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Abstract  

 

Influencer marketing is a dominating beauty industry promotional tactic, but its effectiveness in 

establishing trust, purchase intention, and brand loyalty in India is underexplored. Global patterns 

inform this study on how influencer marketing affects L'Oréal consumers' credibility, purchase 

behaviour, and loyalty in India.The aim of this study is to examine how SMIM affects customer 

trust and purchase decisions regarding L’Oréal products in India. 

This study used quantitative Cross sectional study research approach. The data was collected by 

using online survey from 150 participants. Sartified sampling technique was used for it. SPSS 

27.0v was used for data analysis. Descriptive statistics, including frequencies, percentages, means, 

medians, modes, standard deviations, and ranges, were used to summarise demographic profiles, 

influencer marketing exposure, consumer trust, purchase intentions, and brand loyalty. 

Indian beauty influencers are more relatable, honest, and influential than foreign influencers, 

boosting customer trust in L'Oréal India.  Tutorials, reviews, and repeated recommendations boost 

purchase intents, and Indian users critically compare local and worldwide influencer material 

before buying.  Influencer marketing builds brand loyalty through emotional connection, 

community-building, and persistent influencer connections, but loyalty is partly influencer-

dependent, stressing the necessity for true, sustained involvement to retain long-term commitment. 

The study found that influencer marketing helps raise awareness and promote first purchases but 

not for building long-term loyalty without retention measures including loyalty programmes, 

cultural affinity, and community participation. These findings show that beauty firms must move 

from transactional advertising to holistic marketing that builds trust, authenticity, and brand 

loyalty. 
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Chapter 1  

Introduction 

1.1 Introduction  

This chapter describes the study's background and context, showing the emergence of social media 

influencer marketing (SMIM) in beauty and personal care, notably in India. It shows how micro 

and macro influencers shape customer trust, buying decisions, and brand loyalty. This study 

examines how influencer marketing affects L'Oréal consumer behaviour in India, a fast-changing 

market due to digital expansion and changing beauty standards. This chapter also includes the 

research goal, objectives, questions, importance, technique outline, and dissertation structure. 

1.2 Background of the Study 

Social media influencer marketing (SMIM) has transformed brand-consumer interactions in 

beauty and personal care, which are driven by aesthetics, credibility, and identity. Influencer 

marketing promotes businesses or services to loyal audiences by collaborating with content niche 

experts, experts, and relatable people (Okonkwo and Namkoisse, 2023). Influencers are typically 

categorized by their reach and influence into four main types: mega-influencers (with over 1 

million followers, usually celebrities), macro-influencers (with 100,000 to 1 million followers), 

micro-influencers (with 10,000 to 100,000 followers), and nano-influencers (with fewer than 

10,000 followers but often highly engaged audiences). The niche legitimacy and authentic peer-

to-peer communication style of micro and macro influencers, notably in beauty, are making them 

more popular (Bull, 2022). 

The beauty and personal care sector in India had rebounded post-pandemic due to several key 

factors. A digitally literate population has enabled wider access to online beauty content and e-

commerce platforms. Rising disposable incomes have increased consumer spending on personal 

grooming and skincare products. Additionally, social media-influenced beauty standards have 

driven demand for trending products, as influencers shape consumer preferences and purchasing 

behaviour. The Indian beauty market is expected to reach USD 37.2 billion by 2028, expanding 

6.5% from 2023 to 2028 (Negi, 2023). L'Oréal, a French multinational with L'Oréal Paris, Garnier, 

and Maybelline, has aggressively extended its market share in this environment. According to 



 

 

L'Oréal's 2023 Annual Report, 8% of India's organised cosmetics market is under its control. 

Importantly, 30% of its India marketing spend goes to influencer partnerships, demonstrating the 

strategy transition from traditional advertising to digitally embedded relationship marketing 

(Palmatier and Steinhoff, 2019). 

Source Credibility Theory states that a message's persuasiveness depends on the source's 

credibility, skill, and attractiveness. Influencers are trusted more than brand spokespeople because 

their endorsements resemble user-generated content, other studies highlight that this trust is 

conditional (KIM, 2020). For instance, Kapitan et al. (2022) found that perceived authenticity and 

the fit between the influencer and the product play a more significant role in building trust than 

the content format alone. This suggests that while influencer content may mimic user-generated 

posts, its effectiveness also depends on credibility and relevance. Influencer marketing has a strong 

psychological impact in India, as peer influence and emotional trust influence buying behaviour. 

India Digital Trust Index, 64% of Indian customers use influencer recommendations for beauty or 

personal care items, and 71% state that their perceived trust in the influencer directly affects their 

purchase decisions (Gupta et al., 2025). This highlights the growing role of influencers as key 

decision-shapers in the consumer journey, particularly in the beauty sector, where trust and 

personal endorsement significantly impact buying behaviour. Strategic use of influencer marketing 

to drive sales and build brand credibility in India’s competitive beauty market. 

Cognitive evaluations (e.g., perceived product efficacy) and emotional resonance (e.g., perceived 

influencer authenticity) establish consumer trust and influence buy intention. Visual storytelling, 

testimonials, and interactive content (e.g., Q&As, tutorials) help influencers build personal 

connections with audiences, enhancing product trial and conversion (Talreja and Chaturvedi, 

2023). Elaboration Likelihood Model (ELM) theory explains how such content affects behaviour. 

The peripheral route—activated by external cues like the influencer's attractiveness, likeability, or 

popularity—can change behaviour even in low-involvement decisions like beauty purchases 

(Lashari, 2025). 

Influencer marketing affects purchasing behaviour, but its impact on long-term brand loyalty—

defined as recurring purchase intention, emotional attachment, and advocacy—is unclear, 

especially in emerging economies like India. Trust-based engagement does not guarantee loyalty 

(Lee et al., 2021). Many customers show signs of “influencer fatigue” and question endorsements 

due to the commercialisation of influencer material. Influencers may drive immediate interest and 



 

 

conversions, but long-term customer retention—especially for foreign brands in culturally diverse, 

price-sensitive markets like India—requires deeper relational and value-based connections 

(Ologunebi et al., 2024). 

Additionally, Indian beauty consumers are becoming more conscious, research-driven, and picky. 

The 42% of Gen Z and millennial customers create brand loyalty based on the influencer's 

personality, the brand's social ideals, authenticity, and product efficacy (Dogra, 2019). Although 

purchase intention may be short-term, creating brand loyalty through influencers requires 

consistent brand integrity, recurring pleasant experience, and perceived connection with consumer 

values (Miranda, 2025). 

Despite these trends, Consumer trust as a mediator between influencer marketing and purchase 

behaviour in India, especially for big brands like L'Oréal, are scarce. Most studies focus on 

Western markets or generic e-commerce, leaving a large research deficit in India's beauty business, 

where cultural, digital, and economic aspects interact uniquely (Sin, 2024). 

1.3 Aim of the Research 

The aim of this study is to quantitatively examine how SMIM affects customer trust and purchase 

decisions regarding L’Oréal products in India. 

1.4 Research Objectives 

1. To determine the impact of beauty influencers on consumer trust in L’Oréal India, with 

comparisons to global markets. 

2. To assess how influencer-generated content affects purchase intentions for L’Oréal 

products in India relative to global consumer behavior. 

3. To evaluate how influencer marketing influences brand loyalty toward L’Oréal in India 

and how this compares with loyalty trends in other countries. 

1.5 Research Questions 

1. How do beauty influencers influence consumer trust in L’Oréal India, and how does this 

compare to their impact in other international markets? 



 

 

2. How does influencer content shape immediate purchase intentions among Indian 

consumers, and how does this differ from global consumer responses? 

3. What role does influencer marketing play in shaping brand loyalty toward L’Oréal in India, 

and how does this pattern differ across international markets? 

1.6 Deliverables  

This study will deliver a quantitative analysis of how influencer marketing influences consumer 

trust, purchase intention, and brand loyalty within India’s beauty sector, focusing on L’Oréal. It 

will provide empirical insights into influencer effectiveness and offer practical recommendations 

for marketers to design trust-based, loyalty-driven campaigns tailored to Indian consumers. 

1.7 Significance of Study  

This study explores how influencer marketing affects trust, loyalty, and buying behaviour for 

L’Oréal in India. Influencer marketing is frequently employed in India, but lack of quantitative 

research on its effects on customer decision-making. This research advances academic 

understanding and provides marketers with practical advice by examining how influencer trust 

influences customer responses and brand loyalty. The insights help marketers develop influencer 

campaigns that generate trust, stimulate repeat purchases, and reflect India's digitally engaged and 

culturally varied consumers' values. 

1.8 Outlines of research methodology 

Quantitative research was used to assess influencer marketing, customer trust, purchase intention, 

and brand loyalty in L'Oréal India. The study uses positivist research methods including objective 

measurement and statistical analysis. A structured questionnaire was sent to Indian beauty 

influencer followers on social media. Simple startified sampling was used to sample online beauty 

product customers. SPSS analysed data using descriptive statistics to test variable associations. 

Informed permission, participant confidentiality, and data protection was observed throughout the 

research procedure. 

1.9 Structure of the Research 



 

 

Chapter 1 explains the topic, specifies essential terms, formulates the research problem, aim, 

objectives, and questions, and describes the dissertation structure. Chapter 2 critically reviews 

influencer marketing, consumer trust, brand loyalty, and buying behaviour theories and studies, 

noting inadequacies in Indian and worldwide contexts. Quantitative research approach includes 

sampling, questionnaire-based data collecting, SPSS analysis, and ethics in Chapter 3. Chapter 4 

uses statistics to display, analyse, and evaluate data, analysing findings in relation to literature and 

research issues and their theoretical and practical consequences. Chapter 5 concludes with 

significant findings, limitations, Marketer recommendations, and future study directions. 

1.10 Chapter summary 

Influencer marketing's expanding importance in India's beauty sector and its impact on customer 

behaviour were discussed in this chapter. It described the research problem, aim, objectives, and 

questions on L'Oréal's strategic influencer use. The chapter also discussed the study's significance, 

expected deliverables, methodology, and dissertation structure. This establishes the subsequent 

chapters with a critical literature review. 

 

  



 

 

Chapter 2 

Literature Review  

2.1 Introduction 

This chapter reviews literature to orient the study theoretically and conceptually. It discusses how 

SMIM affects customer trust, purchase intention, and brand loyalty in the beauty and personal care 

business. Reviews of academic and industry sources reveal findings, theoretical frameworks, and 

research gaps. The chapter provides context for the study's methodological and analytical approach 

by examining how influencers affect consumer behaviour in India and beyond. 

2.2 Social Media Influencer Marketing (SMIM) 

Social Media Influencer Marketing (SMIM) involves experts, speciality authorities, and social 

media influencers promoting items or services to their followers. Influencers get fame through 

personal branding, content development, and community participation, unlike celebrity 

endorsements. Businesses are investing more of their marketing budgets in influencer 

collaborations to build trust, engagement, and targeted reach (Bakri, 2023). 

Mega-influencers, macro-influencers, micro-influencers, and nano-influencers are typically 

categorised by follower count and audience engagement (Sivakami and Thapa, 2025). Celebrity 

mega-influencers often promote many brands through paid partnerships, making their 

endorsements seem commercially driven rather than personal. This can reduce audience trust, as 

followers may feel the recommendations are not based on authentic experiences. Due to their 

particular emphasis and greater audience interactions, micro- and nano-influencers are more 

relatable and trustworthy (Sivakami and Thapa, 2025). Beauty firms like micro-influencers 

because their recommendations typically resemble peer-to-peer communication, which boosts 

customer trust and conversion (Kaur and Chandra, 2025). 

SMIM is a key product promotion and brand engagement approach in beauty and personal care. 

Influencers demonstrate product application, performance, and outcomes for beauty goods, which 

often require customer confirmation. The worldwide beauty influencer business was worth over 

USD 10 billion in 2022, with skincare and cosmetics being the most promoted (Park and Hong, 



 

 

2024). Beauty brands leverage influencer lessons, testimonials, and reviews to connect brand 

messaging to consumer experience. L'Oréal has adopted SMIM, changing from traditional media 

to influencer-led content on Instagram, YouTube, and Reels and Shorts (Yagüez Lorenzo and 

Rodríguez Romo, 2020). 

In particular, the Indian influencer industry has grown exponentially. India's rising internet 

penetration (850 million people), smartphone use, and social media engagement—especially 

among Gen Z and millennials—make it ideal for influencer campaigns (Chakola, 2022). The 

Indian influencer marketing sector was worth INR 12 billion in 2022 and will rise 25% annually. 

Indian consumers are highly engaged and culturally sensitive, therefore influencer success depends 

on localisation, linguistic relevance, and societal values (Ganeshkumar et al., 2023). Similarly, 

Hadikusumo (2025) highlight that alignment with audience culture and language builds stronger 

trust and engagement. In contrast, Richter and Ye (2024) found that global influencers can succeed 

despite cultural differences if they project aspirational lifestyles. The West bases influencer trust 

on aesthetic value or notoriety, but Indian consumers choose authenticity, traditional beauty 

values, and aspirational lifestyle choices (Mahlakaarto and Suanse, 2024). 

2.3 Consumer Trust in Influencer Marketing 

Digital marketing requires no actual touch to validate authenticity, so consumers rely on perceived 

trustworthiness. Without trust, communications are ignored and conversion rates plummet. 

Influencer marketing links consumers to brands, building trust. Marketing partnerships require 

trust in the exchange partner's honesty. Trust in influencer marketing hinges on followers' 

judgements of authenticity, credibility, and relatability (Kim and Kim, 2021). 

Influencer marketing mimics peer-generated content, fostering intimacy and authenticity. Beauty 

influencer Nikkie Tutorials delivers genuine product experiences and behind-the-scenes content, 

making fans feel like they're getting guidance from a friend rather than a celebrity (Grey, 2025). 

Traditional advertising uses celebrity endorsement and regulated messaging. Influencer marketing 

trust is primarily influenced by authenticity, perceived sincerity, consistent self-presentation, and 

value congruence, according to Nazara et al. (2025). Trust increases when influencers utilise and 

believe in the product they represent, especially if their content reflects their lifestyle. Cosmetics 

purchases are largely based on experience. Tutorials, reviews, and product demos influence 70% 

of beauty buyers (Cooley and Parks-Yancy, 2019). Honest ‘problem-solution’ storylines reduce 



 

 

risk and increase purchase intention by showing how a product works on actual people rather than 

in idealised commercials. 

Source Credibility Theory (SCT) discusses how credibility affects trust. Hovland et al. (1953)'s 

SCT, refined by Ohanian, asserts that a message's effectiveness depends on its source's 

competence, trustworthiness, and attractiveness. Influencer marketing describes competence as the 

influencer's product category knowledge, trustworthiness as their honesty and integrity, and 

attractiveness as their appearance, likability, charisma, and lifestyle appeal. These factors affect 

how the message is received and whether it changes behaviour (AlFarraj et al., 2021). A 

quantitative study by Khan (2023) demonstrated that influencer credibility—especially 

trustworthiness and expertise—increases follower trust and purchase intention. Lashari (2025) 

further observe that influencer–product fit mediates: a skincare blogger promoting facial serums 

is more trustworthy than one promoting other categories. Fit improves cognitive consistency, 

sincerity, and trust. 

Relatability is another crucial but unique component in trust. Credibility promotes knowledge and 

ethics, while relatability emphasises emotion. Personal stories, blunders, and informal speech 

make influencers more approachable and honest (Jin, Muqaddam & Ryu, 2019). One-sided 

parasocial ties let consumers feel connected to unknown influencers. In the Indian beauty sector, 

followers value influencers' skincare and makeup advice over advertising. Perceived intimacy 

boosts brand trust and purchases. Indian collectivists value peer mentoring and social 

connectedness in consumer decision-making (Mishra and Maity, 2021). 

Trust is fickle. Influencers may lose credibility due to overcommercialization, inconsistent 

messaging, or brand changes. Junaid (2024) warns of “influencer fatigue,” when consumers 

distrust aggressively promotional content, especially when influencers promote several brands 

without transparency. Consistence, audience perception, and cultural expectations shape trust. 

Brand saturation and community validation make trust even more vital in India's cosmetics 

industry. Influencers boost brand awareness and trust with 71% of Indian customers (Tiwari et al., 

2024). Language and culture affect Indian viewers' perceptions of influencer authenticity. For 

instance, Tamil and Bengali beauty influencers are trusted more by their communities than 

English-speaking ones because they correspond better with local beauty norms and cultural 

references (Chu, 2025). Mismatched language or beauty standards might make recommendations 

seem remote or inauthentic, limiting engagement (Lefebvre and Cowart, 2022). 



 

 

2.4 User Generated Contents and Purchase Intention 

Purchase intention refers to a consumer’s conscious plan or willingness to buy a product or service, 

often influenced by psychological, social, and marketing factors. In the context of social media, 

influencer content plays a pivotal role in shaping this intention by creating persuasive, engaging, 

and relatable narratives around products. For example, in India, Komal Pandey’s fashion and 

beauty reels often pair storytelling with personal anecdotes, making products feel aspirational yet 

relatable. This engaging narrative style increases followers’ intention to try the featured brands 

(Park, 2022). Unlike traditional advertising, influencer posts—especially in the beauty industry—

use personalised content formats such as tutorials, product reviews, and “get ready with me” videos 

that demonstrate real-time product usage and results. These formats provide not just information 

but also emotional reassurance, increasing the likelihood of product trial and eventual purchase 

(Filieri et al., 2023). 

In beauty-related purchases—which are often low-involvement decisions—consumers are more 

likely to be influenced by the peripheral route. Influencers who appear confident, visually 

appealing, and socially validated (e.g., via likes or positive comments) can significantly boost 

purchase intention even when the viewer does not deeply process the product details (Delbaere et 

al., 2021). The 64% of Indian beauty consumers reported purchasing products recommended by 

influencers primarily because of their popularity and aesthetic appeal, not detailed product 

knowledge (Hassan et al., 2021). For instance, when Masoom Minawala endorses a new lipstick 

shade, her confident presentation and thousands of positive comments often drive impulse 

purchases, illustrating the peripheral route of persuasion (Hu, 2024). This psychological influence 

is further reinforced by visual storytelling, interactive Q&As, and influencer-audience 

engagement, which together create a sense of familiarity and trust (Fabeil et al., 2025). 

In India, this pattern is particularly pronounced. A growing number of beauty consumers especially 

Gen Z and millennials respond strongly to visually engaging and emotionally resonant influencer 

content. Thus, understanding how consumers interpret and respond to influencer content is 

essential for brands like L’Oréal, which rely heavily on influencer-driven marketing to influence 

behaviour across various stages of the customer journey. 

2.5 Brand Loyalty in the Context of Influencer Marketing 



 

 

Brand loyalty is a consumer's recurrent purchases, emotional attachment, and readiness to promote 

a brand. Cognitive factors including trust, identity alignment, and habitual choice are added to 

transactional satisfaction. Tiiri (2024) argue that authentic interaction and personal storytelling 

foster relational bonds that support long-term loyalty. Similarly, Zhang et al. (2025) highlight that 

influencers who engage in two-way communication and share personal experiences strengthen 

emotional connections, increasing repurchase intention. However, Loyalty may be short-lived if 

influencer content becomes overly commercial, as perceived authenticity declines and audiences 

shift to more relatable creators (Bennett, 2024). Influencers often create a ‘hype effect’ that drives 

first-time purchases through novelty and social proof. However, long-term loyalty depends on 

product satisfaction, consistent brand experience, and ongoing trust. For example, a beauty 

influencer may convince followers to try a new foundation, but repeat purchases will only occur 

if the product meets performance expectations; otherwise, consumers move on to the next trending 

recommendation (Bakri, 2023). 

Influencer campaigns often result in short-term conversions like product trials or one-time sales, 

especially when driven by visually engaging material or time-limited discounts (Bennett, 2024). 

While valuable, these outcomes may not guarantee brand loyalty without pleasant post-purchase 

experiences and consistent brand reinforcement. Influencer-led ads frequently emphasise 

awareness and impulsive involvement, which lack emotional depth and consistency for long-term 

attachment (Kantonen, 2025). Digital customer loyalty is increasingly determined by brand values, 

identity resonance, and continuous relationship-building, not merely influencer exposure. In the 

digital space, loyalty depends on how well a brand’s values and identity resonate with consumers, 

as people prefer brands that reflect their personal beliefs and lifestyles. Influencer exposure may 

create awareness and short-term interest, but lasting loyalty requires continuous engagement—

through authentic storytelling, ethical practices, and consistent customer experiences—that 

strengthens the emotional bond beyond a single recommendation (Miranda, 2025). 

Influencer fatigue, where consumers become dubious or disengaged due to overexposure to 

compensated collaborations or perceived inauthenticity, is a growing issue (Das, 2023). Audiences 

may mistrust influencer endorsements when material becomes more commercialised, especially 

when influencers move brands or promote opposing products. Consumers may engage with the 

influencer but not the brand, reducing loyalty (Jun and Yi, 2020). Poor influencer-brand alignment 

can also damage brand credibility and integrity, weakening loyalty creation. 



 

 

Cultural values, price sensitivity, and digital empowerment shape loyalty in India. Indian beauty 

customers, especially millennials and Gen Z, choose authentic, culturally relevant, and socially 

responsible products (Kaushik and Ahuja). The Digital Trust Index found that 42% of people 

create brand loyalty based on influencer personality, brand alignment with personal values, and 

messaging consistency (Kukreja). Indian consumers respond well to influencer material, but 

loyalty must be earned through great experiences and value-driven narratives. In contrast to 

Western customers, Indian consumers value community participation and purpose-led branding 

(Hajdas and Kłeczek, 2021). 

Loyalty trends worldwide emphasise brand continuity and genuine involvement. Influencers are 

increasingly deployed as ambassadors in mature markets like the U.S. and UK, emphasise 

relational marketing over one-time promotions (Gustavsson et al., 2018). In digital markets, 

consumers face endless brand choices and constant advertising noise. Continuity and emotional 

attachment help a brand stand out by creating familiarity and trust, making customers less likely 

to switch to competitors and more likely to stay loyal over time. On the other hand, brand loyalty 

in emerging markets like India is still evolving along with digital behaviour, affected by both 

classic loyalty factors (such product efficacy and affordability) and new digital interactions (Haris, 

2025). 

2.6 Influencer Marketing in India’s Beauty Sector 

The post-pandemic digital age has transformed India's beauty and personal care sector, with 

influencer marketing dominating consumer behaviour, brand engagement, and product discovery. 

Due to rising disposable incomes, aspirational purchasing, and gender-specific grooming, India's 

beauty and personal care sector will reach USD 37.2 billion by 2028. Moreover, the digital 

ecosystem—including affordable cellphones, data accessibility, and growing social media 

penetration—has changed how consumers interact with beauty firms. Instagram, YouTube, and 

short-video applications are used by over 65% of Indian internet users to consume beauty content 

(Sharma, 2024). Influencer marketing is interactive and culturally rooted in this culture.For 

example, in India, influencer marketing often reflects local festivals and traditions, such as beauty 

influencers creating Diwali-themed makeup tutorials. This cultural alignment makes the content 

more relatable and interactive, strengthening audience engagement and trust (Isibor et al., 2025). 



 

 

Indian beauty shoppers are visual, interactive, and rely on peer-like endorsements. Influencer 

marketing builds trust through narrative authenticity, live tutorials, product comparisons, and real-

time involvement (Bennett, 2024). In urban and tier-two cities, the aspirational middle class seeks 

upward mobility and lifestyle enhancement. Influencers provide accessible inspiration by 

showcasing affordable yet trendy skincare and beauty products, bridging the gap between luxury 

aspirations and everyday affordability. Social media exposure also shapes their purchasing 

choices, making influencers trusted guides for exploring new trends. Instagram Reels and 

YouTube Shorts incorporate shopping links into influencer content, shortening the customer path 

from awareness to action (Agbetoba, 2025). Beauty influencers now educate, review, and validate 

brands, replacing beauty gurus and print periodicals. 

Gen Z and millennials, who make up 60% of the Indian online beauty market, are driving this 

transformation. Gen Z values sustainability, diversity, and brand authenticity over heritage brand 

reputation and prefers customised, value-driven content (Shankar, 2024). Millennials are brand-

aware but influenced by utility, peer recommendations, and long-term value. Millennials and Gen 

Z rely on influencers as trusted intermediaries because they reduce uncertainty about product 

quality. Social proof, such as likes, comments, and shared values between influencers and 

followers, reinforces credibility and strongly shapes their purchase decisions. The 48% of 18–35-

year-olds discovered new beauty brands through influencers, while 39% avoided companies 

pushed by inauthentic or commercial influencers (Segova, 2020). 

L'Oréal India switched from media buying to influencer-driven content collaborations to adapt to 

this changing scenario. L'Oréal Paris, Garnier, and Maybelline use tiered influencer techniques to 

reach varied market demographics. The 30% of its India marketing spend goes to influencer 

collaborations, reflecting a shift towards social engagement and immersive storytelling (Cayla et 

al., 2025). L'Oréal India uses macro and micro influencers to reach urban and regional consumers, 

choosing content creators based on language competency, cultural sensitivity, and local trends. 

Maybelline campaigns for young Indian women sometimes use regional micro-influencers to 

provide makeup instructions in local languages, improving reach and relatability. For instance, 

Maybelline’s ‘Fit Me’ campaign collaborated with regional beauty influencers like Mrunal 

Panchal, who created tutorials in Hindi and Marathi. This localisation made the brand more 

relatable to young Indian women, increasing engagement and product adoption. The glocalised 

influencer model adapts multinational corporate identity to local expectations (Maity, 2024). 



 

 

L'Oréal India's influencer campaigns are more culturally and regionally diverse than global ones. 

L'Oréal regularly works with long-term brand ambassadors, generally celebrities or global 

influencers, in Western markets like the U.S. or France (Odoardi, 2019). The content approach in 

these locations emphasises lifestyle alignment, aesthetic coherence, and high production value. In 

these locations, influencer content is designed to mirror the audience’s aspirational lifestyle, using 

consistent aesthetics—such as curated backgrounds, colour palettes, and fashion choices—and 

professional-quality visuals. This combination makes the content feel aspirational yet attainable, 

increasing engagement and trust in the promoted products. However, India prioritises diversity, 

different skin tones, real-life testimonies, and live Q&A forms. This collaborative and community-

centric digital culture in India has driven L'Oréal to localise its brand voice and messaging more 

than in homogenous Western advertising. This divergence is tactical yet crucial because Indian 

customers evaluate brand consistency and influencer authenticity before buying (Jha et al., 2025). 

Indian consumers value practical demonstrations, honesty, and culturally aligned representation 

over superficial endorsements (Biswas et al., 2009). This is why worldwide influencer marketing 

cannot be reproduced in India. Western customers may be affected by minimalist beauty trends, 

but Indian audiences seek tangible transformation, before-after impacts, and product effectiveness 

narratives—often delivered through trusted influencers. 

2.7 Theoretical Framework 

Influencer marketing's effects on customer trust, purchase intention, and brand loyalty in India's 

beauty sector are examined using Source Credibility Theory, the Elaboration Likelihood Model 

(ELM), and Relationship Marketing Theory. Every theory views digital consumer psychology and 

brand-influencer-consumer dynamics differently. 

Source Credibility Theory states that a message's effectiveness depends on its source's knowledge, 

reliability, and attractiveness (Kong and Fang, 2024). Customer impressions of influencers in 

influencer marketing correspond with these aspects. Expertise is the influencer's perceived product 

knowledge, trustworthiness is the endorsement's honesty and integrity, and attractiveness is looks, 

likeability, and relatability (Iqbal, 2023). Credible influencers boost brand perceptions and 

consumer trust. Ren et al. (2023) found that expertise and authenticity strongly influence 

purchasing intention. Liu et al. (2025) warn that excessive sponsored material may cause 

consumers to doubt the influencer's authenticity, reducing brand image benefits. In India, 



 

 

influencer selection depends on regional language ability, cultural resonance, and audience 

engagement, making these elements more challenging and vital to campaign efficacy 

(Ganeshkumar et al., 2023). 

The Elaboration Likelihood Model shows that consumers process persuasive information centrally 

and peripherally. The central route rationally examines message content, while the peripheral route 

considers superficial markers such as source attractiveness, familiarity, and popularity (El Hedhli 

and Zourrig, 2023). Consumers are more influenced by visual appeal, influencer charm, and 

emotional tone than product specs, making lipsticks and skincare items ideal for peripheral 

influencer marketing (Lashari, 2025). Luxury beauty products are expensive and risky, therefore 

consumers carefully examine the influencer's skill and message before buying. Trust is built 

through detailed explanations, expert qualifications, and evidence-based assessments, making the 

central route better for high-involvement judgements (Dzreke and Dzreke, 2022). This study uses 

ELM to determine why influencer material influences customer intention and trust. 

Relations Marketing Theory values long-term, trust-based brand-consumer connections over 

transactional ones. Influencer marketing does this because marketers want emotional commitment, 

not one-time cash. Long-term influencer relationships, continuous storytelling, and customised 

involvement strengthen consumer relationships, especially in India's beauty business, where value 

alignment is key (Bakri, 2023). Miranda (2025) also observed that regular influencer–follower 

exposure builds brand loyalty and trust. Bhatnagr (2025) warns that over-commercialization or a 

mismatch between influencer and brand ideals can erode authenticity and degrade customer trust 

despite long-term participation. This idea lets the study assess whether influencer marketing 

creates brand loyalty or short-term interest. 

Three theories help explain influencer marketing's complex consequences. ELM shows buy 

intention cognitive processing, Source Credibility Theory shows trust formation, and Relationship 

Marketing Theory shows emotional loyalty. Influencer marketing strives to convert and retain 

customers, therefore their combined use provides a greater understanding of consumer behaviour 

in both short- and long-term scenarios. Trust, authenticity, and relational consistency are crucial 

to brand performance in the Indian beauty industry, as digital behaviours are evolving (Bakri, 

2023). 

2.8 Research Gap  



 

 

Influencer marketing is growing rapidly, however empirical research is mostly focused on Western 

economies, where cultural factors, technology adoption trends, and consumer trust mechanisms 

differ from India (Chopra & Arora, 2022).  Existing Indian studies are mostly qualitative or 

exploratory, limiting their generalisability and leaving a major void in quantitative, theory-driven 

research on how beauty and personal care influencers affect trust, purchasing decisions, and brand 

loyalty.  Many studies presume a direct relationship between influencer exposure, trust, and 

loyalty, but these processes have yet to be explored in emerging markets with culturally varied 

purchasing behaviour (Deloitte, 2023). 

Indian influencer marketing scholarship has focused on fashion, travel, and technology, but the 

beauty and personal care industry—highly visual, trust-driven, and quickly digitising—is 

understudied (KPMG, 2024).  Indian beauty customers, mostly Gen Z and millennials, want 

influencers with authenticity, aesthetic resonance, and shared ideals.  There is little scientific 

evidence of how perceived alignment leads to loyalty.  Influencer fatigue and over-

commercialization increase the need to study trust as a mediator between influencer marketing, 

purchase intentions, and long-term loyalty. This study tackles these gaps by quantitatively, theory-

informedly analysing how L'Oréal India's influencer marketing methods affect customer trust, 

buying decisions, and brand loyalty.  This research, based on Source Credibility Theory and the 

Elaboration Likelihood Model, tests trust as a mediator and compares global consumer trends to 

give marketers actionable, context-specific evidence for India's rapidly changing beauty market. 

2.9 Chapter Summary 

This chapter critically examined influencer marketing and customer trust, purchase intention, and 

brand loyalty in India's cosmetics industry. Social media influencers, generational digital shifts—

especially among Gen Z and millennials—and L'Oréal's local and global influencer strategy were 

investigated. The Elaboration Likelihood Model, Source Credibility Theory, and Relationship 

Marketing Theory explain how influencers and messages effect customers. Indian beauty industry 

quantitative studies and influencer marketing's effects on trust and loyalty were scarce. These 

shortcomings justify this study's concentration on L'Oréal India and theory-based, empirical 

research. 

  



 

 

Chapter 3 

Methodology  

This chapter describes the research technique used to examine how SMIM affects Indian 

consumers' trust, brand loyalty, and L'Oréal product purchases. It describes the study's 

philosophical perspective, research approach, and design, showing how they ensured reliability, 

validity, and alignment with the research goals. The chapter describes why a quantitative, cross-

sectional survey was best for capturing measurable relationships in a fast-changing digital 

marketing environment and how stratified random selection of Indian customers aged 18–55+ was 

utilized to represent them. It describes the semi-structured online questionnaire and why Instagram 

and Facebook were chosen as the main distribution platforms. SPSS used for data analysis 

procedures and ethical considerations for participant safety and academic integrity are also 

described. These factors form a solid foundation for answering the study's research questions. 

3.1 Research Design 

A quantitative, cross-sectional survey was used to examine how SMIM influences customer trust, 

brand loyalty, and L'Oréal product purchases in India. Quantitative research allows statistical 

testing of influencer marketing-consumer outcomes hypotheses (Fadele and Rocha, 2025). The 

design is based on Sundar's MAIN Model, a popular paradigm for assessing digital content's 

persuasiveness. The model's focus on message qualities shaping customer perceptions has been 

confirmed in internet marketing contexts, making it suitable for influencer marketing effectiveness 

analysis (Sundar, 2008). Its use here provides theoretical rigour in understanding how influencer-

generated material influences trust, loyalty, and purchase intentions. 

3.2 Research Philosophy 

Positivism holds that social phenomena may be observed, quantified, and assessed objectively 

using empirical evidence (Ali, 2024). Positivism emphasises quantification, statistical testing, and 

replicability, making it suitable for causal or correlational research. Influencer marketing uses 

validated scales to operationalise consumer trust, brand loyalty, and purchase behaviour, and a 

positivist approach ensures generalisable and unbiased findings (Park et al., 2020). Research 

problem nature supports this choice. Quantifiable measures like trust scores, loyalty indices, and 



 

 

buy intentions are used in influencer marketing studies to support positivist views of objective 

facts (Maretha, 2023). This paradigm allows researchers to conduct hypothesis testing using 

theories like the Source Credibility Theory and the Elaboration Likelihood Model to assess how 

influencer marketing influences Indian beauty industry consumers. The digital analysis also 

supported positivism. Online consumer conduct leaves digital footprints, and verified Likert-scale 

questionnaires can measure preferences and intentions for statistical research. When comparing 

trust, purchase decisions, and loyalty patterns with worldwide benchmarks, positivism's emphasis 

on neutrality and objectivity ensures outcomes are bias-free. Using this attitude improves the 

study's validity, reliability, and contribution to influencer marketing effectiveness research 

(Karupiah, 2022). 

3.3 Research Approach 

This study uses deductive research from theoretical frameworks to empirical validation. Deduction 

involves developing hypotheses based on ideas and collecting facts to prove or disprove them 

(Kumar and Ujire, 2024). Using the Source Credibility Theory and Elaboration Likelihood Model 

(ELM), the study hypothesises how influencer-generated material affects Indian beauty industry 

customer trust, purchase intention, and brand loyalty. Deductive reasoning allows empirical 

findings to be interpreted in the context of theoretical knowledge, making it ideal for causal 

relationship studies (Haque, 2022). 

 The research's positivist philosophy values objectivity, measurable constructs, and replicability. 

It provides statistical hypothesis testing to identify influencer marketing features' effects on 

consumer behaviour. Findings that confirm or contradict known theories help refine influencer 

marketing efficacy models, especially in culturally diverse environments like India (Fife and 

Gossner, 2024). This strategy ensures academic rigour and practical relevance by starting with 

theory-driven hypotheses and advancing towards data-backed conclusions, yielding insights that 

feed marketing tactics and deepen digital consumer behaviour research. 

3.4 Research Strategy 

An online survey was chosen to quickly capture perceptions and behaviours across a wide and 

diverse population. Consumer research uses surveys to quantify attitudes, trust, and conduct (Gul, 

2023). Self-administered questionnaires reduce interviewer bias and increase respondent 



 

 

anonymity, which is essential for honest trust and loyalty responses. Online surveys also reach 

digital-savvy consumers, India's main influencer marketing audience (Braun et al., 2021). 

3.5 Time Horizon 

The cross-sectional study collects data at one time. A snapshot of consumer views and behaviours 

is available for understanding fast-changing digital marketing settings. As consumer trends change 

quickly, cross-sectional studies are extensively used in exploratory and explanatory marketing 

research (Cvetkovic-Vega et al., 2021). Longitudinal designs provide insights into changes over. 

3.6 Sampling 

Sampling Method 

This study used stratified random sampling to compare Indian consumers' internet access, cultural 

preferences, and purchasing power. To ensure the sample accurately represents the population, 

stratification was chosen to improve external validity and reduce sampling bias (Nguyen et al., 

2021). Indian customers aged 18–55+ who follow beauty influencers and have bought or 

considered L'Oréal products were the target demographic. The most active social media users in 

India and those most impacted by beauty-related digital content were chosen (Hossan et al., 2023). 

Sample Size 

A sample size of 150 respondents was selected as it provided a practical balance between reliability 

and feasibility within the study’s time frame. This size was achievable during the data collection 

period while being large enough to capture diverse consumer opinions and minimise bias. It is 

neither too small to compromise statistical interpretation nor unnecessarily large to create time and 

resource constraints, making it appropriate for analysing trust, loyalty, and purchasing behaviour 

in this context. 

3.7 Data Collection 

For this study, an online questionnaire was used to obtain quantifiable data on predetermined 

constructs while allowing respondents to expound on their experiences. Consumer behaviour 

research relies on questionnaires to balance standardisation and respondent independence, 

ensuring dependability and contextual comprehension (Dewaele, 2018). 



 

 

The questionnaire has four logical sections. The first phase collected demographic data on age, 

gender, geography, income, and social media use to segment the sample and examine demographic 

tendencies affecting replies. Influencer marketing exposure, engagement frequency, preferred 

social media platforms, and beauty influencer interactions were evaluated in the second segment. 

To analyse influencer-generated content's impact, this section maps participants' exposure to it. 

The final segment included established five-point Likert-scale items to measure customer trust, 

brand loyalty, and purchase intention. These scales demonstrated construct validity and 

consistency with previous studies. The fourth component linked attitudinal measurements to 

consumer behaviour by examining respondents' previous and projected L'Oréal product purchases. 

Google form was used to generate online survey (see appendix for Google form link).  

The questionnaire was sent on Instagram and Facebook, India's main beauty influencer sites 

(Moraes et al., 2021). Recruitment used targeted advertising and beauty-focused online forums to 

recruit beauty influencer followers who met research criteria. This method maximised replies from 

individuals with meaningful influencer marketing exposure, assuring data relevance to research 

aims. Logistics including speedy distribution, limited geographic limits, and respondent 

convenience improved response rate and data quality in the online format. 

3.8 Data Analysis 

The online questionnaire was evaluated using SPSS 27.  All responses were coded for consistency, 

and missing data and outliers were removed before analysis.  Population demographics, influencer 

marketing exposure, consumer trust, purchase intentions, and brand loyalty were summarised 

using frequencies, percentages, means, medians, modes, standard deviations, and ranges (Carver 

& Nash, 2012).  All scales exceeded Cronbach's alpha 0.70, indicating strong internal consistency 

(Rahayu et al., 2024).  Ilić (2024) evaluated the revised Likert-scale items' construct validity and 

dimensionality using factor analysis (KMO = 0.812), ensuring accurate measurement of intended 

constructs.  These descriptive statistical methods gave a solid picture of respondent characteristics, 

consumer behaviour, and influencer marketing perceptions, supporting the study's goals of 

assessing L'Oréal product trust, purchase intentions, and brand loyalty in India. 

3.9 Ethical Considerations 

Research ethical requirements were followed throughout the investigation. All participants gave 

informed consent before data collection, knowing the study's goal, scope, and voluntariness. 



 

 

Respondents were told participation was voluntary and they could leave at any time without 

explanation, enabling autonomy and choice (A Ross et al., 2015). Names, email addresses, and 

contact information were not collected to ensure confidentiality. Responses were saved securely 

and utilised for academic reasons in compliance with data protection laws, including the GDPR. 

Only the researcher had password-protected access to all data (Hasan et al., 2021). Encrypted 

survey delivery mechanisms were used to secure the online questionnaire. Avoiding psychological 

distress was the questionnaire's goal. Pre-data collection ethical permission from the researcher's 

academic institution ensured institutional and professional conformity. The study protected 

participants' rights and well-being while assuring valid, unbiased, and ethical conclusions (Green, 

2019). 

3.10 Chapter Summary 

This chapter described the methodology used to study how SMIM affects customer trust, brand 

loyalty, and L'Oréal product purchases in India. A positivist, logical, quantitative, cross-sectional 

strategy was used to objectively examine hypotheses based on existing theories. A semi-structured 

online questionnaire was used to collect quantitative data and allow respondents to share their 

experiences. Stratified random sampling was used to represent different demographic groupings, 

with 150 respondents being viable within the study's period and analyzeable. Active beauty 

influencer followers on Instagram and Facebook were targeted for data collection. Descriptive 

statistics, Cronbach's alpha reliability tests, factor analysis for concept validity, and regression 

analyses to investigate influencer marketing features and dependent variables were performed in 

SPSS version 27. Informed permission, anonymity, and data security were strictly observed 

throughout the research process. This methodological framework supports the findings' reliability 

and validity, laying the groundwork for results presentation and discussion. 



 

 

Chapter 4 

Findings, Discussion and Evaluation  

4.1 Chapter Overview 

This chapter discussed statistical evaluations of beauty influencers' effects on customer trust, 

purchasing intentions, and L'Oréal brand loyalty. Descriptive statistics summarise respondent 

profiles and variable distributions. Descriptive statistics, including frequencies, percentages, 

means, medians, modes, standard deviations, and ranges, were used to summarise demographic 

profiles, influencer marketing exposure, consumer trust, purchase intentions, and brand loyalty. 

4.2 Overview of Company  

International beauty and personal care leader L'Oréal Paris combines scientific research with 

affordable luxury in skincare, haircare, hair colour, and cosmetics. The beauty industry's most 

famous brand, founded in 1909 by chemist Eugène Schueller in Clichy, France, operates in over 

150 countries. With dedicated research and innovation centres globally, L'Oréal Paris develops 

products for varied skin tones, hair types, and beauty preferences. Known for Revitalift, Elvive, 

Excellence Crème, and Infallible, its collection attracts premium and mass-market shoppers. 

Marketing initiatives, celebrity endorsements, and influencer alliances boost the brand's global 

reach, making it a cultural trendsetter. Under their “L’Oréal for the Future” project, L’Oréal Paris 

has introduced eco-friendly packaging, refillable goods, and ethically sourced ingredients to 

achieve carbon neutrality and reduced environmental impact by 2030. L'Oréal Paris's innovative, 

inclusive, and environmentally responsible approach has solidified its position as a cosmetics 

industry leader. 

4.3 Reliability and Validity of Data 

The reliability analysis of Consumer Trust (α = 0.872), Purchase Intentions (α = 0.841), and Brand 

Loyalty (α = 0.889) above the Cronbach's alpha threshold of 0.70, suggesting strong internal 

consistency. The scale reliability (α = 0.901) was high, indicating consistent measurement of 

constructs. Expert assessment, theoretical alignment, and a pilot test confirmed data veracity, 



 

 

bolstering its robustness. A standardised five-point Likert scale decreased measurement bias, and 

the KMO value of 0.812 confirmed factor analysis sampling sufficiency. These findings 

demonstrate that the 150 valid responses dataset is reliable and valid for statistical analysis. 

Table 1: Cronbach’s alpha 

Construct No. of Items Cronbach’s Alpha 

Consumer Trust – Influencer Impact 8 0.872 

Purchase Intentions – Influencer 

Content 

8 0.841 

Brand Loyalty – Influencer Effect 8 0.889 

Overall Scale 24 0.901 

4.4 Demographics 

The sample consisted entirely of female participants (n = 150; 100%). The largest age group was 

18–24 years (41.3%), followed by 25–34 years (33.3%), 35–44 years (13.3%), 45–54 years (5.3%), 

and both under 18 and 55+ categories at 3.3% each. Nearly half of the respondents were students 

(48%), with others being employed (36%), self-employed (10%), and unemployed (6%). In terms 

of monthly beauty product spending, 44% reported spending ₹500–₹1,000, 26.7% spent ₹1,001–

₹2,000, 16.7% spent less than ₹500, and 12.7% spent more than ₹2,000. Instagram was the most 

preferred platform for beauty-related content (65.3%), followed by YouTube (20%), TikTok 

(9.3%), and Facebook (5.3%). 

Table 2: Demographics 

Variable Category Frequency (n) Percentage (%) 

Gender Female 150 100.0 

Age Group Under 18 5 3.3 

18–24 62 41.3 



 

 

25–34 50 33.3 

35–44 20 13.3 

45–54 8 5.3 

55 and above 5 3.3 

Occupation Student 72 48.0 

Employed 54 36.0 

Self-employed 15 10.0 

Unemployed 9 6.0 

Monthly Beauty Product 

Spending 

Less than ₹500 25 16.7 

₹500–₹1,000 66 44.0 

₹1,001–₹2,000 40 26.7 

More than ₹2,000 19 12.7 

Preferred Platform for 

Beauty Content 

Instagram 98 65.3 

YouTube 30 20.0 

TikTok 14 9.3 

Facebook 8 5.3 

4.5 Findings  

Objective 1: To determine the impact of beauty influencers on consumer trust in L’Oréal India, 

with comparisons to global markets. 

Table 1: impact of beauty influencers on consumer trust in L’Oréal India, with comparisons 

to global markets. 
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N 150 150 150 150 150 150 150 150 

Mean 1.91 2.18 2.19 2.39 2.07 2.07 1.97 2.09 

Median 2.00 2.00 2.00 2.00 2.00 2.00 2.00 2.00 

Mode 2 2 2 2 2 2 1 2 

Std. 

Deviatio

n 

.695 .913 .865 1.198 .994 .946 .965 .736 

Range 2 3 3 4 4 4 4 4 

 

Table 1 shows high consumer trust in L'Oréal India influenced by beauty influencer marketing, 

supporting Objective 1's focus on analysing and comparing this impact to worldwide markets.  The 

mean ratings for all trust markers on a 5-point Likert scale (with 1 signifying “strongly agree”) 

show that respondents generally believe that influencer-driven promotions build brand trust.  

L'Oréal's influencer-led campaign trust has one of the lowest mean ratings (M = 1.91), indicating 

great confidence.  Compared to global influencers, Indian influencers' perceived honesty (M = 

2.18) and relatability (M = 2.19) resonate strongly with local audiences, suggesting cultural 

alignment as a trust driver.  Sponsorship transparency had a somewhat higher mean (M = 2.39) 

and larger range (4), suggesting that consumers are sceptical about sponsorship disclosure.  Visual 

demonstrations of product results strengthen micro-influencers' confidence (M = 2.07).  

Comparing L'Oréal to competitors (M = 1.97) shows its superior trust status.  Though sponsorship 

transparency varies more, trust assessments are consistent with moderate standard deviations.  

These results show that Indian consumers trust influencer-driven messaging, with Indian 

influencers performing comparably to or even better than global counterparts in fostering brand 

trust, fulfilling Objective 1 by linking influencer credibility and relatability to consumer 

perceptions of L'Oréal's authenticity and trustworthiness in a culturally relevant context. 

 



 

 

 

“I trust L’Oréal India more after seeing influencer promotions,” reveals that a majority of 

respondents either strongly agreed (28.7%) or agreed (51.3%), with a combined 80% expressing 

increased trust in L’Oréal India following influencer marketing campaigns. This indicates that 

influencer promotions are strongly associated with improved consumer trust. Such a high 

proportion of positive responses demonstrating that influencer content significantly enhances 

L’Oréal India’s brand credibility in the eyes of consumers. 

 

 

“Influencers who promote L’Oréal appear genuine and honest,” shows that 68% of respondents 

either strongly agreed or agreed, while only 10% disagreed. This suggests that perceptions of 

influencer authenticity positively influence trust in L’Oréal India. Consumers’ trust in influencer 

authenticity appears to directly transfer to the brand, reinforcing influencer marketing as a trust-

building tool. 



 

 

 

 

 

“Compared to global influencers, Indian influencers seem more relatable,” highlights that 63.3% 

of participants agreed or strongly agreed, while only 6% disagreed. This relatability strengthens 

L’Oréal’s ability to build trust through localized campaigns, emphasizing cultural alignment. This 

finding showing that influencer marketing tailored to regional preferences enhances trust more 

effectively than global influencer strategies. 

 

 

“I believe Indian influencers are transparent about sponsorships with L’Oréal,” shows that 60% 

agreed or strongly agreed, although 15.3% disagreed or strongly disagreed. This mixed response 

suggests that transparency plays a critical role in trust-building. While most respondents perceive 

Indian influencers as transparent, some skepticism persists, highlighting that improving 

sponsorship disclosures could further strengthen brand trust. 



 

 

 

“My trust in a beauty product increases if a micro-influencer recommends it,” reveals that 74.7% 

of respondents agreed or strongly agreed, emphasizing that micro-influencers hold significant 

power in shaping trust perceptions. It demonstrates that niche influencers are highly effective in 

boosting brand trust compared to general campaigns. 

 

“I trust L’Oréal more when influencers show product results rather than just descriptions,” 

indicates overwhelming trust when influencers provide tangible evidence of product effectiveness. 



 

 

With 80.6% agreeing or strongly agreeing, this highlights that visual proof of results is a key driver 

of consumer confidence, it illustrating that authentic, result-driven content increases brand 

credibility. 

 

 

“I perceive L’Oréal as a trustworthy brand compared to its global competitors,” shows that 72% 

of respondents view L’Oréal India as more trustworthy than its competitors. This suggests that 

influencer strategies are not only enhancing trust but also strengthening competitive positioning. 

This finding proving influencer-driven trust extends beyond the brand to its market perception. 

 

 



 

 

“Compared to global content, Indian influencer content increases my trust in L’Oréal,” 

demonstrates that 81.4% of participants agreed or strongly agreed. This reinforces the impact of 

localized influencer campaigns on brand trust, it illustrating that Indian-focused influencer content 

is more effective in building consumer confidence than generic global messaging. 

Objective 2: To assess how influencer-generated content affects purchase intentions for 

L’Oréal products in India relative to global consumer behaviour. 

 

Influencer-generated content significantly influences L'Oréal product purchase intentions in India, 

while the evidence reveals differing levels of impact across dimensions (see table 2).  The low 

mean score of 1.24 for purchase after witnessing Indian influencer advertisements implies that 

influencer endorsements encourage immediate purchases, especially when material resonates with 

local audiences.  The low standard deviation (0.429) indicates consistent respondent conduct.  

Influencer material generates interest, but without engagement or trust-building, it may not lead to 

fast purchases.  As worldwide trends emphasise value-driven content, content type has a higher 

mean of 2.34, showing consumers are more discriminating and receptive to certain formats like 

tutorials or reviews. 

 

Table 2: Influencer-generated content affects purchase intentions for L’Oréal products in 

India relative to global consumer behaviour. 
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Mode 1 2 2 1a 2 2 2 2 
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.429 .713 1.146 1.288 .924 .775 1.041 .926 



 

 

Range 1 3 4 4 4 3 4 3 

 

The mean of 2.24 for time taken to purchase indicates intelligent decision-making and price 

sensitivity, whereas the mean of 1.93 for numerous recommendations emphasises the importance 

of repeated exposure in consolidating purchase intentions.  L'Oréal's competitive positioning is 

strengthened by promotions (mean 1.85).  To be competitive, culturally tailored ads are needed. 

Consumers actively benchmark both Indian and global influencer content (mean 2.24).  A 

consistent behavioural tendency across respondents is confirmed by the tight ranges and moderate 

standard deviations, decreasing bias. These results meet Objective 2 by showing that Indian 

consumers respond significantly to relatable, recurring influencer-driven marketing but critically 

evaluate purchases, especially when comparing Indian versus global content.  This assist L'Oréal's 

objective to maximise purchase conversions with real, localised advertising and multinational 

brand messaging. 

 

 

The figure shows that 76% of respondents have purchased L’Oréal products after exposure to 

Indian influencer promotions, while only 24% have not. This demonstrates a strong purchase 

influence, highlighting the significant role Indian beauty influencers play in shaping consumer 

buying behaviour. The high conversion rate suggests that influencer-driven campaigns are a key 

driver of sales in India, aligning with global trends where influencer marketing has proven 

effective in influencing purchase decisions. 

 



 

 

 

A combined 78% of respondents reported being “very likely” (20.7%) or “likely” (57.3%) to 

purchase after influencer exposure, while only 2.7% indicated being unlikely. This high level of 

purchase intent reinforces the effectiveness of influencer-generated content in building trust and 

interest, mirroring international findings where influencers increase perceived product credibility 

and purchase intent. 

 

 

In-depth product reviews emerged as the most influential content type (43.3%), followed by 

before-and-after transformations (24%) and tutorials (22%). This indicates that consumers prefer 

detailed, evidence-based content over superficial promotion, reflecting a desire for authenticity 

and proof of product performance, which aligns with global consumer preferences for credible and 

demonstrative influencer marketing. 



 

 

 

 

Immediate and near-immediate purchases dominate, with 34.7% buying instantly and another 

34.7% within a few days. Only 6.7% conduct further research, and 10.7% remain unaffected. These 

results indicate that influencer content has a strong and almost immediate effect on consumer 

decision-making, suggesting that strategic timing of campaigns could accelerate sales cycles in 

India, similar to global fast-purchase behaviours driven by social proof. 

 

A total of 77.3% of respondents either “strongly agree” (36%) or “agree” (41.3%), showing that 

repeated endorsements from multiple influencers create a network effect that reinforces trust and 

brand credibility. This demonstrates how Indian consumers respond positively to influencer 



 

 

consistency, echoing international marketing strategies that leverage multiple endorsements to 

amplify product legitimacy. 

 

An overwhelming 87.3% of participants agree or strongly agree that influencer promotions 

introduce them to products they later consider purchasing. This confirms that influencers are a key 

discovery channel, shaping consumer awareness and purchase consideration, a finding consistent 

with global studies on influencer-driven product discovery. 

 



 

 

A combined 71.3% of respondents agree or strongly agree with this statement, suggesting that 

local influencers resonate more deeply with Indian audiences than global influencers. This reflects 

cultural relatability and trust factors, showing that Indian consumers prioritize regional voices over 

international ones when making purchase decisions. 

 

 

A large majority of respondents compare both perspectives, with 34.7% always and 44.7% often 

doing so. This indicates that while Indian influencers have a stronger impact, consumers still value 

global content for validation and cross-referencing, suggesting that a hybrid marketing strategy 

incorporating both Indian and global influencers could strengthen L’Oréal’s positioning in India. 

Objective 3: To evaluate how influencer marketing influences brand loyalty toward L’Oréal 

in India and how this compares with loyalty trends in other countries. 

 

Influencer marketing moderately affects L'Oréal consumer loyalty in India, with some nuanced 

differences from worldwide loyalty trends.  The mean scores across most variables, including 

repurchase behaviour (M = 2.32, SD = 1.019) and loyalty tied to influencers (M = 2.33, SD = 

1.208), suggest that influencer campaigns positively affect loyalty, but not uniformly.  Influencer 

storytelling (M = 2.25) and influencer campaigns (M = 2.13) create emotional connections and a 

sense of community in Indian consumers, but moderate switching behaviour scores (M = 2.16), 

indicate that this emotional pull does not always translate into unwavering loyalty.  Interestingly, 

L'Oréal India loyalty is slightly lower than global competitors (M = 2.13) and global loyalty-



 

 

building strategies (M = 1.80), indicating that while influencer marketing maintains visibility and 

repurchase interest, consumers remain open to alternatives if campaigns lose relevance.  

 

Table 3: Influencer marketing influences brand loyalty toward L’Oréal in India and how 

this compares with loyalty trends in other countries. 
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Mean 2.32 2.32 2.25 2.33 2.13 2.16 2.13 1.80 

Median 2.00 2.00 2.00 2.00 2.00 2.00 2.00 2.00 

Mode 3 2 2 2 2 3 2 2 

Std. 

Deviatio

n 

1.019 .922 .889 1.208 .902 .963 .985 .733 

Range 4 4 4 4 3 3 4 3 

 

These findings support Objective 3 by showing that influencer marketing shapes loyalty 

behaviours, but content consistency, storytelling quality, and perceived authenticity, especially in 

India, condition this loyalty. 



 

 

 

A combined 56% of respondents either strongly agree or agree that they repurchase L’Oréal 

products recommended by influencers, while 34.7% remain neutral. This indicates that influencer 

recommendations significantly influence repeat purchases, a core element of brand loyalty. While 

some neutrality exists, the majority trend suggests that influencer-driven engagement contributes 

to sustaining long-term purchasing behaviour. In comparison to global loyalty patterns, this 

reflects a similar trend where influencer marketing is not just a promotional tool but a driver of 

repeat buying behaviour. 

 

 

With 64% of participants agreeing or strongly agreeing, influencer content is shown to actively 

contribute to building lasting brand loyalty for L’Oréal in India. A smaller proportion of 27.3% 

remains neutral, while only 8.6% disagreed. This highlights that influencer-driven campaigns are 

effective not just in creating immediate conversions but in fostering emotional and habitual ties to 



 

 

the brand. This aligns with global findings where influencers create sustained brand affinity, 

showing L’Oréal India’s strategy is consistent with international loyalty-building techniques. 

 

 

A striking 70.7% of respondents reported feeling emotionally connected to L’Oréal through 

influencer narratives, reinforcing the role of storytelling in strengthening emotional bonds and 

loyalty. The emotional resonance of content helps humanise the brand, fostering a sense of trust 

and attachment. Globally, emotional marketing through influencers is recognised as a strong 

loyalty driver, suggesting that L’Oréal’s influencer strategy in India is effectively leveraging this 

universal principle. 

 



 

 

 

Here, 64% of respondents agree or strongly agree that they follow influencers due to their 

consistent association with L’Oréal, showing that influencer-brand alignment encourages loyalty 

not only to the influencer but also to the brand. This symbiotic relationship increases brand 

visibility and reinforces consistent messaging, strengthening loyalty in a way that parallels global 

influencer-brand strategies where long-term partnerships foster deeper brand affinity. 

 

A combined 64% of participants claim stronger loyalty to L’Oréal India over global competitors, 

while 30% remain neutral. This demonstrates that L’Oréal has successfully differentiated itself in 

the Indian market, leveraging localised influencer marketing to deepen brand preference. This 

contrasts with loyalty trends in global markets, where competition is often more fragmented, 

highlighting India as a particularly promising market for influencer-driven brand affinity. 



 

 

 

 

 

A noteworthy 58% of respondents admitted they would consider switching brands if influencers 

ceased promoting L’Oréal, illustrating the heavy reliance on influencer advocacy for loyalty 

maintenance. This suggests that while influencers drive loyalty, it may be influencer-centric rather 

than brand-centric loyalty. Compared to global markets, this signals that L’Oréal India’s loyalty 

may be more influencer-dependent, presenting both a strength (influencer power) and a 

vulnerability (brand loyalty tied closely to personalities). 

 

A strong 71.3% of respondents feel a sense of belonging to a beauty community through L’Oréal’s 

influencer campaigns. This indicates that influencer marketing is not only transactional but also 

builds a brand community, a key loyalty factor. Globally, brands with community-driven 

influencer strategies often see higher customer retention, demonstrating that L’Oréal India is 

successfully leveraging this emotional loyalty strategy to strengthen its market position. 



 

 

 

 

A staggering 86.7% of participants agreed or strongly agreed that L'Oréal India's influencer 

approach is surpassing worldwide loyalty initiatives.  This shows that localised, culturally resonant 

influencer material has a larger impact on Indian consumers, making India a standout market for 

influencer-led brand-building. 

 Objective 3 shows that influencer marketing strongly but conditionally shapes L'Oréal India brand 

loyalty.  Positive engagement, repurchasing, and emotional connection influence loyalty, yet 58% 

may transfer brands without influencer assistance.  Comparatively, L'Oréal India's strategy is 

effective, with 86.7% saying relatable narrative and regular relationships promote loyalty.  

Moderate means and neutrality levels show allegiance is not absolute, emphasising authenticity, 

quality content, and continuous influencer involvement. 

4.6 Analysis, Evaluation and Discussions 

4.6.1 Objective 1: Beauty Influencers’ Impact on Consumer Trust in L’Oréal India 

Objective 1 shows that beauty influencers boost L'Oréal India customer trust, with localised 

campaigns performing better than global ones.  The low mean scores for trust-related measures (M 

= 1.91–2.39) suggest that influencer-driven promotions favourably shape trust perceptions, with 

80% of respondents saying influencer endorsements boosted their trust in L'Oréal.  This supports 

previous research showing influencer credibility is a major factor in customer confidence because 

trustworthiness, competence, and authenticity produce a halo effect that benefits connected brands.  

This study found that Indian influencers were more relatable than global ones (63.3% agreement), 

supporting Biswas et al. (2009)'s finding that cultural familiarity boosts brand trust and 

authenticity. 



 

 

With 15.3% of respondents doubting sponsorship disclosure transparency, scepticism was 

moderate.  Disclosure enhances honesty, but overly commercial messaging may harm authenticity 

if done poorly (Cooley & Parks-Yancy, 2019).  The slightly higher range in sponsorship trust (SD 

= 1.198) emphasises the need to balance regulatory transparency and emotionally engaging 

narrative-driven material.  According to the “Elaboration Likelihood Model” (El Hedhli & 

Zourrig, 2023), narrative and emotional engagement build trust more than rational persuasion. 

Influencer-endorsed products gained trust from 74.7% of respondents, particularly micro-

influencers.  Bull (2022) and Fabeil et al. (2025) agree that micro-influencers' specific expertise 

and perceived genuineness build parasocial ties with audiences, giving them more trust than 

macro-influencers.  The substantial agreement (80.6%) that visual product results increase trust 

validates previous findings that tangible product efficacy boosts consumer confidence (Delbaere 

et al., 2021).  These findings demonstrate that authenticity, relatability, and perceived skill are 

crucial to influencer-driven trust, not celebrity status. 

Localised material is trusted by 81.4% of respondents, making L'Oréal India's influencer strategy 

more effective than global ads.  This validates Cayla et al. (2025) and Chu (2025) findings that 

localised storytelling and culturally integrated material can increase emotional resonance and 

differentiate businesses in diverse markets.  By using relatable Indian influencers, L'Oréal boosts 

trust in its advertising and competitive positioning, with 72% of respondents rating it higher than 

competitors. 

It showing that influencer credibility, relatability, and real interaction drive brand trust in the 

Indian beauty market.  L'Oréal India's influencer efforts are successful, but long-term trust requires 

openness and preventing influencer fatigue (Das, 2023). 

 

4.6.2 Objective 2: Influencer-Generated Content and Purchase Intentions 

For Objective 2, influencer-generated content has a strong but context-dependent effect on L'Oréal 

product purchase intentions in India, aligning with worldwide consumer behaviour trends.  The 

low mean score for purchases after exposure to Indian influencer promotions (M = 1.24, SD = 

0.429) shows that localised influencer endorsements are deeply persuasive, with minimal variation 

among respondents, showing a shared trust in culturally relevant information.  According to Gupta 

et al. (2025), Indian consumers respond well to influencer campaigns that use regional authenticity 

and relatability to sell cosmetics.  According to Jha et al. (2025), Indian customers value genuine, 

culturally relevant influences while making purchases. 



 

 

The studies also show that content type influences purchasing intent.  Consumers prefer detailed 

and demonstrative content like reviews and tutorials (M = 2.34), supporting global studies by 

Filieri et al. (2023) and Isibor et al. (2025) that found perceived sincerity and informative content 

persuade better than aspirational or aesthetic posts.  According to Jun and Yi (2020), influencer 

engagement and transparency increase influencer-brand equity and purchase propensity.  

Influencer credibility accelerates decision-making cycles, as 69.4% of buyers made quick or near-

instant purchases after influencer exposure, aligning with global social proof-driven fast-purchase 

behaviour (Hu, 2024). 

The network effect of repeated exposure—77.3% of respondents feel that endorsements from 

various influencers increase product trust—is another important finding.  Hassan et al. (2021) 

agree that influencer credibility and consistency boost cosmetic product acceptance, especially 

among millennials and Gen Z.  The significant influence of promotional efforts (M = 1.85) 

supports Ganeshkumar et al. (2023), who argue that cross-cultural marketing strategies combining 

influencer endorsements with targeted promotions can increase brand competitiveness in 

heterogeneous markets like India. 

Although Indian influencers are more impactful than global ones (71.3% agreement), the frequent 

comparison of Indian and global content (79.4%) shows a dual validation process.  This supports 

Hadikusumo's (2025) claim that culturally tailored marketing work best with global brand 

storylines to build confidence, as Indian consumers trust local influencers but also look to global 

endorsements for reassurance.  This hybrid approach can boost L'Oréal's positioning by blending 

cultural relatability and worldwide status. 

These data show that influencer-generated content drives purchase intention in India, especially 

when marketing emphasise authenticity, repeated exposure, and value.  Indian consumers respond 

well to local influencer marketing, but they critically analyse content, often evaluating it against 

global voices, suggesting L'Oréal's strategy should combine localised narrative and global brand 

messaging.  Research highlights the significance of transparency, interactivity, and authenticity in 

digital customer engagement (Grey, 2025; Hajdas & Kłeczek, 2021). 

 

4.6.3 Objective 3: Influence of Influencer Marketing on Brand Loyalty Toward L’Oréal in 

India Compared to Global Trends 

 



 

 

Objective 3 found that influencer marketing strongly but conditionally affects L'Oréal brand 

loyalty in India.  Despite repurchasing influencer-endorsed products (M = 2.32) and building 

emotional ties through influencer narratives (M = 2.25), 58% said they might transfer brands if 

influencer support decreased.  According to Miranda (2025), influencer-driven loyalty generally 

comes from parasocial ties rather than intrinsic brand attachment, suggesting that loyalty may be 

tightly related to influencers' personal branding rather than the brand alone. 

With 86.7% of respondents saying L'Oréal India's influencer strategy is better than global efforts, 

influencer marketing builds loyalty.  Localised influencer efforts in India were effective owing to 

cultural resonance and relatability, according to Maity (2024).  The emotional engagement of 

Indian consumers with influencer storytelling and sense of belonging to a brand community 

(71.3%) supports previous results that emotional tales humanise businesses and build trust 

(Kapitan et al., 2022; Nazara, 2025).  Kim & Kim (2021) and Liu et al. (2025) emphasise that 

authenticity and credibility are essential for loyalty, while moderate methods and neutrality in 

replies indicate selective participation. 

Studies show that authentic and consistent influencer content increases consumer retention 

worldwide (Miranda, 2025; Lefebvre & Cowart, 2022).  This analysis supports such findings but 

finds Indian loyalty patterns less stable than global standards (M = 1.80 for global strategy 

comparison).  The extremely competitive Indian beauty sector, where social trends and micro-

influencers influence customers, may explain this (Kaushik & Ahuja, 2023; Lashari, 2025).  Thus, 

L'Oréal India successfully uses influencers to build community and loyalty, but its reliance on 

influencer advocacy introduces risk: brand loyalty may quickly erode if influencers' relevance or 

credibility declines, emphasising the need for diversified engagement strategies and authentic 

brand storytelling. 

These findings demonstrate that influencer marketing in India builds loyalty but requires 

credibility, brand alignment, and cultural resonance.  This confirms Kukreja's (2025) claim that 

influencer collaborations must maximise brand equity through long-term partnerships and content 

authenticity.  Continuing to localise advertising, foster community-driven participation, and lessen 

influencer dependency might provide L'Oréal a competitive edge in India and beyond. 

4.7 Chapter Summary 

Chapter 4 examined how influencer marketing affects customer trust, purchasing intentions, and 

brand loyalty towards L'Oréal India.  Strong internal consistency (α > 0.87) and sampling adequacy 



 

 

(KMO = 0.812) were validated by reliability tests, while descriptive analysis revealed a digitally 

active sample of 150 female respondents aged 18-34, predominant on Instagram.  Objective 1 

indicated that influencer material increases confidence, especially for micro-influencers and 

authentic product demonstrations, with low mean scores (M = 1.91–2.39), but sponsorship 

transparency remains a concern.  Objective 2 found that 76% of respondents bought products after 

influencer exposure, driven by tutorials, reviews, and before-and-after content, supported by 

worldwide standards.  Objective 3 showed great emotional engagement and loyalty (86.7% 

ranking India's strategy as superior globally) driven by relatable storytelling and regular 

collaborations, yet 58% of respondents may transfer companies if influencer support fell, 

demonstrating conditional loyalty.  The chapter highlights influencer marketing's ability to build 

trust and purchase intent and improve loyalty through authenticity, diversity, and cultural 

relevance. 

 

  



 

 

Chapter 5 

Conclusion and Recommendation 

5.1 Summary  

The study explored how influencer trust and content methods effect L'Oréal India customer 

interaction, brand loyalty, influencer-generated content type, and consumer purchase intentions. A 

quantitative analysis was conducted to inform beauty and personal care companies, where 

influencer marketing dominates. In the survey-based study, 150 Instagram-active young women 

aged 18–55+ participated. This demographic data supports the platform's beauty and lifestyle 

promotion and influencer-driven engagement. 

Chapter 1 contextualised the rapid expansion of SMIM in India's beauty and personal care sector 

and L'Oréal's growing reliance on influencers to drive market growth. This study quantified how 

influencer marketing affects customer trust, purchase intention, and brand loyalty, comparing 

global methods. The chapter used Source Credibility Theory and the Elaboration Likelihood 

Model (ELM) to examine how credibility, authenticity, and peer-like communication methods 

affect customer opinions. Trust was a key mediator between influencer content and consumer 

decisions in these frameworks. Despite India's digitally engaged and culturally diversified market, 

the chapter found few quantitative, India-specific studies on influencer-driven buying behaviour 

and loyalty creation. The research was designed to help marketers create trust-based influencer 

marketing for Indian customers. Chapter 1 introduced the research aims, questions, importance, 

methodology outline, and dissertation structure, tying academic theory to strategic brand 

marketing applications. 

Chapter 2 critically analysed worldwide and Indian studies on SMIM and its effects on beauty and 

personal care consumer trust, purchase intention, and brand loyalty. Micro- and nano-influencers 

increase engagement through relatability and authenticity, but over-commercialization risks 

“influencer fatigue” and trust loss, especially in culturally varied markets like India. The chapter 

used Source Credibility Theory, Elaboration Likelihood Model (ELM), and Relationship 

Marketing Theory to explain how expertise, attractiveness, and trustworthiness influence 

persuasion through central and peripheral processing routes and how long-term influencer–



 

 

consumer relationships foster emotional loyalty. Research showed that Indian consumers, 

particularly Gen Z and millennials, prefer culturally aligned, language-specific content over 

aspirational Western-style influencer campaigns, leading brands like L'Oréal to adopt a 

“glocalised” influencer model. The chapter found that most studies on influencer marketing's long-

term effects on trust and loyalty in India's beauty sector are Western-centric, qualitative, or 

exploratory, despite the global growth of influencer-driven commerce. This disparity makes the 

present study useful for global firms negotiating India's digitally empowered, trust-sensitive 

customer landscape. 

Chapter 3 described the methodology used to study influencer marketing's effects on customer 

trust, brand loyalty, and purchase decisions. The study used positivism and logical reasoning to 

examine hypotheses based on Source Credibility Theory and the ELM. A stratified random sample 

of 150 Indian consumers aged 18–55 who follow beauty influencers was used for a quantitative, 

cross-sectional survey. A systematic Instagram and Facebook questionnaire collected 

demographics, influencer exposure, trust, buying intentions, and loyalty. Descriptive statistics, 

Cronbach's alpha for reliability, factor analysis for construct validity, and regression testing to 

uncover predictive correlations between influencer attributes and customer answers were 

performed in SPSS version 27. Operationalising trust, credibility, and loyalty into quantitative 

metrics supported theoretical soundness and allowed empirical testing of marketing theories in 

India's unique cultural and digital ecology. In practice, the design assured that marketing strategies 

would be based on data on which influencer traits best engage and retain consumers. Informed 

permission, anonymity, GDPR compliance, and digital security were strictly followed, boosting 

credibility and replicability. This chapter provides a transparent and strong research design, 

making Chapter 4's findings theoretically relevant and practically usable for influencer marketing 

in emerging countries. 

Chapter 4 offers the study's findings on beauty influencers' effects on L'Oréal India consumers' 

trust, purchasing intentions, and brand loyalty.  The chapter introduces L'Oréal Paris and confirms 

data dependability and validity, with strong internal consistency (Cronbach's α > 0.87) and 

adequate sampling (KMO = 0.812).  Descriptive statistics suggest that all 150 respondents were 

female, predominantly 18–34, and favoured Instagram for beauty material.  Objective 1 analysis 

shows that influencer marketing builds customer confidence, especially through relatable Indian 

influencers, micro-influencers, and visual demonstrations, however sponsorship transparency is 



 

 

questioned.  Objective 2 shows that detailed influencer-generated material like reviews, lessons, 

and transformations strongly influence purchase intentions.  Objective 3 shows that influencer 

campaigns increase brand loyalty and community participation, although loyalty depends on 

influencer support.  The chapter quantifies influencer marketing's impact on L'Oréal India's 

consumer perceptions, buying behaviour, and loyalty. 

5.2 Conclusions 

This study examined how influencer-generated content type affects customer purchase intentions 

and brand loyalty. The findings provide a detailed knowledge of how influencer marketing affects 

consumer decision-making and clearly address the research objectives. 

Objective 1 found that influencer marketing boosts customer confidence in L'Oréal India, with low 

mean scores (M = 1.91–2.39) indicating high agreement that influencer promotions boost brand 

credibility.  Micro-influencers and authentic product demonstrations built trust, whereas Indian 

influencers were more relatable than global ones.  Sponsorship transparency was moderately 

sceptical, requiring balanced messaging. 

Objective 2 showed that 76% of respondents bought after seeing influencer material.  Content like 

product evaluations, lessons, and before-and-after makeovers was most persuasive.  Repetition and 

promotional tactics work, as Indian consumers compare local campaigns to worldwide influencer 

material.  This dual validation reveals potential hybrid marketing techniques combining cultural 

relevance and international brand positioning. 

Objective 3 found that influencer marketing boosts emotional involvement and loyalty to L'Oréal 

India, with 86.7% of respondents ranking India's strategy as better than worldwide efforts.  

Emotional storytelling, community-building, and regular influencer-brand collaborations drove 

loyalty.  Influencer-driven loyalty is conditional, and 58% of respondents were likely to leave 

brands if influencer support decreased, highlighting the need for methods that avoid 

overdependence on specific personalities. 

According to the study, influencer marketing helps L'Oréal India create trust and increase buy 

intentions.  Localised narrative and diverse interaction might help L'Oréal improve its influencer 

tactics, as loyalty depends on authenticity, influencer reputation, and cultural resonance. 



 

 

5.3 Recommendations  

Prioritise authentic, informative content: Use detailed reviews, pre–after transformations, and 

step-by-step tutorials to boost trust, demonstrate product performance, and reduce buyer hesitation. 

Combine short-form videos like reels with substantive content to enhance engagement. 

Focus on cultural relevance over follower count: Choose influencers who reflect local culture, 

values, and beauty preferences to increase relatability and trust. Micro-influencers are effective for 

niche audiences, providing credible, cost-efficient endorsements. 

Integrate influencer marketing into loyalty strategies: Launch influencer-specific products, 

build social media brand communities, and reward repeat purchases to strengthen long-term 

engagement. Ensure campaigns move beyond awareness to foster emotional connections and 

sustained loyalty. 

Adopt a holistic approach: Combine authenticity, culturally aligned influencers, and structured 

loyalty initiatives to maximise ROI and build enduring consumer relationships in competitive 

digital markets. 

5.4 Limitations 

The study has several limitations. The 150 participants sample size is sufficient for exploratory 

study, however India's beauty consumer market is diverse by area, income, and culture. 

Convenience sampling limited generalisability because respondents were mostly young, urban, 

and digitally active. The study also only examined L'Oréal India, which may not represent other 

beauty companies with different positioning or influencer initiatives. Participants may exaggerate 

trust or purchase intentions in self-reported surveys, which boosts social desirability bias. Larger 

research is needed to confirm trends due to statistical limitations including non-significant Chi-

square results. 

5.5 Future Work  

These findings suggest expanding breadth and methodological rigour in future research. Increasing 

the sample size and using stratified sampling can help comprehend India's diversified beauty 

market from rural, semi-urban, and metropolitan perspectives. Diversity would reveal cultural, 

regional, and socioeconomic distinctions in influencer trust and purchase behaviour. Older 



 

 

consumers may have different levels of trust, engagement, and brand loyalty than younger 

consumers, hence generational differences in influencer content responses are important. 

Methodological advances are another important future direction. Experimental or longitudinal 

research designs could alleviate the constraints of self-reported survey data by revealing how 

influencer-driven marketing affects purchasing decisions and customer retention over time. Eye-

tracking, clickstream analytics, and social media engagement data can reveal which content types 

attract attention and increase buy intent. 

Future studies should also compare influencer trust, content type, and loyalty in beauty to fashion, 

technology, and health and wellness. Finally, as artificial intelligence advances in marketing, 

future research could examine AI-driven personalisation, such as algorithmic influencer matching 

and tailored content delivery, to better understand how technology improves influencer campaign 

effectiveness and consumer-brand relationships. A more holistic understanding of influencer 

marketing's evolving role in sustaining customer engagement would result.  
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Appendix  

Consent form 

 

                                                                          

 

                                                           CONSENT FORM 

Title of research project: 

 

The effect of influencer marketing on customer trust, brand loyalty and purchase behaviour 

towards foreign brand like L’Oreal in India  

Researcher Name and Position 

Usman-, MSc International Business/Marketing/MBA student, QA Business School, University 

of Ulster. 

 Please 

initial box 

 

 

1. 1) I confirm that I have read and understood the information sheet for the 

above study and have had the opportunity to ask questions. 

   

✅ 

 

 

0. 2) I understand that my participation is voluntary and that I am free to 

withdraw at any time without giving a reason. 

✅ 

 

 

0. 3) I agree to take part in the study. 

0.  

✅ 



 

 

                                                                                                              

                                                                                                                

 

Please tick box                                                                                                  

                                                                                                                 Yes         No 

4) I agree to participate in this Interview/Focus Group/Survey.                                                   

5) I agree to the use of anonymised quotes (if any) in publications.                  

 

Participant Name  

Signature  

Date  

 

Researcher Name Usman  

Signature Usman  

Date 31 July, 2025 

 

Questionaire  

Section A: Demographic Information 

Q1. What is your gender? 

● Male 

● Female 

Q2. What is your age group? 

● Under 18 

● 18–24 

● 25–34 

● 35–44 

● 45–54 

● 55 and above 

Q3. What is your current country of residence? 

● India  

● Other  



 

 

Q4. What is your occupation? 

● Student 

● Employed 

● Self-employed 

● Unemployed 

Q5. What is your average monthly spending on beauty/personal care products? 

● Less than ₹500 

● ₹500–₹1,000 

● ₹1,001–₹2,000 

● More than ₹2,000 

Q6. Which platform do you mostly use for beauty content? 

● Instagram 

● YouTube 

● TikTok 

● Facebook 

Section B: Consumer Trust – Influencer Impact 

Q7. I trust L’Oréal India more after seeing influencer promotions. 

● Strongly agree 

● Agree 

● Neutral 

● Disagree 

● Strongly disagree 

Q8. Influencers who promote L’Oréal appear genuine and honest. 

● Strongly agree 

● Agree 

● Neutral 

● Disagree 

● Strongly disagree 

Q9. Compared to global influencers, Indian influencers seem more relatable. 

● Strongly agree 

● Agree 

● Neutral 



 

 

● Disagree 

● Strongly disagree 

Q10. I believe Indian influencers are transparent about sponsorships with L’Oréal. 

● Strongly agree 

● Agree 

● Neutral 

● Disagree 

● Strongly disagree 

Q11. My trust in a beauty product increases if a micro-influencer recommends it. 

● Strongly agree 

● Agree 

● Neutral 

● Disagree 

● Strongly disagree 

Q12. I trust L’Oréal more when influencers show product results rather than just 

descriptions. 

● Strongly agree 

● Agree 

● Neutral 

● Disagree 

● Strongly disagree 

Q13. I perceive L’Oréal as a trustworthy brand compared to its global competitors. 

● Strongly agree 

● Agree 

● Neutral 

● Disagree 

● Strongly disagree 

Q14. Compared to global content, Indian influencer content increases my trust in L’Oréal. 

● Strongly agree 

● Agree 

● Neutral 

● Disagree 



 

 

● Strongly disagree 

Section C: Purchase Intentions – Influencer Content 

Q15. Have you ever purchased a L’Oréal product after seeing it promoted by an Indian 

beauty influencer on social media? 

● Yes 

● No 

Q16. How likely are you to purchase a L’Oréal product after watching promotional 

content from Indian beauty influencers? 

● Very likely 

● Likely 

● Neutral 

● Unlikely 

● Very unlikely 

Q17. Which type of influencer content has most influenced your decision to purchase 

L’Oréal products? 

● Tutorials demonstrating product use 

● In-depth product reviews 

● Before-and-after transformations 

● Reels/Short-form content showcasing results 

● None of the above 

Q18. After viewing influencer content promoting L’Oréal products, how soon do you 

usually make a purchase decision? 

● Immediately 

● Within a few days 

● Within a week 

● After further research or comparison 

● I don’t make purchase decisions based on influencer content 

Q19. I am more likely to purchase L’Oréal products when I see consistent 

recommendations from multiple Indian influencers. 

● Strongly agree 

● Agree 

● Neutral 



 

 

● Disagree 

● Strongly disagree 

Q20. Influencer promotions often introduce me to L’Oréal products that I later consider 

buying. 

● Strongly agree 

● Agree 

● Neutral 

● Disagree 

● Strongly disagree 

Q21. Indian beauty influencers have a stronger impact on my L’Oréal purchase decisions 

than global influencers. 

● Strongly agree 

● Agree 

● Neutral 

● Disagree 

● Strongly disagree 

Q22. How often do you compare Indian and global influencer content before purchasing a 

L’Oréal product? 

● Always 

● Often 

● Sometimes 

● Rarely 

● Never 

Section D: Brand Loyalty – Influencer Effect 

Q23. I regularly repurchase L’Oréal products recommended by influencers. 

● Strongly agree 

● Agree 

● Neutral 

● Disagree 

● Strongly disagree 

Q24. Influencer content strengthens my long-term loyalty to L’Oréal. 

● Strongly agree 



 

 

● Agree 

● Neutral 

● Disagree 

● Strongly disagree 

Q25. I feel emotionally connected to the L’Oréal brand through influencer stories. 

● Strongly agree 

● Agree 

● Neutral 

● Disagree 

● Strongly disagree 

Q26. I follow specific influencers because they consistently promote L’Oréal. 

● Strongly agree 

● Agree 

● Neutral 

● Disagree 

● Strongly disagree 

Q27. My loyalty to L’Oréal India is stronger than to other global beauty brands. 

● Strongly agree 

● Agree 

● Neutral 

● Disagree 

● Strongly disagree 

Q28. I would switch to another brand if the influencers I follow stopped promoting 

L’Oréal. 

● Strongly agree 

● Agree 

● Neutral 

● Disagree 

● Strongly disagree 

Q29. L’Oréal’s influencer marketing makes me feel part of a beauty community. 

● Strongly agree 

● Agree 



 

 

● Neutral 

● Disagree 

● Strongly disagree 

Q30. Compared to global markets, L’Oréal India's influencer strategy builds stronger 

brand loyalty. 

● Strongly agree 

● Agree 

● Neutral 

● Disagree 

● Strongly disagree 

 

Questionnaire Link 

https://forms.gle/Up3qdTsLLPbTnww88 

Ethical form Link 

 

https://protect.checkpoint.com/v2/r02/___https:/forms.gle/Up3qdTsLLPbTnww88___.YzJlOnVsc3RlcnVuaXZlcnNpdHk6YzpvOmRiZmI3NzY1OTZlMGJhZWI5YTRlMmI1N2FlMGMzZTBiOjc6ODdhNzowMTUzYTI3Yzk5NWY5ZjY3YTE4MDcwZTJiOTcxOWRlZTBjMWEyNzcwMTcxZDI0Nzc3Y2RmM2NmMGNlOTg4ZWZjOnA6VDpO
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