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Abstract

The aim of the study is to identify the issues that are faced by people over the age of 30 in the
purchase of beauty products. The study highlights social, psychological, cultural, economic,
and personal factors as the key elements that influence the purchase decision of the people as
seen through the application of the Self-perception Theory, Social Identity Theory, and
Cultural Dimensions Theory. The lack of knowledge of customers and diminishing trust due
to accusations of brands Green washing has been identified to be the key issues in the

purchase of beauty products.

The researcher used a primary-qualitative method through the interview process in this study
based on which ten interview responses have been collected for better knowledge. The result
has shown that social, cultural, and environmental factors could influence the purchase
intention of the customers towards the beauty products. In this way, the result identified key
factors influencing their purchase intention, impact of the social media and influencer
marketing, potential challenges and their overcoming technique, which made the entire study

effective.

Keywords: Consumer behaviour, Beauty products, sustainability, social media, influencer

marketing, eco-friendly practice
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1. Introduction
1.1 Background of the study

According to the opinion of Fadillah and Kusumawati (2021), consumer behaviour towards
the beauty products becomes impulsive due to the progression of online and digital marketing
practices among the business sectors. In this way, several digital platforms such as Facebook,
Instagram, and TikTok play a vital role in generating impulse buying behaviour among the
young adults towards the cosmetic products (Azzahra, Afwa and Moniko. 2024). Besides, the
trend of online marketing, product promotions, value-based shopping, and gratification
shopping become popular among the beauty industry, which motivated the young adults to

research further and develop impulse buying behaviour respectively (Chuah et al., 2023).

Furthermore, Lou and Yuan (2019) reported that social media platforms and rising influencer
marketing across the globe considers the decision-making and purchase intention of the
customers regarding the cosmetic and makeup products. The report stated that influencer
marketing, digital campaigns, and social media advertisements provide detail information and
facts about the products (Abell and Biswas, 2022). In this way, it constructs the personal
relevance, personalised experience, inspiration, and trust among the customers based on
which they frequently developed their purchase intention from the beauty industry
respectively (Vidani, Meghrajani and Das, 2023). In addition, Chopra, Avhad and Jaju (2020)
stated that most of the consumers of beauty products are millennial having high impulse

buying behaviour towards the beauty products.
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Figure 1: Consumer behaviour on beauty product purchasing after the pandemic
(Source: Guthrie, Fosso-Wamba, and Arnaud, 2021)

Besides, Guthrie, Fosso-Wamba, and Arnaud (2021) stated that consumer purchasing
behaviour towards beauty products enhanced after the pandemic, which created a major
business opportunity. The report stated that due to the impact of the pandemic, rapid
consumer trends shifted to e-commerce (Lopes and Fernandes, 2023). In this way, stressful
life and complexities affected the customer behaviour, which engaged them with the beauty
products as well (Kopot and Reed, 2022). Furthermore, Yltdava (2023) stated that most of the
global consumers of beauty products are from Gen Z and Millennials, which are considered
the age group of 18-40 years. This ensured rapid impulsive buying behaviour and perception

seen among this age group, which enhanced their purchasing behaviour (Barakat, 2019).
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Figure 2: Age group of beauty product consumers
(Source: Yltavi, 2023)

Additionally, Wang, Ko, and Wang (2021) stated that technological advancements in the
beauty industry influenced consumer behaviour, which enhanced their purchase intention. It
can be stated that several beauty and cosmetic organisations use Augmented Reality and
other emerging technologies based on which impact of the product after the purchase by the
customers, which influences their purchase intention and decision-making (Beurer-Zuellig
and Klaas, 2022). However, key challenges in the recent world could be the lack of
knowledge, lack of authenticity and transparency as well as unethical product selling could

reduce the purchasing experience of the customers considering beauty products (Szaban and



Stefanska, 2023). In this study, the researcher investigates the overcoming of today’s buying
challenges by decoding consumer behaviour while purchasing beauty products, which will
better analyse the above aspects effectively. Additionally, the entire research will focus on the
adults aged above 30 years, who are potential cosmetics consumers and provide an effective

piece of information related to the subject matter.
1.2 Aims, Objectives and Research Questions

Aims: The following research aims to provide expert insight into the cosmetics purchase
issues faced by people over the age of 30. Additionally, the secondary aim of the research is
to help firms improve their advertising and strategy by identifying the industry’s

vulnerabilities and providing guidance on how to improve them

Objectives: Considering the research aims, following are the potential objectives of the study

through which data will be analysed for better understanding.

e To identify the key factors influencing customer behaviour in the purchase of beauty
products
e To evaluate the impact of marketing strategies on consumer purchase decisions

e To examine the role of social media and influences in shaping the consumer choices
Research Questions:

e What factors influence the target audience’s cosmetics purchases to understand their
motivations, tastes, and attitudes?

e What are the marketing strategies of different cosmetic brands regarding the
behaviour of the customers?

e How advertising, branding, and product placement could influence the sales of the
beauty products?

e How different social media channels could affect consumer’s awareness,
contemplation, and purchase decisions?

e How beauty influencers could affect customer’s confidence, attitudes, and loyalty to

the beauty products and services?
1.3 Significance of the research

The overall research will provide a deep insight into the overcoming recent buying challenges

concerning consumer behaviour in purchasing beauty products among adults over the age of



30. In this way, the research will depict the social, cultural, and psychological factors that
lead to influence consumer purchasing behaviour towards the beauty industry. In addition, the
study will deliver a brief overview of the social media channel, beauty influencers, and the
role of advertising, branding, and additional information. This will ensure high academic and

research-based skill development throughout the study.
1.4 General Methodology applied in the investigation

In this study, the research has applied the primary-quality methodology for better exploration
of the factors affecting the consumer purchase intention in beauty products, impact of the
social media and the mode of promotional techniques for their decision-making practices.
Additionally, the primary-qualitative method of the study ensures overcoming process from
the challenges leading to the consumer behaviour of people aged above 30. In this way, the
researcher selected the onion structure proposed by Saunders for better methodological step
and process selection. In this study, the researcher focused on interpretivism philosophy and
inductive approach for the qualitative and critical exploration of the emerging themes and

concepts of the study.

Additionally, the qualitative strategy considering subjective and qualitative information
through the primary method of data collection ensured better understanding. The researcher
used an interview process with ten customers aged above 30 who have potential experience
related to the purchasing of cosmetic and beauty products. In addition, the content analysis
method used in this study for better organisation of the data collected through the interview
process. Considering this, a telephonic interview process conducted with the respondents
based on which the critical factors and variables isolated in the research objectives and

questions have been addressed properly.



2. Literature review
2.1 Introduction

This section of the study will help in providing a detailed overview of the behaviour and
intention of people aged above 30 on the purchase of beauty and personal care products. In
this aspect, first, the key factors that influence customer behaviour will be presented aligned
with relevant theories followed by the effect of marketing and social media on purchase
decisions and customer choices. Additionally, the challenges faced by the customers in the
purchase of beauty products will be provided based on which possible solutions will be
given. This would be followed by the identification of the literature gap and a well-detailed

conceptual framework to make better sense of the subject matter.

2.2 Key Factors that influence customer behaviour in the purchase of beauty products
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Figure 3: Factors affecting consumer behaviour
(Source: Lakshmi and Suresh Babu, 2019)

A number of factors: social, cultural, psychological, personal, and economic factors influence
customer behaviour. Lakshmi and Suresh Babu (2019) have commented that human
psychology plays a critical role in the designing of the preferences and likes or dislikes of a
person towards a product or service. This typically stems from aspects such as motivation,
perception, learning, and attitudes of beliefs (Qazzafi, 2020). As per the Self-perception
Theory, individuals are more likely to buy a product that aligns with their self-image. For

example, people who perceive themselves as health-conscious might buy beauty products that



are made from organic ingredients (Nagpal and Bassi, 2022). In this aspect, through stimuli
such as advertisements and commercials, how a consumer interprets and makes sense of the
image of a beauty brand can be influenced (Sama, 2019). For instance, displaying the natural

properties of a product can help attract conscious customers (Hameed and Waris, 2018).
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Figure 4: Social Identity Theory
(Source: Irene et al., 2023)

Additionally, Lakshmi and Suresh Babu (2019) have highlighted that with regard to social
factors, human beings typically live in a complex social environment being surrounded by
different people that includes family and reference groups; their core characteristics are thus
imitating the behaviour of others to become socially acceptable. An analysis of the Social
Identity Theory can help understand how social factors are helping shape the behaviour of
consumers above the age of 30. According to Irene et al. (2023), individuals categorise
themselves into social groups with the desire to maintain a positive identity. They might align
their consumption patterns and choices with their social groups with the aim of fostering a
sense of belongingness or enhancing status and self-esteem (Scheepers and Ellemers, 2019).
For example, a high-income group might reflect their status and power using premium
products and all individuals in this group might try to buy products within a similar price

range (Romaniuk and Huang, 2019).
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Figure 5: Hofstede’s Cultural Dimensions Theory

(Source: Sridharan and Pal, 2022)

Apart from this, Lakshmi and Suresh Babu (2019) have commented that in the cultural
context, individuals might learn their perceptions, values, and preferences at an earlier stage
of their life from family or other close institutions. Consequently, people might get set of
behaviour patterns by some cultural factors such as culture, subculture, and social class. In
this way, Cultural Dimensions Theory developed by Hofstede could be used to analyse and
identify the behaviour of consumers exceeding 30 years of agein the purchase of beauty

products (Sridharan and Pal, 2022).

According to Chun et al. (2021), the Cultural Dimensions Theory acts as a framework that
aids in understanding the cultural differences of societies. For example, in collectivist
societies, where people frequently tend to give primacy to social harmony and conformity
might usually choose to comply with the socially admired standard of beauty (Madanet al.,
2018). This could generate a greater need for beauty products such as anti-ageing skincare
products. On the contrary, in countries with individualistic values in which personal success

is valued, cosmetics could be a means to express this individuality (Kim and Lee, 2018).

Apart from this, Lakshmi and Suresh Babu (2019) have highlighted that personal factors such

as age and life cycle, income, occupation, lifestyle, or personality can affect the buying
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decisions of customers. For example, an individual over the age of 30 typically has high
purchasing power compared to teenagers; such a person might buy skincare and beauty
products that are of premium quality or price (Europa, 2019). Furthermore, economic factors
such as personal income and family income affect consumer behaviour as well (Sen and
Sugla, 2023). It can be understood that discretionary personal income left after meeting the
necessities of life could be used to buy luxury goods including beauty products (Lakshmi and

Suresh Babu, 2019).

2.3 Evaluation of the effect of marketing strategies on consumer purchase decisions

NOW MATCHES 98% OF UK SKIM TONES.
23 TRUE STORIES BEHIND 23 SHADES. WRITE YOURS.

H

MATCH

MAKEUP DESIGNER /PARIS

Figure 6: L'Oréal True Match campaign
(Source: Obrien, 2019)

A business’s marketing strategy largely influences the purchasing decisions of customers. It
must be noted that a strategic marketing plan depends heavily on data analysis that can be
obtained through customer feedback, social media metrics, and website traffic (Chen et al.,
2022). The effect of marketing strategies on the purchase decisions of people aged over 30
can however be understood through analysis of real-life examples. For example, as per the
report published by Obrien (2019), L'Oréal typically emphasises diversity and inclusivity
leveraging the presence of influencers from diverse backgrounds to appeal to people even
from the marginalised communities. In 2017, the company introduced their first campaign for

their new foundation “True Match” featuring 23 ambassadors who are a diverse range of
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beauty influencers and celebrities with a range of skin tones (Obrien, 2019). The company’s
commitment to diversity and inclusiveness attracts shoppers who desire representation and
inclusiveness (Kuligowski, 2022). This ultimately leads to the likelihood of them making a

purchase.

On the other hand, Estée Lauder typically focuses on prestige and luxury generally targeting
individuals who are from affluent backgrounds (Rao, 2023). June (2022) has commented that
the brand's positioning typically revolves around luxurious aspects empowering women to
own their beauty with confidence and with the highest aesthetic standards. This image seems
to reflect in their marketing strategies as well (June, 2022). Analysis of the social factors that
affect consumer behaviour has shown that people might buy luxury products to remain
committed to their social group or display their status and wealth (Kim, Park and Dubois,
2018). In this aspect, Estée Lauder advertising the brand as a luxurious choice and placing it
in the premium model can attract people who seek high-end products increasing the

possibility of them making a purchase (ET Brand Equity, 2022).
2.4 Role of social media and influencers in shaping consumer choices
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Figure 7: Number of Instagram users as of 2021

(Source: Dixon, 2023)
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According to Dixon (2023), among social media platforms such as YouTube, Instagram, and
Tiktok, as of 2021, Instagram was the most downloaded app with over 2 billion active users
and individuals between the ages 25 to 38 making up the biggest user group by age
worldwide. In this aspect, beauty brands have been found to leverage these platforms through
influencer marketing offering their products to customers who have already embraced the
values or views of the influencers. Belanche ef al. (2021) have stated that in the context of
influencer marketing, influencers are also customers; however, they embody some social
appeal or expertise such that people follow them due to the perception that they share similar
interests. As per the congruity, dissonance, and balance theories, followers seem to want
balance and prefer avoiding the psychological stress that can arise if they bring products

outside the recommendations of their chosen influencer (Belanche ef al., 2021).

Accordingly, Vrontis ef al. (2021) have suggested that influencer marketing indeed exerts a
strong influence on customer choice and behaviour in comparison to traditional celebrity
advertising. Studies have revealed that with the aim of avoiding cognitive dissonance,
followers might evaluate promoted brands or products as more congruent with their
self-image and individual preference if those brands or products appear to be congruent with
the influencer (Belanche et al., 2021). Instagram and other platforms such as YouTube and
TikTok have been described as '"storytelling platforms" that can appeal to different
individuals through alignment with their lifestyles, interests, values, and attitudes

(Vizcaino-Verdl and Abidin, 2022).
2.5 Challenges faced by people inpurchasing beauty and personal care products

Issues linked with acquiring beauty and personal care goods among people aged over 30
could be associated with shortage of knowledge about products. Rubin and Brod (2019) argue
that the reluctance of certain brands to provide information on product components,
formulations, and suitability of different skin types and needs act as deterrents that make
some customers skeptical about purchasing the products. Consumers' lack of awareness may
cause purchasing of items in which they are allergic to, which could trigger skin irritations or
worse, a fatal anaphylactic shock (Khan and Alam, 2019). Besides, a lack of knowledge can
make customers fall prey to marketing trickery or following a trend, where they might buy
products merely based on superficial claims rather than actual effectiveness (Fadillah and

Kusumawati, 2021).
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Figure 8: Article cut out showing SKKN’s Greenwashing accusations
(Source: Slater, 2022)

De FreitasNettoet al. (2020) have highlighted that in recent years a number of beauty brands
have been accused of Green washing, which involves making misleading or false claims
regarding their products being more sustainable than they actually are. For example, Kim
Kardashian’s SKKN met with intense criticism when failing to reduce packaging waste as
was formerly promised by the business (Slater, 2022). These accusations seem to affect the
trust and loyalty of customers putting them into the dilemma of selecting from the most
responsible brands. Slater (2022) has reported that 66% of consumers are willing to pay
higher prices for products that are sustainable and align with their values. However, it must
be noted that they often face challenges in terms of identifying and selecting one that would

suit them most.
2.6 Possible strategies for overcoming obstacles

Expert endorsement: Expert endorsement can allow for increased brand credibility and
authenticity and help influence the perceptions and purchasing decisions of people aged
above 30. Trivedi (2018) has stated that an expert endorsement is defined as a statement or a
testimonial from an authoritative source supporting a specific product or service; the experts
might be industry leaders or even media outlets. This approach can help understand the
benefits of an offering addressing the dilemma to buy from a particular brand or not (Timur,

Ratnasari and Author, 2022). For example, testimonials from a certified dermatologist
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showing that a product is suitable for sensitive skin would make customers aware of the
products' properties resulting in people with such needs making a purchase (AlFarraj et al.,

2021).

Digital product exposure: Araujo et al. (2020) have highlighted that digital product
exposure is the potential of a particular product or a reach-to-reach audiences of all kinds that
include local as well as international customers. It is important for beauty brands to leverage
the usage of social media platforms essentially to highlight the product benefits through
engaging content (Kaur and Kumar, 2021). This could include tutorials, behind-the-scene
glimpses, virtual consultations, and more. However, it is extremely important to be
transparent with all product information to avoid Green washing, customer backlash, and

possible penalties or hefty fines (Cambier and Poncin, 2020).
2.7 Literature Gap

The literature review is an all-encompassing evaluation of multiple factors that influence
consumer behaviour in buying beauty products. In addition, it looks at the effectiveness of
marketing techniques, the position of social media and influencers, and the difficulties in
purchasing beauty products, and offers solutions on how to overcome such barriers. However,
there is a persistent gap in terms of discussion on the substantial effect of environmental and
ethical considerations on consumer behaviour; given the emerging public concerns with
sustainability, businesses and researchers need to know how these factors can affect the

consumers’ attitudes, especially those aged above 30 are aware of this.
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2.8 Conceptual framework
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Figure 9: Conceptual Framework
(Source: Created by the author)
2.9 Chapter Summary

The conduction of the literature review section has highlighted that customer behaviour is
typically influenced by psychological, social, cultural, and personal factors. Additionally, it is
seen that marketing strategies have a substantial effect on consumer preference. For example,
as is in the case of L'Oréal and Estée Lauder their customers buy their products solely
because their advertised image aligns with their individual identity and perception.
Additionally, social media platforms, especially Instagram, are being used by brands to
display their offering to their customers; the use of influencer marketing is evident. However,

customers, especially the ones above the age of 30 are facing problems in purchasing beauty
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products due to their lack of knowledge and loss of trust due to accusations of brands of
Greenwashing. It is advised to implement expert endorsement and enhance digital product

exposure.
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3. Methodology
3.1 Research Onion
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Figure 10: Saunders’ Research Onion Model
(Source: Saunders et al., 2019)

According to Saunders et al. (2019), the Research Onion acts as a framework that illustrates
the steps that are involved in the development of research work. The model can be seen to
have six layers: philosophy, approach to theory development, methodological choice,
strategies, time horizon, and data collection process and analysis technique (Marchiori,
2018). It is suggested that moving from the outermost layer to the core would help
researchers get the desired outcomes, as it allows for the taking of an organised and systemic

route providing a concise and clear course of action (Saunders et al., 2019).

Kapur (2018) has stated that “philosophy” refers to the fundamental beliefs that shape a
study, affecting the influence on its direction and understanding while “approach to theory
development” provides a path of the selection, application, or evolution of the fundamental
beliefs to form the study. Besides, “methodological choice” is making decisions concerning
research methods, whether qualitative or quantitative, or mixed, addressing research

questions (Ugwu, Ekere and Onoh, 2021). Additionally, Melnikovas (2018) has noted that
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“strategies” is the art of gathering data or analysing data while “time frame” is concerned
with the temporal dimension of the study process, whether cross-sectional or longitudinal.
Finally, "data collection and analysis the data collection” determines how data is obtained,
processed, and analysed ensuring the validity, reliability, and rigour of the research study

(Abu-Taieh, Hadid and Mouatasim, 2020).
3.2 Research Philosophy

The philosophical context of the research study considers the assumption, knowledge, and
nature based on which the researcher could be able to deal with the specific way of
knowledge development considering the subject matter (Khatri, 2020). In this way, the
theoretical or philosophical framework of the research could be made with the help of
research philosophy and it ensures a critical thinking process by the researcher (Larsen and
Adu, 2021). Mainly two types of research philosophies or paradigms can be used in the
research study such as positivism and interpretivism among which the researcher of this study
used interpretivism philosophy for underpinning and interpreting the qualitative research,
making it flexible for the researcher to understand and allowing the necessary adjustments

and refinements for the progression of the study(Alharahsheh, 2020).

Gannon, Taheri and Azer (2022) stated that positivism philosophy deals with the fact-based
and hypothesis development in the study, which would not be flexible in nature; however,
flexibility is important for developing the qualitative research process and exploration of the
emerging trends related to the complex behaviour and attitudes of the consumers for
purchasing the beauty products. In this way, interpretivism philosophy suited to the research

undertaking process and made the study effective (Scauso, 2020).
3.3 Research Approach

According to the opinion of Taherdoost (2022), research approaches are the process or
different ways to examine and measure to explain the study as well as its findings in the
process of numerical measurement, descriptive analysis or the mixed approach of both. In
this way, with the help of an appropriate selection of research approach, the researcher could
select the effective mode of data collection and thereby critically evaluate the entire study for
better knowledge development (Wohlin and Runeson, 2021). Mainly, inductive and deductive
approaches used by the researcher among which the researcher used inductive approach in

this study for describing and critically analysing today’s buying challenges and consumer
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behaviour in purchasing beauty products among adults aged more than 30(Hall, Savas-Hall

and Shaw, 2022).

Proudfoot (2022) stated that the inductive research approach considers the facts to be general
observations while the deductive approach considers the vice versa of the previous approach.
In this way, the researcher allowed a general and comprehensive understanding of the
qualitative information and thematic data representation for better outcomes. Additionally,
with the help of the inductive approach, the researcher is able to focus on significant variables
related to the study such as buying challenges, consumer behaviour and beauty products
(Kyngis, 2019). In this way, a wide range of effective information related to the subject

matter has been achieved.
3.4 Research Strategy

Besides, the research strategies of the study consider the paradigm of systematic
decision-making and planning by the researcher for study progression (Allan and Skinner,
2020). In this way, the researcher could be able to develop a plan or scheme for carrying out
the process of assessing information and use it in the study (Suprapto et al., 2020). In this
way, the researcher used the qualitative research strategy through the primary method based
on which information has drawn from the primary experiences of the respondents and then
outlined by the qualitative strategy for better understanding (Priya, 2020). Additionally, it
helped the researcher to explain the detailed information considering the key aim of the study

and thus, answering the research objectives and questions easily (Gray et al., 2020).
3.5 Time Horizon

According to Melnikovas (2018), in the sense of research, the time horizon is the period
within which a project will be finished. There are two common time horizons are
cross-sectional and longitudinal. Cross-sectional or short-term study involves data collection
at a particular instance in time while the longitudinal involves successive data recollection
over a long durational period with the aim of comparing the data (Melnikovas, 2018). In this
search, the cross-sectional time horizon has been used, as it is relatively inexpensive and less
time-consuming (Kesmodel, 2018). However, longitudinal could not be used are they are
exceptionally time-consuming and are often used in studies that require the analysis of large

amounts of data (Brauer, Sendatzki and Proyer, 2022).

3.6 Data Collection Method and sampling technique
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Besides, Taherdoost (2021) stated that the data collection process in the research
methodology considers the process of collecting accurate and genuine information in the
study based on which a better understanding related to the subject matter would be achieved.
In the research study, mainly two types of data primary and secondary could be used among
which the primary data deals with the statistical and numerical information while the
secondary data deals with the qualitative and subjective information regarding the study
(Ramallal et al., 2018). In this study, the researcher practised primary-qualitative information

in the research based on which the interview process carried out.

For conducting the interview process, the researcher collected data from ten friends, students,
and customers from the beauty industry who frequently purchase products from beauty
brands. In this way, the respondents have selected from the social media accounts and then
contacted through their email ID and contact number for the telephonic information (Fritz
and Vandermause, 2017). The consent form and the details of the study provided to them
before starting the interview through the mail chain. In this way, the researcher will use the
convenience sampling process for the interview process among which 10 respondents from
the 20 population have been selected based on their reliability and accuracy in providing

qualitative information required for the study (Andrade, 2021).
3.7 Data Analysis Technique

According to Taherdoost (2022), data analysis is described as the process of screening and
analysing data that can help a researcher interpret patterns and insights on their research topic
to answer research questions effectively. The most commonly used data analysis techniques
include frequency analysis, content analysis, and thematic analysis (Neuendorf, 2018).
Selecting the most appropriate technique can ensure the successful completion of the study.
Henceforth, the researcher used content analysis technique in the study for relating to the
issues faced by people above the age of 30 while buying beauty products, which is referred to

as a method used in the analysis of qualitative data was used.

As demonstrated byVears and Gillam (2022), the implementation of content analysis
technique is important because it can help in analysing qualitative data obtained from
interviews by classifying and examining the themes and meanings present in the interview
transcripts. This has helped the researcher to spot the patterns, concepts and ideas, giving
them an opportunity to understand the experiences of the participants as well as how they

perceive the situation (Kuckartz, 2019). Content analysis has made it possible to find relevant
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information, uncover patterns, and generate findings that have increased the depth of
knowledge about the research topic (Assarroudi et al., 2018). Meanwhile, frequency analysis
technique has not been used, as it is often used to analyse quantitative data and made the

study critical to understand (Dhall, 2019).
3.8 Ethical Consideration

Arifin (2018) has reported that ethical norms in the realm of research activities are explained
as the collection of standards that guide the ethical conducts of a research project. It must be
noted that this concept is extremely important to ensure that a study is genuine and has been
conducted by considering the well-being of people who are directly or indirectly involved
with it (Reid et al., 2018). In this study, the researcher obtained informed consent from the
interview participants, making them aware of how their data would be used, the purpose of

the study, and how their insights would contribute to its successful completion (Arifin, 2018).

Apart from this, the researcher has maintained the confidentiality and anonymity of the
subjects to maintain their comfort and encourage candid responses thereby allowing for
enhanced quality and reliability of the research (Fleming and Zegwaard, 2018). All of these
approaches have been done in conformation to the Data Protection Act of 2018 following the
conditions that are outlined in the different articles and of the act (Floridi, 2018). The primary
aim has been to safeguard the fundamental rights and freedoms of the data subjects (Berendt,

Littlejohn and Blakemore, 2020).

3.9 Gantt Chart

Task January February March April
Week | Week | Week | Week | Week | Week | Week | Week
1 2 1 2 1 2 1 2

Initiation of the project -

Literature review

Designing of qualitative
research

Conduction of
interviews

Data analysis

Evaluation of social
media influence

Recommendations

Report submission

Table 1: Gantt chart
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4. Finding analysis and Discussion
4.1 Interview analysis

Considering the interview analysis, the researcher has selected customers, friends, and
students above the age of 30 years based on which effective information and facts related to
consumer behaviour regarding beauty product purchasing done. In this way, most of the
respondents are female from the urban region. Henceforth, they become able to follow the
recent trends and practices in the beauty industry, which influences their purchasing
intention(Yasar, 2024). The first respondent stated that natural ingredients in the product,
quality, and price are the three potential factors, which influence her decisions. In addition,
the respondents mentioned that influencer partnerships, eco-friendly practices, tech-driven
personalisation, and digital lifestyle strategies worked well for capturing the attention.
Additionally, the first respondent mentioned that honesty and transparency are important for a
beauty brand to engage customers, which is related to CSR practice. In this way, gaps in
social media promotions due to a lack of information on the ingredients and practices could

lead to reduced customer experience(Wibowoet al., 2020).

Similarly, the second respondent focused on the organic products, quality, and price and she
mentioned the traditional influence on purchasing the beauty products. In addition, existing
brand reputation and outside suggestions could further develop the purchasing decision of the
respondent as well(Hussainet al., 2023). Considering this, the respondent stated that branding
of the products and its sustainable packaging, high transparency towards the customers and
eco-friendly aspects increase the trust and loyalty of the customers. Furthermore, Rana(2020)
stated that social media platforms such as YouTube and Instagram could influence customer
behaviour and considering this, the respondent influenced by influencer marketing for
ensuring inclusivity and reliability towards the beauty products. Additionally, the respondent
suggested that innovation of the products by considering a diverse range of ages should be

done for better outcomes.

Meanwhile, the third respondent considers the top three factors of beauty products depending
on their functions. In this way, influencer marketing and authentic branding of the products
influenced the purchase intention of the respondents(Nguyen et al., 2024). Compared to the
first and second respondents, the third respondent stated that authenticity and aesthetic
packaging influence the perception and values of the customers. In addition, compared to

influencer marketing, genuine reviews developed the purchase intention of the respondent
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while the key gap in the market pointed out by her is the lack of beauty concern and
preferences for the over 30 demographic people(Rizomyliotis, 2024). Similarly, the fourth
respondent pointed out the brand, quality and price factors for developing purchase intention
among the beauty products and in this way, brand value, sustainability, natural ingredients,
and eco-friendly packaging draw her attention to purchasing the product. The respondent
stated a lack of true sustainability practices in the beauty industry based on which real action
and strategies by the organisations should be made, which will ensure better customer

engagement.

Furthermore, according to the fifth interviewee, ingredient quality, brand ethics, and product
innovation are the three critical measures for influencing the purchase intention of customers.
The respondents highlighted the practice of K-beauty essence due to their gentle,
nature-based ingredients and regimen. In this way, the stellar reputation, reviews, and
personalised product formation of K-beauty draw the attention of the fifth interviewee
respectively(Kim and Choo, 2023). Besides, the respondent mentioned selected social media
influencer following depending on their in-depth reviews and genuine understanding of the
skincare. Concerning this, authenticity and expertise guides related to cosmetics could
influence the purchase intention of the respondent(Garg and Bakshi, 2024). In terms of
product purchases, the respondent focused on anti-ageing and hydration products and
preferred innovation related to the products alongside marketing with the celebrities who

ageing gracefully.

In comparing the above interviewee, the sixth interviewee provides information about the
ethical sourcing, cruelty-free certification, and ecological impact of the products as the
crucial factors. Additionally, the respondent pointed out the issues with Mica and animal
testing, which made her vigilant about her cosmetics choice. The respondent mentioned that
both social and cultural factors influenced her beauty product preferences based on which the
respondent focused on the brand’s commitment to sustainable sourcing and cruelty-free
testing while purchasing a cosmetic product such as a highlighter. Meanwhile, in terms of
social media practice, the respondent highly focused on social media influencers having
specialisation in ethical beauty through which decision-making of the consumers could be
easy(Ananthsai and Rajya Lakshmi, 2023). However, the respondent highlighted a lack of
knowledge related to ingredient sourcing and ethical practices. In this way, the respondent
recommended adaptation of transparency, ethical practice in sourcing to testing and

high-quality product development for better outcomes.
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Meanwhile, from the response of the seventh interviewee, effectiveness, ingredients, and
brand reputation are the top considerations for purchasing beauty products. The respondent
stated that social influence could not influence the decision-making process; however
growing number of skincare and beauty products for men attracted him to explore the
industry. Additionally, the recent purchase of the customer from the beauty brand is the
Bulldog’s facial moisturiser influenced by the social media reviews and recommendations
from friends, which ensured high social media engagement and influencer marketing
considerations by him. In this way, the respondent highlighted the role of packaging,
branding, transparency, and authenticity of the products during the product manufacturing
and distribution process, which would influence the decision-making process of the
customer(Robinson, 2024). Furthermore, the respondent found a gap related to the lack of
beauty products for men depending on their skin types and concerns, which need to be

addressed through innovation.

Meanwhile, the eighth interviewee considers the effectiveness of the products against acne,
safe ingredients, and product reviews on social media platforms while developing purchasing
decisions. In this way, the most recent product purchased by the interviewee is the acne
treatment serum, which is based on evidence-based information. The respondent stated that
straightforward packaging and authentic marketing of the product are necessary for
developing customer engagement and thereby developing genuine experiences. In addition,
the respondent focused on social media recommendations of the products including the
reviews from the influencers; however, a significant gap related to the lack of affordable and
safe acne-related products available in the business market, which needs to be done by

product innovation(Global Cosmetic Industry, 2022).

The ninth interviewee entirely focused on eco-friendly packaging and sustainable factors
while purchasing beauty products. In this way, she prefers the main factor such as cruelty-free
certification while purchasing the recent moisturiser, which contains plant-based ingredients.
In addition, the respondent focused on the social media influencers for her concern about
animal testing and the harsh ingredients used by some beauty organisations. Considering this,
she suggested the lack of widespread and visible cruelty-free and sustainable beauty products
in the mainstream business, which needs to be done through green certification. Moreover,
the last respondent of the interview process considers effectiveness, scientific backing, and
user reviews in the social media platforms. The interviewee considers medical-grade

packaging and authentic marketing in social media platforms regarding hair treatment. In this
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way, he purchased products based on the social media reviews and recommendations of
influencers. Furthermore, the respondent considers early-stage innovation of the products, as

there is a gap in hair fall products in the beauty industry.
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4.2 Discussion

From the above findings and analysis regarding the subject matter, it has been found that
several potential factors influence the customer purchasing intention of the products. In this
way, the interview respondents provide information related to modern trends such as social
media and digital marketing practices by the beauty industry, which could provide detail

information about the products towards the customers.
Key factor influencing the purchasing behaviour

According to Lakshmi and Suresh Babu (2019), human psychology plays a vital role in
managing and designing consumer preferences and choices of products. In this way, several
traditional or modern stimuli could influence motivation, perception, learning, and attitude of
the customers towards the product(Manuere, Chikazhe and Manyeruke, 2022; SeyedEsfahani
and Reynolds, 2021). The interview result showed that most of the respondents consider
crucial factors such as price, quality, natural ingredients within the products and
sustainability. Additionally, the respondents stated that authenticity, ethical marketing,
eco-friendly packaging, avoidance of harmful ingredients and integrity could influence the
customers towards the products. In this way, the long-term commitment of the customers to

the products would be made(Suphasomboon and Vassanadumrongdee, 2022; Santoro, 2022).

Furthermore, Sridharan and Pal (2022) stated that cultural and social factors could influence
the purchasing behaviour of customers. In this way, it can be stated that customers having
traditional or cultural beliefs in having natural and planet-based ingredients would change
their buying habits towards beauty products(White, Hardisty and Habib, 2019). In the context
of interview responses, the fifth respondent stated that the K-beauty products due to their
natural and planet-based products while some other interviewees considered their traditional
and cultural beliefs towards the beauty product purchase. Furthermore, the majority of the
respondents focused on eco-friendly aspects such as packaging, product development, and
environmental factors while making their purchasing decisions. In this way, the significant
role of cultural, social, and psychological acceptance towards purchasing beauty products the

customers understood (Sabbir, 2018).
Impact of marketing strategies
According to June (2022), positioning and marketing of the brand could help to improve

customer engagement and purchasing decisions for particular products. In this way, a
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strategic marketing plan should be developed, which could help to analyse the customer’s
requirements, trends and issues they have faced while purchasing similar products previously
(Aaker and Moorman, 2023). Considering the interview analysis, all of the respondents
consider social media marketing and influencer marketing practices as the key marketing
strategies. In addition, influencer partnerships for the promotion of eco-friendly practices,
sustainable packaging, and tech-driven personalisation become identified as well.
Furthermore, most of the respondents considered attractive and sustainable packaging as well
as branding to influence the purchasing decision of the customers based on which
eco-friendliness of the brand could be ensured(Christian and Girsang, 2024). According to
the respondents, social media influencers, reviews, and recommendations in the marketing
platform play a vital role in providing a wide range of details, product information, natural
composition of the products and transparency. In this way, customers could be attracted to the
products and consider them to purchase depending on the authenticity and

transparency(Hassan et al., 2021).
Role of social media and influencers

The study by Dixon (2023) stated that different kinds of social media platforms such as
YouTube, Instagram, TikTok and others become popular among young people. Around 2
billion active users frequently use these platforms to develop their purchasing intention. In
addition, Belanche et al. (2021) stated that majority of the young customers frequently use
influencer marketing in social media accounts based on which authentic reviews and
information about the products provided, which will generate positive purchasing intention
among the customers(Macheka, Quaye and Ligaraba, 2023). Among the interview responses,
the majority of the respondents follow influencers and their reviews on the ingredients,
eco-friendly practices of the beauty products, sustainable packaging, pricing and cruelty-free

certificates.

This created potential engagement and trust among the respondents through influencer
marketing, which developed their purchase intention. Additionally, most of the male
interviewees stated that social media reviews and recommendations influenced them towards
product exploration and purchasing. In this way, the role of social media and influencer
marketing in buying beauty products could be understood(Wang and Lee, 2021). Besides, the
second interviewee highlighted famous influencers such as Patricia Bright while others

consider influencer videos, research on social media platforms and information related to
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ethical ingredients alongside the sustainable practices and animal testing aspects. This would
create authenticity, reliability, and transparency among the customers towards the products,
which develop their purchase intention and buying behaviour(Fortunati, Martiniello and

Morea, 2020).
Key challenges faced in the beauty industry and process of overcoming them

Besides, the report of Rubin and Brod (2019) stated that the absence of proper information on
the product ingredients and, lack of awareness of the customers regarding the products and its
formulation process are the potential challenges for reducing the buying behaviour of the
customers. In addition, Fadillah and Kusumawati (2021) reported that a lack of knowledge of
the customers and improper marketing practices could lead to create hindrances in the
customer engagement of the beauty industry. Similarly, the interview respondents stated that
lack of information about the ingredients and practices is the potential gap in the business

market.

In addition, the limited range of products and variations for the 30-demographic customers,
lack of sustainability practices, transparent sourcing and ethical practices, limited products
for the male customers, and lack of product innovation created potential challenges for the
beauty industry. Slater (2022) reported that 66% of customers are willing to pay for
sustainable products without any animal-based or harmful chemicals. In this way,
Greenwashing became a potential issue related to the respective industry, which generated
significant customer engagement issues(Kaur, 2024). In this way, the findings showed that a
gap in truly using sustainability and eco-friendly practices by organisations in the beauty

industry is present, which needs to be mitigated for better outcomes(Alevizou, 2021).

Considering these challenges, proper overcoming techniques are required through which high
customer engagement within the beauty industry could be possible. Trivedi (2018) stated that
expert endorsement could ensure better brand credibility and authenticity, which will
influence the perception and purchase intention of the customers. In addition, digital product
exposure could result in high customer attraction as well(Poswal and Tanwar, 2024).
Concerning the interview result, maintaining transparency about the ingredients, innovation
in product development, focusing on inclusive marketing, sustainable practice, celebrity
promotion, innovation in men's grooming products and digitalisation could lead to
overcoming the issues. These would generate high customer engagement and loyalty with

high purchase intention from the beauty organisations respectively.
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5. Conclusion

The overall study focused on overcoming the buying challenges by decoding consumer
behaviour while purchasing beauty products. In this way, the researcher developed a specific
research aim, objectives, and questions and aligned them with the data and information
obtained. In this study, the researcher focused on the primary-qualitative research
methodology based on which interviews of 10 respondents over the 30 years including the
customers, students and friends became done. The results have shown that social and cultural
factors alongside modern trends influence the purchase intention and buying behaviour of

customers.

In addition, the findings showed that customers prefer high quality and eco-friendly as well
as natural ingredients in beauty products, which contributes to a sense of sustainability
practice. Beauty organisations should use eco-friendly packaging and branding to promote
authenticity and transparency among the customers, which would influence their purchase
intention. Furthermore, most of the interview respondents consider social media marketing
and influencer marketing practices for better product-related reviews and information. In this

way, their knowledge and understanding of the products could be enhanced.

The study has denoted some critical challenges leading to the beauty industry, which affected
the purchasing behaviour of the customer. Thus, high product innovation, maintaining
sustainability, authenticity, and inclusive marketing practices could result in overcoming the
issues. The researcher aligns the findings and results with the key research objectives, which
creates a better understanding. In addition, the interview process provides deeper insight into
the consumer perspective related to the buying behaviour towards the beauty products, which

made the study effective.

Future Scope:

The following study provides detailed information and exploration of the beauty industry and
consumer behaviour towards it. In this way, several key variables and sub-factors have been
identified based on which individual research in the future would be done. Additionally, the
research used a primary-qualitative interview process for collecting the data and information;
however, a survey procedure could be done in the future, which would provide a broader
study with a large sample size. Moreover, the following research could be used as a

secondary source for similar studies in the future, which would be a high future scope as well.

Research Limitation:
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The key limitation of this study is to lack of focus among diverse age groups of customers, as
beauty products are popular among every demographic. Furthermore, most of the interview
respondents of the study are female, which provides a gap in the buying behaviour of male
respondents. These factors should be addressed in the future for better learning outcomes,

new information and better research outcomes.
Recommendations:

Thus, by following the research study, significant recommendations for improving the

customer purchasing behaviour provided below.

High product innovation: Organisations should develop beauty products depending on the
customer’s preferences. In this way, a diverse range of products with different functions could

be delivered to the customers(Sasounianet al., 2024).

Eco-friendly product development: Organisations should develop eco-friendly beauty

products by using natural ingredients(Qalati, Barbosa and Deshwal, 2024).

Maintaining authenticity and transparency: Moreover, by providing authentic and inclusive
marketing practices in the social media channels, authenticity and transparency towards the

customers will be delivered(KhulisoMapila and TankisoMoloi, 2024).

32



6. Reflection

ACTIVE CONCRETE

EXPERIMENTATION EXPERIENCE
Trying out what you have learned Having the actual experience

ABSTRACT REFLECTIVE

CONCEPTUALISATION OBSERVATION
Learning from the experience Reflecting on the experience

Figure 11: Kolb’s Reflective Cycle
(Source: Mcleod, 2024)

According to Mcleod (2024), Kolb's Reflective Cycle is considered one of the most popular
and frequently used models of reflection that are used by learners. Learners go through the
four stages of the model: concrete experience, reflective observation, abstract
conceptualisation, and active experimentation, to describe their experience (Watson et al.,
2019). In this study, I using the same to reflect on the process of the development of this
paper, what I have learnt, the skills I have developed, and my believes regarding how this

task supports my future career path.
Concrete experience:

The analysis of the problem people of the age above the age of 30 have while buying beauty
products is not only challenging but also enlightening. I feel that this primary qualitative
research gave me a chance to see what people think and at the same time connect with theory.
Engaging with the participants has facilitated my ability to deal with the complexities of their
habits directly by unravelling their different perspectives and opinions. In this way, I have

been able to draw a 360° picture of the challenges faced in decision-making by customers in
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the mentioned age segment. Nonetheless, it is extremely important that I add that the research
process has strengthened my research and critical thinking abilities, which I believe will be

beneficial for my future career path.
Reflective Observation:

At the initial stage of the project, I felt a combined feeling of nervousness, curiosity, and
excitement. As I worked on it, I was indulged in compiling an exceptional study that can help
answer the research questions effectively. During this research, social identity, cultural
dimensions, and self-perception have been shown repeatedly to be the powerful determinants
of consumer behaviour. I agree with this, as I have observed from the interview results that
the beauty standards of people are shaped by their norms and culture, which further translates
to their purchase decisions. On another note, I must say that interacting closely with the
interview participants has enhanced my critical analysis skills, as for the study I was required
to compare and analyse the comments of the respondents with the data obtained through the

literature review.
Abstract conceptualisation:

I have realised that undertaking this project has enriched my understanding of consumer
behaviour and purchase decisions of people above the age of 30 particularly in the context of
beauty products. The research process has enhanced my research and critical analysis skills
substantially, which I believe would come off as beneficial in my future professional life.
However, I have come to the realisation that I have shortcomings in terms of time
management and digital proficiency. I have found myself at times struggling to complete
certain portions of the study within the set period. In other instances, due to my limited use of
digital devices, I have faced challenges in searching for relevant pieces of literature for the

literature review section.
Active experimentation:

The course project has been a fantastic opportunity for me to grow and improve my research
skills because it required me to do the screening and appraisal of several literary pieces for
literature study and get involved with the participants personally to get data. Besides, I have
used my analytical skills to work on qualitative data, deciphering and deriving value from the
transcripts of the interviews. On the other hand, I have come to make an assessment of my

weaknesses, which has necessitated the need to have a plan to deal with these shortcomings
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and make me a better match for the global market; I will enrol on online courses and get help

from experts or professionals with the intention of correcting my shortcomings.

35



7. References

Aaker, D.A. and Moorman, C., (2023). Strategic market management. John Wiley &

Sons.

Abell, A. and Biswas, D. (2022) ‘Digital Engagement on Social Media: How Food Image
Content Influences Social Media and Influencer Marketing Outcomes’, Journal of
Interactive Marketing, 58(1), p. 109499682211285. Available at:
https://doi.org/10.1177/10949968221128556.

Abu-Taieh, E., Hadid, [.LH.A. and Mouatasim, A.E. (2020) Cyberspace, Google Books.
BoD — Books on Demand. Available at:
https://books.google.com/books?hl=en&lr=&id=eqf8DwAAQBAJ&oi=fnd&pg=PA27&d
q=data+collection+and+analysis+the+data+collection%E2%80%9D+determines+how-+d

atat+ist+obtained (Accessed: 7 April 2024).

Alevizou, P. (2021) ‘Getting Creative with Sustainability Communication in the Beauty
Industry: Exploring On-pack Practices and Consumers’ Perceptions’, Creativity and
Marketing: The Fuel  for Success, pp- 51-66. Available at:
https://doi.org/10.1108/978-1-80071-330-720211004.

AlFarraj, O. et al. (2021) ‘Examining the impact of influencers’ credibility dimensions:
attractiveness, trustworthiness and expertise on the purchase intention in the aesthetic
dermatology industry’, Review of International Business and Strategy, 31(3). Available
at: https://doi.org/10.1108/ribs-07-2020-0089.

Alharahsheh, H.H. (2020) ‘A Review of key paradigms: positivism VS interpretivism’,
Global Academic Journal of Humanities and Social Sciences, 2(3), pp. 39—43. Available
at: https://doi.org/10.36348/gajhss.2020.v02i03.001.

Allan, G. and Skinner, C.J. (2020) Handbook for research students in the social sciences.

London: Routledge.

Ananthsai, N. and Rajya Lakshmi, N.C. (2023) ‘A Study on the Influence of Social
Media on the Purchase of Skin Care Products’, International Journal of Research

Publications and Reviews, 4(10), pp. 1118—1124. Available at: https://doi.org/2582-7421.

36



Andrade, C. (2021) ‘The Inconvenient Truth about Convenience and Purposive Samples’,
Indian Journal of Psychological Medicine, 43(1), pp. 86-88. Available at:
https://doi.org/10.1177/0253717620977000.

Araujo, T. et al. (2020) ‘From Purchasing Exposure to Fostering Engagement:
Brand—Consumer Experiences in the Emerging Computational Advertising Landscape’,
Journal of Advertising, 49(4), pp. 428-445. Available at:
https://doi.org/10.1080/00913367.2020.1795756.

Arifin, S.RM. (2018) ‘Ethical Considerations in Qualitative Study’, International
Journal of Care Scholars, 1(2), pp- 30-33. Available at:
https://doi.org/10.31436/ijcs.v1i2.82.

Assarroudi, A. et al. (2018) ‘Directed qualitative content analysis: the description and
elaboration of its underpinning methods and data analysis process’, Journal of Research

in Nursing, 23(1), pp. 42-55. Available at: https://doi.org/10.1177/1744987117741667.

Azzahra, A., Afwa, A. and Moniko, M. (2024) ‘The Influence of Influencer Marketing
and Online Customer Reviews on Purchase Intention Through the Perceived Value of
Cosmetic Products on Tiktok Shop (An Empirical Study on Students in the City of
Pekanbaru)’, EKOMBIS REVIEW:  JurnalllmiahEkonomidanBisnis, 12(1), pp.
1487-1502. Available at: https://doi.org/10.37676/ekombis.v12i1.5255.

Barakat, M. (2019) ‘A Proposed Model for Factors Affecting Consumers ’* Impulsive
Buying Tendency in Shopping Malls’, Journal of Marketing Management, 7(1), pp.
2333-6099. Available at: https://doi.org/10.15640/jmm.v7nlalO0.

Belanche, D. et al. (2021) ‘Understanding influencer marketing: The role of congruence
between influencers, products and consumers’, Journal of Business Research, 132(132),

pp. 186—195. Available at: https://doi.org/10.1016/].jbusres.2021.03.067.

Berendt, B., Littlejohn, A. and Blakemore, M. (2020) ‘Al in education: learner choice and
fundamental rights’, Learning, Media and Technology, 45(3), pp. 312-324. Available at:
https://doi.org/10.1080/17439884.2020.1786399.

Beurer-Zuellig, B. and Klaas, M. (2022) ‘Let me Entertain You — the Influence of

Augmented Reality on Purchasing Intention in E-Commerce’, Proceedings of the ...

37



Annual Hawaii International Conference on System Sciences [Preprint]. Available at:

https://doi.org/10.24251/hicss.2022.601.

Brauer, K., Sendatzki, R. and Proyer, R.T. (2022) ¢ Contrasting cross-sectional and
longitudinal approaches’, Journal of Social and Personal Relationships, p.

026540752210746. Available at: https://doi.org/10.1177/02654075221074677.

Cambier, F. and Poncin, I. (2020) ‘Inferring brand integrity from marketing
communications: The effects of brand transparency signals in a consumer empowerment
context’, Journal of Business Research, 109(1), pp. 260-270. Available at:
https://doi.org/10.1016/.jbusres.2019.11.060.

Chen, B. et al. (2022) ‘Research on the Impact of Marketing Strategy on Consumers’
Impulsive Purchase Behavior in Livestreaming E-commerce’, Frontiers in Psychology,

13. Available at: https://doi.org/10.3389/fpsyg.2022.905531.

Chopra, A., Avhad, V. and Jaju, S. (2020) ‘Influencer Marketing: an Exploratory Study to
Identify Antecedents of Consumer Behavior of Millennial’, Business Perspectives and

Research, 9(1), pp. 77-91. Available at: https://doi.org/10.1177/2278533720923486.

Christian, M. and Girsang, L.R.M. (2024) ‘Do Women Consider Purchasing Eco-Friendly
Beauty Products? An Examination of Personal Motivations and Perceived Social Media

Marketing’, Lecture notes in networks and systems (Online), pp. 291-302. Available at:
https://doi.org/10.1007/978-3-031-54009-7 27.

Chuah, S.-C. et al. (2023) ‘Impact of Social Media Marketing Activities on Online
Purchase Intention for the Cosmetic Industry in Malaysia’, Information Management and
Business Review, 15(1(I)SD), pp- 106-113. Available at:
https://doi.org/10.22610/imbr.v15i1(i)si.3392.

Chun, D. et al. (2021) ‘Long-term orientation and the passage of time: Is it time to revisit
Hofstede’s cultural dimensions?’, International Journal of Cross Cultural Management,

21(2), p. 147059582110263. Available at: https://doi.org/10.1177/14705958211026342.

De FreitasNetto, S.V. et al. (2020) ‘Concepts and Forms of greenwashing: a Systematic
Review’, Environmental Sciences FEurope, 32(1), pp. 1-12. Available at:

https://doi.org/10.1186/s12302-020-0300-3.

38



Dhall, P. (2019) ‘Quantitative Data Analysis’, Methodological Issues in Management
Research: Advances, Challenges, and the Way Ahead, pp. 109-125. Available at:
https://doi.org/10.1108/978-1-78973-973-220191008.

Dixon, S. (2023) Instagram: Active Users 2021 | Statista, Statista.Statista. Available at:
https://www.statista.com/statistics/253577/number-of-monthly-active-instagram-users

(Accessed: 2 April 2024).

ET Brand Equity (2022) Estee Lauder nears $2.8 billion deal to buy Tom Ford: Report -
ET BrandEquity, ETBrandEquity.com. Available at:
https://brandequity.economictimes.indiatimes.com/news/business-of-brands/estee-lauder-

nears-2-8-billion-deal-to-buy-tom-ford-report/95465801 (Accessed: 7 April 2024).

Europa (2019) E-commerce statistics for individuals - Statistics Explained, Europa.eu.
Available at:
https://ec.europa.eu/eurostat/statistics-explained/index.php/E-commerce_statistics for in

dividuals (Accessed: 7 April 2024).

Fadillah, F. and Kusumawati, N. (2021) Factors Affecting Makeup Products Online
Impulsive Buying Behavior, ResearchGate. Available at:
https://www.researchgate.net/profile/Nurrani-Kusumawati-2/publication/358090165 Fact
ors_Affecting Makeup Products Online Impulsive Buying Behavior on TikTok/links/
6lefcd16dafcdb25fd4e9187/Factors-Affecting-Makeup-Products-Online-Impulsive-Buyi

ng-Behavior-on-Tik Tok.pdf (Accessed: 2 April 2024).

Fadillah, F. and Kusumawati, N., (2021).Factors Affecting Makeup Products Online
Impulsive Buying Behavior on TikTok. Proceeding Book of The 6th ICMEM, no. August,
pp.11-13. ISBN: 978-623-92201-2-9

Fleming, J. and Zegwaard, K.E. (2018) ‘Methodologies, Methods and Ethical
Considerations for Conducting Research in Work-Integrated Learning’, International
Journal of Work-Integrated Learning, 19(3), pp. 205-213. Available at:
https://eric.ed.gov/?id=EJ1196755 (Accessed: 7 April 2024).

Floridi, L. (2018) ‘Soft ethics, the governance of the digital and the General Data
Protection Regulation’, Philosophical Transactions of the Royal Society A: Mathematical,
Physical and Engineering Sciences, 376(2133), p. 20180081. Available at:
https://doi.org/10.1098/rsta.2018.0081.

39



Fortunati, S., Martiniello, L. and Morea, D. (2020) ‘The Strategic Role of the Corporate
Social Responsibility and Circular Economy in the Cosmetic Industry’, Sustainability,

12(12), p. 5120. Available at: https://doi.org/10.3390/su12125120.

Fritz, RL. and Vandermause, R. (2017) ‘Data Collection via In-Depth Email
Interviewing: Lessons From the Field’, Qualitative Health Research, 28(10), pp.
1640—-1649. Available at: https://doi.org/10.1177/1049732316689067.

Gannon, M.J., Taheri, B. and Azer, J. (2022) ‘Contemporary Research Paradigms and
Philosophies’, Contemporary Research Methods in Hospitality and Tourism, pp. 5—-19.
Available at: https://doi.org/10.1108/978-1-80117-546-320221002.

Garg, M. and Bakshi, A. (2024) ‘Exploring the impact of beauty vloggers’ credible
attributes, parasocial interaction, and trust on consumer purchase intention in influencer
marketing’, Humanities and Social Sciences Communications, 11(1), pp. 1-14. Available

at: https://doi.org/10.1057/s41599-024-02760-9.

Global Cosmetic Industry (2022) 4 Ways to Implement Innovative Strategies in Your
Beauty Brand, Global Cosmetic Industry. Available at:
https://www.gcimagazine.com/consumers-markets/article/22578150/cosmetic-solutions-i
nc-4-ways-to-implement-innovative-strategies-in-your-beauty-brand (Accessed: 7 April

2024).

Gray, L. et al. (2020) ‘Expanding Qualitative Research Interviewing Strategies: Zoom
Video Communications’, The Qualitative Report, 25(5), pp. 1292—-1301. Available at:
https://nsuworks.nova.edu/tqr/vol25/iss5/9 (Accessed: 7 April 2024).

Guthrie, C., Fosso-Wamba, S. and Arnaud, J.B. (2021) ‘Online Consumer Resilience
during a pandemic: an Exploratory Study of e-commerce Behavior before, during and
after a COVID-19 Lockdown’, Journal of Retailing and Consumer Services, 61(1), pp.
1-15. Available at: https://doi.org/10.1016/j.jretconser.2021.102570.

Hall, J.R., Savas-Hall, S. and Shaw, E.H. (2022) ‘A Deductive Approach to a Systematic
Review of Entrepreneurship Literature’, Management Review Quarterly, 73, pp. 1-30.

Available at: https://doi.org/10.1007/s11301-022-00266-9.

Hameed, 1. and Waris, 1. (2018) Eco Labels and Eco Conscious Consumer Behavior: The

Mediating Effect of Green Trust and Environmental Concern, papers.ssrn.com. Rochester,

40



NY. Available at:  https://papers.ssrn.com/sol3/papers.cfm?abstract 1d=3326736
(Accessed: 7 April 2024).

Hassan, S.H. et al. (2021) ‘The Credibility of Social Media Beauty Gurus in Young
Millennials’ Cosmetic Product Choice’, PLOS ONE, 16(3). Available at:
https://doi.org/10.1371/journal.pone.0249286.

Hussain, K. et al. (2023) The psychological facets of consumer-brand relationship in the
digital world. 1st edn. Frontiers Media SA.

Irene, J. et al (2023) ‘A Social Identity Approach °’. Available at:
https://doi.org/10.20944/preprints202311.0362.v1.

June, M.T. (2022) Brand Loyalty of Consumer OnEstée Lauder. Available at:
https://meral.edu.mm/record/8239/files/Thiri%20June%20,EMBAII-25,%2017th.%20Bt..
pdf (Accessed: 2 April 2024).

Kapur, R. (2018) Research Methodology: Methods and Strategies. Available at:
https://cmapspublic2.ihmc.us/rid=1SG69305X-1FNOPGW-TK/Kapur%20-%20Research
%20methodology%20Methods%20and%?20strategies.pdf (Accessed: 3 April 2024).

Kaur, H. (2024) ‘A Comprehensive Evaluation of Assessment Tools for Detecting
Corporate Greenwashing Practicesin the Beauty and Cosmetics Industry’, Shanlax
International Journal of Arts, Science and Humanities, 11(3), pp. 209-216. Available at:
https://doi.org/10.34293/%?20sijash.v11iS3-Feb.7264.

Kaur, K. and Kumar, P. (2021) ‘Social media: a blessing or a curse? Voice of owners in
the beauty and wellness industry’, The TOM Journal, ahead-of-print(ahead-of-print).
Available at: https://doi.org/10.1108/tqm-03-2021-0074.

Kesmodel, U.S. (2018) ‘Cross-sectional Studies - What Are They Good for?’,
ActaObstetricia Et GynecologicaScandinavica, 97(4), pp. 388-393. Available at:
https://doi.org/10.1111/a0gs.13331.

Khan, A.D. and Alam, M. (2019) ‘Cosmetics and Their Associated Adverse Effects: A
Review’, Journal of Applied Pharmaceutical Sciences and Research, 2(1). Available at:

https://doi.org/10.31069/japsr.v2il.1.

41



Khatri, K.K. (2020) ‘Research Paradigm: a Philosophy of Educational Research’,
International Journal of English Literature and Social Sciences, 5(5), pp. 1435-1440.
Available at: https://doi.org/10.22161/ijels.55.15.

KhulisoMapila and TankisoMoloi (2024) ‘Lessons on Digital Transformation in the
Marketing Environment’, Professional Practice in Governance and Public Organizations

. Springer, Cham., pp. 81-93. Available at: https://doi.org/10.1007/978-3-031-52403-5 7.

Kim, H. and Choo, H.J. (2023) ‘How “K-Style” has influenced the younger generation
through local Vietnamese influencers’, Fashion and Textiles, 10(1), p. 10. Available at:
https://doi.org/10.1186/s40691-023-00359-3.

Kim, J.C., Park, B. and Dubois, D. (2018) ‘How Consumers’ Political Ideology and
Status-Maintenance Goals Interact to Shape Their Desire for Luxury Goods’, Journal of

Marketing, 82(6), pp. 132—149. Available at: https://doi.org/10.1177/0022242918799699.

Kim, S. and Lee, Y. (2018) “Why do women want to be beautiful? A qualitative study
proposing a new “human beauty values” concept’, PLOS ONE. Edited by E. Manalo,
13(8), p. €0201347. Available at: https://doi.org/10.1371/journal.pone.0201347.

Kopot, C. and Reed, J. (2022) ‘Shopping for beauty: The influence of the pandemic on
body appreciation, conceptions of beauty, and online shopping behaviour’, Journal of
Global Fashion Marketing, 14(1), pp- 1-15. Available at:
https://doi.org/10.1080/20932685.2022.2085602.

Kuckartz, U. (2019) ‘Qualitative Content Analysis: From Kracauer’s Beginnings to
Today’s Challenges’, Forum Qualitative Sozialforschung / Forum: Qualitative Social

Research, 20(3). Available at: https://doi.org/10.17169/fqs-20.3.3370.

Kuligowski, K. (2022) How to Be a Diverse and Inclusive Company -
businessnewsdaily.com, Business News Daily. Available at:
https://www.businessnewsdaily.com/15970-diverse-inclusive-companies.html (Accessed:

7 April 2024).

Kyngés, H. (2019) ‘Qualitative Research and Content Analysis’, The Application of
Content  Analysis in  Nursing Science Research, pp. 3-11. Available at:
https://doi.org/10.1007/978-3-030-30199-6 1.

42



Lakshmi, Y. and Suresh Babu, M. (2019) Study of Factors That Influence the Consumer
Behaviour Towards Cosmetics -Conceptual Frame Work ‘Amazing things happen when
you listen to the consumer’. Available at:

https://www.irejournals.com/formatedpaper/1700890.pdf (Accessed: 2 April 2024).

Larsen, H.G. and Adu, P. (2021) The Theoretical Framework in Phenomenological
Research. Abingdon, Oxon ; New York, NY : Routledge, 2021.: Routledge. Available at:
https://doi.org/10.4324/9781003084259.

Lopes, I.LM. and Fernandes, G. (2023) ‘Online Purchasing Behavior of Portuguese
Consumers of Garment and Beauty Products During the COVID-19 Pandemic’, Smart
innovation, systems  and  technologies, pp. 649-663.  Available at:

https://doi.org/10.1007/978-981-19-9099-1 45.

Lou, C. and Yuan, S. (2019) ‘Influencer Marketing: How Message Value and Credibility
Affect Consumer Trust of Branded Content on Social Media’, Journal of Interactive
Advertising, 19(1), pp- 58-73. Available at:
https://doi.org/10.1080/15252019.2018.1533501.

Macheka, T., Quaye, E.S. and Ligaraba, N. (2023) ‘The effect of online customer reviews
and celebrity endorsement on young female consumers’ purchase intentions’, Young

Consumers: Insight and Ideas for Responsible Marketers [Preprint]. Available at:
https://doi.org/10.1108/yc-05-2023-1749.

Madan, S. et al. (2018) ‘Impact of Culture on the Pursuit of Beauty: Evidence from Five
Countries’, Journal of International Marketing, 26(4), pp. 54—68. Available at:
https://doi.org/10.1177/1069031x18805493.

Manuere, H.T., Chikazhe, L. and Manyeruke, J. (2022) ‘THEORETICAL MODELS OF
CONSUMER BEHAVIOUR: A LITERATURE REVIEW’, International Journal of
Education Humanities and Social Science, 05(02), pp. 105-112. Available at:
https://doi.org/10.54922/ijehss.2022.0368.

Marchiori, PM. (2018) ECRM 2018 17th European Conference on Research Methods in
Business and Management, Google Books. Academic Conferences and publishing
limited. Available at:
https://books.google.com/books?hl=en&lr=&id=gUImDwA AQBAJ&oi=fnd&pg=PA366

43



&dg=research+onion+for+research+study&ots=Evc0d-jWSX &sig=XBJ YUbWsBCzOrf
dLUSR32PLAF8 (Accessed: 7 April 2024).

Mcleod, S. (2024) Kolb's learning styles and experiential learning cycle, Simply
Psychology.  Available at:  https://www.simplypsychology.org/learning-kolb.html
(Accessed: 4 April 2024).

Melnikovas, A. (2018) ‘Towards an Explicit Research Methodology: Adapting Research
Onion Model for Futures Studies’, Journal of Futures Studies, 23(2), pp. 29-44.
Available at: https://doi.org/10.6531/JFS.201812 23(2).0003.

Nagpal, H. and Bassi, P. (2022) ‘A Study of Factors Affecting Buying Decisions of
Millennials While Purchasing Organic Personal Care Products’, ECS Transactions,

107(1), pp. 8251-8266. Available at: https://doi.org/10.1149/10701.8251ecst.

Neuendorf, K.A. (2018) ‘Content analysis and thematic analysis’, Advanced Research
Methods  for Applied Psychology, pp- 211-223. Available at:
https://doi.org/10.4324/9781315517971-21.

Nguyen, H.T.T. et al. (2024) ‘The Impact of Influencers on Purchase Intention’, Kurdish
Studies, 12(1), pp- 1062-1074. Available at:
https://kurdishstudies.net/menu-script/index.php/KS/article/view/1344 (Accessed: 7 April
2024).

Obrien, S. (2019) L’Oreal #YoursTurly True Match Foundation Campaign, The Social
Makeup. Available at:
https://shelbyobrien2.wixsite.com/thesocialmakeup/post/l-oreal-yoursturly-true-match-ca

mpaign (Accessed: 2 April 2024).

Poswal, R. and Tanwar, D.N. (2024) ‘E-commerce Elegance: Examining the Role of
Digital Marketing in Shaping Women’s Cosmetic Preferences’, Journal of Informatics

Education and Research, 4(1). Available at: https://doi.org/10.52783/jier.v4i1.691.

Priya, A. (2020) ‘Case Study Methodology of Qualitative Research: Key Attributes and
Navigating the Conundrums in Its Application’, Sociological Bulletin, 70(1), pp. 94-110.
Available at: https://doi.org/10.1177/0038022920970318.

44



Proudfoot, K. (2022) ‘Inductive/Deductive Hybrid Thematic Analysis in Mixed Methods
Research’, Journal of Mixed Methods Research, 17(3), p. 155868982211268. Available
at: https://doi.org/10.1177/15586898221126816.

Qalati, S.A., Barbosa, B. and Deshwal, P. (2024) ‘Consumer Behavior and Sustainable
Marketing Development in Online and Offline Settings’, Sustainability, 16(7), p. 2829.
Available at: https://doi.org/10.3390/sul6072829.

Qazzafi, S. (2020) Factor affecting consumer buying behavior: A conceptual study,
ResearchGate. Available at:
https://www.researchgate.net/profile/Sheikh-Qazzafi/publication/341407314 Factor Afte
cting Consumer Buying Behavior A Conceptual Study/links/5ebe91{f458515626¢a88
ldc/Factor-Affecting-Consumer-Buying-Behavior-A-Conceptual-Study.pdf (Accessed: 7
April 2024).

Ramallal, G.P. - et al. (2018) ‘Primary versus Secondary Source of Data in Observational
Studies and Heterogeneity in meta-analyses of Drug effects: a Survey of Major Medical
Journals’,  BMC  Medical  Research  Methodology, 18(1). Available at:
https://doi.org/10.1186/s12874-018-0561-3.

Rana, N.P. (2020) Digital and social media marketing : emerging applications and

theoretical development. Cham: Springer.

Rao, P. (2023) Why Estée Lauder Is Trying to Move Upmarket, The Business of Fashion.
Available at:
https://www.businessoffashion.com/articles/beauty/estee-lauder-luxury-skin-care-bet/

(Accessed: 7 April 2024).

Reid, A.-M. et al. (2018) ‘Ethical dilemmas and reflexivity in qualitative research’,
Perspectives  on  Medical  Education, 7(2), pp. 69-75. Available at:
https://link.springer.com/article/10.1007/s40037-018-0412-2 (Accessed: 7 April 2024).

Rizomyliotis, 1. (2024) ‘Consumer Trust and Online Purchase Intention for Sustainable
Products’, American Behavioral Scientist [Preprint]. Available at:

https://doi.org/10.1177/00027642241236174.

Robinson, C. (2024) Psychology Of Product Packaging, How It Plays Into Profitability,
Forbes. Available at:

45



https://www.forbes.com/sites/cherylrobinson/2024/02/28/psychology-of-product-packagi
ng-how-it-plays-into-profitability/#:~:text=Authenticity%3 A%20In%20an%?20era%20cha
racterized (Accessed: 7 April 2024).

Romaniuk, J. and Huang, A. (2019) ‘Understanding Consumer Perceptions of Luxury
Brands’, International Journal of Market Research, 62(5), p. 147078531989110.
Available at: https://doi.org/10.1177/1470785319891109.

Rubin, C.B. and Brod, B. (2019) ‘Natural Does Not Mean Safe—The Dirt on Clean
Beauty Products’, JAMA Dermatology, 155(12). Available at:
https://doi.org/10.1001/jamadermatol.2019.2724.

Sabbir, M. (2018) (PDF) Effects of Socio-cultural and Marketing Factors on Consumer
Purchase Intention towards Skin Care Products: Evidence from Bangladesh,
ResearchGate. Available at:
https://www.researchgate.net/publication/344785803 Effects of Socio-cultural and Mar
keting Factors on_Consumer Purchase Intention towards Skin Care Products Eviden

ce_from Bangladesh (Accessed: 7 April 2024).

Sama, R. (2019) ‘Impact of Media Advertisements on Consumer Behaviour’, Journal of
Creative Communications, 14(1), pp- 54-68. Available at:
https://doi.org/10.1177/0973258618822624.

Santoro, C. (2022) ‘Sustainability and transparency in the cosmetic industry: the clean

beauty movement and consumers’ consciousness’, dspace.unive.it [Preprint]. Available

at: http://dspace.unive.it/handle/10579/21532 (Accessed: 7 April 2024).

Sasounian, R. ef al. (2024) ‘Innovative Approaches to an Eco-Friendly Cosmetic
Industry: A Review of Sustainable Ingredients’, Clean Technologies, 6(1), pp. 176—198.
Available at: https://doi.org/10.3390/cleantechnol6010011.

Saunders, M.N.K. et al. (2019) Understanding research philosophy and approaches to
theory development, oro.open.ac.uk. Edited by M.N.K. Saunders, P. Lewis, and A.
Thornhill.Harlow: Pearson Education. Available at: https://oro.open.ac.uk/53393/
(Accessed: 3 April 2024).

46



Scauso, M.S. (2020) ‘Interpretivism: Definitions, Trends, and Emerging Paths’, Oxford
Research  Encyclopedia of International  Studies [Preprint]. Available at:
https://doi.org/10.1093/acrefore/9780190846626.013.522.

Scheepers, D. and Ellemers, N. (2019) ‘Social Identity Theory’, Social Psychology in
Action, 1(1), pp. 129-143. Available at: https://doi.org/10.1007/978-3-030-13788-5 9.

Sen, S. and Sugla, R. (2023) ‘Influence of Social and Economic Factors on Impulse
Buying: A Research Framework’, Spectrum Journal, 4(1). Available at:
https://doi.org/10.1177/25819542231185603.

SeyedEsfahani, M. and Reynolds, N. (2021) ‘Impact of consumer innovativeness on
really new  product adoption’,  Marketing  Intelligence &  Planning,
ahead-of-print(ahead-of-print), pp. 589-612. Available at:
https://doi.org/10.1108/mip-07-2020-0304.

Slater, T. (2022) Greenwashing examples by beauty brands in 2022, www.provenance.org.
Available at:
https://www.provenance.org/news-insights/5-times-beauty-brands-were-accused-of-green

washing-and-the-lessons-we-can-learn (Accessed: 2 April 2024).

Sridharan, M. and Pal, S.S. (2022) Hofstede'’s Cultural Dimensions, thinkinsights.net.
Available at: https://thinkinsights.net/leadership/hofstede-cultural-dimensions/ (Accessed:
2 April 2024).

Suphasomboon, T. and Vassanadumrongdee, S. (2022) ‘Toward sustainable consumption
of green cosmetics and personal care products: The role of perceived value and ethical
concern’, Sustainable Production and Consumption, 33, pp. 230-243. Available at:
https://doi.org/10.1016/j.spc.2022.07.004.

Suprapto, N. et al. (2020) ‘A Systematic Review of Photovoice as Participatory Action
Research Strategies’, International Journal of Evaluation and Research in Education,
9(3), pp. 675-683. Available at: https://eric.ed.gov/?1id=EJ1274909 (Accessed: 7 April
2024).

Szaban, M. and Stefanska, M. (2023) ‘Barriers influencing purchase behaviour of green

personal care products — integrating innovation resistance theory perspective and stages

47



of change model’, Economics and Environment, 85(2), pp. 420-455. Available at:
https://doi.org/10.34659/eis.2023.85.2.570.

Taherdoost, H. (2021) ‘Data Collection Methods and Tools for Research; A Step-by-Step
Guide to Choose Data Collection Technique for Academic and Business Research
Projects’, International Journal of Academic Research in Management (IJARM), 10(1), p.
10. Available at: https://doi.org/Hal-03741847/.

Taherdoost, H. (2021) ‘Data Collection Methods and Tools for Research; A Step-by-Step
Guide to Choose Data Collection Technique for Academic and Business Research
Projects’, International Journal of Academic Research in Management (IJARM), 10(1), p.
10. Available at: https://hal.science/Hal-03741847/ (Accessed: 7 April 2024).

Taherdoost, H. (2022) Different Types of Data Analysis; Data Analysis Methods and
Techniques in Research Projects, papers.ssrn.com. Rochester, NY. Available at:

https://papers.ssrn.com/sol3/papers.cfm?abstract id=4178680 (Accessed: 4 April 2024).

Taherdoost, H. (2022) What are Different Research Approaches? Comprehensive Review
of Qualitative, Quantitative, and Mixed Method Research, Their Applications, Types, and
Limitations, papers.ssrn.com. Rochester, NY. Available at:

https://papers.ssrn.com/sol3/papers.cfm?abstract id=4178694 (Accessed: 2 April 2024).

Timur, Y.P., Ratnasari, R.T. and Author, N. (2022) ‘CELEBRITY ENDORSERS VS
EXPERT ENDORSERS’, JurnalEkonomidanBisnis Islam (Journal of Islamic Economics
and Business), 8(2), pp. 220-236. Available at: https://doi.org/10.20473/jebis.v8i2.37529.

Trivedi, J.P. (2018) ‘Measuring the comparative efficacy of an attractive celebrity
influencer vis-a-vis an expert influencer - a fashion industry perspective’, International
Journal of Electronic Customer Relationship Management, 11(3), p. 256. Available at:
https://doi.org/10.1504/ijecrm.2018.093771.

Ugwu, C., Ekere, J. and Onoh, C. (2021) ‘Research Paradigms and Methodological
Choices in the Research Process’, Information Science and Technology, 14(2), pp.

116-124.

Vears, D.F. and Gillam, L. (2022) ‘Inductive Content analysis: a Guide for Beginning
Qualitative Researchers’, Focus on Health Professional Education: a Multi-Professional

Journal, 23(1), pp. 111-127. Available at: https://doi.org/10.11157/fohpe.v23i1.544.

48



Vidani, J., Meghrajani, D.I. and Das, S. (2023) Unleashing the Power of Influencer
Marketing: A Study on Millennial Consumer Behaviour and its Key Antecedents, Social
Science Research Network. Rochester, NY. Available at:
https://papers.ssrn.com/sol3/papers.cfm?abstract 1d=4459943 (Accessed: 7 April 2024).

Vizcaino-Verdu, A. and Abidin, C. (2022) ‘Music Challenge Memes on TikTok:
Understanding In-Group Storytelling Videos’, International Journal of Communication,
16(0), p. 26. Available at: https://ijoc.org/index.php/ijoc/article/view/18141 (Accessed: 7
April 2024).

Vrontis, D. et al. (2021) ‘Social Media Influencer marketing: a Systematic review,
Integrative Framework and Future Research Agenda’, International Journal of Consumer

Studies, 45(4), pp. 617-644.

Wang, L. and Lee, J.H. (2021) ‘The Impact of K-beauty Social Media influencers,
sponsorship, and Product Exposure on Consumer Acceptance of New Products’, Fashion

and Textiles, 8(1). Available at: https://doi.org/10.1186/s40691-020-00239-0.

Wang, Y., Ko, E. and Wang, H. (2021) ‘Augmented reality (AR) app use in the beauty
product industry and consumer purchase intention’, Asia Pacific Journal of Marketing
and Logistics, 34(1), pp. 110-131. Available at:
https://doi.org/10.1108/apjml-11-2019-0684.

Watson, M.K. et al. (2019) ‘Using Kolb’s Learning Cycle to Improve Student
Sustainability Knowledge’,  Sustainability, 11(17), p. 4602. Available at:
https://www.mdpi.com/2071-1050/11/17/4602 (Accessed: 7 April 2024).

White, K., Hardisty, D. and Habib, R. (2019) The Elusive Green Consumer, Harvard
Business Review. Available at: https://hbr.org/2019/07/the-elusive-green-consumer

(Accessed: 7 April 2024).

Wibowo, A. et al. (2020) ‘Customer Behavior as an Outcome of Social Media Marketing:
The Role of Social Media Marketing Activity and Customer Experience’, Sustainability,
13(1), p. 189. Available at: https://do1.org/10.3390/su13010189.

Wohlin, C. and Runeson, P. (2021) ‘Guiding the selection of research methodology in
industry—academia collaboration in software engineering’, Information and Software

Technology, 140, p. 106678. Available at: https://doi.org/10.1016/.infsof.2021.106678.

49



Yasar, K. (2024) What is beauty tech? 10 trends shaping the cosmetics industry,
techtarget. Available at:
https://www.techtarget.com/whatis/feature/ What-is-beauty-tech-10-trends-shaping-the-co
smetics-industry (Accessed: 7 April 2024).

Yltava, L. (2023) Share of beauty e-shoppers by generation 2022, Statista. Available at:
https://www.statista.com/statistics/1339362/consumers-purchasing-beauty-products-onlin

e-generation/ (Accessed: 3 April 2024).

50



8. Appendices
Interview questions and answers

Interview questions

Before we begin, please know that you're welcome to pass on any questions that you prefer

not to answer.

Thank you for agreeing to participate in this detailed interview. Your perspectives are
incredibly valuable to our study, which seeks to uncover the complexities of purchasing
behaviour in the beauty industry among adults over 30. Your insights will help identify

opportunities for brands to enhance their strategies.
Demographic Information

1.To start, could you share your age range? This helps us understand the diversity within the

over-30 demographic.

2.What type of area do you currently live in? (Urban, suburban, rural) This information helps

us consider geographical influences on beauty product accessibility and preferences.

3.Could you tell us about your highest completed level of education? Education can often

influence consumer awareness and information-seeking behaviour.

4.Would you feel comfortable sharing your gender identity? Understanding gender diversity

helps us to explore varied beauty product needs and preferences.
Key Factors Influencing Purchase Behaviour

5.When choosing beauty products, what are the top three factors that influence your decision?

How do these factors compare in importance?

6.Can you discuss how your social or cultural background has shaped your beauty product

preferences and purchases? Are there any specific traditions or values that play a role?

7.Reflecting on your most recent beauty product purchase, could you share what motivated
this decision? Was it influenced more by personal need, brand reputation, or external

recommendations?

Impact of Marketing Strategies
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8.In your view, which marketing strategies by beauty brands have been most effective in

capturing your attention? Why do you think these strategies worked well?

9.Have you ever been drawn to purchase a beauty product because of its packaging or

branding? How did the presentation of the product influence your perception of its quality?

10.How important is it for you that a beauty brand's marketing efforts are authentic and
transparent? Can you share an experience where a brand's marketing approach significantly

impacted your trust in them?
Role of Social Media and Influencers

11.How do you navigate the influence of social media and influencers in your beauty product
discovery and purchasing process? Do you follow any beauty influencers, and if so, what do

you look for in them?

12.Have you ever purchased a beauty product based solely on an influencer's

recommendation? What was the outcome, and would you do it again?

13.In what ways do you think social media platforms could better support informed

decision-making regarding beauty products for adults over 30?
Additional Insights

14.Considering your experiences, what do you perceive as the most significant gaps or

oversights in the beauty industry's approach to catering to the over-30 demographic?

15.What changes or innovations in product development, marketing, or overall brand

approach would make you feel more seen and valued as a consumer in your age group?

Your insights today have been incredibly enlightening. They play a crucial role in
understanding the complex landscape of beauty product marketing and purchasing behaviour
among adults over 30. Before we conclude, is there anything else you'd like to share or any

areas you believe we should explore further in our research?
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Answers

1.1

L. 36

2. Urban

3. Level 6 Business Management Undergraduate

4. Female

5. For me the most important factor is that the product it is as natural as possible and it

doesn’t have harmful ingredients, the second factor is quality, and the third factor is price. |
have chosen the first factor that the product to be more natural as I care for my health, and
harmful ingredients from beauty products can cause reactions or even cancer if they are used

daily.

6. I’'m not sure if this is a cultural background but I tend to be inclined to buy more
natural products. I don’t think I have any specific tradition that plays a role when I chose a

product.

7. Like I've said earlier I tend to look at the ingredients and if I see something that it
could potentially be harmful I would most like not buy that product, so I think it was most the

personal need that made me buy it.

8. The most compelling marketing strategies from beauty brands seem to be those that
blend influencer partnerships, eco-friendly practices, and tech-driven personalization,

resonating well with my values and digital lifestyle.

0. I have never bought a beauty product because the packaging looked pretty; however |
do look at the packaging to be recyclable, as I believe that the beauty industry should also be

involved in CSR practices.

10. I think it’s important that beauty brands are honest and transparent when it comes to
marketing as it possible to attract more customers. As from my own experience I think it’s

too much to say that it impacted my trust in them, but I avoid buying Lush Cosmetics as they
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are using Guerrilla marketing to advertise their products, and I believe that their products are

overpriced.

I1. It is very rarely when I’m influenced by social media to buy beauty products, but I do
like to know what’s new on the market. Also, I do follow few beauty influencers, and I think
the most important thing is to be honest when they are advertising a product, to inform their

followers that is a paid partnership.

12. To be honest I have, 2 or 3 times, but I was disappointed about the products. However,
if it didn’t work for me, it doesn’t mean it won’t work for someone else, when it comes to
beauty products it is difficult to make something that suits everyone type of skin or
preferences. Probably I would do it again, but it depends how expensive the product is, that

would influence my decision more than the influencer itself.

13. I think they should list the ingredients of the beauty products and to score them on a
scale regarding of how harmful they are if they are used for a long term. It this way

consumers are more informed about the products they are buying.

14.  In my opinion, the biggest gap is the lack of information about their ingredients and

their practices, for example like harmful ingredients, testing on animals or child labour.

15. 1 think that age is just a number, and from my point of view the transparency about
their ingredients and about their practices would make us seen as valued consumer no matter

the age.

1.2
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1. 36
2. Urban

3. Medical college, level 5

4. Female
5. Organic products, price, and quality
6. Bulgarian rose water is made by distilling Rosa Damascena, a type of rose an oil-rich,

aromatic water. Esteemed for cosmetic industry, it’s used in skincare, perfumery, and culinary

applications. Is very popular in Bulgaria and has a long tradition of use in my family.

7. I only use a small number of beauty products, and when I make a purchase, I usually
consider my needs as well as the brand's reputation and outside suggestions. All these

elements work together to help me select the proper cosmetics for my simple beauty routine.

8. Beauty brands grab my attention with their genuine focus on natural ingredients and

engaging, educational content, meeting my personal health and sustainability criteria.

0. I do purchase beauty products occasionally, and attractive packaging or branding can
indeed influence my decisions. The presentation often shapes my perception, appealing

designs with higher quality.

10. I find that a beauty brand's authenticity and transparency in marketing are crucial; for
instance, discovering a brand claiming eco-friendliness yet using harmful chemicals quickly

erodes my trust and questions their integrity.

11.  When searching social media as You Tube or Instagram for information about and
making opinions about beauty products, I consider the reliability and honesty of beauty
influencers like Patricia Bright. My opinions and decisions on the beauty product market are

influenced by her in-depth reviews and interesting articles on fashion and beauty.

12. I’ve been influenced by beauty influencers like Patricia Bright, whose insights and
detailed reviews have guided me to make informed purchases of beauty products. Her
experience has positively shaped my buying decisions, make sure that I choose products that

are well-suited to my needs and preferences.
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13.  Focus on age-specific beauty concerns and providing educational resources on
ingredients and products beneficial for mature skin. They could also introduce advanced

filtering options, information about unique skincare needs and preferences.

14. 1 have noticed a significant gap in the beauty industry's approach to the over-30
demographic, particularly in the limited range of products formulated for mature skin
concerns. Additionally, I feel there's a need for more representation and visibility of this age

group in beauty campaigns and media to ensure inclusivity and relatability.

15. I would appreciate innovations in product development that focus on specific
skincare concerns associated with aging, such as enhanced hydration and elasticity.
Marketing efforts that feature a diverse range of ages, showcasing real skin without heavy

retouching, would resonate more with me.

No

1.3

1.35 years old

2.1live in an urban area

3. Currently, I'm in my second year of university, studying Business Management
4. female

5. My choices are driven by the need for foundation to address acne scars, mascara for

enhancing sparse eyelashes, and concealer for dark circles, in that order of priority.

6. My cultural emphasis on natural beauty has led me to prioritize skincare-focused products,

reflecting traditions and values from my family.

7. Curiosity and positive social media reviews led me to invest in a Dior foundation, valuing

its quality despite a higher price point.

8. Influencer marketing and authentic brand narratives capture my attention, offering

relatability and trust in the products promoted.
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9. Yes, aesthetically pleasing packaging and branding that aligns with my values, like

sustainability, significantly influence my perception of a product's quality.

10. Authenticity in marketing is crucial; discrepancies, like false 'all-natural' claims, can

quickly erode my trust in a brand.

11. I'm selective with influencers, preferring those who provide genuine, transparent reviews,

which guide my beauty product discoveries.

12. I've acted on influencer recommendations with mixed results, learning the importance of

discernment and additional research.

13. Platforms could better cater to adults over 30 by highlighting age-appropriate content and

transparent, verified reviews.

14. The industry often overlooks the over-30 demographic, missing opportunities to address

our specific beauty concerns and preferences.

15. T advocate for more inclusive marketing, products tailored to mature skin, and messaging

that celebrates beauty at every age, making consumers in my age group feel valued.

No

1.4

1. 38

2. Urban

3. Finished the College in Latvia

4. Female
5. Brand, price and the most important for me nature friendly
6. My love for nature shapes my beauty choices. I lean towards products that are

earth-friendly and reflect my eco-conscious lifestyle.

7. I recently chose an organic face cream because of its environmental benefits. It's not

just good for my skin; it's good for the planet too.
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8. Brands that genuinely showcase their commitment to sustainability catch my eye. It's

about being real with your green efforts.

0. Eco-friendly packaging draws me in. It shows a brand's true commitment to the
environment.
10. Finding out a 'green' brand wasn't honest about their practices really shook my trust.

Transparency is everything.

11. I follow influencers who highlight sustainable living. Their authentic support for

eco-friendly products guides my choices.

12.  Yes, I've bought products recommended by eco-conscious influencers. Their

recommendations help me navigate my green beauty journey.

13. Social media could do more to spotlight sustainable beauty options. It would make

choosing eco-friendly products so much simpler.

14. The beauty industry often misses the mark on true sustainability. It's more than a

trend; it's about genuine care for our planet.

15. I wish for real action towards sustainability in the beauty industry, from honest

ingredient sourcing to impactful environmental initiatives.

NO

1.5

1. 33 years old

2. Urban

3. I've completed a master’s degree in human resources.

4. Female

5. Ingredient quality, brand ethics, and product innovation are my top considerations. In

the realm of K-beauty, these factors often come together seamlessly, with ingredient quality

taking the lead.

58



6. My cultural background has instilled a respect for natural beauty solutions, aligning
perfectly with K-beauty's emphasis on gentle, nature-based ingredients. This synergy has

deeply influenced my beauty regimen.

7. My latest purchase was influenced by the need for a gentle, effective skincare
solution. A K-beauty essence caught my attention through its stellar reputation and rave

reviews, blending personal need with brand credibility.

8. K-beauty brands excel in creating visually appealing, informative content that tells a
story. This approach, combined with their transparency and community engagement, has been

incredibly effective in capturing my attention.

9. Absolutely, the thoughtful design and innovative packaging of K-beauty products
have influenced my purchases. It's not just vanity; it's about the promise of quality and

experience that comes with it.

10.  Authenticity in marketing is non-negotiable for me. A K-beauty brand once shared a

detailed breakdown of their ingredient sourcing, solidifying my trust and loyalty.

I1. I navigate the world of social media and influencers with a critical eye, favouring
those who provide in-depth reviews and demonstrate a genuine understanding of skincare.

Their authenticity and expertise guide my choices.

12. Yes, I've purchased products based on influencer recommendations, with mostly
positive outcomes. These experiences have taught me the value of finding influencers whose

skin concerns and preferences mirror my own.

13. Social media platforms could offer more tailored content for the over-30
demographic, focusing on skincare concerns relevant to us, like anti-aging and hydration, to

support more informed decisions.

14. A significant gap is the one-size-fits-all approach often seen in beauty marketing.
There's a need for more targeted solutions and messaging that address the unique concerns of

the over-30 demographic.

15. I'd like to see more innovation in product formulations that cater specifically to
mature skin, along with marketing that celebrates aging gracefully. It's about feeling seen and

valued at every age.
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Exploring K-beauty has been a revelation, highlighting the importance of tailored skincare
and authentic engagement. As the industry evolves, I hope to see continued innovation that

respects and addresses the diverse needs of consumers like me.

1.6

1. 35

2. Suburban

3. Undergraduate
4. Female

5. The top factors for me are ethical sourcing, cruelty-free certification, and the
environmental impact of the products. Understanding the issues with mica and animal testing

has made me more vigilant in my choices.

6. My social and cultural background, combined with my role as a mother, has shaped
my preferences towards beauty products that are safe and ethically produced. I want to set a

good example for my kids by choosing products that do no harm.

7. My most recent purchase was a cruelty-free, mica-free highlighter. Learning about the
ethical concerns in cosmetics pushed me to find brands that prioritize both quality and ethics.

It's about meeting my needs without compromising my values.

8. Marketing strategies that highlight a brand's commitment to ethical practices, like
sustainable sourcing and cruelty-free testing, really stand out to me. It's the transparency and

dedication to making a positive impact that captures my attention.

9. Yes, I've been drawn to products with eco-friendly packaging and clear cruelty-free
labels. The way a product is presented speaks volumes about the brand's values, influencing

my perception of its quality and integrity.

10.  Authenticity and transparency are crucial. A brand that openly discussed its journey to
eliminate mica from its products earned my respect and loyalty. It's about being honest with

consumers about the challenges and efforts in ethical sourcing.
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I1. I rely on social media and influencers who focus on ethical beauty to guide my
purchases. I look for influencers who delve into the brand's practices, not just the product's

aesthetics, to ensure my choices align with my values.

12. I've purchased beauty products recommended by influencers who specialize in ethical
beauty. Their recommendations have generally been reliable, reinforcing my commitment to

making better choices for myself and the environment.

13. Social media platforms could better support informed decision-making by
highlighting ethical brands and creating filters for cruelty-free, vegan, or ethically sourced

products, making it easier for consumers like me to find products that match our values.

14. The beauty industry often overlooks the importance of transparency regarding
ingredient sourcing and ethical practices. As a consumer, I find this lack of information a

significant gap, especially for those of us trying to make responsible choices.

15. I'd like to see more brands adopting transparent, ethical practices across the
board—from sourcing to testing. Innovations that offer high-quality, ethical products without
a premium price tag would make ethical beauty accessible to more people, including busy

moms like me.

No

1.7

1.32 years old

2. urban

3. master’s degree in marketing
4. male

5. Effectiveness, ingredient transparency, and brand reputation are my top considerations. I
look for products that deliver results, are clear about their ingredients, and come from brands

with a solid track record.
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6. My social background hasn't significantly influenced my beauty product choices, but the
growing acceptance of men using skincare and grooming products has made me more open to

exploring this industry.

7. My most recent purchase was a facial moisturizer from Bulldog designed for men's skin,

influenced by its positive reviews and recommendations from friends.

8. Marketing strategies that resonate with me are those that focus on the product's benefits

and effectiveness without resorting to stereotypes.

9. Yes, packaging and branding that are straightforward and masculine without being
overdone have influenced my purchases. It's about the product meeting my needs, not just

looking good on the shelf.

10. Transparency and authenticity in marketing are very important to me. A brand that openly
discusses its product development process and ethical practices, like cruelty-free testing,

builds my trust.

11. T use social media to research and discover new grooming products. I follow influencers
who focus on men's grooming and skincare, valuing practical advice and honest reviews over

mere endorsements.

12. I've purchased grooming products based on recommendations from influencers who
specialize in men's skincare, with generally positive outcomes. Their expertise helps me

make informed decisions.

13. Social media platforms could offer more tailored content for men seeking beauty and
grooming advice, with filters for men's specific concerns and preferences to aid in discovery

and decision-making.

14. A significant gap in the beauty industry is the limited range of products specifically

formulated for men's skin types and concerns. More diversity and options would be welcome.

15. I'd like to see more innovation in men's grooming products, with a focus on
multifunctionality and convenience, as well as more educational content aimed at men to

demystify skincare routines.

NO
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1.8

1. 31 years old

2. Urban

3. Undergraduate
4. Female

5. The top three factors for me are effectiveness against acne, ingredient safety, and

product reviews. Finding something that works without harsh side effects is my priority.

6. My struggle with acne has shaped my beauty product choices. I'm always on the
lookout for products specifically designed for acne-prone skin, influenced by both research

and trial and error.

7. My most recent purchase was an acne treatment serum I discovered through an online
forum. Its glowing reviews and science-backed ingredients motivated me to try it, hoping for

a solution to my persistent skin issues.

8. Brands that provide clear, evidence-based information on how their products combat
acne catch my attention. Marketing that focuses on real results and transparency about what

to expect works best for me.

0. Yes, I've been drawn to products with clear, straightforward packaging that lists active
ingredients prominently. It suggests honesty and a focus on effectiveness, which is crucial for

someone like me dealing with skin issues.

10.  Authenticity in marketing is incredibly important. A brand that shared
before-and-after photos from real customers, not just models, significantly impacted my trust

and willingness to try their acne solutions.

11. I rely on social media and influencers for acne treatment recommendations, especially

those who've had similar skin issues and share their genuine experiences and progress.

12.  TI've purchased several products based on influencer recommendations, with mixed
results. While some were hits, others didn't live up to the hype. It's taught me to look for

reviews from people with similar skin types.
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13. Social media could help by featuring more content focused on acne solutions,
including reviews from people with different types of acne, and highlighting products with

proven effectiveness.

14. A major gap I've noticed is the lack of affordable, effective acne treatments that don't

require a prescription. Many over-the-counter options seem to fall short of their promises.

15. I'd love to see more innovation in acne treatments that are both gentle and effective, as
well as more educational content to help demystify skincare ingredients and routines for

acne-prone skin.

NO

1.9

1. 34

2. Suburban

3. Postgraduate
4. Female
5. My top considerations are cruelty-free certification, ingredient transparency, and the

environmental impact of the products I use. It's crucial that what I put on my skin is ethically

sourced and free from harsh chemicals.

6. My awareness of animal rights and environmental issues has profoundly influenced
my beauty product choices. I actively seek out brands that are committed to cruelty-free

practices and use natural, non-toxic ingredients.

7. The last product I bought was a moisturizer from a brand known for its strict stance

against animal testing and its use of gentle, plant-based ingredients.

8. Marketing strategies that highlight a brand's commitment to cruelty-free practices and

the absence of harsh chemicals resonate with me.

9. Absolutely, I've been drawn to products with eco-friendly packaging and clear labels

indicating they're cruelty-free and free from harsh ingredients.
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10.  Authenticity and transparency are non-negotiable for me. I remember being impressed
by a brand that provided detailed information on their website about their cruelty-free

certification process and their efforts to eliminate harsh chemicals from their formulations.

I1. I turn to social media and influencers who share my concerns about animal testing and

harsh ingredients.

12. Yes, I've purchased beauty products based on recommendations from influencers who

advocate for cruelty-free and clean beauty.

13. In my opinion social media platforms could better support informed decision-making
by promoting content that focuses on ethical beauty practices, including highlighting

cruelty-free and clean beauty brands.

14. The main gap is the lack of widespread availability and visibility of cruelty-free and

clean beauty products in mainstream outlets.

15.  I'd like to see more beauty brands embrace cruelty-free practices and the formulation

of products without harsh chemicals.

I hope for a future where cruelty-free and clean beauty are not just niche markets but the

industry standard.

1.10
1. 37
2. Urban

3. Undergraduate
4. Male

5. Effectiveness, scientific backing, and user reviews are my top criteria when choosing
hair loss treatments. I need to know that what I'm using has a real chance of making a

difference.
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6. While my social or cultural background hasn't directly influenced my hair care
choices, the increasing openness around men's grooming and hair loss treatments has made it

easier for me to explore options.

7. My most recent purchase was a hair serum recommended by a friend who's also

dealing with hair thinning. Seeing his positive results motivated me to give it a try.

8. Marketing that focuses on proven results, before-and-after comparisons, and clear

explanations of how the product works has been most effective in capturing my attention.

9. Yes, I've been drawn to products with professional, medical-grade packaging and

branding. It gives me confidence in the product's efficacy and safety.

10.  Transparency is key. A brand that openly discusses the science behind their hair loss
treatments.
11.  TI've started following medical professionals and real users on social media who share

their experiences with hair loss treatments.

12. I have purchased products based on recommendations from both influencers and
real-life success stories. When the advice comes from someone with a similar hair loss

pattern, I'm more inclined to believe in the product's potential effectiveness.

13.  Social media could help by featuring more content aimed at men dealing with hair
loss, including tutorials, product reviews, and discussions about the emotional impact of hair

loss and how to cope.

14. A significant oversight in the industry is the lack of focus on early intervention and
the emotional support needed for men starting to experience hair loss. There's plenty of focus

on products but not enough on holistic solutions and mental health.

15. I'd appreciate more innovation in non-invasive treatments and natural products that

target hair loss at its root cause.

No
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