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ABSTRACT 

The rise of digital platforms has transformed the 

way consumers interact with brands, with online 

reviews and consumer-generated content (CGC) 

playing a pivotal role in shaping purchasing 

decisions. This research investigates the impact of 

online reviews and CGC on brand perception and 

purchase intentions, with a special focus on 

cosmetic products in Coimbatore. By analyzing how 

positive and negative user-generated content 

influences consumer trust, emotional engagement, 

and brand loyalty, the study aims to provide insights 

into the growing significance of online consumer 

feedback in the cosmetics market. The findings will 

help cosmetic brands and marketers understand the 

dynamics of consumer behaviour in an increasingly 

digital and review-driven marketplace. 

Keywords: Online Reviews, Consumer-Generated 
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I. INTRODUCTION OF THE STUDY 
Internet and technology change the 

perspective of business from traditional marketing 

to online marketing. With the growth in usage of 

internet, social media network has become one of 

the most important communication channels and 

attract large number of users in less passive of time. 

Social media is used as a promotional tool in 

marketing of products, it helps in capturing large 

viewers at a time to share opinions and have good 

interaction with consumers 

Consumers' evaluations of products, 

shopping decisions, and purchasing behaviours can 

all be influenced by online reviews on purchased 

goods as a form of word-of-mouth communication. 

Consumers are accustomed to evaluate the quality of 

items and services on e-commerce platforms, which 

in turn generates online word-of mouth.  

Purchase intention is the subjective 

likelihood that customers will choose to buy things, 

and it can be used to predict consumer purchasing 

behaviour under particular circumstances. Quality, 

quantity, valence, similarity, and other factors have 

been studied in the past to see how internet reviews 

affect purchase intent.  

Cosmetic products can be divided in five different 

categories:  

1. Skin Care products: Products which are used to 

improve appearance of the skin are known as skin 

care products. It contains 30% share of all cosmetic 

sold in the market.  

2. Hair care products: Products used for hair 

cleansing, enhancing or changing looks of hair are 

hair care products. It contains 25% share of all 

cosmetic sold in the market. 

3. Colour cosmetic product: Products which 

change the colour and appearance. It contains 20% 

share of all cosmetic sold in the market.  

4. Personal care products: Products that include 

oral and body care related products are known as 

personal care products. It contains 15% share of all 

cosmetics sold in the market.  

5. Fragrance: Product that are used to change 

natural body odour. It contains 10% share of all 

cosmetic sold in the market. 

 

ONLINE SOCIAL NETWORKS  

Online social network include facebook, YouTube, 

Twitter, etc. Where individual share their 

knowledge and experience by constructing their 

public profile on social media sites. Due to online 

networking the communication between companies 

and consumers is more effective and meaningful. 

 

Types of Social media   

1. Social networking sites (SNS): SNS allow users 

to connect with each other, share their knowledge 

and experience, such as Facebook, LinkedIn.  

2. Blogs: Blogs maintained by individual or groups 

with the purpose of sharing their knowledge and 

experience to large number of audience at a time. 

Bloggers are free to blog without any restrictions. 
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3. Media sharing sites: Sites through which 

multimedia files like images, videos, and music 

were shared are known as media sharing sites, such 

as YouTube, Instagram, Pinterest.  

4. Micro blogging: Micro blogging are similar to 

blogging the only difference is, number of words 

used by individual in micro blogging are limited. 

Users have to fit their views in specific limit of 

words, such as twitter.  

5. Consumer Review Networks: This network 

helps viewers to find, share and review all related 

information about product, such as Zomato, Trip 

Advisor 

 

STATEMENT OF THE PROBLEM 

Consumers are beginning to resist the 

effect of some companies at marketing them. The 

promotional focus of some organizations is on the 

conventional mass media advert style, which 

includes commercial TV, radio jingles and 

advertisements in print format such as newspapers. 

It is now on record that as the Internet is fast 

advancing across the global market place, the 

effectiveness of traditional mass media is fast on the 

decline. Online reviews and influencers have formed 

part of the marketing strategies of different brands 

all the world over. But it is unclear how these two 

aspects impact the businesses or the different brands 

that apply these elements in their plans to target 

consumers within generations Y and Z. Meanwhile, 

evaluation of the efficiency of a marketing strategy 

is essential in identifying or understanding whether 

the different strategies that are applied actually bear 

fruits. Therefore, it is imperative to understand how 

the two market segments; generation Y and Z 

respond to online reviews and influencers to 

optimize their purchase intentions 

 

NEED OF THE STUDY 

The behaviour of females and the 

marketing potentials assume a greater importance in 

the minds of manufacturers, marketers as there is 

tremendous changes taking place in the fashion, 

lifestyle, and living standard and in the rate of 

literacy. The technology innovation has also brought 

about a sea-change in the minds of consumers. 

Though everything has changed the development of 

industry is based on level of satisfaction of 

customers towards the products in the industry. 

Thus, the same has been taken as problem towards 

the study 

 

OBJECTIVES OF THE STUDY 

 To assess the impact of online reviews and 

consumer-generated content on brand perception of 

cosmetic products in Coimbatore. 

 To examine the influence of online reviews 

on purchase intentions for cosmetic products in 

Coimbatore. 

 To identify factors affecting the credibility 

and trustworthiness of online reviews and 

consumer-generated content for cosmetics in 

Coimbatore. 

 

SCOPE OF THE STUDY 

The beauty industry is a fast growing 

industry with the usage of cosmetic products by 

young generation for better looks and personal 

appearance. The study focuses on identifying the 

factors and understanding the behavioural intentions 

and customer perception of the consumers with 

respect to branded cosmetic products. The study is 

about analysing the level of satisfaction of 

customers towards cosmetic product delivered 

online and their opinion towards distribution 

channel. The main scope of the study is that the 

study can help the cosmetic companies to know 

about the perception of women consumers towards 

the quality of service and the product quality which 

may help them to rectify their errors based on 

consumers perception in near future. 

 

LIMITATIONS OF THE STUDY 

 The sample size of the study is limited to 

126.  

 The sampling area is restricted to 

Coimbatore city.  

 There may be a bias towards primary data 

collected from the respondents. 

 Social media marketing is not a new aspect 

and it is always changing and evolving. There are 

many journals/articles on this topic but very few 

links social media with changes in consumer 

behaviour. The study is presented in a general 

manner 

 

II. REVIEW OF LITERATURE 
Malarout, Namesh. & Shetty, Dasharathraj K 

(2016) The objective of the study is to analyze the 

impact of fashion bloggers on internet users in 

buying decision making and awareness created by 

fashion bloggers about the latest fashion in the 

market. The sample size of the research was 140 

collected through structured questionnaire. The 

result of the study indicate that blogger have 
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positive influence on the buying behaviour of 

branded products. It was analyzed, from fashion 

blogs maximum numbers of blog readers get 

inspired by updating themselves about latest trend.  

Verbickaitee, Gerda (2017) in the study entitled 

“What is the impact of the cosmetic industry in the 

West on Caucasian female consumer’s wellbeing?” 

The objective of the study is to explore the effect of 

cosmetics on well-being female regarding aspects of 

education, social, psychological, physical and 

career. It was revealed from the study that in order 

to feel socially confident females are highly 

dependent on the usage of cosmetics.  

Ulfat, Saima (2018) in the study entitled “Pairing of 

customer satisfaction with brand consciousness and 

price sensitivity (A Feminine study in Pakistan on 

beauty care products selection, use and 

satisfaction)”. Purpose of the research is to analyze 

the effect of brand awareness in choosing beauty 

care products and also to review the effect of price 

sensitivity of female and their satisfaction level with 

beauty care product. Through online survey 108 

female responses are collected. Result indicates 

primary factor which results in actual satisfaction in 

consumer from brand consciousness and secondary 

factor is price sensitivity for selected beauty care 

product.  

Halim and Hameed (2020) described purchase 

intention as a process in which the consumers buy 

the products and make repetition purchases for the 

specific product. He explains the four behaviors of 

consumers related to purchase intention including 

the undoubted plan for product purchase, thinking to 

purchase the product, contemplating to buy the 

product in the future, and to purchase the specific 

product.  

Bian and Moutinho (2021) states brand image as 

the set of statements for the target market to capture 

their purchase intentions. He highlighted brand 

image in their study as the overall beliefs about the 

brand by keeping in mind its unique features. Thus 

it can be concluded that the brand image is an 

important variable which affects the purchase 

intentions of the consumers. It motivates the 

consumers to go for a specific brand having good 

brand image forcing them to make purchase 

intentions. The Product attributes, brand personality, 

and brand benefits defines the image of the brand. 

Higher the brand image more will be the purchase 

intention for the specific brand.  

Abbott et al, (2022)  in their study defined product 

attributes as the sensory processes of the product 

which includes the design, technology, engineering 

processes of the product which contributes to the 

overall attractiveness of the product and impacts the 

consumer purchase intentions. So it highlights that 

product attributes helps in positioning of the 

product, the product attributes can be weak or strong 

but the consumer satisfaction is heavily dependent 

on the product attributes.  

 Nysveen, H., Pedersen, P. E (2023) explained 

product attributes as the expressive features that 

provides uniqueness to the product and distinguish 

the product from the competitors. The product 

attributes can be Intrinsic or extrinsic. Intrinsic 

attributes are those which influence the product 

directly and extrinsic are those which indirectly 

influence the product. Attributes of the product 

conveys the company’s image and philosophy to the 

consumers. They are the features which gives a 

product uniqueness and inviduality in the market. 

The product attributes differs from product to 

product and provides brand equity to the company.  

 

III. RESEARCH METHODOLOGY 
It provides an outline of the research 

methods used by the researcher to achieve the 

study's goals and objectives. This chapter provides 

an overview of the research design, sample design, 

survey design; statistical tools employed, and 

research interpretation procedures 

 

RESEARCH DESIGN 

The research design is a master plan or 

blueprint that lays out all of the methodologies and 

procedures, as well as the conceptual framework in 

which the research is carried out. It is used for data 

collecting, measurement, and analysis. A research 

design is a set of guidelines for gathering and 

analyzing data in a way that balances the value of 

the study goal with the budgetary constraints. 

A quantitative research design will be employed 

to gather empirical data on consumer perceptions 

and behavior. A descriptive research approach will 

be used to assess how online reviews on purchase 

decision with reference to Givi naturals, 

Coimbatore. 

 

SAMPLING TECHNIQUES 
The study will target cosmetic consumers in 

Coimbatore, selecting a sample of 100-150 

participants through a random sampling method to 

ensure a representative mix of age, gender, and 

socioeconomic backgrounds. 

A stratified random sampling technique can be 

used to categorize consumers based on different 

factors such as age group, income level, and 

frequency of cosmetic product purchase. 

Sample Design  
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A self- designed questionnaire was developed and 

given to general public. The questionnaire is related 

to online reviews on purchase decision. 

Sample Population  

The population of the study is general public of 

Coimbatore. 

Sample Size  

The sample size of the study is 126. 

 

DATA COLLECTION 
Primary data will be collected through a structured 

questionnaire comprising close-ended questions. 

The questionnaire will be designed to capture: 

 Demographic information 

 Attitudes toward online reviews and consumer-

generated content 

 Purchase intentions and brand perception 

Primary data 

The source of primary data is through questionnaire 

based on the objectives. Data collected by the 

researcher itself are known as primary data. The 

primary data is more reliable and correct. To 

facilitate this research, questionnaires, surveys, 

interview will be used to collect primary data. 

 

Secondary data 

The secondary data were collected from books, 

journals, websites and other published sources. The 

data which is gathered by the researcher from some 

other sources are known as secondary data. The 

secondary data will be collected with the help of 

journals, research reports, letters, magazines, books, 

official reports, government publications, and other 

relevant publications. 

Data Analysis: 

The collected data will be analyzed using statistical 

techniques such as: 

 Descriptive statistics  ( Simple Percentage 

Analysis ) (mean, frequency, percentage) to 

summarize the responses 

 Factor analysis to identify underlying factors 

influencing purchase intentions 

 Regression analysis to test the relationship 

between online reviews and purchase intentions, and 

between CGC and brand perception 

Ethical Considerations: 
o Ensure informed consent is obtained from 

participants. 

o Ensure confidentiality of respondent data and 

anonymity in reporting findings. 

CHI SQUARE TEST 

NULL HYPOTHESIS 

H0: The significant relationship between Monthly 

income and Spend on cosmetic products monthly.  

ALTERNATIVE HYPOTHESIS 
H1:  There is no significant relationship between 

Monthly income and Spend on cosmetic products 

monthly.  

Case Processing Summary 

 

Cases 

Valid Missing Total 

N Percent N Percent N Percent 

Monthly income * Spend on 

cosmetic products monthly 
126 100.0% 0 0.0% 126 100.0% 

 

Monthly income * Spend on cosmetic products monthly Cross tabulation 

 

Spend on cosmetic products monthly 

Total Below Rs.500 

Rs.500-

1000 

Rs.1000-

1500 

Rs.1500-

2000 

Above 

Rs.2000 

Monthly 

income 

Below Rs.15,000 8 8 5 0 2 23 

Rs.15,000 - Rs.20,000 12 8 4 3 1 28 

Rs.20,000 - Rs.25,000 5 6 8 11 2 32 

Rs.25,000 – Rs. 50,000 3 6 5 7 3 24 

Rs. Above Rs. 50,000 2 4 4 1 8 19 

Total 30 32 26 22 16 126 

 

Chi-Square Tests 

 Value df 

Asymp. Sig. (2-

sided) 

Pearson Chi-Square 41.100a 16 .001 

Likelihood Ratio 40.275 16 .001 

Linear-by-Linear Association 17.110 1 .000 

N of Valid Cases 126   
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a. 14 cells (56.0%) have expected count less than 5. The minimum expected 

count is 2.41. 

 

IV. RESULT 
 Since the calculated value is less than the 

table value. So the significant relationship between 

Monthly income and Spend on cosmetic products 

monthly.  

 

V. SUGGESTIONS 

 The brand management should consider 

influencers who are not only famous but portray a 

positive image of the product as this will increase 

the customer's purchase intentions.  

  The brands should adopt online reviews 

platforms that can sieve through to remove or 

deactivate the negative reviews so as to avoid 

negative references for the products. 

 Social media influencer’s plays very 

important role in influencing consumer as it 

generate interest, faith in the consumers, reach large 

number of viewers worldwide.  

 It was expected that for generating trust in 

consumers, brand consciousness and price 

sensitivity are two important factors.  

 Recommendations of bloggers might affect 

positively the consumer purchase decision for 

cosmetic products.  

 Social media have different impact on 

distinct demographic factors of the society. 

 Consider pricing strategies that make 

organic products more accessible to consumers 

across different income brackets. Explore 

partnerships with local stores and online platforms 

to increase product availability. 

 Given the strong presence of younger age 

groups in the market, businesses should tailor their 

marketing strategies to appeal to this demographic. 

Utilize social media platforms and influencer 

marketing to engage with young consumers 

effectively. 

 

VI. CONCLUSION 
This study examines how online user 

reviews influence purchase intent and brand 

perception. It finds a strong positive relationship 

between online reviews, trust, decision-making, and 

motivation. The results highlight the importance of 

customer reviews in shaping brand image and buyer 

behavior. These insights are valuable for businesses 

aiming to build consumer trust and monitor 

purchasing trends. Online reviews are expected to 

remain a key factor in digital consumer decision-

making. 
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