis provided additional insights into these factors. Respondent 1 prioritised product quality, stating that they are more likely to purchase a product if an influencer highlights its effectiveness. This finding is consistent with studies that suggest perceived product quality is one of the most important factors driving consumer preferences in the beauty industry (Kim and Ko, 2012). On the other hand, Respondent 2 emphasised the importance of price and sustainability, reflecting a growing trend among consumers who are increasingly making purchasing decisions based on ethical considerations (Schwark et al., 2021). This respondent indicated that influencers who promote eco-friendly and affordable products were more likely to sway their decisions, highlighting the importance of aligning influencer content with consumer values.
These findings suggest that social media influencers must carefully balance the promotion of product quality with other factors such as affordability and sustainability to appeal to a broader audience. This is particularly important in the beauty industry, where consumers are becoming more discerning and expect influencers to promote products that align with their personal values (Godey et al., 2016).
[bookmark: _Toc179562655]Demographic Characteristics of Consumers Influenced by Social Media Influencers
The final objective of the study was to evaluate the demographic characteristics of Indian consumers who are most influenced by social media influencers in their beauty product choices. The quantitative analysis revealed that younger consumers, particularly those aged 25–34, were the most likely to follow beauty influencers and be influenced by their recommendations. This finding is consistent with previous studies that suggest younger generations, particularly millennials and Gen Z, are more engaged with social media and more receptive to influencer marketing (Djafarova and Rushworth, 2017).
The cross-tabulation analysis also indicated that gender played a role in determining the level of engagement with beauty influencers, with female respondents more likely to follow beauty influencers and engage with their content. This finding is in line with research that suggests women are more likely than men to be influenced by beauty and fashion influencers, as these industries traditionally target female consumers (Casaló, Flavián, and Ibáñez-Sánchez, 2020).
The thematic analysis provided further insights into the demographic characteristics of consumers influenced by beauty influencers. Both respondents identified younger consumers, particularly those in urban or metropolitan areas, as the demographic group most influenced by influencers. This aligns with the findings of Chu and Kim (2011), who argue that urban consumers are more likely to engage with influencers due to their greater access to digital platforms and exposure to global beauty trends. Respondent 1 specifically mentioned that young women in urban areas are the most influenced, while Respondent 2 noted that teenagers and young adults, regardless of gender, are highly susceptible to influencer marketing.
These findings suggest that beauty brands targeting younger, urban consumers are likely to benefit most from influencer marketing campaigns. This demographic is more engaged with social media platforms, more exposed to beauty trends, and more likely to trust influencer recommendations. As such, influencer marketing strategies should be tailored to appeal to the preferences and values of this key consumer group.
[bookmark: _Toc179562656]Conclusion
The discussion chapter has explored the key findings of the study in relation to the existing literature on influencer marketing and consumer behaviour in the beauty industry. The results demonstrate that social media influencers play a significant role in shaping consumer preferences for beauty products, particularly among younger, urban consumers. While global beauty brands are generally perceived as superior, local brands can gain credibility and market share through influencer endorsements that emphasise ethical values such as sustainability. The key factors driving consumer preferences include product quality, authenticity, price, and sustainability, highlighting the importance of aligning influencer content with consumer values. Overall, the study contributes to a deeper understanding of how social media influencers impact consumer behaviour in the beauty industry, offering valuable insights for marketers and beauty brands.


[bookmark: _Toc179562657]Conclusion and Recommendations
[bookmark: _Toc179562658]Introduction
This chapter presents the conclusions drawn from the study based on its objectives and research questions. It also outlines recommendations for beauty brands and marketers, discusses the study’s limitations, and suggests potential areas for future research. The study aimed to explore the influence of social media influencers on consumer behaviour in the beauty industry, particularly in the Indian market. The findings have provided valuable insights into how social media influencers shape consumer preferences, perceptions of local versus global beauty brands, the factors driving consumer choices, and the demographics most influenced by influencers.
[bookmark: _Toc179562659]Achievement of Objectives
The study's objectives have been achieved through both quantitative and qualitative analyses. The following section outlines how each objective was addressed and what insights were gained from the research.
Objective 1: To analyze the influence of social media influencers on the purchasing decisions of Indian consumers regarding beauty products.
The study revealed that social media influencers significantly impact the purchasing decisions of Indian consumers, especially those who engage with influencer content regularly. This was supported by both the statistical analysis, which demonstrated strong correlations between influencer engagement and purchasing behaviour, and the thematic analysis, where respondents acknowledged that influencers played a key role in their decisions to buy beauty products. The study thus confirms that social media influencers act as important opinion leaders in the digital age, influencing consumer choices in a way that traditional marketing methods often do not.
Objective 2: To compare consumer perception of local beauty brands versus global beauty brands influenced by social media.
The results indicated a general preference for global beauty brands, which were perceived to offer higher quality and greater variety. However, local beauty brands were preferred by some consumers, particularly when they aligned with values such as sustainability and affordability. Thematic analysis revealed that while global brands benefit from greater visibility and established reputations, local brands can gain trust and credibility through influencer endorsements. Thus, social media influencers can play a pivotal role in reshaping perceptions of local brands by emphasising their ethical values and cultural relevance.
Objective 3: To identify the key factors promoted by social media influencers that drive consumer preference towards beauty brands.
The key factors driving consumer preferences included product quality, authenticity, price, and sustainability. The quantitative analysis identified product reviews and authenticity as the most influential factors, while the thematic analysis highlighted the importance of price and ethical considerations, such as cruelty-free and eco-friendly practices, particularly for local brands. These findings suggest that consumers are looking for more than just quality; they also seek alignment between the values promoted by influencers and their personal beliefs.
Objective 4: To evaluate the demographic characteristics of Indian consumers who are most influenced by social media influencers in their beauty product choices.
The study found that younger consumers, particularly those aged 25-34, were the most influenced by social media influencers in their beauty product choices. Female consumers were more likely than male consumers to engage with beauty influencers, and urban consumers had greater exposure to influencer-promoted beauty brands. These demographic trends align with existing research, which suggests that younger, urban consumers are the primary targets of influencer marketing campaigns in the beauty industry.
[bookmark: _Toc179562660]Answering Research Questions
Research Question 1: How do social media influencers influence the purchasing decisions of Indian consumers in the context of beauty products?
Social media influencers affect Indian consumers’ purchasing decisions by providing trusted recommendations and reviews that foster confidence in new products. The quantitative analysis revealed a significant correlation between the frequency of following influencers and purchasing behaviour. Thematic analysis also highlighted that consumers who perceive influencers as authentic are more likely to make purchasing decisions based on their recommendations. Thus, the study demonstrates that influencers have the power to guide consumer choices through their perceived expertise and credibility.
Research Question 2: How does social media influence Indian consumers' perceptions of local beauty brands compared to global beauty brands?
The study found that social media plays a significant role in shaping consumer perceptions of both local and global beauty brands. Global brands are generally viewed as superior in terms of quality, but local brands can gain traction when endorsed by trusted influencers who highlight their sustainability or affordability. Influencers, therefore, have the ability to bridge the gap between consumer perceptions of local and global brands, offering local brands the opportunity to compete by promoting ethical and culturally relevant attributes.
Research Question 3: What are the key factors promoted by social media influencers that drive Indian consumers' preferences towards specific beauty brands?
The key factors driving consumer preferences towards beauty brands, as promoted by social media influencers, are product quality, authenticity, price, and sustainability. The quantitative findings revealed that product reviews and the perceived authenticity of influencers are critical in shaping consumer decisions. Meanwhile, the thematic analysis highlighted that for consumers who favour local brands, price and ethical considerations, such as cruelty-free and eco-friendly practices, are particularly influential. This suggests that influencers who align their content with these values can better resonate with diverse consumer segments.
Research Question 4: Which demographic characteristics of Indian consumers are most associated with being influenced by social media influencers in their beauty product choices?
The demographic characteristics most associated with being influenced by social media influencers include age, gender, and location. Younger consumers, particularly those aged 25-34, were found to be more influenced by beauty influencers. Female consumers were also more likely to follow and engage with beauty influencers compared to male consumers. Urban consumers, who have greater access to digital platforms and beauty products, were more susceptible to influencer marketing than their rural counterparts. These demographic insights suggest that influencer marketing campaigns should be tailored to the preferences and values of younger, urban female consumers to maximise impact.
[bookmark: _Toc179562661]Limitations of the Study
While the study has provided valuable insights into the influence of social media influencers on consumer behaviour in the beauty industry, several limitations must be acknowledged.
Firstly, the sample size of the survey respondents (n=23) and interview participants (n=2) was relatively small, which may limit the generalisability of the findings. Although the qualitative insights provided rich data on consumer experiences, a larger and more diverse sample would have provided a more comprehensive understanding of the impact of social media influencers on different consumer segments.
Secondly, the study was limited to the Indian beauty industry, which may have specific cultural and economic factors that influence consumer behaviour. As such, the findings may not be applicable to other geographical contexts or industries. Future studies could explore the influence of social media influencers in different cultural and market environments to provide a broader perspective on the effectiveness of influencer marketing.
Thirdly, the study relied on self-reported data from survey respondents and interview participants, which may be subject to biases such as social desirability or recall bias. Participants may have overestimated or underestimated their engagement with influencers or the extent to which influencers influence their purchasing decisions. To mitigate this limitation, future research could use observational methods or social media analytics to obtain more objective data on consumer engagement with influencers.
Finally, the cross-sectional nature of the study means that it captures consumer behaviour at a single point in time. However, consumer preferences and the influence of social media influencers may change over time due to evolving beauty trends or shifts in consumer values. Longitudinal studies would provide a more dynamic understanding of how consumer behaviour and influencer impact change over time.
[bookmark: _Toc179562662]Recommendations
Based on the findings of the study, several recommendations can be made for beauty brands, marketers, and social media influencers in the Indian market.
1. Leverage the Power of Authentic Influencers:
The study found that consumers are more likely to trust influencers who are perceived as authentic and unbiased. Beauty brands should collaborate with influencers who have established a reputation for honesty and transparency. Influencers should be encouraged to provide genuine product reviews and share their personal experiences with products to build trust with their audience.
2. Promote Ethical and Sustainable Practices:
As the study revealed, sustainability and ethical practices are important factors for many consumers, particularly those who prefer local brands. Beauty brands, especially local ones, should promote their eco-friendly and cruelty-free credentials through influencer collaborations. Influencers who prioritise sustainability can effectively communicate these values to their followers, enhancing the appeal of local brands to ethically conscious consumers.
3. Tailor Content to Younger, Urban Consumers:
Given that younger, urban consumers are the most influenced by social media influencers, beauty brands should tailor their marketing campaigns to this demographic. Influencer content should be designed to appeal to the values and preferences of millennials and Gen Z, who are more engaged with social media and more likely to follow beauty trends. Campaigns should focus on delivering high-quality, engaging content that aligns with the fast-paced nature of social media platforms.
4. Use Micro-Influencers for Local Brands:
The study found that local beauty brands could benefit from influencer endorsements, particularly when these influencers emphasise the ethical and cultural relevance of the products. Local beauty brands should consider collaborating with micro-influencers who have a strong following within specific communities. Micro-influencers may have a smaller but more engaged audience and can offer a more personalised approach to promoting local beauty products.
5. Diversify Influencer Partnerships:
To reach a broader audience, beauty brands should diversify their influencer partnerships. This could include working with influencers across different platforms (e.g., Instagram, YouTube, TikTok) and different types of influencers (e.g., beauty gurus, lifestyle influencers, fashion influencers). By diversifying influencer partnerships, brands can maximise their visibility and appeal to different segments of the consumer market.
[bookmark: _Toc179562663]Future Research Directions
While the study has contributed to a deeper understanding of how social media influencers impact consumer behaviour in the beauty industry, there are several areas where future research could expand upon the findings.
1. Exploring Influencer Impact in Other Industries:
Future research could explore how social media influencers impact consumer behaviour in industries beyond beauty, such as fashion, technology, or food and beverages. This would provide a broader understanding of how influencer marketing strategies differ across sectors.
2. Investigating the Long-Term Impact of Influencers:
Longitudinal studies could investigate how the influence of social media influencers evolves over time and how consumer preferences shift as beauty trends change. This would offer insights into the sustainability of influencer marketing as a long-term strategy.
3. Examining Cross-Cultural Differences:
Given the global nature of social media, future research could examine how the influence of social media influencers varies across different cultural contexts. Comparative studies between countries or regions could offer insights into how local culture shapes the effectiveness of influencer marketing campaigns.
[bookmark: _Toc179562664]Conclusion
This study has successfully addressed its objectives and research questions by providing valuable insights into the role of social media influencers in shaping consumer behaviour in the Indian beauty industry. Social media influencers have a significant impact on purchasing decisions, particularly for younger, urban consumers. Global brands are generally preferred over local brands, but influencers can help local brands gain credibility by promoting ethical and sustainable values. Product quality, authenticity, and price were identified as the key factors driving consumer preferences. The study’s findings offer important implications for beauty brands and marketers seeking to leverage influencer marketing as a strategy to engage with Indian consumers. However, further research is needed to explore how influencer marketing strategies can be adapted to different industries and cultural contexts.
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Survey Questionnaire
Examining the Impact of Social Media Influencers on Consumer Preferences for Local vs. Global Beauty Brands in India

Section A: Demographic Information
Please select the option that best describes you.
1. Age:
· Under 18
· 18–24
· 25–34
· 35–44
· 45–54
· 55 and above
2. Gender:
· Male
· Female
· Other / Prefer not to say
3. Education Level:
· High School or below
· Bachelor's Degree
· Master's Degree
· Doctorate
· Other
4. Monthly Income:
· Less than INR 20,000
· INR 20,001–INR 40,000
· INR 40,001–INR 60,000
· INR 60,001–INR 80,000
· Above INR 80,000
5. Location:
· Urban
· Semi-Urban
· Rural

Instructions for Sections B–F:
Please indicate your level of agreement with the following statements by choosing one of the options:
· 1 = Strongly Disagree
· 2 = Disagree
· 3 = Neutral
· 4 = Agree
· 5 = Strongly Agree

Section B: Social Media Usage and Engagement
6. I frequently use social media platforms.
7. I actively follow beauty influencers on social media.
8. I engage with content posted by beauty influencers (e.g., like, comment, share).

Section C: Influence on Purchasing Decisions
9. Recommendations from social media influencers influence my purchasing decisions regarding beauty products.
10. I have purchased beauty products based on influencer recommendations.
11. Social media influencers introduce me to new beauty brands.

Section D: Perceptions of Local vs. Global Brands
12. I perceive global beauty brands as superior to local beauty brands.
13. Social media influencers make me more interested in global beauty brands.
14. Social media influencers increase my trust in local beauty brands.

Section E: Factors Promoted by Influencers
15. Product reviews by influencers affect my preference for beauty brands.
16. The authenticity of influencers influences my trust in the beauty products they promote.
17. The values and ethics promoted by influencers (e.g., sustainability, cruelty-free) impact my choice of beauty brands.

Section F: Additional Considerations
18. I am more likely to purchase beauty products that are trending on social media.
19. I consider the quality of products promoted by influencers to be reliable.
20. I prefer beauty brands that collaborate with popular social media influencers.

Thank you for your participation!
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1. How often do you follow beauty influencers on social media?
· (Frequency-based question to assess engagement)
2. Have you purchased beauty products based on recommendations from social media influencers?
· (Evaluates direct influence on purchasing behavior)
3. Do you tend to prefer local or global beauty brands, and why?
· (Comparison of consumer perception)
4. Which qualities of beauty products promoted by influencers influence your purchasing decisions the most (e.g., price, quality, sustainability)?
· (Identifies key factors driving preferences)
5. How do beauty influencers impact your trust in local beauty brands?
· (Specific focus on trust for local brands)
6. Do you feel that influencers promote global beauty brands more than local ones? If yes, how does that affect your choices?
· (Perception of brand promotion)
7. What role do the personal values and ethics (e.g., sustainability, cruelty-free) of influencers play in your choice of beauty products?
· (Explores the values promoted by influencers)
8. In your opinion, which demographic groups (age, gender, location, etc.) are most influenced by beauty influencers?
· (Demographic focus)
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Frequencies



	Statistics

	
	Age (18–24 = 1, 25–34 = 2, 35–44 = 3)
	Gender (Male = 1, Female = 2)
	Education Level (High School or below = 1, Bachelor's Degree = 2, Master's Degree = 3)
	Monthly Income (INR 20,001–INR 40,000 = 1, INR 40,001–INR 60,000 = 2, INR 60,001–INR 80,000 = 3, Above INR 80,000 = 4)
	Location (Urban = 1, Semi-Urban = 2, Rural = 3)

	N
	Valid
	23
	23
	23
	23
	23

	
	Missing
	0
	0
	0
	0
	0

	Mean
	2.48
	1.30
	2.57
	2.83
	1.83

	Median
	3.00
	1.00
	3.00
	3.00
	2.00

	Mode
	3
	1
	3
	4
	1

	Std. Deviation
	.665
	.470
	.590
	1.230
	.834

	Sum
	57
	30
	59
	65
	42




Frequency Table



	Age (18–24 = 1, 25–34 = 2, 35–44 = 3)

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	1
	2
	8.7
	8.7
	8.7

	
	2
	8
	34.8
	34.8
	43.5

	
	3
	13
	56.5
	56.5
	100.0

	
	Total
	23
	100.0
	100.0
	




	Gender (Male = 1, Female = 2)

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	1
	16
	69.6
	69.6
	69.6

	
	2
	7
	30.4
	30.4
	100.0

	
	Total
	23
	100.0
	100.0
	




	Education Level (High School or below = 1, Bachelor's Degree = 2, Master's Degree = 3)

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	1
	1
	4.3
	4.3
	4.3

	
	2
	8
	34.8
	34.8
	39.1

	
	3
	14
	60.9
	60.9
	100.0

	
	Total
	23
	100.0
	100.0
	




	Monthly Income (INR 20,001–INR 40,000 = 1, INR 40,001–INR 60,000 = 2, INR 60,001–INR 80,000 = 3, Above INR 80,000 = 4)

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	1
	5
	21.7
	21.7
	21.7

	
	2
	4
	17.4
	17.4
	39.1

	
	3
	4
	17.4
	17.4
	56.5

	
	4
	10
	43.5
	43.5
	100.0

	
	Total
	23
	100.0
	100.0
	




	Location (Urban = 1, Semi-Urban = 2, Rural = 3)

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	1
	10
	43.5
	43.5
	43.5

	
	2
	7
	30.4
	30.4
	73.9

	
	3
	6
	26.1
	26.1
	100.0

	
	Total
	23
	100.0
	100.0
	




Histogram
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Crosstabs



	Case Processing Summary

	
	Cases

	
	Valid
	Missing
	Total

	
	N
	Percent
	N
	Percent
	N
	Percent

	Gender (Male = 1, Female = 2) * I actively follow beauty influencers on social media.
	23
	100.0%
	0
	0.0%
	23
	100.0%

	Age (18–24 = 1, 25–34 = 2, 35–44 = 3) * I actively follow beauty influencers on social media.
	23
	100.0%
	0
	0.0%
	23
	100.0%




Gender (Male = 1, Female = 2) * I actively follow beauty influencers on social media. 



	Crosstab

	Count  

	
	I actively follow beauty influencers on social media.
	Total

	
	1
	2
	3
	4
	5
	

	Gender (Male = 1, Female = 2)
	1
	4
	2
	5
	2
	3
	16

	
	2
	0
	2
	4
	1
	0
	7

	Total
	4
	4
	9
	3
	3
	23




	Chi-Square Tests

	
	Value
	df
	Asymptotic Significance (2-sided)

	Pearson Chi-Square
	4.632a
	4
	.327

	Likelihood Ratio
	6.538
	4
	.162

	Linear-by-Linear Association
	.001
	1
	.975

	N of Valid Cases
	23
	
	

	a. 9 cells (90.0%) have expected count less than 5. The minimum expected count is .91.




	Symmetric Measures

	
	Value
	Approximate Significance

	Nominal by Nominal
	Phi
	.449
	.327

	
	Cramer's V
	.449
	.327

	N of Valid Cases
	23
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Age (18–24 = 1, 25–34 = 2, 35–44 = 3) * I actively follow beauty influencers on social media. 



	Crosstab

	Count  

	
	I actively follow beauty influencers on social media.
	Total

	
	1
	2
	3
	4
	5
	

	Age (18–24 = 1, 25–34 = 2, 35–44 = 3)
	1
	1
	1
	0
	0
	0
	2

	
	2
	1
	3
	2
	1
	1
	8

	
	3
	2
	0
	7
	2
	2
	13

	Total
	4
	4
	9
	3
	3
	23




	Chi-Square Tests

	
	Value
	df
	Asymptotic Significance (2-sided)

	Pearson Chi-Square
	9.252a
	8
	.322

	Likelihood Ratio
	11.511
	8
	.174

	Linear-by-Linear Association
	2.703
	1
	.100

	N of Valid Cases
	23
	
	

	a. 14 cells (93.3%) have expected count less than 5. The minimum expected count is .26.




	Symmetric Measures

	
	Value
	Approximate Significance

	Nominal by Nominal
	Phi
	.634
	.322

	
	Cramer's V
	.448
	.322

	N of Valid Cases
	23
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Correlations



	Correlations

	
	I actively follow beauty influencers on social media.
	I engage with content posted by beauty influencers (e.g., like, comment, share).
	Recommendations from social media influencers influence my purchasing decisions regarding beauty products.
	I have purchased beauty products based on influencer recommendations.
	I perceive global beauty brands as superior to local beauty brands.

	I actively follow beauty influencers on social media.
	Pearson Correlation
	1
	.861**
	.701**
	.833**
	.487*

	
	Sig. (2-tailed)
	
	<.001
	<.001
	<.001
	.019

	
	N
	23
	23
	23
	23
	23

	I engage with content posted by beauty influencers (e.g., like, comment, share).
	Pearson Correlation
	.861**
	1
	.678**
	.855**
	.422*

	
	Sig. (2-tailed)
	<.001
	
	<.001
	<.001
	.045

	
	N
	23
	23
	23
	23
	23

	Recommendations from social media influencers influence my purchasing decisions regarding beauty products.
	Pearson Correlation
	.701**
	.678**
	1
	.806**
	.296

	
	Sig. (2-tailed)
	<.001
	<.001
	
	<.001
	.171

	
	N
	23
	23
	23
	23
	23

	I have purchased beauty products based on influencer recommendations.
	Pearson Correlation
	.833**
	.855**
	.806**
	1
	.295

	
	Sig. (2-tailed)
	<.001
	<.001
	<.001
	
	.172

	
	N
	23
	23
	23
	23
	23

	I perceive global beauty brands as superior to local beauty brands.
	Pearson Correlation
	.487*
	.422*
	.296
	.295
	1

	
	Sig. (2-tailed)
	.019
	.045
	.171
	.172
	

	
	N
	23
	23
	23
	23
	23

	**. Correlation is significant at the 0.01 level (2-tailed).

	*. Correlation is significant at the 0.05 level (2-tailed).




Regression



	Variables Entered/Removeda

	Model
	Variables Entered
	Variables Removed
	Method

	1
	The values and ethics promoted by influencers (e.g., sustainability, cruelty-free) impact my choice of beauty brands. , I actively follow beauty influencers on social media. , Recommendations from social media influencers influence my purchasing decisions regarding beauty products. , I engage with content posted by beauty influencers (e.g., like, comment, share).b
	.
	Enter

	a. Dependent Variable: I perceive global beauty brands as superior to local beauty brands.

	b. All requested variables entered.




	Model Summaryb

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate
	Change Statistics

	
	
	
	
	
	R Square Change
	F Change
	df1
	df2
	Sig. F Change

	1
	.497a
	.247
	.080
	1.277
	.247
	1.475
	4
	18
	.251

	a. Predictors: (Constant), The values and ethics promoted by influencers (e.g., sustainability, cruelty-free) impact my choice of beauty brands. , I actively follow beauty influencers on social media. , Recommendations from social media influencers influence my purchasing decisions regarding beauty products. , I engage with content posted by beauty influencers (e.g., like, comment, share).

	b. Dependent Variable: I perceive global beauty brands as superior to local beauty brands.




	ANOVAa

	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	9.617
	4
	2.404
	1.475
	.251b

	
	Residual
	29.339
	18
	1.630
	
	

	
	Total
	38.957
	22
	
	
	

	a. Dependent Variable: I perceive global beauty brands as superior to local beauty brands.

	b. Predictors: (Constant), The values and ethics promoted by influencers (e.g., sustainability, cruelty-free) impact my choice of beauty brands. , I actively follow beauty influencers on social media. , Recommendations from social media influencers influence my purchasing decisions regarding beauty products. , I engage with content posted by beauty influencers (e.g., like, comment, share).




	Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	1.449
	.726
	
	1.997
	.061

	
	I actively follow beauty influencers on social media.
	.579
	.455
	.546
	1.272
	.220

	
	I engage with content posted by beauty influencers (e.g., like, comment, share).
	-.008
	.422
	-.008
	-.018
	.986

	
	Recommendations from social media influencers influence my purchasing decisions regarding beauty products.
	-.170
	.356
	-.173
	-.477
	.639

	
	The values and ethics promoted by influencers (e.g., sustainability, cruelty-free) impact my choice of beauty brands.
	.117
	.319
	.121
	.367
	.718

	a. Dependent Variable: I perceive global beauty brands as superior to local beauty brands.




	Residuals Statisticsa

	
	Minimum
	Maximum
	Mean
	Std. Deviation
	N

	Predicted Value
	1.80
	4.04
	2.96
	.661
	23

	Residual
	-2.927
	2.043
	.000
	1.155
	23

	Std. Predicted Value
	-1.752
	1.645
	.000
	1.000
	23

	Std. Residual
	-2.293
	1.600
	.000
	.905
	23

	a. Dependent Variable: I perceive global beauty brands as superior to local beauty brands.




Charts
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Regression



	Variables Entered/Removeda

	Model
	Variables Entered
	Variables Removed
	Method

	1
	The values and ethics promoted by influencers (e.g., sustainability, cruelty-free) impact my choice of beauty brands. , I actively follow beauty influencers on social media. , Recommendations from social media influencers influence my purchasing decisions regarding beauty products. , I engage with content posted by beauty influencers (e.g., like, comment, share).b
	.
	Enter

	a. Dependent Variable: Social media influencers increase my trust in local beauty brands.

	b. All requested variables entered.




	Model Summaryb

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate
	Change Statistics

	
	
	
	
	
	R Square Change
	F Change
	df1
	df2
	Sig. F Change

	1
	.691a
	.478
	.362
	.915
	.478
	4.122
	4
	18
	.015

	a. Predictors: (Constant), The values and ethics promoted by influencers (e.g., sustainability, cruelty-free) impact my choice of beauty brands. , I actively follow beauty influencers on social media. , Recommendations from social media influencers influence my purchasing decisions regarding beauty products. , I engage with content posted by beauty influencers (e.g., like, comment, share).

	b. Dependent Variable: Social media influencers increase my trust in local beauty brands.




	ANOVAa

	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	13.801
	4
	3.450
	4.122
	.015b

	
	Residual
	15.068
	18
	.837
	
	

	
	Total
	28.870
	22
	
	
	

	a. Dependent Variable: Social media influencers increase my trust in local beauty brands.

	b. Predictors: (Constant), The values and ethics promoted by influencers (e.g., sustainability, cruelty-free) impact my choice of beauty brands. , I actively follow beauty influencers on social media. , Recommendations from social media influencers influence my purchasing decisions regarding beauty products. , I engage with content posted by beauty influencers (e.g., like, comment, share).




	Residuals Statisticsa

	
	Minimum
	Maximum
	Mean
	Std. Deviation
	N

	Predicted Value
	1.53
	3.96
	2.70
	.792
	23

	Residual
	-1.485
	1.392
	.000
	.828
	23

	Std. Predicted Value
	-1.467
	1.596
	.000
	1.000
	23

	Std. Residual
	-1.623
	1.521
	.000
	.905
	23

	a. Dependent Variable: Social media influencers increase my trust in local beauty brands.
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Oneway



	ANOVAa

	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	13.801
	4
	3.450
	4.122
	.015b

	
	Residual
	15.068
	18
	.837
	
	

	
	Total
	28.870
	22
	
	
	

	a. Dependent Variable: Social media influencers increase my trust in local beauty brands.

	b. Predictors: (Constant), The values and ethics promoted by influencers (e.g., sustainability, cruelty-free) impact my choice of beauty brands. , I actively follow beauty influencers on social media. , Recommendations from social media influencers influence my purchasing decisions regarding beauty products. , I engage with content posted by beauty influencers (e.g., like, comment, share).




	Residuals Statisticsa

	
	Minimum
	Maximum
	Mean
	Std. Deviation
	N

	Predicted Value
	1.53
	3.96
	2.70
	.792
	23

	Residual
	-1.485
	1.392
	.000
	.828
	23

	Std. Predicted Value
	-1.467
	1.596
	.000
	1.000
	23

	Std. Residual
	-1.623
	1.521
	.000
	.905
	23

	a. Dependent Variable: Social media influencers increase my trust in local beauty brands.
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	Descriptives

	Recommendations from social media influencers influence my purchasing decisions regarding beauty products.  

	
	N
	Mean
	Std. Deviation
	Std. Error
	95% Confidence Interval for Mean
	Minimum
	Maximum

	
	
	
	
	
	Lower Bound
	Upper Bound
	
	

	1
	2
	1.00
	.000
	.000
	1.00
	1.00
	1
	1

	2
	8
	2.63
	1.302
	.460
	1.54
	3.71
	1
	5

	3
	13
	3.08
	1.320
	.366
	2.28
	3.87
	1
	5

	Total
	23
	2.74
	1.356
	.283
	2.15
	3.33
	1
	5




	Tests of Homogeneity of Variances

	
	Levene Statistic
	df1
	df2
	Sig.

	Recommendations from social media influencers influence my purchasing decisions regarding beauty products.
	Based on Mean
	1.766
	2
	20
	.197

	
	Based on Median
	1.027
	2
	20
	.376

	
	Based on Median and with adjusted df
	1.027
	2
	17.169
	.379

	
	Based on trimmed mean
	1.734
	2
	20
	.202




	ANOVA

	Recommendations from social media influencers influence my purchasing decisions regarding beauty products.  

	
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	Between Groups
	7.637
	2
	3.818
	2.328
	.123

	Within Groups
	32.798
	20
	1.640
	
	

	Total
	40.435
	22
	
	
	




Post Hoc Tests



	Multiple Comparisons

	Dependent Variable:   Recommendations from social media influencers influence my purchasing decisions regarding beauty products.  

	Tukey HSD  

	(I) Age (18–24 = 1, 25–34 = 2, 35–44 = 3)
	(J) Age (18–24 = 1, 25–34 = 2, 35–44 = 3)
	Mean Difference (I-J)
	Std. Error
	Sig.
	95% Confidence Interval

	
	
	
	
	
	Lower Bound
	Upper Bound

	1
	2
	-1.625
	1.012
	.267
	-4.19
	.94

	
	3
	-2.077
	.973
	.108
	-4.54
	.38

	2
	1
	1.625
	1.012
	.267
	-.94
	4.19

	
	3
	-.452
	.575
	.716
	-1.91
	1.00

	3
	1
	2.077
	.973
	.108
	-.38
	4.54

	
	2
	.452
	.575
	.716
	-1.00
	1.91




Homogeneous Subsets



	Recommendations from social media influencers influence my purchasing decisions regarding beauty products.

	Tukey HSDa,b  

	Age (18–24 = 1, 25–34 = 2, 35–44 = 3)
	N
	Subset for alpha = 0.05

	
	
	1

	1
	2
	1.00

	2
	8
	2.63

	3
	13
	3.08

	Sig.
	
	.069

	Means for groups in homogeneous subsets are displayed.

	a. Uses Harmonic Mean Sample Size = 4.274.

	b. The group sizes are unequal. The harmonic mean of the group sizes is used. Type I error levels are not guaranteed.
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Oneway



	Warnings

	Post hoc tests are not performed for Recommendations from social media influencers influence my purchasing decisions regarding beauty products.  because there are fewer than three groups.




	Descriptives

	Recommendations from social media influencers influence my purchasing decisions regarding beauty products.  

	
	N
	Mean
	Std. Deviation
	Std. Error
	95% Confidence Interval for Mean
	Minimum
	Maximum

	
	
	
	
	
	Lower Bound
	Upper Bound
	
	

	1
	16
	2.88
	1.408
	.352
	2.12
	3.63
	1
	5

	2
	7
	2.43
	1.272
	.481
	1.25
	3.61
	1
	4

	Total
	23
	2.74
	1.356
	.283
	2.15
	3.33
	1
	5




	Tests of Homogeneity of Variances

	
	Levene Statistic
	df1
	df2
	Sig.

	Recommendations from social media influencers influence my purchasing decisions regarding beauty products.
	Based on Mean
	.060
	1
	21
	.809

	
	Based on Median
	.116
	1
	21
	.737

	
	Based on Median and with adjusted df
	.116
	1
	20.997
	.737

	
	Based on trimmed mean
	.065
	1
	21
	.802




	ANOVA

	Recommendations from social media influencers influence my purchasing decisions regarding beauty products.  

	
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	Between Groups
	.970
	1
	.970
	.516
	.480

	Within Groups
	39.464
	21
	1.879
	
	

	Total
	40.435
	22
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[bookmark: _Toc179562670]Appendix 4. Interview Responses
Respondent 1:
1. How often do you follow beauty influencers on social media?
I follow beauty influencers on social media every day. I spend a significant amount of time scrolling through Instagram and YouTube to keep up with the latest beauty trends and tips they share.
2. Have you purchased beauty products based on recommendations from social media influencers?
Yes, I have purchased several beauty products based on their recommendations. Their reviews and tutorials give me confidence in trying out new products that I wouldn't have considered otherwise.
3. Do you tend to prefer local or global beauty brands, and why?
I tend to prefer global beauty brands because I feel they offer higher quality and more variety. However, I'm open to local brands if they are endorsed by influencers I trust.
4. Which qualities of beauty products promoted by influencers influence your purchasing decisions the most (e.g., price, quality, sustainability)?
The quality of the product is the most important factor for me. If an influencer highlights the effectiveness and benefits of a product, I'm more likely to purchase it, even if it's a bit pricey.
5. How do beauty influencers impact your trust in local beauty brands?
When beauty influencers promote local brands, it definitely increases my trust in those products. Their endorsement makes me feel that the local brand is credible and worth trying.
6. Do you feel that influencers promote global beauty brands more than local ones? If yes, how does that affect your choices?
Yes, I feel that influencers often promote global brands more frequently. This exposure makes me more inclined to choose global brands over local ones because they seem more popular and reliable.
7. What role do the personal values and ethics (e.g., sustainability, cruelty-free) of influencers play in your choice of beauty products?
Personal values like sustainability and cruelty-free practices are very important to me. If an influencer emphasizes these aspects, I'm more likely to support the products they recommend.
8. In your opinion, which demographic groups (age, gender, location, etc.) are most influenced by beauty influencers?
I think young women in urban areas are the most influenced by beauty influencers. They are more engaged with social media and eager to try new beauty trends.

Respondent 2:
1. How often do you follow beauty influencers on social media?
I don't follow beauty influencers very often, maybe once or twice a week. I usually come across their content when I'm specifically searching for product reviews.
2. Have you purchased beauty products based on recommendations from social media influencers?
Occasionally, yes. If an influencer provides an in-depth review that seems unbiased, I might consider purchasing the product they recommend.
3. Do you tend to prefer local or global beauty brands, and why?
I prefer local beauty brands because they are more affordable and often use natural ingredients suitable for Indian skin types. Supporting local businesses is also important to me.
4. Which qualities of beauty products promoted by influencers influence your purchasing decisions the most (e.g., price, quality, sustainability)?
Price and sustainability are key factors for me. If an influencer highlights that a product is eco-friendly and reasonably priced, I'm more interested in buying it.
5. How do beauty influencers impact your trust in local beauty brands?
Beauty influencers can significantly boost my trust in local brands if they provide honest feedback. Their positive reviews can make me more willing to try a new local product.
6. Do you feel that influencers promote global beauty brands more than local ones? If yes, how does that affect your choices?
Yes, many influencers seem to focus on global brands, which can be a bit off-putting for me. It sometimes makes me feel that local brands are overlooked, but I still choose them based on my preferences.
7. What role do the personal values and ethics (e.g., sustainability, cruelty-free) of influencers play in your choice of beauty products?
The values and ethics of influencers play a significant role for me. If they advocate for sustainability and cruelty-free products, it positively influences my purchasing decisions.
8. In your opinion, which demographic groups (age, gender, location, etc.) are most influenced by beauty influencers?
I believe teenagers and young adults, regardless of gender, are the most influenced, especially those living in metropolitan areas with greater access to social media.
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