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CrossMark

This study aimed to design and validate a model explaining the role of social media and
influencers in customer relationship management and branding in the beauty industry. This
applied study employed an exploratory mixed-methods design incorporating qualitative and
quantitative phases. In the qualitative phase, thematic analysis was conducted following Braun
and Clarke’s six-stage approach. Data were collected through semi-structured interviews with
12 theoretical and practical experts in business management, marketing, customer relationship
management, and social media, selected through purposive sampling and theoretical judgment.
The qualitative analysis identified seven major themes: trust and credibility, influencer role and
performance, brand strategy for influencer management, customer relationship management,
customer loyalty, branding and brand identity, and innovative strategies. In the quantitative
phase, the statistical population consisted of marketing experts, specialists, and managers
working in the beauty industry, and 384 participants were included. Data were collected using a
questionnaire and analyzed through partial least squares structural equation modeling (PLS-
SEM). Convergent and discriminant validity, composite reliability, and Cronbach’s alpha were
also assessed and confirmed. Inferential results indicated that all seven structural paths were
positive and statistically significant (t>2.58, p<0.01). Customer relationship management
demonstrated the strongest effect on customer relationship management and branding ($=0.553),
followed by customer loyalty (=0.542), trust and credibility ($=0.422), influencer role and
performance ($=0.369), innovative strategies (=0.362), brand strategy for influencer
management ($=0.308), and branding and brand identity (3=0.267). The model explained 62.1%
of the variance in the dependent construct (R2=0.621). The predictive relevance index was
Q%=0.390, while the overall goodness-of-fit index was 0.655, indicating strong explanatory and
predictive performance. The findings indicate that the effectiveness of social media and
influencers in the beauty industry depends on the integrated contribution of relationship-
oriented, trust-based, loyalty-building, branding, and innovative mechanisms. Customer
relationship management, customer loyalty, and trust and credibility emerged as the most
influential dimensions. Accordingly, beauty brands can strengthen their market position by
integrating customer relationship management with influencer marketing strategies and
developing personalized, credible, and interactive relationships with consumers.

Keywords: Social Media; Influencers; Customer Relationship Management; Branding; Customer
Loyalty; Beauty Industry.
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Extended Abstract

Introduction

The rapid expansion of digital technologies and social media has fundamentally transformed the
nature of interactions between brands and consumers. Customers are no longer passive recipients of
promotional messages; rather, they actively participate in producing, evaluating, sharing, and
disseminating brand-related content. Social media platforms have consequently evolved from
supplementary communication channels into strategic environments for customer engagement,
relationship development, value co-creation, and brand building. Within this interactive marketing
environment, organizations increasingly rely on digital touchpoints to understand customer needs,
personalize communications, stimulate engagement, and establish sustainable relationships. Interactive
marketing therefore emphasizes continuous communication, customer participation, and technology-
enabled exchanges as central mechanisms through which firms can enhance customer experiences and
strengthen competitive positioning (Wang, 2021).

The growing strategic importance of social media has also transformed customer relationship
management (CRM). Contemporary CRM extends beyond the use of databases and software for recording
customer transactions and increasingly incorporates digital analytics, artificial intelligence,
personalization, and integrated communication across multiple platforms. Such developments allow
organizations to better identify customer preferences, predict behavioral patterns, and provide more
relevant and individualized interactions (Ozay et al., 2024). Digital CRM communication strategies can
also facilitate customer acquisition and retention by improving accessibility, responsiveness, and the
quality of interactions across digital channels (Wulandari et al., 2025). Accordingly, the integration of social
media into CRM represents an important strategic mechanism through which brands can convert short-
term digital encounters into more enduring customer relationships.

One of the most influential developments within social media marketing has been the emergence
of social media influencers. Influencers create and disseminate content to established networks of
followers and can affect consumer attitudes and behaviors through their perceived expertise, authenticity,
lifestyle, attractiveness, and relational proximity. Their role differs from conventional celebrity
endorsement because influencer communication is often embedded within everyday content and perceived
as more personal and interactive. Nevertheless, the increasing commercial power of influencers has raised
concerns regarding advertising transparency, accountability, and the regulation of promotional activities
(Karami, 2023). These concerns are especially relevant when influencer recommendations directly shape
consumer perceptions of products and brands.

Influencer marketing has particular significance in the beauty industry because beauty products
and services are highly visual, experiential, identity-related, and dependent on interpersonal
recommendations. Consumers frequently seek online demonstrations, reviews, tutorials, before-and-after
content, and personal consumption experiences before making purchasing decisions. Beauty influencers
can therefore reduce perceived uncertainty by presenting products in realistic consumption contexts and
communicating directly with followers. Evidence suggests that social media engagement and beauty
influencers can positively affect consumers' purchase intentions (Basalamah et al., 2025). Influencers may
also affect continued purchasing behavior on beauty e-commerce platforms, suggesting that their role can
extend beyond initial awareness and acquisition to repeated consumption and relationship maintenance
(Bui et al., 2025).
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However, influencer effectiveness cannot be explained solely by audience size. Influencer type,
brand popularity, and consumers' need for uniqueness may determine how audiences respond to influencer
endorsements (Ceylan & Hayran, 2025). Similarly, congruence between influencers and their audiences
may increase customer participation and customer citizenship behaviors, which subsequently affect
purchase intentions (Farrokhi et al., 2024). Parasocial relationships can further strengthen this process by
increasing consumers' perceived emotional closeness to influencers and encouraging customer value co-
creation behaviors (Mirshakari, 2025). These findings indicate that influencer marketing operates through
relational, psychological, and participatory mechanisms rather than merely through promotional exposure.

The credibility of influencer-generated content is another critical issue. Consumers increasingly
depend on both influencer-generated and user-generated content when evaluating products. Information
quality and source credibility can affect the perceived usefulness of shared information and subsequent
purchase intentions (Pourdalan et al., 2024). Consequently, trust constitutes a fundamental mechanism
connecting influencer communication with consumer behavior and brand outcomes. At the same time,
professional ethics, honesty, transparency, and respect for consumers are increasingly recognized as
essential requirements for sustainable influencer marketing (Ashrafi et al., 2025). Failure to maintain these
standards may undermine both influencer credibility and the reputation of associated brands.

Indeed, the rapid growth of influencer marketing has also exposed consumers and brands to various
risks. Deceptive practices, misinformation, harmful product promotion, unrealistic beauty standards,
manipulative consumption, social comparison, and privacy concerns constitute important dimensions of
the darker side of influencer culture (Ekinci et al., 2025). Such concerns are especially salient in the beauty
industry, where influencer messages may affect individuals' appearance-related expectations and
consumption decisions. Therefore, brands must strategically manage influencer selection, collaboration,
monitoring, and ethical compliance.

A sustainable influencer strategy must consequently extend beyond short-term advertising
campaigns. Sustainable influencer-based marketing involves content competencies, interaction
capabilities, online networking, influencer power, social alignment, and mechanisms for inclusive value
creation and sustainable brand identity (Zarei & Akbari Arbatan, 2024). Furthermore, characteristics such as
authenticity, social attractiveness, and attitudinal homophily may influence followers differently across
generations, highlighting the importance of audience segmentation when designing influencer campaigns
(Abate et al., 2025). Social media may also create indirect cultural and experiential encounters that shape
consumer engagement and brand-related perceptions, further demonstrating the role of digital experience
in contemporary branding (Lee & Lee, 2024).

Taken together, previous studies have primarily examined isolated outcomes such as purchase
intention, continued purchasing, customer participation, influencer credibility, or brand-related
perceptions. Although these studies provide valuable insights, there remains a need for an integrated
framework capable of simultaneously explaining the relationship-oriented, trust-based, influencer-related,
branding, loyalty, and innovative dimensions through which social media and influencers contribute to
customer relationship management and branding in the beauty industry. Therefore, the present study
aimed to design and validate a comprehensive model explaining the role of social media and influencers
in customer relationship management and branding in the beauty industry.
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Materials and Methods

This applied study employed an exploratory mixed-methods design consisting of qualitative and
quantitative phases. In the qualitative phase, thematic analysis was conducted using a six-stage analytical
process. Participants consisted of theoretical and practical experts with relevant expertise in business
management, marketing, customer relationship management, social media, and the beauty industry.
Twelve experts were selected through purposive sampling and theoretical judgment. The qualitative
sample included three academic experts and nine managerial or practical experts. Semi-structured
interviews were used to collect qualitative data, which were coded, categorized, and organized into basic,
organizing, and overarching themes.

The qualitative analysis resulted in the development of a conceptual model containing seven
principal dimensions: trust and credibility, influencer role and performance, brand strategy for influencer
management, customer relationship management, customer loyalty, branding and brand identity, and
innovative strategies. The content validity of the extracted dimensions and components was assessed using
expert judgment and content validity indices.

In the quantitative phase, the population comprised marketing experts, specialists, and managers
working in beauty salons, cosmetic brands, online sales platforms, and advertising agencies who had at
least three years of relevant professional experience. Because the statistical population was considered
unlimited, the required sample size was calculated as 384 participants. A total of 420 questionnaires were
distributed to ensure an adequate final sample, and data from 384 respondents were analyzed.

Partial least squares structural equation modeling (PLS-SEM) was used to assess the measurement
and structural models. Internal consistency reliability was evaluated using Cronbach's alpha, composite
reliability, and rho_A. Convergent validity was assessed through average variance extracted (AVE), while
discriminant validity was examined using the Fornell-Larcker criterion. The structural model was
evaluated through standardized path coefficients, bootstrapped t-values, coefficient of determination (R?),
effect size (f2), predictive relevance (Q?), and the overall goodness-of-fit index.

Findings

The measurement model demonstrated satisfactory psychometric properties. The AVE values for
the study constructs ranged from 0.525 to 0.825, exceeding the recommended threshold for convergent
validity. Cronbach's alpha, composite reliability, and rho_A values were also acceptable for all constructs.
Assessment using the Fornell-Larcker criterion supported discriminant validity, indicating that the
constructs measured conceptually distinct dimensions of the proposed model.

Structural model analysis demonstrated that all seven hypothesized relationships were positive and
statistically significant. All bootstrapped t-values exceeded 2.58, confirming the significance of the
structural paths at the 99% confidence level. Customer relationship management had the strongest positive
effect on customer relationship management and branding in the beauty industry (B = 0.553), followed by
customer loyalty (f = 0.542) and trust and credibility (f = 0.422).

Influencer role and performance also had a significant positive effect (f = 0.369), followed closely
by innovative strategies (B = 0.362). Brand strategy for influencer management exerted a significant
positive influence with a standardized coefficient of 0.308. Branding and brand identity showed the
smallest standardized coefficient among the seven predictors but nevertheless had a statistically significant
positive effect (p = 0.267).
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The coefficient of determination for the principal dependent construct was R2 = 0.621, indicating
that the seven dimensions jointly explained 62.1% of the variance in customer relationship management
and branding in the beauty industry. Effect-size analysis indicated substantial contributions of the
independent constructs, with customer relationship management presenting the highest reported effect
size (f2=0.549), whereas innovative strategies presented the lowest reported effect size (f2 = 0.356), which
nevertheless remained substantial. The predictive relevance index was Q2 = 0.390, indicating strong
predictive capability. Furthermore, the overall goodness-of-fit index was 0.655, supporting the strong
overall fit of the proposed model.

Discussion and Conclusion

The findings demonstrate that the role of social media and influencers in the beauty industry should
be understood as a multidimensional system rather than as a simple promotional mechanism. The validated
model indicates that successful digital branding and customer relationship development emerge through
the simultaneous operation of relationship management, loyalty development, trust creation, effective
influencer performance, strategic influencer management, brand identity, and innovation.

Customer relationship management emerged as the strongest predictor, suggesting that the
principal value of social media does not lie merely in increasing visibility. Rather, social media becomes
strategically valuable when it enables brands to respond to customers, personalize communication,
understand their needs, maintain interaction after purchase, and integrate customer information across
multiple digital touchpoints. Influencer campaigns that attract attention without being connected to an
effective CRM system may therefore generate temporary exposure without producing sustainable
customer relationships.

Customer loyalty was the second strongest determinant. This finding indicates that successful
beauty brands must move beyond customer acquisition toward repeated interaction, continued purchasing,
advocacy, and emotional attachment. Social media offers an environment in which satisfied customers
can become active brand advocates by sharing experiences, recommending products, and producing
brand-related content. Consequently, customer loyalty may simultaneously represent both an outcome of
successful digital relationships and a mechanism through which brand value is amplified.

Trust and credibility also played a central role. Because beauty-related consumption often involves
subjective experiences and expectations concerning appearance and personal identity, customers are
particularly sensitive to the credibility of product claims and influencer recommendations. Transparent
communication, authentic experiences, and credible influencer-brand relationships can reduce uncertainty
and strengthen customers' willingness to engage with brands. Conversely, deceptive or exaggerated
promotional practices can rapidly weaken both influencer credibility and brand reputation.

The significant contribution of influencer role and performance confirms that influencers operate
as more than advertising intermediaries. Their functions may include education, storytelling, product
demonstration, community interaction, experience sharing, and facilitation of conversations between
consumers and brands. Their effectiveness consequently depends on the quality of interaction and
perceived relevance of their content rather than simply the size of their audience.

Innovative strategies also contributed substantially to the model. Practices such as using micro-
and nano-influencers, encouraging user-generated content, creating online communities, organizing
hybrid events, and developing participatory campaigns can transform customers from passive audiences
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into active participants in brand communication. These strategies provide brands with opportunities to
combine interaction, authenticity, personalization, entertainment, and value co-creation.

The significant effect of brand strategy for influencer management further demonstrates that
influencer selection and collaboration require systematic management. Brands should consider
compatibility between influencer identity, target audience, product category, and brand values and should
continuously evaluate collaboration outcomes. Although branding and brand identity showed the smallest
direct coefficient, their effect remained significant, suggesting that digital brand identity may partly
operate through more proximal mechanisms such as trust, loyalty, customer interaction, and influencer
relationships.

Overall, the model demonstrated strong explanatory and predictive performance. The findings
suggest that sustainable success in social media and influencer marketing within the beauty industry
requires an integrated strategy in which customer relationship management, loyalty, and trust receive
particular priority while influencer management, innovation, and brand identity are coordinated within the
same strategic framework. Beauty brands that integrate these dimensions are more likely to transform
social media engagement into durable customer relationships, stronger brand identification, and
sustainable competitive advantage.
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