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Abstract

Influencer marketing has become one of the most dynamic and effective mechanisms for
influencing consumer behavior within the beauty industry, particularly in the context of
younger audiences, specifically Generation Z. This quantitative study aims to explore the key
marketing factors that shape influencer impact on the beauty product selection process among
young consumers living in Georgia. The research focuses on aspects such as trust in the
influencer, the perceived authenticity of their recommendations, and the influence of different

content types on consumer behavior.

The study was conducted using an online survey completed by 133 Generation Z respondents,
all of whom use at least one social media platform. Variables analyzed include social media
engagement, perceived attributes of influencers, reactions to recommendations, and stages of
decision-making. The data analysis reveals that authenticity, expertise, and visual appeal are
the dominant factors that shape trust and influence consumer choices in the beauty sector.
Emotional content, in particular, demonstrated a strong impact, underscoring the importance

of personal storytelling and parasocial relationships in digital marketing communication.

The findings carry both theoretical and practical value. They identify the specific mechanisms
through which influencers affect young consumers and provide marketing professionals,
beauty brands, and startups with the tools to design more effective and targeted

communication strategies within the beauty industry.

Keywords: Influencer marketing, Influencer, Generation Z, Content
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