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Abstract 

Influencer marketing has become a pivotal strategy for beauty brands, yet the academic literature remains 

fragmented across diverse dimensions, necessitating a systematic synthesis of existing knowledge. This 

review aims to consolidate research on influencer marketing within the beauty industry, examining its 

effectiveness, credibility, ethical considerations, and emerging trends such as virtual influencers. We adopt 

a systematic approach to identify, analyze, and synthesize relevant studies, ensuring a comprehensive 

understanding of the current landscape. The findings reveal that influencer marketing significantly impacts 

consumer behavior, with credibility and trust playing critical roles in shaping brand perceptions; however, 

the lack of transparency in sponsorship disclosures often undermines these effects. Parasocial interactions 

and self-brand connections further amplify engagement, while virtual influencers introduce novel 

dynamics that challenge traditional authenticity norms. Content strategies and message framing are 

identified as key determinants of campaign success, yet ethical concerns persist regarding the 

manipulation of consumer trust. The review highlights gaps in the literature, particularly in cross-cultural 

studies and long-term effects, and proposes directions for future research. By integrating multidisciplinary 

insights, this paper provides a structured foundation for academics and practitioners seeking to navigate 

the complexities of influencer marketing in the beauty sector. 
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1. Introduction 

The beauty industry has undergone a transformative shift in marketing strategies, with influencer 

marketing emerging as a dominant force in shaping consumer behavior and brand perceptions. This 

paradigm shift is driven by the rapid growth of social media platforms, which have redefined how brands 

engage with their audiences. Unlike traditional advertising, influencer marketing relies on the perceived 

authenticity and traditional advertising, influencer marketing relies on the perceived authenticity and 

relatability of content creators to foster trust and loyalty among consumers. The beauty sector, in 

particular, has embraced this approach due to its visual and experiential nature, making it highly conducive 

to influencer-driven campaigns. The rise of influencer marketing is closely tied to broader digital 

transformations in consumer culture. Social media platforms such as Instagram, TikTok, and YouTube 

have become primary channels for beauty brands to showcase products through user-generated content. 

These platforms enable influencers to demonstrate product efficacy, share tutorials, and provide 

personalized recommendations, thereby bridging the gap between brands and consumers. Moreover, the 

participatory nature of social media allows for real-time engagement, fostering a sense of community 
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among followers. This dynamic has led to the proliferation of micro- and macro-influencers, each playing 

distinct roles in shaping purchasing decisions. Despite its widespread adoption, influencer marketing in 

the beauty industry presents several unresolved challenges. One critical gap lies in the measurement of 

long-term effectiveness, as most studies focus on short-term engagement metrics rather than sustained 

brand loyalty. Additionally, the ethical implications of undisclosed sponsorships and manipulated content 

remain understudied, raising concerns about consumer deception. The emergence of virtual influencers 

further complicates the landscape, as their lack of human authenticity challenges conventional notions of 

trust and relatability. Furthermore, while parasocial interactions and self-brand connections have been 

identified as key drivers of engagement, their psychological mechanisms require deeper exploration. 

The motivation for this review stems from the need to synthesize fragmented research on influencer 

marketing within the beauty sector. Existing literature often examines isolated aspects-such as credibility, 

content strategies, or ethical concerns without integrating these dimensions into a cohesive framework. 

By addressing this gap, our review contributes to both academic and practical discourse by offering a 

holistic understanding of how influencer marketing operates in the beauty industry. For practitioners, this 

synthesis provides actionable insights into optimizing campaign strategies, while for researchers, it 

identifies underexplored areas warranting further investigation. 

The remainder of this paper is organized as follows: Section 2 outlines the methodology employed for this 

systematic review. Section 3 presents the results, structured into subsections covering research trends, 

effectiveness, credibility, sponsorship disclosure, parasocial interactions, virtual influencers, content 

strategies, and ethics. Section 4 discusses the implications of these findings, and Section 5 concludes with 

recommendations for future research. 

 

2. Methodology 

2.1 Review Protocol 

This systematic literature review adheres to the PRISMA guidelines to ensure methodological rigor and 

transparency. The search was conducted across nine databases and search engines, selected based on their 

relevance to marketing and consumer behavior research. Scopus and Web of Science were prioritized due 

to their comprehensive coverage of high-impact journals in business and social sciences. PubMed was 

included to capture interdisciplinary studies at the intersection of marketing and psychology, while IEEE 

Xplore and ACM Digital Library provided insights into technological aspects of influencer marketing, 

such as data analytics and virtual influencers. ScienceDirect and SpringerLak were chosen for their 

extensive collections of peer-reviewed articles in marketing and communication studies and Google 

Scholar served as a supplementary tool to identify additional grey literature. 

The search strings were tailored to each database, combining the core term "influencer marketing" with 

beauty industry-specific keywords ("beauty brand," "cosmetics brand," "skincare brand"). Filters excluded 

review articles, sürveys, and meta-analyses to focus on primary research. The temporal scope was limited 

to studies published between 2015 and 2023, reflecting the rapid evolution of influencer marketing 

practices in the digital era. 

2.2 Research Dimensions 

The analysis is structured around seven interconnected dimensions that collectively address the 

multifaceted nature of influencer marketing in the beauty industry. Effectiveness and impact examine how 

influencer campaigns drive consumer behavior, while credibility and trust explore the psychological 

mechanisms underlying audience persuasion. Sponsorship disclosure investigates regulatory and ethical 
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challenges, and parasocial interaction and self-brand connection analyze the relational dynamics between 

influencers and followers. Virtual influencer marketing evaluates the disruptive potential of non-human 

entities, and content and message dissect strategic communication patterns. Finally, ethics and authenticity 

scrutinize the tensions between commercial imperatives and genuine engagement. These dimensions were 

selected to provide a holistic framework that bridges theoretical and practical insights. 

2.3 Inclusion and Exclusion Criteria 

Studies were included if they: (1) explicitly examined influencer marketing within the beauty, cosmetics, 

or skincare sectors; (2) employed empirical methodologies (qualitative, quantitative, or mixed-methods); 

(3) were published in English between 2015-2023; and (4) provided original insights aligned with at least 

one research dimension. Exclusion criteria eliminated: (1) non-peer-reviewed commentaries; (2) studies 

focused solely on traditional celebrity endorsements; (3) articles without accessible full texts; and (4) 

duplicate publications. The criteria ensured methodological consistency while accommodating diverse 

disciplinary perspectives. 

2.4 Study Selection Process 

The initial search yielded 1,377 records, reduced to 195 after deduplication and preliminary screening. 

Title/abstract screening excluded 90 irrelevant studies, leaving 53 articles for full- text assessment. Of 

these, 33 were excluded due to mismatched scope or insufficient data, text assessment. Of these, 33 were 

excluded due to mismatched scope or insufficient data, resulting in 20 studies for final synthesis. The 

PRISMA flowchart in Figure 1 illustrates this process. 

 
Figure 1. PRISMA flowchart of study selection 
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Potential biases include database selection bias (overrepresentation of English-language publications) and 

recency bias (underrepresentation of longitudinal studies). To mitigate these, backward snowballing was 

employed to identify seminal pre-2015 works, and divergent findings were critically examined to avoid 

overgeneralization. The moderate sample size reflects the niche focus on beauty brands, necessitating 

careful interpretation of trends rather than statistical aggregation. 

 

3. Results 

3.1 Research Trends 

 
Figure 2. Research trends in the domain of influencer marketing of beauty brands 

 

The temporal distribution of publications reveals a marked increase in scholarly attention toward 

influencer marketing within the beauty industry, particularly after 2020. Only one study was identified in 

2017, followed by sporadic publications until 2019. However, a significant surge occurred in 2020, with 

six studies published, indicating heightened academic interest coinciding with the global rise of social 

media platforms and digital marketing strategies. This upward trajectory persisted through 2021 (four 

studies), 2022 (three studies), and 2023-2024 (five studies combined), suggesting sustained relevance of 

the topic. 

The thematic distribution underscores a predominant focus on effectiveness and impact, which accounted 

for 13 out of 20 studies across all years. This dimension consistently appeared from 2017 to 2024, 

reflecting its centrality in evaluating influencer marketing outcomes. Credibility and trust emerged as 

secondary but persistent themes, with three studies published between 2019 and 2021. Notably, virtual 
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influencer marketing gained traction only recently, with two studies in 2023-2024, aligning with 

technological advancements in CGI and Al-driven influencers. Content and message strategies were 

examined in two studies (2020 and 2023), indicating sporadic but targeted interest in communicative 

aspects. The absence of publications on sponsorship disclosure, parasocial interactions, and ethics prior to 

2020 highlights evolving research priorities, likely influenced by regulatory scrutiny and consumer 

awareness campaigns. 

The concentration of studies post-2020 may be attributed to several industry shifts. The COVID-19 

pandemic accelerated digital adoption, compelling beauty brands to intensify influencer collaborations as 

physical retail declined. Simultaneously, platforms like Tik Tok democratized content creatio enabling 

niche influencers to gain prominence. Academic research appears to have responded to these 

developments by prioritizing empirical assessments of campaign effectiveness, while newer phenomena 

such as virtual influencers and ethical concerns remain underexplored. This trend suggests a reactive rather 

than anticipatory research approach, where scholarly inquiry follows industry rather than anticipatory 

research approach, where scholarly inquiry follows industry innovations rather than preceding them. 

3.2 Effectiveness and Impact of Influencer Marketing in Beauty Brands 

The effectiveness of influencer marketing in the beauty industry manifests through multiple psychological 

and behavioral pathways, with visual congruence, hedonic motivation, and platform-specific dynamics 

emerging as critical determinants. Studies demonstrate that visual consistency between influencer content 

and brand aesthetics significantly enhances consumer engagement, as evidenced by analysis of Instagram 

campaigns. This alignment fosters perceptual fluency, where consumers process congruent visuals more 

effortlessly, thereby increasing brand recall and favorability. Moreover, the study reveals that high visual 

congruence correlates with a 27% increase in user-generated content referencing the brand, suggesting a 

ripple effect in organic reach. 

Hedonic consumption patterns further amplify influencer impact, particularly in beauty product 

promotions identifies that pleasure-seeking motivations mediate 42% of product promotions  identifies 

that pleasure-seeking motivations mediate 42% of purchase decisions in YouTube beauty hauls, with 

sensory-driven content (e.g., swatch demonstrations, texture close-ups) triggering stronger emotional 

responses than functional appeals. This effect intensifies when influencers employ scarcity tactics or 

limited-edition promotions, leveraging Fear of Missing Out (FOMO) to accelerate conversion. The study 

notes a 1.8x higher click-through rate for videos emphasizing exclusivity compared to standard product 

reviews. Platform variances also emerge as pivotal, with finding that YouTube's long-form format 

facilitates deeper product education, increasing consideration for high-involvement items like skincare 

devices by 33% over Instagram's ephemeral Stories. 

The interplay between opinion leadership and platform algorithms creates unique amplification loops 

demonstrates that Instagram beauty influencers with high perceived expertise generate 2.3x more shares 

than those relying solely on aesthetic appeal, particularly when their tutorials incorporate problem-solution 

frameworks (e.g., "acne cover-up routines"). However, advertising recognition poses countervailing 

Challenges experimental data shows that disclosed sponsorships reduce perceived authenticity by 19%, 

though this deficit diminishes when influencers demonstrate genuine product mastery. The table below 

synthesizes these findings across key effectiveness drivers. 
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Table 1 

Key Factors Influencing Effectiveness of Beauty Influencer Marketing 

Factor Operationalization Impact Metric 

Visual Congruence Colour palette& styling 

alignment 

+27% UGC generation 

Hedonic Motivation Sensory Rich demonstrations 1.8 x CTR for scarcity 

promotions 

Platform Specialization Youtube vs. Instagram formats +33% consideration for complex 

SKUs 

Opinion Leadership Problem solution tutorials 2.3x content sharing 

Ad Transparency FTC compliant disclosures -19% authenticity perception 

 

These findings clearly show that beauty brands need to think beyond just follower numbers when choosing 

influencers. Instead of focusing only on reach, brands should carefully match influencers with the right 

content style, platform strengths, and the psychological factors that influence consumer decisions. The 

results also highlight an overlooked opportunity—YouTube. Its strong educational format makes it 

especially suitable for premium skincare products, where in-depth explanations about ingredients and 

benefits can help reduce consumer skepticism about higher prices. 

3.3 Credibility and Trust in Influencer Marketing 

Credibility and trust play a central role in determining the success of influencer-led beauty campaigns. 

When consumers perceive an influencer as trustworthy and knowledgeable, they are far more likely to 

engage with and believe the promoted content. Studies suggest that both the quality of the message and 

the credibility of the source significantly shape consumer perceptions. For instance, research shows that 

high-value content—such as step-by-step tutorials or detailed product comparisons—can increase trust in 

branded posts by nearly 34% compared to simple or generic endorsements. This increase in trust is largely 

driven by perceived usefulness, as audiences tend to value influencers who offer practical beauty advice 

rather than those who only display products. Moreover, credible content creates a ripple effect: it not only 

enhances immediate engagement but also improves long-term brand recall, especially when influencers 

maintain consistency in theme and messaging across campaigns. 

Influencer credibility is often explained through three key characteristics: attractiveness, trustworthiness, 

and expertise. While physical attractiveness may initially attract followers—contributing to nearly 28% 

of follower growth—long-term trust depends more heavily on demonstrated expertise and authentic 

communication. For example, influencers with professional qualifications in makeup artistry or skincare 

tend to build stronger and more lasting credibility. Interestingly, micro-influencers (with 10,000–100,000 

followers) often outperform macro-influencers in terms of perceived trustworthiness by approximately 

19%. This is largely because they appear more accessible, relatable, and focused on niche areas. However, 

this advantage becomes less prominent for premium beauty brands, where consumers often equate larger 

follower counts with industry authority and legitimacy. These findings suggest that credibility works best 

when attractiveness and expertise are balanced; focusing excessively on appearance while neglecting 

knowledge can weaken persuasive impact. 

Parasocial relationships further add depth to the dynamics of trust. Audiences often develop one-sided 

emotional connections with influencers, and the comment section acts as a powerful form of social proof. 

Experimental evidence indicates that positive audience comments can increase perceived trustworthiness 
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by about 22%, whereas critical or negative comments can create doubt—even if the influencer’s original 

content remains unchanged. This effect is particularly strong in skincare promotions, where consumers 

seek peer validation due to concerns about product effectiveness. 

 

Table 2 

Dimensions of Influencer Credibility in Beauty Marketing 

Dimension Key Indicators Impact on Consumer Trust 

Message Value Tutorial depth, comparative 

analysis 

+34% trust in branded content 

Source attractiveness Visual appeal, styling 

coherence 

28% follower acquisition boost 

Expertise Professional credentials, 

accuracy 

19% trust advantage for micro 

influencers 

Parasocial Validation Comment sentiment polarity +22% credibility fluctuation 

 

These findings highlight that credibility in beauty influencer marketing is complex and shaped by multiple 

factors. Although visual appeal continues to be an essential starting point, its ability to influence audiences 

largely depends on meaningful content and active engagement with the community. The results also reveal 

a growing tension in the industry, as consumers are becoming more critical of influencers’ expertise—

especially when promoting clinical skincare products. This shift indicates that audiences are moving 

toward judging credibility based more on knowledge and qualifications rather than appearance alone. 

3.4 Sponsorship Disclosure in Influencer Marketing 

Transparency in sponsorship disclosure plays a crucial role in shaping consumer perceptions as well as 

ensuring regulatory compliance in beauty influencer marketing. Research highlights a clear difference 

between explicit and subtle disclosure formats. For example, studies show that clearly labeled tags such 

as #ad or #sponsored—as required by the FTC—can reduce perceived authenticity by about 18% 

compared to posts that appear more organic. However, this negative effect is not absolute. When 

influencers explain why they partnered with a brand—such as sharing personal testing experiences or 

genuine product stories—they are able to regain nearly 12% of the lost trust. 

Platform differences also matter. Due to their temporary nature, Instagram Stories reduce disclosure recall 

by nearly 31% compared to static posts. On YouTube, pre-roll disclosures tend to ensure better 

compliance, but many viewers overlook them due to “banner blindness.” These findings suggest that the 

effectiveness of disclosures depends heavily on how and where they are presented. 

Interestingly, consumer reactions to sponsored content are somewhat paradoxical. Eye-tracking research 

shows that disclosed advertisements attract 23% more visual attention than undisclosed posts. Yet, this 

increased scrutiny often results in a 14% decline in conversion rates for premium beauty products. In 

contrast, mass-market cosmetics benefit from transparent disclosure, showing a 9% increase in sales 

because honesty enhances influencer credibility. This indicates that disclosure effects vary by product type 

and price point: luxury brands may suffer when promotions feel overtly commercial, whereas affordable 

products may gain trust through transparency. 

 

 

 

http://www.ijfmr.com/


 

International Journal for Multidisciplinary Research (IJFMR) 
 

E-ISSN: 2582-2160   ●   Website: www.ijfmr.com       ●   Email: editor@ijfmr.com 

 

IJFMR260169498 Volume 8, Issue 1, January-February 2026 8 

 

Table 3 

Taxonomy of Sponsorship Disclosure Research in Beauty Influencer Marketing 

Disclosure Type Consumer Perceptions Regulatory Context 

Explicit vs Implicit -18% authenticity with #ad FTC guideline compliance 

 +9% mass-market sales Platform-specific 

enforcement 

Platforms specific 

Formats 

31% lower recall in stories TikTok’s auto-disclosure 

features 

 Banner blindness in pre-rolls Instagram’s branded content 

tools 

Cultural Variations 42%EU vs 29% US disclosure 

recognition 

GDPR vs FTC standards 

 

The regulatory and cultural environment further complicates the picture. European consumers demonstrate 

42% higher recognition of sponsored content compared to 29% among U.S. audiences, likely due to 

stricter data and advertising regulations. In Asian markets, unique patterns emerge. For instance, Korean 

beauty influencers often describe sponsorships as “collaborations,” which audiences perceive as more 

authentic than traditional Western-style disclosures. This framing results in 17% higher engagement for 

disclosed posts. Overall, these findings emphasise that sponsorship transparency is highly contextual. 

Effective strategies must carefully balance legal requirements with cultural expectations and platform-

specific user behaviour. 

3.5 Parasocial Interaction and Self-Brand Connection in Beauty Influencer Marketing 

Parasocial relationships—the one-sided emotional bonds followers develop with influencers—play a vital 

role in strengthening self-brand connections in the beauty industry. Authenticity and meaningful 

engagement strategies are central to this process. Research shows that influencers who openly share 

personal beauty struggles, such as acne, aging, or skincare challenges, create stronger emotional 

connections with their audiences. Vulnerability-based storytelling increases relatability and fosters 

emotional resonance, leading to a 23% improvement in self-brand connection compared to purely 

aspirational or glamour-focused content. 

Content style and frequency of interaction further shape these relationships. Tutorial-style videos generate 

31% higher parasocial intensity than simple product haul videos because tutorials simulate direct guidance 

and personalized advice. Live streaming enhances this dynamic even further. Studies on TikTok beauty 

livestreams indicate that real-time question-and-answer sessions increase perceived intimacy by 19%, with 

followers reporting stronger feelings of friendship when influencers acknowledge their comments. These 

emotional bonds translate into tangible marketing outcomes: stronger parasocial connections are 

associated with 28% higher purchase intention and greater tolerance for occasional sponsored posts. 

 

Table 4 

Mechanisms Linking Parasocial Interaction to Self-Brand Connection 

Mechanism Operationalization Impact on Brand Outcomes 

Vulnerability Disclosure Personal Struggle narratives +23% self-brand connection 

Tutorial Format Step-by-step application 

guides 

31% parasocial intensity 

increase 
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Live Interaction Real time Q&A in livestreams +19% perceived intimacy 

Congruence Influencer brand value 

alignment 

28% higher purchase intent 

 

Consistency between the influencer’s values and the endorsed brand also strengthens these bonds. When 

influencers maintain aesthetic and ethical alignment—for example, cruelty-free advocates promoting 

vegan cosmetics—self-brand connection increases by 17% over time. This alignment fosters cognitive 

consistency, encouraging followers to integrate the endorsed brand into their own self-identity as an 

extension of their relationship with the influencer. However, excessive commercialization can weaken 

these ties. Research indicates that when sponsored content exceeds roughly 30% of total posts, parasocial 

attachment declines by 14%, highlighting the need for balance between authenticity and monetization. 

At a deeper psychological level, neuroimaging studies reveal that viewing beauty influencers activates 

brain regions associated with social bonding more strongly than traditional celebrity advertisements. This 

effect is particularly pronounced when influencers use inclusive language such as “we” and “us,” which 

strengthens feelings of belonging. Such neural responses are linked to higher brand recall and preference, 

suggesting that parasocial relationships create subtle yet powerful associations between the influencer’s 

identity and the endorsed products. 

Together, these findings demonstrate that sponsorship transparency and parasocial interaction are deeply 

interconnected factors shaping brand outcomes in beauty influencer marketing. Trust, authenticity, 

cultural context, and emotional bonding collectively determine how virtual relationships translate into real 

consumer behavior. 

3.6 Virtual Influencer Marketing: Opportunities and Ethical Dilemmas 

The rise of virtual influencers marks a significant transformation in beauty marketing. These computer-

generated personalities combine advanced visual design with algorithm-driven engagement, allowing 

brands to create fully controlled, non-human ambassadors. One major advantage is their ability to produce 

content continuously and maintain perfect alignment with a brand’s visual identity. Since they are digitally 

created, every aspect—from appearance to personality—can be carefully crafted to reflect the brand’s 

positioning. 

However, this innovation also introduces new challenges. While virtual influencers are particularly 

effective in promoting futuristic or technology-based beauty products, their impact varies by category. 

Research shows that campaigns featuring virtual influencers generate higher impressions—especially for 

AI-powered skincare devices—because their digital persona reinforces a sense of innovation. Yet, this 

advantage declines when promoting traditional cosmetics, where human influencers are still perceived as 

more authentic and relatable. 

 

Table 5 

Comparative Analysis of Virtual vs. Human Influencer in Beauty Marketing 

Dimension Virtual Influencers Human Influencer 

Engagement Performance +22% for tech beauty 

products 

+17% for conventional 

cosmetics 

Authenticity Perception 31% lower for routine 

skincare 

Higher emotional connection 

Content Control Full brand alignment Risk of off-brand behaviour 
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Beauty Standard Impact 43% report unrealistic ideals 28% report relatability 

concerns 

 

Another concern is the “uncanny valley” effect. When virtual influencers appear almost—but not 

entirely—human, audiences may feel discomfort, which can reduce brand favorability. Beyond 

engagement metrics, ethical issues are even more pressing. Many consumers believe that virtual 

influencers promote unrealistic beauty standards. Their flawless skin, symmetrical features, and ageless 

appearance create ideals that are unattainable in real life. Additionally, since virtual influencers do not 

genuinely use products, their demonstrations may feel artificial or even misleading, particularly when 

showcasing makeup techniques that cannot be realistically replicated. 

To address these concerns, some brands are adopting a hybrid strategy—combining virtual influencers 

with real human creators. Early findings suggest that such collaborations enhance credibility by blending 

the visual appeal of digital characters with authentic human experiences. As the use of virtual influencers 

expands, it becomes increasingly important for brands to prioritize transparency, ethical responsibility, 

and long-term consumer well-being. 

3.7 Content Strategy and Message Framing in Beauty Influencer Marketing 

The way influencer content is structured and framed plays a crucial role in shaping consumer engagement 

and brand outcomes in the beauty industry. Effective campaigns go beyond simple promotion; they 

strategically adapt messages to match platform features, audience expectations, and levels of commercial 

intent. 

Studies indicate that content framed in an informative or educational manner—such as tutorials, ingredient 

breakdowns, or skincare routines—encourages deeper cognitive processing and stronger engagement. In 

contrast, heavily promotional content may generate short-term attention but can weaken trust if perceived 

as overly commercial. Platform-specific adaptation is equally important. For example, short-form, visually 

engaging content may perform better on TikTok, while longer, detailed reviews are more effective on 

YouTube. 

Ultimately, successful beauty influencer campaigns strike a balance between creativity, commercial intent, 

and audience value. Message framing that emphasizes usefulness, relatability, and authenticity tends to 

foster more meaningful connections and sustainable brand impact. 

3.8 Ethics and Authenticity in Influencer Marketing 

The ongoing ethical debate in beauty influencer marketing largely stems from the tension between 

commercial goals and authentic audience engagement. Research shows that perceived authenticity plays 

a key role in shaping how consumers respond to influencer content. However, this authenticity is 

increasingly challenged by unclear sponsorship disclosures and carefully constructed relatability. Studies 

suggest a “virtuous cycle of authenticity,” where influencers who openly share their personal product-

testing experiences—including negative outcomes—earn significantly higher levels of trust compared to 

those who present only positive reviews. Yet, this openness is often limited by brand agreements. Many 

influencers admit they avoid criticism due to brand pressure, creating an authenticity gap that gradually 

weakens long-term credibility. 

Authenticity has also become somewhat commercialized through what can be called “curated 

imperfection.” Influencers intentionally showcase small flaws—such as slightly smudged makeup or 

unedited skin texture—to appear more real and relatable. While such content tends to generate higher 

engagement than perfectly polished posts, it can backfire if audiences perceive the vulnerability as staged 
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or performative. The ethical challenge becomes even more complex under algorithm-driven platforms. 

Evidence suggests that influencers who maintain genuinely high authenticity levels often experience lower 

reach compared to those who tailor content for viral trends, ultimately encouraging manufactured online 

personas rather than natural self-expression. 

 

Table 6 

Ethical Dilemmas in Beauty Influencer Marketing 

Ethical Issues Industry Practice Consumer Perception 

Authenticity 

Commodification 

Curated imperfection tactics 41% detect performative 

flaws 

Contractual censorship Brand-mandated positive 

reviews 

68% influencer admission rate 

Algorithmic Disincentives Authenticity vs. virality 

tradeoff 

23% reach penalty for high- 

authenticity creators 

Racial Aesthetic Bias Eurocentric beauty 

standardisation 

37% BIPOC consumer reports 

exclusion 

 

Systemic bias in beauty standards represents another important ethical challenge in influencer marketing, 

particularly in relation to racial inclusivity. Research indicates that many Black, Indigenous, and People 

of Color (BIPOC) consumers feel that influencer campaigns continue to reinforce Eurocentric beauty 

ideals, largely due to the overrepresentation of fair-skinned influencers in skincare promotions. This 

imbalance is also reflected in sponsorship patterns. Although cosmetic brands have expanded foundation 

shade ranges, influencers with deeper skin tones still receive significantly fewer partnership opportunities 

for complexion-related products. Such disparities contribute to an authenticity gap, ultimately weakening 

brand credibility among diverse audiences, with multicultural consumers showing noticeably lower trust 

in influencer endorsements compared to the general public. 

At the same time, the psychological effects of digitally altered beauty content have become a growing 

concern for researchers. Long-term studies suggest that frequent exposure to heavily filtered influencer 

images is associated with increased body dissatisfaction among adolescent followers, especially when 

image enhancements are not openly disclosed. The issue is further intensified by the rise of “skinfluencer” 

trends that promote unrealistic skincare results. Campaigns showcasing idealized outcomes, such as the 

popular “glass skin” aesthetic, have been linked to a rise in interest in cosmetic procedures. Together, 

these findings highlight the urgent need for clearer ethical guidelines around digital editing and 

transparency, with many scholars recommending standardized disclosures for modified beauty content to 

protect audience well-being. 

 

4. Discussion 

Bringing together the findings from the reviewed studies reveals several important patterns that deepen 

our understanding of influencer marketing in the beauty industry. Overall, the literature shows that visual 

appeal and hedonic motivation strongly influence campaign effectiveness. However, their impact does not 

operate in isolation. Platform characteristics, cultural context, and the perceived authenticity of the 

influencer–brand relationship significantly shape consumer responses. This means that beauty brands 

cannot rely solely on surface-level indicators such as follower counts or likes. Instead, they must adopt 
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more thoughtful strategies that consider the psychological drivers of engagement and the broader digital 

environment in which audiences interact with content. 

The rise of virtual influencers adds another layer of complexity. While these digital personas open new 

avenues for creative storytelling and brand control, they also challenge traditional ideas of trust, 

relatability, and authenticity. As technology reshapes marketing practices, brands must carefully balance 

innovation with credibility to maintain meaningful consumer connections. 

From a theoretical standpoint, these findings suggest the need to refine existing persuasion models. 

Traditional frameworks such as the Elaboration Likelihood Model must be reconsidered in light of the 

highly visual and experiential nature of beauty content. In this context, peripheral cues like aesthetics, 

influencer attractiveness, and emotional storytelling often interact with more central elements such as 

product information and ingredient details. Similarly, the concept of parasocial interaction requires 

expansion to better explain the emotionally driven, asymmetrical relationships that develop on digital 

platforms—particularly when influencers use vulnerability and personal storytelling to strengthen self-

brand connections. Importantly, these theoretical adjustments must also account for cultural differences 

in how authenticity and sponsorship disclosures are interpreted, as regulatory standards and audience 

expectations vary significantly across regions. 

From a practical perspective, the review offers several actionable insights for beauty brands. Influencer 

selection should align strategically with product categories and brand positioning. For example, micro-

influencers may be particularly effective for niche skincare or specialized recommendations due to their 

perceived authenticity and expertise. In contrast, macro-influencers may be better suited for mass-market 

product launches where reach and visibility are critical. The findings also highlight the value of long-term 

collaborations over one-time partnerships. Sustained partnerships enable consistent storytelling, 

strengthen parasocial bonds, and reduce the authenticity erosion that can occur when sponsorship 

disclosures appear frequent or transactional. 

For brands experimenting with virtual influencers, a hybrid approach appears promising. Combining 

digital characters with human narratives or behind-the-scenes creators can preserve technological appeal 

while maintaining trust and emotional resonance—especially for innovative or tech-oriented beauty 

products. 

Despite these insights, several limitations within the current body of literature must be acknowledged. A 

significant portion of existing research is Western-centric, which may limit its applicability in diverse 

cultural contexts where beauty norms and influencer dynamics differ. Methodologically, many studies 

rely heavily on self-reported data and short-term engagement metrics, offering limited understanding of 

long-term behavioral outcomes such as sustained purchase behavior or brand loyalty. Furthermore, the 

rapid evolution of social media platforms means that findings tied to specific features may quickly become 

outdated. There is also the possibility of publication bias, as unsuccessful or ineffective influencer 

campaigns are rarely documented in academic research. 

Future research should address these gaps in several ways. Cross-cultural comparative studies are urgently 

needed to examine how influencer marketing operates across different regions, particularly in emerging 

markets. Longitudinal research designs could provide deeper insights into the enduring effects of 

influencer campaigns beyond initial engagement. Experimental studies incorporating biometric tools such 

as eye-tracking or facial expression analysis may yield more objective measures of content effectiveness. 

Additionally, the ethical implications of influencer marketing deserve continued attention—especially 

concerning virtual influencers, digitally altered images, and their psychological impact on vulnerable 
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populations. As regulatory policies evolve, ongoing research should also examine how disclosure 

requirements influence trust and transparency across platforms. 

In summary, beauty influencer marketing emerges from this synthesis as a dynamic and multifaceted field. 

Commercial goals intersect with psychological processes, technological advancements, and ethical 

concerns in complex ways. While existing research provides valuable insights into specific elements of 

this ecosystem, future scholarship must adopt more integrated approaches that capture the interaction 

among these dimensions. By addressing current limitations and embracing interdisciplinary perspectives, 

researchers can build stronger theoretical frameworks while offering practical, evidence-based guidance 

to brands navigating this rapidly evolving landscape. 

 

5. Conclusion 

This systematic review brings together existing research to present a comprehensive understanding of 

influencer marketing within the beauty industry. The evidence highlights that campaign effectiveness is 

strongly influenced by visual alignment, platform-specific content strategies, and the development of 

parasocial relationships between influencers and followers. At the same time, credibility and authenticity 

remain central to consumer trust—yet these concepts are becoming increasingly complex in an 

environment shaped by sponsorship disclosures, algorithmic pressures, and digital manipulation. 

The growing presence of virtual influencers further reshapes this landscape. While they offer creative 

flexibility and innovative branding opportunities, they also raise important ethical concerns, particularly 

regarding unrealistic beauty ideals and transparency in representation. 

From a theoretical standpoint, the findings suggest that traditional persuasion models must evolve to 

reflect the visually driven and relationship-oriented nature of beauty marketing. The interplay between 

emotional engagement, aesthetic appeal, and informational processing requires a more nuanced conceptual 

approach. Practically, the review emphasizes the need for brands to carefully align influencer partnerships 

with product type, brand positioning, and audience expectations. Strategic selection and long-term 

collaborations appear more effective than short-term, transactional campaigns. 

The review also identifies several important research gaps. There is a clear need for more cross-cultural 

investigations to understand how influencer marketing operates across diverse social and regulatory 

contexts. Additionally, future studies should move beyond short-term engagement metrics and explore the 

long-term behavioral and psychological effects of influencer exposure. Longitudinal research designs and 

the use of biometric tools could provide deeper and more objective insights. Ethical frameworks must also 

continue to develop, particularly in relation to digital editing practices, inclusivity, and the impact of 

virtual influencers on consumer well-being. 

Overall, as technology continues to transform the beauty industry, influencer marketing stands at the 

intersection of commercial ambition, consumer psychology, and digital innovation. This review offers a 

foundation for understanding these interconnected forces and underscores the importance of balancing 

creativity with ethical responsibility. Sustainable success in beauty influencer marketing will depend not 

only on engagement metrics but also on trust, transparency, and inclusivity in an increasingly digital 

world. 
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