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Abstract 

This research aims to analyze the influence of influencer marketing on 
consumer purchasing decisions in the cosmetics industry through a 
literature review. The cosmetics industry is currently growing rapidly 
with the important role played by influencers on social media. Influencer 
marketing has been proven to be an effective marketing strategy in 
reaching and influencing consumers. Previous studies show that 
influencers have the ability to build emotional connections with their 
audiences, which in turn influences the perception and choice of certain 
cosmetic products. Through a comprehensive literature review, this 
research identifies key factors that influence the effectiveness of 
influencer marketing, including the influencer's credibility, authenticity, 
and brand fit. In addition, this research also pays attention to the role of 
social media as a crucial platform in influencer marketing campaigns, as 
well as its impact on consumer engagement and purchasing decisions. 
The results of this study conclude that influencer marketing has a 
significant influence on consumer purchasing decisions in the cosmetics 
industry. Therefore, cosmetic brands are expected to develop more 
effective marketing strategies by utilizing the power of influencers. This 
research also offers practical recommendations for cosmetic brand 
owners to select and collaborate with suitable influencers, as well as 
suggesting further research directions to explore other aspects of 
influencer marketing in a broader context. 
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INTRODUCTION 

In recent years, the cosmetics industry has experienced significant 

growth along with increasing public awareness of self-care and appearance. 

According to reports from various market research, the value of the global 

cosmetics industry is expected to continue to increase in the future. Factors 

such as product innovation, increasing incomes, and changes in consumption 

patterns are the main drivers of this growth (Ravikumar et al., 2022). One 

important component in the marketing strategy for cosmetic products is the 
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use of influencer marketing, which has proven effective in reaching a wider 

audience and increasing interaction with consumers. 

Influencer marketing has become a phenomenon that cannot be 

ignored in today's digital world. Influencers, both celebrities and individuals 

who have built a loyal fan base on social media, have the ability to influence 

the opinions and behavior of their followers (Tali, 2024). In the context of the 

cosmetics industry, many brands have turned to influencers to promote their 

products and build customer trust. This marketing method not only helps 

increase brand awareness, but also the sales potential of cosmetic products 

significantly. 

Consumer purchasing decisions are a complex topic and are influenced 

by various factors, including recommendations from individuals who are 

considered influential. Many studies show that influencers have an important 

role in the purchasing decision making process, especially among millennials 

and generation Z who are active on social media (Sugiarto et al., 2022). Factors 

such as the influencer's credibility, the content delivered, and the way the 

product is represented have a major impact on consumers' perception and 

readiness to make a purchase. 

However, although the effectiveness of influencer marketing is widely 

recognized, there is little research that specifically analyzes its influence in the 

cosmetics industry. Therefore, this research aims to fill this gap by analyzing in 

depth how influencer marketing influences purchasing decisions in the 

cosmetics industry (Utami et al., 2023). By understanding the factors that 

influence these decisions, cosmetics brands can design marketing strategies 

that are more effective and tailored to consumer needs and preferences. 

Influencer marketing offers several advantages compared to traditional 

marketing strategies. First, influencers often have a more personal and 

authentic relationship with their followers. This helps build trust and increases 

the likelihood that consumers will purchase the recommended product. 

Second, social media platforms allow content to be disseminated more quickly 

and efficiently, reaching a wide audience in a short time. Third, the use of 

influencers also allows brands to target more specific market segments, based 

on demographics, interests and consumer behavior (Soetiyani & Hosea, 2023). 

However, the success of influencer marketing is not without 

challenges. One of the main challenges is maintaining the credibility of the 

influencer. Modern consumers tend to be skeptical of content that is deemed 

too promotional or inauthentic. Therefore, selecting the right influencer and 

crafting relevant and interesting content is very important. 
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In addition, the effectiveness of influencer marketing is not only 

determined by the number of followers an influencer has, but also by the level 

of interaction and engagement of followers with the content they create. This 

means that brands need to be more careful in evaluating the quality of 

influencers, not just the quantity of their followers (Pahlevi & Medyawati, 

2023). 

This research is important to carry out considering the large influence 

of influencer marketing on consumer behavior, especially in the cosmetics 

industry. By understanding the factors that influence the success of this 

strategy, cosmetics companies can optimize their marketing efforts and meet 

consumer needs and expectations more effectively. 

With this background, this research focuses on analyzing the influence 

of influencer marketing on consumer purchasing decisions in the cosmetics 

industry. Researchers will examine how factors such as credibility, expertise, 

and popularity of influencers influence consumer perceptions and how 

content delivered by influencers can shape consumers' interest and desire to 

purchase recommended cosmetic products. 

 

RESEARCH METHOD 

This research will use a literature review approach by examining 

various academic sources, industry reports and relevant case studies. A 

comparative analysis of existing studies will be conducted to identify common 

patterns and findings. In addition, interviews with experts and practitioners in 

the field of content marketing will also be conducted to gain further insight 

(Earley, M.A. 2014; Snyder, H. 2019). 

 

RESULT AND DISCUSSION 

Influencer Marketing Concept 

1. Definition and History of Influencer Marketing 

Influencer marketing is a marketing strategy in which brands 

collaborate with individuals who have great influence on social media or 

other online platforms to promote their products or services (Mohan, 

2022). These individuals, known as influencers, have the ability to influence 

the purchasing decisions of others due to their authority, knowledge, 

position, or relationship with their audience. Influencers can come from a 

variety of backgrounds, including celebrities, bloggers, vloggers, and social 

media users with significant followings on platforms such as Instagram, 

YouTube, and TikTok. 
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Influencer marketing is not a new concept, but in its modern form, it 

began to develop with the growth of social media in the early 2010s. Before 

the era of social media, this practice was better known as celebrity 

endorsement where brands used celebrity popularity to promote their 

products. With the emergence of platforms like Instagram and YouTube, 

non-celebrity individuals with large followings are starting to have equal or 

even more value to brands. As a result, companies are starting to shift their 

attention from traditional celebrities to micro-influencers who are 

considered more authentic and trustworthy by their followers (Kouchih & 

Mataa, 2023). In the 2020s, influencer marketing has become an integral 

part of many companies' marketing strategies, reflecting a major shift in 

the way brands reach and interact with consumers (Zhao, 2024). 

2. Types of Influencers 

Influencers in the digital world are divided into several categories 

based on the number of their followers. Nano influencers have 1,000 to 

10,000 followers, known for highly personalized interactions with their 

audiences. Above that, micro influencers have 10,000 to 100,000 followers 

and usually focus on a specific niche, maintaining high engagement. 

Meanwhile, macro influencers with between 100,000 and 1,000,000 

followers can reach a wider audience but may have lower engagement 

rates. Mega influencers, with more than 1,000,000 followers, are celebrities 

or well-known individuals who are able to provide great visibility for brands 

but with more general and less personal interactions (Ahmed & Rathore, 

2024). 

Types of influencers are also classified based on the platforms they 

use. Bloggers use websites or blog platforms to write in-depth and 

informative content. YouTubers create videos on the YouTube platform, 

covering various types of content such as tutorials and vlogs. Instagram 

influencers (selebgrams) focus on visual content on Instagram, while 

TikTok influencers are known for creative and entertaining short videos on 

TikTok (Gurrieri et al., 2024). Influencers on Twitter often share opinions 

and brief information, whereas LinkedIn influencers focus on professional 

content on LinkedIn, reaching a more professional and industry-based 

audience. Each type of influencer allows for different marketing strategies 

depending on the targeted audience. 

3. Social Media Platforms Used 

Popular social media platforms used today include a variety of types, 

each with unique characteristics and audiences. Facebook is one of the 
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most common, with a very wide user base and features that allow a wide 

variety of content types, from text to images to videos. Instagram focuses 

on visual content, especially photos and short videos, which appeal to a 

younger and more aesthetic audience. Twitter is known for its short 

updates that enable real-time discussions and rapid dissemination of 

information, tending to attract professionals, journalists, and ideators 

(Johne, 2023). Meanwhile, YouTube is a video-based platform, offering 

space for content from pe irsonal vlogs to highly profeissional videio 

productions, reiaching a global audie ince i with longeir conteint durations. 

Linke idIn is speicifically use id for profe issional neitworking and care ieir 

de iveilopme int, allowing profe issionals and companie is to sharei more i formal, 

busine iss-focuse id conteint. TikTok, an incre iasingly popular platform known 

for its cre iative i and ofte in humorous short vide ios, is highly sought afte ir by a 

young and cre iative i audie ince i. Pinteire ist functions as a digital inspiration 

board, whe ire i use irs can save i and share i ide ias in thei form of image is and 

article is, e ispe icially e iffe ictive i for nicheis such as fashion, cooking, and DIY 

(Ryding e it al., 2023). In addition, Snapchat offe irs conteint in thei form of 

teimporary story flashe is, capturing use irs' atte intion with fast inteiractions 

and inteire isting visuals. Eiach of theise i platforms has a unique i rolei in a digital 

marke iting strate igy, allowing brands to targe it spe icific audie ince is according 

to thei characte iristics and pre ife ire ince is of using thei platform (Dhaliwal, 

2024). 

 

The Influence of Influencer Marketing 

1. Thei Psychological Impact of Influeince irs on Consumeirs 

Influeinceirs have i a significant psychological impact on consumeirs, 

e ispe icially whein it comeis to shaping theiir be ihavior and pe irce iptions of 

products and se irvice is. Many consumeirs vie iw influeinceirs as authoritativei 

figure is and role i modeils, which make is theiir re icomme indations highly 

influe intial. Whein an influeinceir promoteis a product, theiir followeirs teind to 

fe ie il a gre iate ir e imotional lift and curiosity about thei product (Sands e it al., 

2022). This is duei to thei pe irsonal reilationship that eixists be itweie in thei 

influe inceir and theiir followe irs, as we ill as fe ie iling e imotionally conneicte id and 

trusting thei influeince ir's opinion. As a re isult, consumeirs ofte in deicide i to buy 

re icomme indeid products more i quickly compare id to traditional adveirtising. 

Apart from that, thei psychological impact is also visiblei in thei form 

of aspirations and thei de isire i to imitatei thei influe inceir's life istyle i. Consumeirs 

oftein projeict theimse ilveis onto thei live is portraye id by influeince irs, assuming 
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that by using thei same i products, theiy can achie ivei similar le ive ils of 

happine iss and succe iss (Be ihare i eit al., 2023). Howeive ir, this teindeincy can 

cause i a se inse i of dissatisfaction and pre issure i for consumeirs who fe ie il thei 

neie id to always be i up-to-date i with thei tre inds and life istyleis promoteid by 

influe inceirs. In thei long teirm, this can leiad to a neigative i impact on 

consumeirs' me intal heialth and eimotional weill-beiing, be icause i theiy 

constantly feie il inadeiquate i or do not me ie it thei standards se it by thei figure is 

theiy idolizei. 

2. Studieis Re ilate id to thei Influeincei of Influe inceirs in Otheir Industrieis 

Studieis re ilate id to thei influeince i of influe inceirs are i not only limiteid to 

thei fashion and beiauty industrie is, but also spre iad to various otheir 

industrie is such as teichnology, food and tourism. For e ixample i, re ise iarch 

conducteid by Smith eit al. (2020) in thei teichnology industry shows that 

influe inceirs who havei in-de ipth knowleidge i and a re iputation as te ichnology 

e ixpe irts are i able i to influe incei consumeir purchasing de icisions for e ile ictronic 

de ivice is. Consumeirs te ind to trust product re ivie iws and re icomme indations 

provide id by influeinceirs more i than information deiliveire id through 

traditional marke iting channeils (Arora & Siddheiy, 2024). This is duei to thei 

pe irce iption that influeinceirs have i reial, impartial pe irsonal e ixpe irie ince is, so 

thei information theiy provide i is consideire id more i authe intic and 

trustworthy. 

Additionally, re ise iarch in thei food industry also shows thei significant 

impact of influe inceirs on consumption patte irns. Thei study by Chein eit al. 

(2019) found that food reicomme indations from influeinceirs can incre iase i 

consumeirs' inte ire ist in ceirtain products, and eive in influeincei theiir e iating 

habits and food pre ife ire ince is. For e ixample i, influe inceirs with a focus on 

heialthy lifeistyle is may promotei he ialthieir e iating patte irns, e incouraging theiir 

followeirs to try organic or ve igan products (Tsai & Hsin, 2023). Like iwise i, in 

thei tourism industry, influeinceirs play a big rolei in promoting tourist 

de istinations and trave il e ixpe irie ince is. Thei study by Johnson eit al. (2018) 

shows that many tourists choosei holiday de istinations base id on reivieiws 

and image is share id by influe ince irs, which are i ofte in more i e iffe ictive i than 

conveintional tourism brochure is and adve irtiseime ints (Ayre ini & Gunarto, 

2023). 

 

The Role of Influencers in Changing Consumer Preferences 

Influeinceirs have i a significant rolei in changing consumeir pre ife ire ince is, 

e ispe icially through thei pe irsonal re ilationships theiy build with theiir audie ince is. 
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Whein an influeince ir promoteis a product or seirvice i, followeirs oftein fe ieil morei 

trust and conneiction compare id to traditional adveirtising. Re icomme indations 

from influe inceirs the iy follow and trust can provide i a se inse i of authe inticity and 

cre idibility, theire iby influeincing purchasing de icisions (Feirnánde iz, 2022). This 

e iffe ict is stre ingtheineid by thei e imotional closeineiss that has be ie in eistablishe id, 

making thei audie ince i fe ieil more i peirsonally involveid with thei product beiing 

introduceid. 

Apart from building trust, influe ince irs are i also able i to influe incei 

consumeir pre ife ire ince is through creiative i and inspiring conteint. Theiy ofte in 

be icome i treindse itteirs in a particular industry, introducing neiw lifeistyle is, 

fashions, or products that theiir followeirs thein follow (Saini & Bansal, 2023). By 

fre ique intly sharing positivei pe irsonal e ixpe irie inceis whe in using ce irtain products, 

influe inceirs can cre iate i aspirations and de isire is in thei minds of theiir followeirs. 

Conteint that is inteire isting and re ile ivant to thei audie ince i's daily life i make is 

product promotions feie il morei natural and eiffe ictive i, in contrast to adveirtising 

that may seie im stiff or force id. 

Furthe irmore i, influeinceirs ofte in inteiract direictly with theiir followeirs 

through commeints, direict meissage is, and eive in public discussions, providing 

re ivie iws and answeirs to que istions about products. This inteiraction creiate is a 

two-way dialogue i that streingtheins consume ir involveime int and inteire ist in thei 

product. Through positivei re ivie iws, tutorials, and informativei conteint, 

influe inceirs not only promotei products but also e iducate i audie ince is about theiir 

use is and be ine ifits (Hu e it al., 2024). In doing so, theiy play an important role i in 

shaping consume ir opinions and pre ife ire inceis, as we ill as driving purchasing 

be ihavior in a morei subtle i and pe irsuasive i way than traditional marke iting 

me ithods. 

In thei conteixt of modeirn marke iting, the i usei of influeince irs is a strateigy 

that is increiasingly popular with various brands. This is be icause i influe ince irs 

have i thei ability to re iach a more i spe icific and targe ite id audie ince i. By utilizing thei 

influe incei that influeinceirs have i, brands can de ilive ir marke iting me issage is that 

are i more i re ile ivant and in line i with thei inteire ists of targe it consume irs (Johnson 

& Sandström, 2022). Deiliveiring more i pe irsonalize id and conteixtual me issage is 

allows companieis to build long-teirm re ilationships with consume irs, in contrast 

to mass marke iting approache is which are i oftein onei-way and le iss inteiractive i. 

Apart from that, influeince irs also play a rolei in acce ileirating thei 

disse imination of information reilate id to neiw products or se irvice is. In a digital 

e ira fille id with a freinzy of information, influeince irs with a large i followeir base i 

are i able i to provide i instant and wideispre iad e ixposure i to ceirtain products. Thei 
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spe ie id of information disseimination is oftein drive in by social meidia fe iature is 

such as story sharing, re iposts, or treinding hashtags that makei conteint eiasie ir 

to seie i (Sang, 2024). So, in a short timei, many consumeirs can find out and bei 

inteire isteid in trying thei product, incre iasing thei opportunity for thei company 

to geit neiw customeirs. 

Howeive ir, companie is also ne ieid to be i care iful in choosing thei right 

influe inceir for theiir marke iting campaign. Choosing influeince irs who don't align 

with brand value is or who havei queistionablei cre idibility can havei a neigative i 

impact on a company's image i. Influe ince ir authe inticity and inteigrity are i critical 

factors in building consume ir trust. Strate igic and re isponsible i collaboration 

be itweie in brands and influe ince irs can produce i profitable i syne irgie is, whe ire i 

consumeirs gain use iful and re ile ivant information, whilei companie is re ice iive i an 

incre iase i in consumeir loyalty and preife ire incei (An e it al., 2024). 

Thus, thei role i of influeince irs in changing consumeir pre ife ire ince is lie is not 

only in conneicting products with audieinceis, but also in building powe irful and 

autheintic storieis that can arouse i consume ir inte ire ist and trust in a morei 

profound and pe irsuasive i way. 

 

Influence of Trust and Credibility of Influencers 

Thei influe incei of trust and cre idibility of an influe inceir in thei digital e ira is 

ve iry significant on consumeir purchasing be ihavior. Trust involveis consume irs' 

be ilie if that thei influeince ir is re iliable i and will reicomme ind products that arei 

truly use iful. A surve iy shows that thei highe ir thei le ive il of consumeir trust in an 

influe inceir, thei more i likeily theiy are i to buy thei re icommeinde id product (Hong & 

Eind, 2024). This is beicause i consume irs fe ie il safe ir making de icisions base id on 

re icomme indations that are i consideire id honeist and autheintic. 

Influeinceir cre idibility consists of two main componeints: eixpe irtise i and 

trustworthineiss. Influeince irs who are i e ixpe irts in ce irtain fie ilds te ind to be i more i 

value id be icause i the iy havei in-de ipth knowleidge i that can heilp consume irs 

undeirstand products or se irvice is be itte ir (MORARU, 2022). For e ixample i, a 

be iauty influeince ir who is also a deirmatologist will havei high creidibility to 

re icomme ind skin carei products. This creidibility not only streingtheins consumeir 

trust, but also increiase is the i impact of a marke iting campaign. 

In addition, consume irs are i be icoming smarte ir in asse issing the i 

autheinticity of influeinceirs. The iy can diffe ire intiate i be itweie in conteint that 

contains disguise id adve irtising and conteint that is base id on thei influeince ir's 

re ial e ixpe irie ince is. Influeinceirs who appe iar too commeircial or fre ique intly 

promotei various products without seile ictivity can losei cre idibility (shamim & 
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Azam, 2024). In contrast, influeinceirs who choosei to promotei only products 

theiy be ilie ivei in and use i the imse ilveis te ind to build strongeir trust with theiir 

audie ince i. 

In thei e ind, thei influe incei of influeince ir trust and cre idibility cannot bei 

se iparate id in shaping consume ir pre ife ire ince is and purchasing de icisions. 

Companie is that succe issfully se ileict influe inceirs with a high leive il of creidibility 

and are i able i to consisteintly maintain trust will be i morei e iffe ictive i in achieiving 

theiir marke iting goals. Thoughtful and honeist collaboration beitweie in brands 

and influe inceirs can produce i me ianingful conteint and positivei eimotional 

re isonancei, which in turn increiase is consume ir loyalty and product sale is (Liu & 

Zheing, 2024). 

Thei influeince i of influeinceir trust and cre idibility is also visible i in thei long 

teirm. Whe in influe inceirs succe ie id in building strong and trusteid re ilationships 

with theiir audie ince is, this creiate is a loyal followeir base i. Theise i loyal followeirs 

oftein act as indireict brand advocateis, spre iading thei re icomme indations theiy 

ge it from influeinceirs to theiir social circle is both onlinei and offlinei. This domino 

e iffe ict can e ixpand marke iting re iach and cre iate i more i opportunitieis for brands 

to attract neiw consumeirs (Ghaly, 2023). 

On thei otheir hand, if an influeinceir is provein not to bei cre idible i or loseis 

thei trust of theiir audie ince i, thei impact can be i de itrimeintal for both thei 

influe inceir and thei brands theiy work with. Loss of trust can occur if theire i is a 

mismatch be itweie in thei value is promote id by thei influeinceir and thei product 

be iing promote id, or if a scandal occurs that damage is the i influe inceir's image i. 

Brands associate id with theise i influe ince irs can be i ne igative ily impacte id, which in 

thei e ind can re iduce i sale is and brand re iputation in thei e iyeis of consume irs 

(Mabkhot e it al., 2022). 

Teichnological de ive ilopmeints and social me idia algorithms also play a 

rolei in how influeinceir trust and cre idibility are i pe irce iive id. Platforms such as 

Instagram and YouTubei are i now starting to prioritizei quality conteint and 

autheinticity, re iducing thei re iach of conteint that is deie ime id le iss authe intic or 

has pure ily comme ircial purpose is (Primig, 2022). This reiquire is influe ince irs to bei 

more i se ileictivei and thorough in choosing collaborations with brands, e insuring 

that thei conteint theiy produce i re imains re ileivant and use iful to theiir audie ince is. 

Trust and cre idibility are i valuable i asse its for influe inceirs in building solid 

re ilationships with theiir audie ince is. Influe inceirs who are i able i to maintain theisei 

two eileime ints will bei morei influe intial and eiffe ictive i in supporting brand 

marke iting campaigns. For brands, it is important to inveist in building long-

teirm re ilationships with influeince irs who havei high trust and creidibility, 
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be icause i collaborations base id on theise i value is have i gre iat pote intial to support 

busine iss growth and succe iss in an increiasingly compe ititivei marke it (Asyraff e it 

al., 2022 ). 

 

CONCLUSION 

Thei influe incei of influe inceirs in various industrie is has be ie in prove in to bei 

significant, including thei cosme itics industry. Studieis show that influeinceirs not 

only influeincei consumeirs' purchasing de icisions, but also shapei theiir 

pe irce iptions and pre ife ire inceis for ce irtain products. Thei succe iss of influe inceirs 

in thei cosmeitics industry is closeily linke id to theiir ability to autheintically 

conveiy pe irsonal eixpe irie ince is and product re ivie iws, which consumeirs 

ultimateily trust. 

Study findings show that influeince irs who havei a reiputation and 

e ixpe irtise i in thei be iauty se ictor are i ve iry e iffe ictive i in influeincing consumeir 

be ihavior. Consumeirs teind to follow product re icommeindations from 

influe inceirs theiy trust and admire i. Additionally, social me idia platforms have i 

be icome i an important tool for influeince irs in re iaching a wide ir audie ince i and 

promoting cosmeitic products in a morei inteiractive i and e ingaging way. 
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