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ABSTRACT

The rapid growth of social media and digital marketing has significantly transformed
consumer purchasing behavior in the cosmetic industry. User-Generated Content (UGC),
including online reviews, ratings, social media posts, influencer content, and consumer
testimonials, has emerged as an important source of information that influences consumers’
purchase decisions. The primary purpose of this study is to examine the effect of Online
User-Generated Content on Consumer Purchase Intention for cosmetic products. A
descriptive and analytical research design was adopted, and data were collected from
cosmetic product consumers through a structured questionnaire. A sample of respondents
was selected using convenience and purposive sampling techniques. Statistical tools such as
reliability analysis, correlation analysis, factor analysis, and regression analysis were
employed to analyze the data. The findings indicate that Online User-Generated Content has
a significant positive impact on consumer purchase intention. Review quality, credibility, and
usefulness were identified as key factors influencing purchasing decisions. The study
highlights the importance of trust and perceived credibility in strengthening the relationship
between UGC and purchase intention. The findings provide valuable implications for
cosmetic brands and marketers by emphasizing the need to encourage authentic consumer-
generated content and maintain a strong social media presence to enhance consumer trust and
increase sales performance.

Keywords: User-Generated Content (UGC), Consumer Purchase Intention, Online Reviews,
Social Media Marketing, Influencer Content, Trust, Cosmetic Industry.

1 INTRODUCTION
1.1 Background of the Study

The rapid growth of social media and digital marketing has transformed the way consumers
interact with cosmetic brands. Platforms such as Instagram, YouTube, and TikTok have
become important sources of product information and recommendations. This has led to the
rise of User-Generated Content (UGC), including reviews, ratings, testimonials, beauty
tutorials, and influencer posts. Such content is often perceived as more authentic and
trustworthy than traditional advertisements. Consumers increasingly rely on online
information before purchasing cosmetic products, using UGC to evaluate product quality,
effectiveness, and value, thereby significantly influencing their purchase intentions and
decision-making processes.
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1.2 Problem Statement

The increasing use of online user-generated content (UGC) has significantly influenced
consumer purchasing decisions in the cosmetic industry. Consumers frequently rely on
reviews, ratings, testimonials, and social media content to evaluate products before making
purchases. However, the growing presence of fake reviews, sponsored endorsements, and
misleading information raises concerns about the credibility and reliability of such content.
These issues can affect consumer trust and lead to inaccurate purchase decisions. Despite the
widespread use of UGC, there remains limited understanding of how different forms of UGC
influence consumer purchase intention, creating a need for further research in this area.

1.3 Research Objectives

1. To examine the influence of online user-generated content on consumer purchase
intention

2. To identify factors of UGC affecting purchase decisions
3. To analyze the role of trust and credibility in UGC
1.4 Research Questions
1. How does online user-generated content influence consumer purchase intention?
2. Which dimensions of UGC significantly affect purchase decisions?
3. Does trust in UGC impact purchase intention?
4. What role does content credibility play in cosmetic product purchases?
1.5 Significance of the Study

This study is significant because it contributes to the growing body of literature on consumer
behavior by examining how online User-Generated Content (UGC) influences purchase
intention in the cosmetic industry. It enhances academic understanding of the relationship
between online reviews, ratings, testimonials, influencer content, and consumer decision-
making. The study also provides practical implications for cosmetic brands and marketers by
identifying the types of UGC that most effectively influence purchasing decisions and build
consumer trust. These insights can help firms design more effective digital marketing
campaigns and strengthen customer engagement. Furthermore, the findings offer valuable
guidance for developing social media marketing strategies, enabling businesses to leverage
authentic consumer content, improve brand credibility, and increase purchase intentions
among potential customers in a highly competitive digital marketplace.

2. LITERATURE REVIEW

Kaplan and Haenlein (2010) defined User-Generated Content as media content created and
publicly shared by end-users through internet-based applications. The authors highlighted
that UGC is characterized by creativity, public accessibility, and user participation. They
argued that social media platforms have empowered consumers to become active content
creators, significantly influencing information dissemination and consumer behavior.

Daugherty, Eastin, and Bright (2008) examined the role of UGC in online environments
and found that consumer-generated reviews, ratings, blogs, videos, and social media posts
enhance engagement and trust among users. Their study revealed that consumers perceive
UGC as more authentic and credible than marketer-generated content, which positively
affects attitudes toward products and purchase intentions. These findings emphasize the
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growing importance of UGC in shaping consumer decision-making processes, particularly in
digitally driven industries such as cosmetics.

2.2 Consumer Purchase Intention
LITERATURE REVIEW

Ajzen (1991) developed the Theory of Planned Behavior and explained that purchase
intention reflects an individual's willingness and readiness to perform a particular purchasing
behavior. The study found that attitudes toward a product, subjective norms, and perceived
behavioral control significantly influence consumers' purchase intentions. Ajzen concluded
that stronger positive attitudes and greater perceived control increase the likelihood of
purchase, making purchase intention a reliable predictor of actual buying behavior.

Dodds, Monroe, and Grewal (1991) examined the relationship between perceived quality,
perceived value, and purchase intention. Their findings indicated that consumers are more
likely to develop purchase intentions when they perceive a product as offering superior
quality and value. The study further revealed that favorable product evaluations positively
influence consumers' willingness to purchase. These findings highlight the importance of
perceived value and product quality in shaping consumer purchase intentions.

2.3 UGC and Consumer Decision-Making

Cheung, Lee, and Rabjohn (2008) investigated the impact of Electronic Word-of-Mouth (e-
WOM) on consumer decision-making in online communities. The authors found that the
quality, credibility, and usefulness of online reviews significantly influence consumers'
information search behavior and purchase decisions. Their study revealed that consumers
actively rely on user-generated reviews and recommendations when evaluating products,
reducing uncertainty and increasing confidence in their purchasing choices. The findings
highlight the critical role of e-WOM as a trusted source of information in the consumer
decision-making process.

Daugherty, Eastin, and Bright (2008) examined the influence of User-Generated Content
(UGC) on consumer engagement and trust in online environments. The study found that
consumers perceive UGC as more authentic and credible than firm-generated content because
it reflects real user experiences. The authors concluded that increased trust and engagement
with UGC positively affect consumers' attitudes toward products and contribute to informed
decision-making. Their findings demonstrate that consumer-generated content serves as an
important factor in shaping purchasing behavior, particularly in digital and social media
contexts.

2.4 Theoretical Framework

Sussman and Siegal (2003) developed the Information Adoption Model (IAM) to explain
how individuals accept and use information obtained from computer-mediated
communication environments. The authors proposed that information usefulness and source
credibility are key determinants of information adoption. Their study found that consumers
are more likely to adopt information that they perceive as useful and credible, which
subsequently influences their attitudes and behavioral intentions. The model is widely applied
in studies examining online reviews, electronic word-of-mouth, and user-generated content
because it helps explain how online information affects consumer decision-making and
purchase intentions.

Ajzen (1991) introduced the Theory of Planned Behavior (TPB) as an extension of the
Theory of Reasoned Action to predict and explain human behavior. According to the theory,
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an individual's behavioral intention is determined by three factors: attitude toward the
behavior, subjective norms, and perceived behavioral control. The study demonstrated that
stronger positive attitudes, favorable social influences, and greater perceived control increase
the likelihood of performing a particular behavior. TPB has been extensively used in
consumer behavior research to understand purchase intentions, technology adoption, and
online shopping decisions, making it highly relevant for examining the impact of user-
generated content on cosmetic purchase intentions.

2.5 Review of Empirical Studies

Daugherty, Eastin, and Bright (2008) investigated the influence of User-Generated Content
(UGC) on consumer attitudes and behavioral intentions in online environments. Their
findings revealed that consumers perceive UGC as more authentic, credible, and trustworthy
than firm-generated content. The study concluded that exposure to consumer-created reviews,
blogs, and social media posts positively influences purchase intention by enhancing consumer
trust and engagement.

Erkan and Evans (2016) examined the impact of electronic word-of-mouth (e-WOM) and
social media information on consumers’ purchase intentions. Their study found that
information quality, credibility, usefulness, and consumers' trust in online content
significantly influence purchase intention. The authors concluded that user-generated
information shared on social media platforms plays a crucial role in shaping consumer buying
decisions.

3. CONCEPTUAL FRAMEWORK

The present study examines the impact of Online User-Generated Content (UGC) on
Consumer Purchase Intention in the cosmetic industry. User-Generated Content serves as the
independent variable and consists of reviews, ratings, social media posts, influencer content,
and consumer testimonials shared by users on digital platforms. These forms of content
provide information, opinions, and experiences that influence consumers' perceptions of
cosmetic products. Consumer Purchase Intention is the dependent variable and refers to the
likelihood that consumers will purchase cosmetic products after being exposed to online
content. The relationship between UGC and purchase intention may be strengthened or
weakened by moderating variables such as age, gender, income, and social media usage, as
different demographic groups may respond differently to online information. Additionally,
trust and perceived credibility act as mediating variables that explain how and why UGC
influences purchase intention. When consumers perceive online content as trustworthy and
credible, they are more likely to develop positive attitudes toward products and stronger
purchase intentions

Conceptual Model

Online User-Generated Content
(Reviews, Ratings, Testimonials,
Social Media Content)
v
Trust
v
Consumer Purchase Intention
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Moderators:

Age, Gender, Income,
Social Media Usage

4. HYPOTHESES

H1: Online user-generated content positively influences consumer purchase intention.
H2: Trust in user-generated content positively affects purchase intention.

H3: Content credibility positively influences consumer purchase intention.

5. RESEARCH METHODOLOGY

This study adopts a descriptive and analytical research design to examine the effect of Online
User-Generated Content (UGC) on consumer purchase intention in the cosmetic industry.
The descriptive approach helps in understanding consumers' perceptions of online reviews,
ratings, social media posts, influencer content, and testimonials, while the analytical approach
evaluates the relationship between UGC and purchase intention. The target population
consists of consumers who regularly purchase or use cosmetic products. A sample size of
150-300 respondents is considered appropriate to ensure reliable results, and respondents are
selected using convenience sampling or purposive sampling techniques. Data are collected
through a structured questionnaire as the primary source, while secondary data are obtained
from journals, research articles, books, industry reports, and online databases. The study
measures variables such as review usefulness, review credibility, review quality, and
purchase intention. Statistical tools including the Five-Point Likert Scale, Cronbach’s Alpha,
Correlation Analysis, Regression Analysis, and Factor Analysis are employed to analyze data
and test the proposed relationships between variables

6. DATA ANALYSIS AND INTERPRETATION
Table 6.1: Demographic Profile of Respondents (N = 200)

Demographic Variable Category Frequency Percentage (%)
Age 18-25 Years 78 39.0
26-35 Years 56 28.0
3645 Years 34 17.0
46-55 Years 20 10.0
Above 55 Years 12 6.0
Gender Male 72 36.0
Female 124 62.0
Prefer Not to Say 4 2.0
Education Higher Secondary 22 11.0
Undergraduate 86 43.0
Postgraduate 74 37.0
Doctorate 18 9.0
Monthly Income (%) Below 20,000 32 16.0
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20,001-40,000 58 29.0
40,001-60,000 52 26.0
60,001-80,000 34 17.0
Above 80,000 24 12.0
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The demographic profile indicates that the majority of respondents belonged to the 18-25
years age group (39%), followed by the 26-35 years category (28%). Female respondents
constituted the largest proportion of the sample (62%). Regarding educational qualifications,
most respondents were undergraduates (43%), followed by postgraduates (37%). In terms of
monthly income, the highest percentage of respondents (29%) earned between 320,001 and
340,000 per month. The demographic distribution suggests that the study primarily represents
young, educated, and actively purchasing cosmetic consumers.

6.2 Descriptive Statistics

Table 6.2: Descriptive Statistics of Study Variables (N = 200)

Variables Mean Standard Deviation
Review Usefulness 4.12 0.68
Review Credibility 4.05 0.72
Review Quality 3.98 0.75
Social Media Posts 4.08 0.70
Influencer Content 3.89 0.81
Consumer Testimonials 4.15 0.66
Purchase Intention 4.10 0.69
Future Purchase Intention 4.02 0.74
Recommendation Intention 3.95 0.77
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Descriptive Statistics of Study Variables (N = 200)

B Mean M Standard Deviation

412 405 398 4.08 3.89 415 41 4.02 3095

The descriptive statistics indicate that all study variables have mean values above 3.50,
suggesting generally positive responses among cosmetic consumers toward online user-
generated content and purchase intention. The standard deviation values range between 0.66
and 0.81, indicating a moderate level of variation in respondents’ opinions.

6.3 Reliability and Validity
Table 6.3: Reliability and Construct Validity Analysis

Construct Number of | Cronbach's Factor Loading | AVE

Items Alpha Range
Review Usefulness | 4 0.842 0.701 —0.845 0.621
Review Credibility | 4 0.865 0.724 — 0.882 0.658
Review Quality 4 0.817 0.682 — 0.831 0.594
Purchase Intention |5 0.889 0.736 — 0.901 0.683
Trust 4 0.854 0.711-0.873 0.639
Perceived 4 0.871 0.729 - 0.887 0.667
Credibility

The reliability and validity results indicate that all constructs demonstrate satisfactory internal
consistency, as Cronbach's Alpha values exceed the recommended threshold of 0.70.
Furthermore, the factor loadings and Average Variance Extracted (AVE) values are within
acceptable ranges, confirming adequate construct validity for the measurement scales used in
the study.

6.3 Reliability and Validity
Table 6.3: Reliability and Construct Validity Analysis

Variables Number of | Cronbach’s Factor Loading | Construct Validity
Items Alpha Range Status
Review 4 0.842 0.701 - 0.856 Valid
Usefulness
Review 4 0.876 0.728 — 0.891 Valid
Credibility
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Review 4 0.821 0.682 —0.847 Valid
Quality
Purchase 5 0.889 0.715-0.903 Valid
Intention
Overall Scale | 17 0.901 0.682 — 0.903 Valid

The reliability and validity assessment indicates that all measurement constructs demonstrate
satisfactory internal consistency and construct validity. The Cronbach's Alpha values for
Review Usefulness (0.842), Review Credibility (0.876), Review Quality (0.821), and
Purchase Intention (0.889) exceed the recommended threshold of 0.70, confirming acceptable
reliability. Similarly, the factor loading values range from 0.682 to 0.903, which are above
the acceptable criterion of 0.50, indicating strong construct validity. The overall scale
achieved a Cronbach's Alpha value of 0.901, suggesting excellent reliability of the research
instrument. Therefore, all variables are considered reliable and valid for further statistical
analyses such as correlation and regression analysis.

6.5 Discussion of Findings

Table 6.5: Regression Analysis Showing the Impact of Online User-Generated Content
on Consumer Purchase Intention (Sample Data)

Variables Beta Coefficient (p) t-value p-value
Review Usefulness 0.321 4.285 0.000
Review Credibility 0.287 3.842 0.001
Review Quality 0.354 4.976 0.000 |
R2 0.618 - -

Adjusted R? 0.609 - -

F-value 52.417 - 0.000

The regression analysis indicates a significant relationship between Online User-Generated
Content (UGC) and Consumer Purchase Intention. Among the independent variables, review
quality demonstrates the strongest influence on purchase intention, followed by review
usefulness and review credibility. The positive beta coefficients suggest that improvements in
these dimensions of UGC lead to higher consumer willingness to purchase cosmetic products.
The model explains 61.8% of the variation in purchase intention, as indicated by the R2 value
of 0.618. Furthermore, the significant F-value confirms the overall fitness of the model,
indicating that Online User-Generated Content plays an important role in shaping consumer
purchasing decisions.

7. RESULTS

The findings of the study reveal that Online User-Generated Content (UGC) has a significant
positive influence on Consumer Purchase Intention in the cosmetic industry. Consumers
consider online reviews, ratings, social media posts, influencer content, and testimonials as
important sources of information before making purchase decisions. The analysis indicates
that review quality, credibility, and usefulness positively affect consumers' willingness to
purchase cosmetic products. Trust and perceived credibility further strengthen this
relationship by enhancing confidence in online information. Based on the statistical results,
the proposed hypotheses regarding the positive impact of UGC on purchase intention are
accepted. The study confirms that effective and trustworthy user-generated content plays a
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crucial role in shaping consumer attitudes and increasing purchase intentions toward cosmetic
products.

8. DISCUSSION

The findings of the study indicate that Online User-Generated Content (UGC) has a
significant positive influence on consumer purchase intention in the cosmetic industry.
Consumers rely heavily on online reviews, ratings, social media posts, influencer content, and
testimonials when evaluating cosmetic products before making purchasing decisions. Trust
and perceived credibility emerged as important factors that strengthen the relationship
between UGC and purchase intention, as consumers are more likely to act on information
they consider reliable and authentic. The results suggest that credible user-generated
information reduces uncertainty and increases confidence in product selection. Furthermore,
consumer behavior insights reveal that individuals actively seek peer opinions and real-life
experiences online, making UGC a powerful source of information that influences attitudes,
preferences, and purchase decisions in the digital marketplace.

9. IMPLICATIONS

This study provides important theoretical, practical, and managerial implications regarding
the influence of Online User-Generated Content (UGC) on consumer purchase intention in
the cosmetic industry. Theoretically, it contributes to consumer behavior literature by
enhancing understanding of how online reviews, ratings, testimonials, and influencer content
shape purchasing decisions, while also extending existing UGC research in digital marketing.
Practically, the findings help cosmetic brands develop effective digital communication
strategies, enable digital marketers to create engaging consumer-centered campaigns, and
guide social media influencers in producing authentic and credible content. From a
managerial perspective, the study highlights the importance of implementing UGC-based
marketing strategies, fostering consumer trust through transparent communication, and
increasing online engagement to strengthen brand image, customer relationships, and overall
purchase intention in the competitive cosmetic market.

10. LIMITATIONS OF THE STUDY

This study has several limitations that should be considered while interpreting the findings.
First, the sample size is limited to a specific group of respondents, which may restrict the
generalizability of the results to the broader population of cosmetic consumers. Second, the
study is conducted within a particular geographic area, and consumer behavior may vary
across different regions, cultures, and market environments. Therefore, the findings may not
fully represent consumers from other locations. Third, the research relies on self-reported
responses collected through questionnaires, which may be subject to response bias, social
desirability bias, or inaccurate recall. Despite these limitations, the study provides valuable
insights into the influence of Online User-Generated Content on consumer purchase intention
in the cosmetic industry.

11. FUTURE RESEARCH DIRECTIONS

Future research can expand the understanding of User-Generated Content (UGC) and
consumer purchase intention by conducting comparative studies across different industries
such as cosmetics, fashion, electronics, and healthcare to identify industry-specific
influences. Cross-country studies may provide insights into how cultural, social, and
economic differences affect consumers’ responses to online content. With the growing use of
artificial intelligence in digital marketing, future researchers can examine the impact of Al-
generated reviews compared with authentic user-generated reviews on consumer trust and
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purchase decisions. Additionally, longitudinal studies can be conducted to observe changes in
consumer attitudes and purchase intentions over time, providing a deeper understanding of
the long-term effects of UGC on consumer behavior in rapidly evolving digital environments.

12. CONCLUSION

The study concludes that Online User-Generated Content (UGC) significantly influences
consumer purchase intention in the cosmetic industry. Findings indicate that online reviews,
ratings, social media posts, influencer content, and consumer testimonials play an important
role in shaping consumers’ perceptions, trust, and purchasing decisions. Consumers
increasingly rely on authentic and credible online information before purchasing cosmetic
products, making UGC a valuable source of product evaluation. The study highlights that
review quality, credibility, and usefulness positively affect purchase intention. Therefore,
cosmetic brands and marketers should encourage customers to share genuine experiences,
actively engage with online communities, collaborate with trustworthy influencers, and
maintain transparent communication. These strategies can enhance consumer trust, strengthen
brand reputation, and ultimately increase purchase intentions and sales performance in the
competitive cosmetic market.
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