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ABSTRACT
Background: Social media, especially through sites such as Instagram, have assumed the role of
key drivers of consumer behavior, particularly among the youth. Cosmetic companies are
increasingly using these sites to market their products and shape perceptions of good looks and
lifestyles. Understanding this influence is crucial in analyzing marketing ethics and youth
behavioral patterns.
Objective: The study investigates whether advertisement through Instagram influences the use of

cosmetic products amongst the youth.
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Methods: We administered a cross-sectional survey to 180 young participants, 58.3% of whom
were female, using a structured questionnaire to assess cosmetic usage patterns and exposure to
advertisements on Instagram. Descriptive statistics and correlation analyses were applied to assess
the relationship between the extent of social media exposure and cosmetic product use.

Results: 75% of the total respondents reported using cosmetics that were influenced by social
media ads, especially on Instagram. There existed a strong relationship between gender, time spent
on Instagram, from 2 to 5 hours daily, and the likelihood of purchasing cosmetics due to online
ads.

Conclusion: The study finds that cosmetic consumption among youth is significantly influenced
by Instagram advertisements. Most affected are females and those who spend more time on
Instagram. These findings point to the increasing impact of digital media on consumer behavior
among the young population.
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INTRODUCTION

During the 21st century, social media has
turned into a powerful channel for shaping
attitudes toward lifestyles and consumption,
especially for youngsters [1]. Nowadays, such
basic channels as Instagram, YouTube, and
Snapchat serve to represent beauty and
fashion marketing and are changing the way
people develop their notion of beauty
standards and make cosmetic purchasing
decisions [1]. Given the growth in the
popularity of visual content, social media
facilitates the process by which individuals
can compare their appearance with idealized
images [2-4]. This fosters self-presentation
and cosmetic consumption patterns [1, 5].
The global cosmetics industry has seen

exponential growth over the last ten years,

driven by the accessibility of online marketing
and influencer culture. Influencer marketing,
which involves the promotion of beauty
products by individuals who have substantial
followings online, builds consumer trust and
directly influences purchase intentions [6-8].
The perceived authenticity and attractiveness
of influencers significantly affect brand
attitude and product choice [6-8].

This trend has gone on overdrive with the
integration of social media and e-commerce,
especially in developing nations like India [9,
11]. Besides this, any exposure to flawless
images that have been curated and cropped
leads to shifts in self-perception; many young

people today believe beauty products are used
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for self-confidence and social acceptance [10,
12].

On the other hand, while social media offers a
domain for creativity and self-expression, it
also creates unrealistic ideals of beauty and
consumerism. Continued exposure to filtered
content and sponsored promotions may create
pressure to conform to digitally constructed
standards acceptance [3, 4, 12].

The present study, therefore, investigates the
influence of social media, particularly
Instagram, on the use of cosmetic products
among youth and quantifies the same.
Exposure patterns, influencer engagement,
and purchasing behavior are looked into to
estimate the effect of social media on
cosmetics consumption in the digital era.
METHODOLOGY

Study Design and Setting: A cross-sectional,
descriptive  design'®!®  was followed to
identify the impact of social media,
particularly Instagram, on cosmetics usage
among young people. The research was both
online and across selected colleges,
representing a rich demographic segment of
youth aged 15-25 years. It was from
JANUARY 2025 to JUNE 2025.

Study Population and Sample Size: The
study's population was based on young people

aged 15-25 years who were either currently

active users of Instagram or those who had

exposure to social media-based cosmetic
promotions. A sample size of 180 participants
was considered for the study. Participants
were chosen using a convenience sampling
method from colleges and social media to
reflect the broad perspective on the use of
cosmetics that has been influenced by
Instagram advertisements.
Study Tool: Materials for this research were
collected via a self-administered, structured
questionnaire of 32 items in all.?® The
instrument had been pre-designed to assure
clarity and completeness of responses and was
divided into four major sections:

1. Demographic data,

2. Social Media Use,

3. Application of cosmetics, and

4. Influence of social media on cosmetics

usage.

Data Collection Procedure: Data collection
was carried out through both printed
questionnaires and an online version created
through Google Forms. The participants were
informed

approached individually, and

voluntary consent was sought before
questionnaire completion. To ensure privacy
and increase the chances of honest responses,
no identifying information was collected, and
all responses were treated as anonymous.

Data Analysis: The data collected were

compiled and analyzed using descriptive
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statistical  tools such as  frequency
distributions and percentages to summarize
participants' characteristics and key study
variables. Where possible, correlation
analysis and chi-square tests to investigate the
relationship between social media exposure
and cosmetic usage.

Ethical Consideration: The study followed
the accepted ethical guidelines that surround
research  with  human subjects. The

respondents were informed of their voluntary

participation, the right to withdraw at any
time, and full confidentiality of the
information they provide. Also, no personal
identifiers were collected, and all procedures
in the study protected the privacy of
participants. All data were anonymised before
analysis, ensuring that subject’s
confidentiality was upheld in line with the
Declaration of Helsinki and national
biomedical research regulations.

RESULTS

Table 1: Demographics, Social media usage, Cosmetic Usage, Influence of Social Media, and the over all Impact.

Category Variable Findings
Demographics Total Participants 180
Age Group Majority between 18-24 years
Gender Female: 110 (61.1%); Male: 70 (38.9%)
Residence Predominantly urban areas
Social Media Usage Instagram Use 85% use Instagram daily for 2-5 hours
Morning Activity 72% check social media first thing in the

morning

Cosmetic Ads Exposure

90% frequently come across cosmetic ads on
social media

Cosmetic Use

Frequency of Use

75% use cosmetic products daily or weekly

Common Products

Lip balm/lipsticks, moisturizers, eyeliners

Purchase Mode

65% buy cosmetics online

Monthly Spending

70% spend 1,000-X5,000 per month

Influence of Social Media

Purchase after Exposure

135 (75%) bought cosmetics after Instagram ads
exposure

Follow Beauty Influencers

120 (67%) follow beauty influencers

Follow Influencer

110 (61%) follow influencer recommendations

Recommendations
Changed Perception of Natural 95 (53%) say social media changed their
Beauty perception

Disappointed with Influencer-
Recommended Products

80 (44%) disappointed with purchased products

Overall Impact Positive Impact 70%
Neutral Impact 20%
Negative Impact 10%

Demographic analysis of 180 participants
revealed that the majority were aged 18-24
years, with 61.1% females and 38.9% males,
most residing in urban areas. The social media

usage was incredibly high: 85% use Instagram

daily for 2-5 hours, and 72% reported that the
first activity they do every morning was to
check social media. About 90% reported
frequently viewing cosmetic advertisements

on social media. Regarding cosmetic use, 75%
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reported using cosmetics daily or weekly,
most commonly lip balm/lipstick,
moisturisers, and eyeliners-and 65% preferred
online purchases and spent X1,000-35,000 per
month. Social media influence was
prominent, and 75% of participants reported
buying cosmetics after viewing Instagram ads,
67% followed beauty influencers, and 61%

followed their recommendations. More than

half, 53%, reported that social media changed
their perception of natural beauty, while 44%
expressed disappointment with products
promoted by influencers. Overall, 70%
perceived the impact of social media on
cosmetic use as positive, thus confirming a
strong positive relationship between social
media influence, especially Instagram, and

cosmetic consumption among youth.

Table 2: Statistically significant Association Between Age and Influence

Statistic

Chi-square (%)

Degrees of Freedom (df)
p-value

Since p < 0.05, there is a statistically
significant association between gender and

influence by Instagram advertisements. This

Value
16.04
2
0.0003

supports the statement that females are more
influenced by social media in purchasing

cosmetics.

Table 3: Statistically significant Association Between Instagram time spend and monthly spend

Statistic

Pearson correlation coefficient (r)

p-value

The correlation is statistically significant (p <
0.05). This is a strong positive correlation (r =
0.98) between time spent on Instagram and
monthly cosmetic spending — meaning
participants who spend more time on
Instagram tend to spend more on cosmetics.
DISCUSSION

These findings clearly establish the influence
of social media, especially Instagram, on
cosmetic usage patterns among youth [6-8,
16]. More than two-thirds of the respondents

in the current study reported having purchased

Value
0.983
0.017

cosmetics influenced by advertisements that
they viewed on social media.

The majority were females, and the young
women are more vulnerable to appearance-
based marketing and influencerendorsement
[4, 5, 17]. This further establishes how e-
commerce platforms, along with social media
promotion, create  convenience-driven
purchasing behavior.

Whereas 70% of participants saw social
influence as

media's positive, citing

confidence and self-expression, more than
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40% reported product dissatisfaction or side
effects, reflecting a duality where social media
empowers self-presentation at the same time
as being used to create unattainable beauty
ideals [3, 14, 15].

These findings are supported by international
research. Even though social media does
provide empowerment, on the other hand, it
promotes  pressure. Higher Instagram
exposure was associated with increased
cosmetic spending [16, 17].

CONCLUSION

Based on the identified factors, therefore, this
study concludes that social media, such as
Instagram, play a vital role in influencing
cosmetic usage behavior in the youth. Almost
all respondents responded that exposure to
advertisements and influencers is among the
main driving elements for the decision to
purchase cosmetics.

These findings confirm that youth are highly
influenced by social media to use cosmetics,
reflecting the changing perceptions of beauty
and self-presentation in the digital era.
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