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This bachelor’s degree thesis investigates the marketing power of TikTok beauty influencers 
and their impact on Generation Z’s purchasing behavior among users who actively engage with 
beauty content on the platform. The research aims to provide valuable insights for marketers, 
beauty brands, and content creators looking to enhance their influencer marketing strategies on 
social media.  

This study consists of a theoretical framework and an empirical part. The theoretical framework 
explores how TikTok beauty influencers impact Generation Z’s purchasing behavior. It begins 
with an overview of social media marketing and the role of engagement metrics in capturing 
consumer attention on TikTok. The study then explores influencer marketing, examining 
different types of influencers, brand endorsements, and the formation and influence of 
parasocial relationships. The framework also covers credibility and trust, focusing on authentic-
ity, transparency, and the strategies influencers use to build credible and lasting relationships 
with their audience. Lastly, the research analyzes Generation Z consumer behavior, investigat-
ing their digital habits, content preferences, emotional responses, and motivational factors that 
influence purchasing decisions. 

The empirical research was conducted through a quantitative online survey specifically aimed at 
Generation Z participants to examine how TikTok beauty influencers affect their purchasing be-
havior. A total of 52 responses were collected and analyzed, providing insights into how this 
generation engages with influencer content. The findings demonstrated that TikTok influencers 
significantly affect Generation Z's buying decisions, especially when they are perceived to be 
credible and authentic. Authenticity, honest product reviews, and relatable personalities 
emerged as the most influential factors that drive trust and the decision to follow influencers. 
Conversely, overly polished, exaggerated, or sponsored content often causes scepticism and 
reduces viewer engagement. The majority of respondents reported purchasing beauty products 
based on influencer recommendations, highlighting product demonstration videos and educa-
tional content to be most effective and persuasive forms of content. 

For future studies, it would be beneficial to possibly study other age groups, to compare TikTok 
to other social media platforms, and to incorporate qualitative research methods. 

Key words 
Beauty Influencers, Generation Z, TikTok, Consumer Behavior, Influencer Marketing, Social Me-
dia 



 

 

Table of contents 

1 Introduction ............................................................................................................................ 1 

1.1 Background ................................................................................................................... 1 

1.2 Research Question ........................................................................................................ 2 

1.3 Demarcation .................................................................................................................. 3 

1.4 Scope and Limitations.................................................................................................... 3 

1.5 Benefits ......................................................................................................................... 3 

1.6 Key Concepts ................................................................................................................ 4 

2 TikTok Beauty Influencers' Impact on Gen Z Purchasing Behavior ........................................... 5 

2.1 Social Media Marketing .................................................................................................. 5 

2.1.1 TikTok and Engagement Metrics ......................................................................... 6 

2.2 Influencer Marketing ...................................................................................................... 7 

2.2.1 Influencer types (mega, micro, nano) ................................................................... 7 

2.2.2 Brand endorsement ............................................................................................ 9 

2.2.3 Parasocial relationship ........................................................................................ 9 

2.3 Credibility and Trust ..................................................................................................... 10 

2.3.1 Trust-Building ................................................................................................... 11 

2.3.2 Transparency ................................................................................................... 11 

2.4 Gen Z Consumer Behavior ........................................................................................... 12 

2.4.1 Influencers Impact ............................................................................................ 12 

2.4.2 Social Media Usage .......................................................................................... 13 

3 Research Approach and Methods ......................................................................................... 15 

3.1 Research methodology ................................................................................................ 15 

3.2 Data collection process ................................................................................................ 16 

3.3 Reliability and validity of research ................................................................................. 17 

4 Results ................................................................................................................................ 19 

4.1 Introduction to survey responses .................................................................................. 19 

4.2 Characteristics that Make TikTok Beauty Influencers Appealing to Generation Z (IQ1) ... 21 

4.3 The role of Credibility and Trust in shaping Purchasing Behavior (IQ2) .......................... 22 

4.4 Most effective content strategies used by TikTok beauty influencers (IQ3) ..................... 26 

4.5 Additional Information from open-ended questions ........................................................ 27 

5 Conclusion ........................................................................................................................... 30 

5.1 Key Findings ............................................................................................................... 30 

5.1.1 IQ 1: What characteristics make TikTok beauty influencers appealing to Gen Z 

consumers?................................................................................................................. 30 



 

 
5.1.2 IQ 2: How do credibility and trust influence Gen Z’s purchasing behavior on TikTok?

 31 

5.1.3 IQ 3: What marketing strategies used by TikTok beauty influencers are most 

effective in driving purchases? ..................................................................................... 32 

5.2 Validity and Reliability .................................................................................................. 33 

5.3 Recommendations for Future Research........................................................................ 34 

5.4 Learning Reflection ...................................................................................................... 34 

Sources .................................................................................................................................... 36 

Appendices .............................................................................................................................. 40 

Appendix 1. The Survey........................................................................................................ 40 

 

 

 

  

 



1 

 

1 Introduction 

This is a research-based bachelor’s thesis for the degree programme in Business Administration, 

with a major specialization in Marketing and Sales, conducted at Haaga-Helia University of Applied 

Sciences. The thesis, titled "The Marketing Power of TikTok Beauty Influencers: Understanding 

Their Impact on Gen Z Consumer Behavior," aims to investigate the growing influence of TikTok 

beauty influencers on Generation Z's purchasing behavior. 

This chapter will introduce the thesis topic and its background, along with the research question 

and investigative questions designed to address the study's central issue. It also covers the scope 

and limitations of the research, potential benefits, and key concepts. 

1.1 Background 

Social media today play an important role in shaping consumer behavior, particularly among Gen-

eration Z. This demographic lives digitally, and therefore so heavily relies on online platforms when 

researching products and making purchasing decisions (Thangavel et al., 2019). TikTok, with its 

unique short-video format and personalized recommendations, has become a primary channel for 

Generation Z to look for product recommendations. Particularly, they look for these recommenda-

tions from beauty influencers on the platform, who set trends, endorse products, and build trust 

with their audiences (Weismueller et al., 2020). 

TikTok beauty influencers rapidly grow their presence on social media through engaging and au-

thentic content. This credibility significantly impacts consumer trust, brand perception, and engage-

ment levels. This thesis explores the influence of TikTok beauty influencers and their role in 

shaping the purchasing decisions of Generation Z. Investigating what attracts Generation Z to 

these influencers and motivates them to follow their beauty recommendations will offer valuable 

insights for brands, marketers, and academics studying digital marketing. 

Instead of traditional advertising, influencer marketing uses authentic content created by popular 

individuals who engage effectively with their audience (Hudders et al., 2021). TikTok stands out as 

a new type of digital marketing where beauty influencers play an essential role in recommending 

products, creating trends, and shaping brand perceptions among Generation Z. Identifying the fac-

tors that enhance influencer credibility and effectiveness, in addition to understanding the psycho-

logical triggers behind Generation Z's purchasing decisions, is crucial for influencer marketing. 

The beauty industry, in particular, has quickly adopted TikTok marketing, leveraging influencer 

partnerships to connect with target consumers. Research suggests that influencer credibility, en-

gagement style, and relatability significantly influence Generation Z's purchasing decisions (Barta 
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& Andalibi, 2021). Consequently, gaining insights into how TikTok beauty influencers affect this de-

mographic is essential for businesses looking to improve their social media marketing strategies. 

1.2 Research Question 

This research investigates how TikTok beauty influencers affect Generation Z’s purchasing deci-

sions by analyzing the role of social media marketing, influencer marketing, credibility and trust, 

and Generation Z consumer behavior. Specifically, the thesis focuses on how influencers use Tik-

Tok to connect with their audiences through authentic, relatable content. It also explores the im-

portance of transparency, personal storytelling, and parasocial relationships in building trust and 

influencing buying decisions. By identifying what makes content created by influencers effective, 

the study provides valuable insights for brands aiming to engage with Generation Z consumers 

more successfully. 

The primary research question (RQ) guiding this study is: How do TikTok beauty influencers im-

pact Gen Z’s purchasing decisions? To answer this research question comprehensively, three in-

vestigative questions (IQs) have been formulated: 

IQ 1: What characteristics make TikTok beauty influencers appealing to Gen Z consumers? 

IQ 2: How do credibility and trust influence Gen Z’s purchasing behavior on TikTok? 

IQ 3: What marketing strategies used by TikTok beauty influencers are most effective in driving 

purchases? 

Table 1 below presents the investigative questions, theoretical framework components, research 

methods, and results chapters for each investigative question. 

Table 1. Overlay matrix  

 

Investigative Question Theoretical Framework Research 

Method 

Results  

IQ 1: What characteristics make TikTok 

beauty influencers appealing to Gen Z 

consumers? 

Influencer Marketing, Gen Z 

Consumer Behavior  

Survey 5.1.1 
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IQ 2: How do credibility and trust influ-

ence Gen Z’s purchasing behavior on 

TikTok? 

Credibility and Trust, Influ-

encer Marketing, Gen Z 

Consumer Behavior 

Survey 5.1.2 

IQ 3: What marketing strategies used 

by TikTok beauty influencers are most 

effective in driving purchases? 

Social Media Marketing, In-

fluencer Marketing, Gen Z 

Consumer Behavior 

Survey 5.1.3 

1.3 Demarcation 

The scope of this research is specifically limited to examining the impact of TikTok beauty influenc-

ers on Generation Z’s purchasing decisions by focusing on four key areas: Social Media Marketing, 

Influencer Marketing, Credibility and Trust, and Gen Z Consumer Behavior. The study focuses ex-

clusively on TikTok beauty influencers and does not include influencers from other categories, for 

example, such as fashion, fitness, or gaming.  

1.4 Scope and Limitations 

This study employs a quantitative questionnaire to analyze Generation Z consumers’ perceptions 

of TikTok beauty influencers, specifically examining influencer characteristics, trust factors, and 

marketing strategies. The research findings primarily reflect self-reported consumer attitudes and 

intended behaviors. Furthermore, results may be influenced by geographical or cultural variations, 

as Generation Z consumers across different regions may demonstrate diverse engagement pat-

terns and preferences regarding influencer marketing on TikTok. 

1.5 Benefits 

This research offers valuable insights for marketers, influencers, academics, and businesses by 

examining how TikTok beauty influencers impact Generation Z’s purchasing decisions. The find-

ings will help marketers and brands refine their influencer marketing strategies by identifying the 

characteristics and techniques that resonate the most with Gen Z. Influencers can better under-

stand how credibility, authenticity, and engagement affect their interaction with their audience. For 

academics and researchers, this study contributes to existing literature by quantitatively examining 

the relationships between influencer characteristics, their credibility, marketing strategies, and 

Generation Z’s decision-making process. 
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1.6 Key Concepts 

Social Media Marketing (SMM): The use of social media platforms and interactive tools by brands 

to connect with consumers, build brand awareness, and influence purchasing intentions through 

content creation, participation, and interaction with consumers (Tuten & Solomon, 2013). 

Influencer Marketing: A form of online marketing that employs influential individuals who create 

authentic content and leverage their online presence to promote products and influence consumer 

behavior (Hudders et al., 2021). 

TikTok Beauty Influencers: A beauty influencer is someone on social media who shares content 

about makeup, skincare, and other beauty topics (Influencity, 2024) 

Generation Z: Individuals born between 1996 and 2010 who are digitally native, highly active on 

social media, and significantly influenced by online platforms and digital communities in their deci-

sion-making processes (Thangavel et al., 2019). 
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2 TikTok Beauty Influencers' Impact on Gen Z Purchasing Behavior 

This chapter focuses on the theoretical framework needed to examine the influence of TikTok influ-

encers on the purchasing behavior of Generation Z. It consists of four main sections: Social Media 

Marketing, Influencer Marketing, Credibility and Trust, and Generation Z Consumer Behavior. Each 

section addresses specific concepts directly related to the research and investigation questions, 

providing a comprehensive understanding of the factors driving Generation Z's interactions with in-

fluencers and subsequent purchase decisions. 

Figure 1. This framework illustrates how key components interconnect to explain TikTok beauty In-

fluencers’ impact on Gen Z’s purchasing behavior. 

 

2.1 Social Media Marketing 

Nowadays, the number of people on social media has grown significantly, and social media is now 

a fundamental aspect of people's lives. It is estimated that in 2025, there will be 5.42 billion social 

media users worldwide (Sprout Social, 2025).  

One of the founding pillars of social media is social media marketing (SMM). Social media market-

ing (SMM) is the use of social media platforms, tools, and channels to promote products or ser-

vices to achieve mutual benefits for companies and their target audience (Tuten & Solomon, 2013). 
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SMM has changed how brands and consumers interact in many ways, creating a more dynamic 

and participatory environment. Platforms such as Facebook, Instagram, and TikTok allow brands 

to establish a deeper connection with their audience through content creation, user engagement, 

and direct communication. Companies are implementing SMM strategies to increase brand en-

gagement, build awareness, and ultimately drive purchase intent. The 2025 Sprout Social Index 

revealed that 90% of consumers use social media to keep up with trends and cultural events, mak-

ing it the most dominant source of information. By utilizing social media, brands encourage users 

to consume, engage, and create content, strengthening the consumer-brand relationship and in-

creasing brand loyalty. Among these digital spaces, TikTok stands out as an exemplary platform 

that fits these descriptions. 

2.1.1 TikTok and Engagement Metrics 

TikTok was launched relatively recently, in 2017, but despite this, the platform is experiencing rapid 

global growth, especially among Generation Z (Gen Z). As of early 2025, 82% of Gen Z social me-

dia users have an account on TikTok, which makes this platform the leading product search plat-

form among this generation. The platform receives about 2.65 billion monthly visits and offers an 

advertising reach of 1.59 billion users (Sprout Social, 2025). 

Social media marketing is actively used on TikTok, but when discussing it, it’s important to under-

stand how success is measured. On TikTok, the key engagement metrics are likes, comments, 

and shares. Likes are the most direct indicator of audience approval and play a crucial role in how 

the platform's algorithm promotes content (WNY News Now, 2025). Comments also increase visi-

bility and reflect active audience engagement, providing direct interaction between creators and 

viewers. Shares emphasize the perceived value of content as users choose to share it in their net-

works (Cheng & Li, 2023).  

On TikTok, likes serve as social proof, showing that a video is popular and worth watching. When 

people see a video with many likes, they are more likely to watch, comment, and share it. This cy-

cle boosts engagement and keeps the video trending (WNY News Now, 2025). Several beauty 

brands have already leveraged these metrics to improve their social media marketing strategies. 

For example, brands including The Ordinary, Rhode, and Maybelline have been efficiently utilizing 

engagement metrics on TikTok to go viral and generate significant sales growth. By understanding 

the role and importance of likes, comments, and shares, businesses can create more engaging 

content and increase the effectiveness of their marketing. While engagement is a key factor in so-

cial media marketing, it becomes even more important in influencer marketing, which will be dis-

cussed in the next chapter. 
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2.2 Influencer Marketing 

TikTok has become one of the most influential platforms shaping consumer trends and purchase 

decisions, mainly because of the engaging content created by influencers. Online consumers in-

creasingly turn to TikTok influencers for product recommendations and guidance rather than de-

pending only on referrals from friends and family. According to the Cambridge Dictionary (2024), 

an influencer is defined as “a person or group of people with the ability to influence the behavior or 

opinions of others.” Freberg et al. (2011) further emphasize that social media influencers act as in-

dependent authorities who shape their audience's opinions through various content formats. 

Social media influencers, particularly on TikTok, are often perceived as accessible, trustworthy, 

and relatable. These qualities make them stand out on the platform, as they effectively shape audi-

ence purchasing decisions through real-time interactions, prompt responses, and active engage-

ment with trending topics (Bu et al., 2022). By consistently sharing valuable and engaging content, 

influencers build a unique identity that fosters trust and authority within their audience (Liu & 

Zheng, 2024).  

Influencers now play a crucial role in TikTok marketing as brands actively collaborate with them to 

promote their products through influencer marketing. According to Rahmad (2024), TikTok influ-

encer marketing leverages influencers' established audience relationships to enhance brand 

awareness, reputation, and consumer perceptions. This idea is further supported by Torres, Au-

gusto, and Matos (2019), as they highlight that the interactions between influencers and followers 

can create illusions of face-to-face relationships, making followers more receptive to influencer-

generated content. Unlike traditional celebrity endorsements that typically lack personal interaction, 

influencer marketing builds stronger connections through continuous engagement and authentic 

communication (Bu et al., 2022).  

Highly effective TikTok influencer marketing strategies often involve authentic storytelling, humor, 

product tutorials, honest demonstrations, and interactive formats such as “get ready with me” vid-

eos (Nemirovsky, 2025). These content styles deeply resonate with Generation Z, increasing influ-

encer credibility and encouraging consumer purchases. By carefully choosing the right TikTok in-

fluencers, brands can successfully connect with their target audiences and build stronger con-

sumer relationships (Influencity, 2023; Torres, Augusto, and Matos, 2019). 

2.2.1 Influencer types (mega, micro, nano) 

While companies are actively recognizing the benefits of integrating influencers into their marketing 

communication strategies, they still face the challenge of identifying and collaborating with the right 

social media influencers to achieve effective marketing outcomes (Liu & Zheng, 2024). Influencers 
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are generally categorized based on follower counts into mega, macro, micro, and nano. Mega influ-

encers typically have more than one million followers, and this category often includes traditional 

celebrities. Following them are macro influencers who have between 500,000 to 1 million followers. 

Lastly, there are micro-influencers (10,000-50,000 followers) and nano-influencers (1,000-10,000 

followers), who often tend to maintain greater authenticity and higher engagement due to more di-

rect and personal interactions with their followers (Sanders, 2024).  

Recent industry trends show that beauty brands are significantly shifting their marketing prefer-

ences toward smaller-scale influencers, particularly nano-influencers (44%) and micro-influencers 

(25.7%) (WHY News Now, 2025). This shift is driven by the higher trust and stronger engagement 

that smaller influencers tend to generate with their audience. As social media users these days in-

creasingly get tired of traditional influencer content, these smaller creators are seen as more relat-

able and authentic in their recommendations. This explains why nano and micro-influencers typi-

cally achieve engagement rates two to three times higher than larger influencers. For instance, ac-

cording to Influencer Marketing Hub (2025), nano-influencers achieve an average engagement rate 

of approximately 15.04%, significantly outperforming mega-influencers, whose average engage-

ment rate on TikTok is around 10.53%. The figure below reflects this growing trend by showing 

how brand partnerships with nano-influencers increased from 39% in 2023 to 44% in 2024 

(Influencer Marketing Hub, 2025). Moreover, collaboration with nano-influencers can be particularly 

advantageous for brands aiming to target a specific niche or launch new products. These com-

bined benefits make them an increasingly appealing choice in modern influencer marketing. 

 

Figure 2. Influencer Preferences adapted from Influencer Marketing Hub 2025. 

39%

30%

19%

12%

44%

27,5%

17,4%
12,9%

Nano-Influencers Micro-Influencers Marco-Influencers Mega/Celebrity
Influencers

Influencer Preferences
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2.2.2 Brand endorsement 

The success of influencer marketing on TikTok highlights a broader trend in social media market-

ing, where brands increasingly utilize influencers to distribute brand messages through endorse-

ments (Torres, Augusto, and Matos, 2019). These endorsements typically involve partnerships in 

which influencers promote products or services in exchange for monetary compensation or free 

items (Influencity, 2023; Welsh, 2024). The most common and influential endorsement formats are 

sponsored posts and product reviews. In sponsored posts, influencers showcase a brand’s product 

as part of a paid collaboration and directly promote it to their audience. In contrast, product reviews 

are mostly based on personal experience and provide followers with reliable, honest information 

that significantly affects their purchasing decisions. 

Unlike traditional advertisements, influencer endorsements are often perceived as credible recom-

mendations rather than purely commercial promotions. However, the effectiveness of these en-

dorsements largely depends on the validity and trust established between influencers and their fol-

lowers. In reality, not all sponsorships are clearly disclosed. A lot of influencers either fail to do it 

properly or hesitate out of fear that transparency might lead to losing their audience (Kim, Jiang 

and Wang, 2021). This ongoing issue with undisclosed sponsorships is making it way harder for 

followers to figure out what content is authentic and what is just a well-planned ad.  

Therefore, selecting the right influencer is critical to a successful endorsement campaign (Torres, 

Augusto, and Matos, 2019). Key selection criteria include follower count, engagement rate, and au-

dience demographics. Most importantly, brands should collaborate with influencers whose values, 

interests, and visual identity align with their own (Influencity, 2023). Influencers must also produce 

high-quality content that effectively communicates brand messages and resonates with their target 

audience. Carefully reviewing an influencer’s past content, audience engagement, and perfor-

mance metrics helps reduce the risk of ineffective or misleading endorsements that could harm 

campaign outcomes, damage brand credibility, or lead to potential legal issues. As a result, the in-

fluencer’s appeal and how well they align with the brand are key factors in making endorsements 

effective (Torres, Augusto & Matos, 2019). 

2.2.3 Parasocial relationship 

The psychological side of influencer marketing also plays an important role. Parasocial relation-

ships, or the emotional one-sided bonds followers develop with influencers, significantly increase 

the impact of influencer marketing (Liu & Zheng, 2024). According to Närvänen, Kirvesmies, and 

Kahri (2020), these relationships are just illusions of closeness that followers have with influencers, 
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despite limited or no direct interaction. Such emotional connections deepen trust and make influ-

encer endorsements more persuasive and effective (Liu & Zheng, 2024). 

Additionally, Shan, Chen, and Lin (2020) introduced the concept of parasocial identification, where 

followers associate their ideal self-image with the influencer’s image. This sense of alignment 

strengthens brand engagement, enhances brand perception, and increases purchase intentions.  

Many followers are aware that influencers receive compensation for endorsements and recognize 

such content as a form of advertising; therefore, they process these persuasive messages accord-

ingly (Liu & Zheng, 2024). However, how successfully this content is received largely depends on 

the perceived authenticity of the influencer’s motives. Followers are more likely to respond posi-

tively when they believe the influencer genuinely supports the product and cares about their audi-

ence. In contrast, endorsements that seem as solely profit-driven tend to erode trust and reduce 

effectiveness (Shan, Chen and Lin, 2020). As a result, transparency and authenticity are crucial for 

maintaining influencer credibility and fostering successful brand partnerships. 

2.3 Credibility and Trust 

Credibility plays a major role in shaping how consumers respond to influencer marketing, espe-

cially on platforms like TikTok. It’s about whether people would trust them and follow their recom-

mendations based on how competent, trustworthy, and relatable an influencer appears (Barta & 

Andalibi, 2021). When followers see influencers as reliable sources, they’re more likely to take their 

advice seriously and let it shape their opinions and buying decisions (AlFarraj et al., 2021). 

Credibility is especially important for Generation Z, the primary audience on TikTok, who highly 

value authenticity, transparent communication, and genuine interactions. This generation prefers 

spontaneous, unscripted content from social media influencers, as it feels more relatable and natu-

ral compared to traditional, scripted advertising (Martínez-López et al., 2020; Sokolova & Kefi, 

2020). For instance, influencers like Alix Earle gained popularity through her unfiltered, behind-the-

scenes content that resonated deeply with young audiences, resulting in successful partnerships 

with various fashion and beauty brands. On the other hand, campaigns that give influencers strict 

scripts, such as a skincare promo where everyone said the same thing, will probably receive criti-

cism from Generation Z viewers for being perceived as fake. Excessive control over influencer con-

tent can lead to perceptions of inauthenticity and negatively impact how audiences perceive the 

credibility of both the influencer and the brand (Martínez-López et al., 2020). Therefore, brands 

need to give influencers some creative freedom while still providing content oversight, allowing in-

fluencers to deliver branded content in a way that aligns with their personal style and voice.  
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2.3.1 Trust-Building 

The credibility of influencer messages largely relies on the trust developed between influencers 

and their followers. This trust develops over time through consistent and genuine interactions and 

can positively shape consumer attitudes toward the recommended products and significantly in-

crease purchase intentions (Kim & Kim, 2021). Followers who trust an influencer are more likely to 

perceive their recommendations positively, which not only enhances long-term loyalty and engage-

ment but also increases their willingness to accept product or service endorsements even when 

their connection to the influencer is limited.  

Notable examples of influencers who have successfully built trust with their audiences include Mer-

edith Duxbury and Mikayla Nogueira. Both are known for openly sharing the strengths and 

weaknesses of the products they review while maintaining genuine, two-way communication with 

their followers. When influencers stay true to these principles, even sponsored content is perceived 

as a sincere recommendation rather than purely promotional (Yesiloglu & Costello, 2021). As a re-

sult, brands increasingly partner with trusted influencers to enhance the credibility and impact of 

their campaigns, as follower trust directly strengthens confidence in the brand’s message (Mar-

tínez-López et al., 2020).  

2.3.2 Transparency 

According to Figure 3, approximately 48% of Generation Z social media users trust brand recom-

mendations from influencers. These findings highlight that Generation Z is the most likely to trust 

influencers, however, this trust can be conditional and influenced by perceived authenticity. If an 

influencer looks too commercialized, engagement rates can drop. Unlike previous generations who 

were more tolerant of traditional celebrity recommendations, Generation Z sees overly commercial 

content as inauthentic, which often causes them to disengage (Pradhan et al., 2022). 
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Figure 3. Trust in Influencer Recommendations by Generation, adapted from Emarketer 2024. 

Transparency about paid partnerships is essential in influencer marketing. When sponsorships or 

promotional intent are hidden, consumers may mistakenly believe the endorsement is entirely 

genuine, which can harm both the influencer’s and the brand’s credibility if later revealed. At the 

same time, overtly commercial messages are often less effective, as they are perceived as less 

aligned with the audience’s interests, leading to lower engagement and acceptance. Instead, con-

tent that provides informative, brand-related insights with authentic, personal opinions is generally 

perceived as more trustworthy and persuasive. To maintain follower trust and credibility, influenc-

ers should openly disclose sponsored content and emphasize that their opinions remain honest 

and independent (Martínez-López et al., 2020). 

2.4 Gen Z Consumer Behavior 

Generation Z is highly active on platforms like Instagram, TikTok, and YouTube, using them not 

only for entertainment but also for learning, practical tips, and discovering new products. 47% of 

Generation Z use social media as inspiration for shopping, emphasizing the platform’s role in guid-

ing their purchasing decisions (Survey Monkey, 2022). Additionally, according to Sprout Social 

(2025), nearly half of all consumers make purchases each month because of influencer content. 

Furthermore, 55% of Generation Z considers influencer recommendations as one of the most im-

portant factors influencing their buying decisions (HubSpot, 2022). These statistics demonstrate 

the powerful impact social media influencers have on Gen Z’s consumer behavior. 

2.4.1 Influencers Impact  

Influencers act as important bridges between brands and Gen Z consumers, allowing brands to 

connect more authentically with their target audiences. Through influencer content, Generation Z 

learns about a brand’s reputation, values, and product offerings. Influencers who specialize in spe-

cific niches, such as beauty, fashion, or technology, generally inspire higher trust and engagement 

due to their perceived expertise and consistent, targeted content (Eisend & Langner, 2010). By 

regularly sharing knowledge and insights within their niche, influencers establish authority, which 

significantly enhances the impact of their recommendations on Generation Z’s purchasing 

decisions. However, an influencer’s effectiveness extends beyond niche expertise. Personal quali-

ties and authentic interaction with their audience also play a crucial role in building credibility. 

According to Kim and Kim (2021), developing trust and perceived expertise takes time and re-

peated interactions, making consistency a key factor in forming strong, long-term relationships be-

tween influencers and their followers. 
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Beauty brands can strategically leverage this trend by prioritizing authentic interactions and focus-

ing on long-term relationships over short-term sales. One effective approach that helps to build 

trust and deepen engagement with Generation Z consumers is by encouraging user-generated 

content (Influencer Marketing Hub, 2025). As a result, influencers are taking on more active roles 

in brand collaborations, contributing not just to promotions but also to campaign development and 

even product design. This collaborative style aligns well with Gen Z’s expectations for transpar-

ency, creativity, and storytelling that reflects real experiences.  

Taking this approach further, many brands are choosing to work directly with Gen Z creators. In-

volving young marketers, designers, and influencers in the creative process helps ensure that cam-

paigns are both relevant and relatable. These collaborators bring valuable insights into Gen Z's 

values, communication styles, and current trends. Influencers, in particular, act as trusted messen-

gers who share brand messages in a way that feels natural to their audiences (Londe, 2023). This 

peer-to-peer strategy helps build stronger emotional connections and makes marketing efforts 

more effective. 

2.4.2 Social Media Usage  

For companies, it is extremely important to stay active and engaging online, as based on the statis-

tics from Survey Monkey (2022), nearly a third of Generation Z consumers (29%) are more likely to 

buy from brands that have a strong presence on social media. TikTok, in particular, has become a 

powerful tool for influencing Gen Z’s buying habits due to its short, visually appealing videos that 

easily go viral (WNY News Now, 2025). Content on TikTok is always evolving and mostly filled with 

different kinds of trends. Within the beauty niche, popular trends such as the “clean girl aesthetic” 

and “glassy skin” routines have significantly contributed to the rise in popularity of specific beauty 

products (Brand Vision Insights, 2023). For instance, items like Maybelline’s Sky-High mascara 

and Dior’s lip oil quickly sold out after going viral on the platform.  

Moreover, TikTok’s interactive features, including real-time user-generated comments and product 

reviews, further enhance audience engagement by offering authentic consumer feedback. Unlike 

traditional product descriptions, TikTok showcases genuine, real-world product applications and 

reactions that build influencer credibility (Torres, Augusto & Matos, 2019). This highly interactive 

approach also nicely aligns with Generation Z’s digital preference for convenience, emotional grati-

fication, and impulse buying. Engaging visual content, intuitive platform navigation, and personal-

ized user experiences with aesthetic enjoyment are all crucial in driving both planned and un-

planned purchases, especially in digital and e-commerce environments, where interactive features 

and tailored recommendations significantly impact purchasing decisions (Pradhan et al., 2022).  
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In conclusion, Generation Z’s purchasing behavior is deeply integrated with their extensive social 

media usage, emotional connections with influencers, and strong preference for authentic, trans-

parent, creative, and engaging content. For brands seeking to effectively engage with such an in-

fluential demographic, these insights should be used strategically to build meaningful connections 

and drive consumer loyalty. 
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3 Research Approach and Methods 

This chapter describes the research methodology selected to explore how TikTok beauty influenc-

ers affect Gen Z’s purchasing decisions. It also outlines the study design, sampling method, data 

collection process, and chosen analysis method. Additionally, it provides the rationale behind se-

lecting this specific research methodology and briefly addresses reliability and validity considera-

tions. 

3.1 Research methodology 

Selecting an appropriate research method significantly influences the quality and outcomes of the 

study. Since the research aims to obtain broad insights from a larger audience, a quantitative re-

search approach was selected.  

Quantitative research involves the systematic collection and statistical analysis of numerical data. It 

is used to measure variables, identify patterns, and test relationships through statistical analysis 

(Watson, 2015). This method enables the researcher to study a large group of participants and 

produce generalizable results based on structured data collection. Key principles of quantitative 

research include reliability, which refers to the consistency of results, and validity, meaning the ac-

curacy of what is being measured (Watson, 2015). 

While qualitative research methods may be useful for in-depth exploration of individual perspec-

tives, they are typically better suited for smaller sample sizes and narrower research scopes 

(Pathak et al., 2013). Common qualitative data collection methods include observations, in-depth 

interviews, and focus groups. In contrast, a quantitative method aligns better with this thesis's aim 

to gather comprehensive data from Generation Z social media users. Consequently, an online sur-

vey was identified as the most appropriate method for data collection. It allows for gathering struc-

tured responses from a larger audience within a short time, making it suitable for analyzing pat-

terns in consumer behavior.  

The overall research design, including the research focus, target group, method, data collection, 

and its connection to the investigative questions, is illustrated in Figure 4 below. 
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Figure 4. Research Design 

3.2 Data collection process 

Sampling is the process of selecting a suitable segment of the population that best represents the 

group being studied. Researchers mainly rely on samples to draw meaningful conclusions, since it 

is often not feasible to collect data from every individual in the target population. Sampling methods 

are generally classified into probability sampling, where every individual in the population has an 

equal chance of being selected, and non-probability sampling, where the selection probability var-

ies (Taherdoost, 2016). Probability sampling is more suitable when the goal is to generalize results 

to the entire population, whereas non-probability sampling is often used when time, access, or re-

sources are limited. For this thesis, a non-probability sampling method was chosen. Specifically, 

the survey targeted Generation Z TikTok users interested in beauty-related content. The survey 

was distributed via social media and completed by Gen Z TikTok users who follow beauty content. 

This method was chosen for its efficiency and accessibility in reaching the intended audience. 

The main target group for respondents was Generation Z. Although Generation Z typically refers to 

individuals born approximately between 1996 and 2010, the survey data also included responses 

from slightly older participants (up to 35 years old). All collected responses were considered rele-

vant and therefore included in the analysis.  
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To collect primary data, an online questionnaire was developed using Google Forms. The survey 

was carefully designed to be clear, user-friendly, and concise, maximizing the likelihood of re-

spondent engagement and quality data collection. The final survey included 16 structured ques-

tions, including a mix of multiple-choice, multiple-selection, Likert-scale, rating-scale, and two op-

tional open-ended questions. The questions were structured in a logical flow, beginning with gen-

eral background information and moving toward more specific topics. All questions were designed 

to directly support the thesis’s investigative questions. 

To answer IQ1 (What characteristics make TikTok beauty influencers appealing to Gen Z?), the 

survey included questions on why respondents follow influencers (e.g., personality, expertise, aes-

thetics), how relatable they find them, and which specific influencers they regularly engage with. 

For IQ2 (How do credibility and trust influence Gen Z’s purchasing behavior on TikTok?), several 

questions focused on what builds or reduces trust (e.g., authenticity, over-promotion, transparency 

about sponsorships), preferences regarding micro- vs. mega-influencers, and the influence of spe-

cific influencer behaviors. 

Finally, for IQ3 (What marketing strategies are most effective in driving purchases?), the survey 

examined the types of content that most influence purchases (e.g., reviews, tutorials, transfor-

mations), the frequency of buying behavior based on recommendations, and additional sources re-

spondents consult before making a purchase. 

The survey was distributed through popular social media and communication platforms among 

Generation Z, including Instagram, LinkedIn, Telegram, and WhatsApp. This multi-platform distri-

bution method aimed to maximize visibility and engagement, encourage diverse responses, and 

ensure a sufficient sample size. The survey was voluntary and anonymous, with participants in-

formed about the purpose of the study and the confidentiality of their responses. 

3.3 Reliability and validity of research 

Reliability and validity are essential for evaluating the quality of quantitative research, as they en-

sure that findings are trustworthy and accurate (Mellinger & Hanson, 2020). In this thesis, reliability 

refers to how consistently the results would appear if the study were repeated under similar condi-

tions. To support this, the survey questions were designed to be as clear and straightforward as 

possible, reducing the chance of confusion or misinterpretation. The survey was distributed digi-

tally, ensuring the conditions of data collection remained consistent for each respondent. Addition-

ally, responses were collected anonymously. However, it is important to acknowledge that using 

non-probability sampling may slightly limit reliability, since the sample was self-selected and might 

not represent the entire Generation Z population (Taherdoost, 2016). 
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Validity, on the other hand, refers to whether the survey accurately measures what it intends to 

measure, specifically in this case the Generation Z’s consumer behavior and opinion towards Tik-

Tok beauty influencers. To make sure the survey captured this accurately, the questions were cre-

ated based on relevant research and closely aligned with the investigative questions of the thesis. 

Key themes such as influencer credibility, trust, and purchasing behavior were addressed in a clear 

and structured way to support content validity. 

Overall, the measures taken throughout the research design, such as careful formulation of the 

survey, systematic data collection methods, and a strong link between the survey and research ob-

jectives, helps to support the reliability and validity of this study. 
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4 Results 

This chapter presents the results of the quantitative research conducted through a survey. It ad-

dresses the investigative questions outlined in Chapter 1.2 by connecting them with the data col-

lected during the two-week survey period. In total, 52 responses were collected, all from partici-

pants belonging to the target demographic: Generation Z. 

Visual graphs were created with the help of Excel to support the analysis. As a result, this chapter 

will present a comprehensive and nuanced understanding of how TikTok beauty influencers shape 

the purchasing decisions of Generation Z. 

4.1 Introduction to survey responses 

This first section describes the demographic and behavioral background of the survey respond-

ents. 

 

Figure 5. Age Distribution 

As shown in Figure 5, the majority of respondents fall within or near the Generation Z demo-

graphic, generally defined as people born between 1996 and 2010 (approximately aged 15–29 by 

2025). The largest share, 55.8% (29 respondents), belongs to the 21–25 age group, followed by 

25% (13 respondents) in the 26–30 age group. Additionally, the dataset includes one respondent 

slightly older (up to 35 years old) than the traditional Generation Z definition. This broader age 

range provides additional insights while still confirming that the survey successfully reached the 

target audience. 
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Figure 6. TikTok usage 

A significant majority, 67.3% (35 respondents), reported using TikTok daily. Additionally, 11.5% (6 

respondents) use the platform a few times a week, while 9.6% (5 respondents) access it a few 

times a month. (See Figure 6) 

 

Figure 7. Engagement frequency with beauty content on TikTok 

Regarding beauty content engagement, nearly half of the respondents, 48.1% (25 respondents), 

reported engaging with it very often, while 26.9% (14 respondents) stated they engage occasion-

ally. The remaining respondents reported engaging with beauty content either rarely, 15.4% (8 re-

spondents), or never, 9.6% (5 respondents). (See Figure 7) 
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4.2 Characteristics that Make TikTok Beauty Influencers Appealing to Generation Z (IQ1) 

This part of the survey focuses on the attributes that make beauty influencers appealing to Genera-

tion Z consumers. 

 

Figure 8. Beauty Influencers following 

According to the survey data, 63.5% of respondents follow beauty influencers on TikTok, while 

36.5% do not. This indicates that the majority of respondents belong to the targeted group for this 

study. (See Figure 8) 

Reason for Following Influencers Number of Respondents 

Honest product reviews 31 (59.6%) 

Quality of content 21 (40.4%) 

Beauty expertise 20 (38.5%) 

Humor or entertainment 19 (36.5%) 

Addressing specific beauty needs (e.g., acne, budget-friendly) 18 (34.6%) 

Engaging storytelling 17 (32.7%) 

Table 2. Reasons for following TikTok beauty influencers 

According to the results in Table 2, 59.6% of respondents selected honest product reviews as the 

main reason for following beauty influencers. This was followed by the quality of content, which 
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was 40.4%, and beauty expertise, which was 38.5%. These results show that authenticity, high-

quality content, and beauty expertise are the key factors influencing Gen Z’s decision to follow Tik-

Tok beauty influencers. 

 

Figure 9. Relatability Importance 

The results presented in Figure 9 indicate that influencer relatability plays a significant role in Gen-

eration Z's decision to follow beauty influencers. In total, 78.9% of respondents rated relatability as 

important to some degree, with 34.6% (18 respondents) considering it very important, 30.8% (16 

respondents) somewhat important, and 13.5% (7 respondents) extremely important. Only 21.1% of 

respondents viewed relatability as less important, with 11.5% (6 respondents) rating it as not very 

important and 9.6% (5 respondents) as not important at all. 

4.3 The role of Credibility and Trust in shaping Purchasing Behavior (IQ2) 

This section of the thesis presents the findings from the survey regarding the influence of credibil-

ity, transparency, and authenticity on purchasing behavior. 
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Figure 10. Key factors enhancing influencer trustworthiness 

According to the results, 84.6% of respondents identified honest reviews as the most important fac-

tor in making a TikTok beauty influencer trustworthy. Showing realistic results was also highly val-

ued, chosen by 80.8% of respondents. Additionally, 69.2% considered transparency about paid 

partnerships important. Educational background and consistency in product recommendations 

were seen as slightly less critical, selected by 46.2% and 19.2% respectively. (See Figure 10) 

 

Figure 11. Factors leading to the loss of trust in influencers 
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As we can in the Figure 11, the top reasons for losing trust in influencers were using filters or 

editing to enhance product results, selected by 75% of respondents, then overly positive reviews of 

every product, which was chosen by 67.3%, and a lack of transparency about sponsorships, with 

65.4%. Other common reasons included promoting too many products at once (57.7%) and rarely 

showing long-term results (53.8%). These findings suggest that Gen Z quickly loses trust in 

influencers who seem inauthentic, overly commercial, or not fully honest. 

 

Influencer Behavior Very 

Likely 

Likely Neutral Unlikely Very Un-

likely 

Disclose paid partnerships 12 15 21 3 1 

Mention both pros and cons of 

products 

31 18 2 1 0 

Regularly engage with their 

audience in comments 

14 23 11 2 2 

Clearly label content as spon-

sored or partnered 

22 20 7 2 1 

Share personal stories about 

the product experience 

29 16 5 1 1 

Table 3. Trust based on influencer behavior 

Table 3 shows how likely respondents are to trust a TikTok beauty influencer based on certain be-

haviors. The highest level of trust was associated with influencers who mention both the pros and 

cons of products, with 31 respondents stating they are "very likely" to trust them. This was followed 

by sharing personal product stories (29 respondents) and clearly labeling content as sponsored (22 

respondents). On the other hand, disclosing paid partnerships was generally seen positively but 

had more mixed responses, with many respondents selecting "neutral." 
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Figure 12. Gen Z perceptions of trustworthiness based on influencer follower count 

In the survey, the majority of respondents, 69.2% (36 respondents), reported that their trust de-

pends more on the content than the number of followers. These results show us that for Gen Z, 

credibility is not based on the influencer's popularity. Both micro- and macro-influencers can earn 

Gen Z’s trust if they like their content. (See Figure 12) 

 

Additional Source Number of Responses Percentage (%) 

Online reviews on other platforms 40 76.9 

Comments section on TikTok 28 53.8 

Brand’s official website 20 38.5 

Recommendations from friends or family 15 28.8 

I usually don’t check anything else 3 5.8 

Table 4. Additional sources checked before purchase 

Before buying a product recommended by a TikTok influencer, most respondents reported seeking 

confirmation from additional sources. Forty respondents stated that they check online reviews on 

other platforms, while 28 respondents reported reading the TikTok comment section. Many also 

visit the brand’s official website or ask friends and family for advice. (See Table 4) 
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4.4 Most effective content strategies used by TikTok beauty influencers (IQ3) 

This final part of the results section explores which content strategies most effectively influence 

Generation Z's purchasing behavior. 

 

Figure 13. Buying products based on TikTok beauty influencers' recommendations 

According to the results shown in Figure 13, 41 respondents (78.8%) said they had bought a 

beauty product based on a TikTok beauty influencer’s recommendation. 

 

Content Element Number of Responses Percentage (%) 

Product demonstrations (e.g., before and 

after) 

33 63.5 

Authenticity and honest opinions 32 61.5 

Clear explanations and information 27 51.9 

Product affordability or convenience 23 44.2 

Relatable influencer identity or experience 13 25 

Personal stories or beauty routines 12 23.1 

Aesthetic visuals or high production quality 9 17.3 

Table 5. What is mostly influencing purchasing decisions 
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Respondents were also asked to select up to three content elements that mostly influence their 

purchasing decisions. The top choices were product demonstrations, selected by 33 respondents, 

followed by authenticity and honest opinions, chosen by 32 respondents and lastly clear explana-

tions and information was selected by 27 respondents. (See Table 5) 

 

Figure 14. Impact of beauty influencers to purchasing decisions 

Moderate responses were received to the statement regarding TikTok beauty influencers' impact 

on purchasing decisions. About one-third of respondents (17 individuals) selected a neutral re-

sponse (option 3). Additionally, 14 respondents agreed to some extent (option 4). In total, 18 par-

ticipants expressed some level of disagreement (option 2 or option 1). And only a small number, 3 

respondents, strongly agreed with the statement (option 5). 

4.5 Additional Information from open-ended questions 

An additional chapter with the responses to the two open-ended questions included in the survey. 
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Figure 15. Beauty products purchased based on influencers' recommendations 

In the first open-ended question, respondents were asked to name a beauty product they had 

bought based on a TikTok influencer’s recommendation. A total of 24 responses were collected. 

Popular examples included Clinique’s Black Honey lipstick, eyelash serums, and skincare products 

from brands like The Ordinary and La Roche-Posay. Additionally, products related to K-beauty cos-

metics, pimple patches, and various types of fragrances were mentioned.   
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Figure 16. Additional feedback 

In the final open-ended question, participants were asked to share any additional thoughts about 

how TikTok beauty influencers affect their purchasing decisions. Six people provided answers for 

this question. 

Several comments stated that it can be hard to fully trust influencer content due to the possibility of 

paid promotions or overly positive reviews. One participant mentioned that trust can be an issue, 

but seeing a large amount of positive feedback still makes them more likely to buy a product. An-

other participant compared TikTok’s influence to peer pressure, mentioning how easy it is to be 

persuaded by engaging videos. A response written in Russian also described the almost hypnotic 

pull of TikTok content. 

On the other hand, one comment shared positive feedback, writing that TikTok influencers can 

make products feel more accessible and trustworthy, especially through relatable and engaging 

demonstrations. It also mentioned in this comment how short, interactive videos help people 

quickly decide whether a product is worth trying. (See Figure 16) 
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5 Conclusion 

This chapter provides a summary of the research on how TikTok beauty influencers impact Gener-

ation Z’s purchasing behavior. It presents the main findings to answer the Research Question and 

Investigative Questions. In addition, the reliability and validity of the study will be covered later on 

in the chapter, as well as recommendations for further research and the authors' reflection on the 

thesis process and learning outcomes. 

5.1 Key Findings 

The aim of this research was to explore the marketing power of TikTok beauty influencers and their 

impact on Generation Z consumers’ behavior. The main research question of the study was: “How 

do TikTok beauty influencers impact Gen Z’s purchasing decisions?” 

To address the research problem, the following investigative questions (IQs) were formulated: 

IQ 1: What characteristics make TikTok beauty influencers appealing to Gen Z consumers? 

IQ 2: How do credibility and trust influence Gen Z’s purchasing behavior on TikTok? 

IQ 3: What marketing strategies used by TikTok beauty influencers are most effective in driving 

purchases? 

This chapter provides a detailed answer to each of the investigative questions and gives a full un-

derstanding of the topic. 

5.1.1 IQ 1: What characteristics make TikTok beauty influencers appealing to Gen Z con-

sumers? 

The first IQ aims to understand which characteristics make TikTok beauty influencers appealing to 

Generation Z consumers. It was important to find out whether aspects like relatability, authenticity, 

expertise, or content quality had an effect on Gen Z’s decisions to follow influencers. 

The survey results revealed that Generation Z values the following qualities in TikTok beauty influ-

encers: authenticity, high-quality content, beauty expertise, and relatability. Out of the survey par-

ticipants, honest product review was chosen by 31 respondents (59.6%) as the main reason for fol-

lowing beauty influencers (See Table 2). These survey results also support what was discussed in 

the theoretical framework, where authenticity and trust emerged as important influencer character-

istics (Bu et al., 2022). 



31 

 
The following 2 important characteristics were high-quality content, selected by 21 survey respond-

ents (40.4%), and beauty expertise, which 20 respondents (38.5%) considered important (See Ta-

ble 2). These results show that Generation Z wants influencers to have genuine knowledge to offer 

helpful, high-quality information.  

Additionally, relatability plays a significant role in influencers' appeal among Generation Z, with 

78.9% of total respondents rating it as at least somewhat important, very important, or extremely 

important (See Figure 9). This corresponds to earlier information from the theoretical framework, 

where influencers who shared similar lifestyles and experiences with their audience were consid-

ered more trustworthy (AlFarraj et al., 2021). 

To summarize these findings, it is important to highlight that for Generation Z, the key factor that 

makes beauty influencers on TikTok appealing is their ability to appear real and relatable. While 

beauty expertise and product quality are also valued, they are not as important as honesty and au-

thenticity. 

5.1.2 IQ 2: How do credibility and trust influence Gen Z’s purchasing behavior on TikTok? 

In the second IQ, the goal was to investigate how credibility and trust shape Generation Z’s pur-

chasing behavior on TikTok. The research was mainly focused on identifying the actions that cre-

ate or destroy trust, and which factors affect purchasing behavior after engaging with influencer 

content. 

Credibility and trust turned out to be key influencing factors for Generation Z when it comes to buy-

ing beauty products recommended by TikTok influencers. According to the survey, 44 respondents 

(84.6%) identified honest reviews as the most important factor that makes an influencer more trust-

worthy. This was followed by realistic product results, picked by 42 respondents (80.8%), and 

transparency about paid partnership, with 36 respondents (69.2%) choosing it, as other important 

criteria (See Figure 10). These insights align closely with the theoretical framework findings from 

Chapter 2.3.1, where Kim & Kim (2021) mentioned that transparency and authenticity are essential 

for building trust between influencer and their audience. 

Nevertheless, the results regarding factors that lead to a loss of trust in the influencer turned out to 

be the following. Respondents reported a significant loss of trust in the influencers who actively use 

filters to enhance results (75%) or provide overly positive reviews (67.3%) (See Figure 11). These 

results confirm that Gen Z consumers are highly critical of content that feels exaggerated or fake. 

As previously discussed in Chapter 2.3.2, the works Kim, Jiang and Wang (2021) emphasize that 

hidden sponsorships and a lack of honesty can quickly damage an influencer’s credibility among 

their followers. 
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The influencer’s number of followers was also one of the topics explored in both the theoretical 

framework and the survey conducted for this thesis. According to the survey results, this criterion is 

not considered particularly important to followers. The majority of respondents, 36 participants, 

stated that trust depends more on the influencer’s behavior and communication than on their popu-

larity (See Figure 12). This means that both micro- and macro-influencers have equal chances to 

build trust if they are authentic and genuine with their audience. 

Lastly, even though influencers play a strong role in shaping their audience’s purchase decisions, 

many Generation Z consumers still prefer to double-check information before making a purchase. 

This way, the most frequent activity was reviewing additional sources, such as online reviews, 

selected by 40 respondents (76.9%). Another popular behavior was checking the comment 

sections before making a final decision, chosen by 28 respondents (53.8%) (See Table 4). This 

cautiousness indicates that Generation Z values trust in influencers, but still prefers to verify infor-

mation independently. Overall, these results show that Generation Z takes trust very seriously, and 

if they perceive an influencer as untrustworthy or detect inauthentic content, they are unlikely to tol-

erate it. This is exactly why being transparent and honest is essential for influencers to build trust 

with their audience. 

5.1.3 IQ 3: What marketing strategies used by TikTok beauty influencers are most effective 

in driving purchases? 

The third Investigative Question focused on analyzing what marketing strategies used by TikTok 

beauty influencers are most effective in encouraging Generation Z to make purchases. Specifically, 

it focused on identifying the types of content, communication styles, and techniques that have the 

biggest impact on Generation Z buying behavior. 

The survey results showed that a large majority of Generation Z social media users, 41 respond-

ents, have bought a beauty product after seeing it recommended by a TikTok influencer (See Fig-

ure 13). This indicates that influencers play a strong role in promoting beauty products among 

young consumers on TikTok. 

Looking more closely at the content types that mostly influence purchases among Generation Z, 

product demonstrations came first, selected by 33 respondents (63.5%). Nearly matching this, 

32 respondents (61.5%) identified authenticity and honest opinions as a second key factor driving 

the purchase. Lastly, clear explanations about the product were chosen by 27 respondents 

(51.9%), making it the third most influential element (See Table 5). These findings align well with 

the earlier theory by Nemirovsky (2025) in Chapter 2.2, which highlights that highly effective TikTok 
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influencer marketing strategies often involve authentic storytelling and honest product demonstra-

tions. 

The less significant marketing strategies, based on the survey responses, included aesthetic 

visuals and storytelling, selected by just 9 and 12 respondents, respectively (See Table 5). These 

results show that Gen Z consumers are more interested in honest communication and real product 

results than in entertainment or visuals. 

Although the majority of respondents admitted that some influencers affect their purchasing deci-

sions to some extent, the overall emotional response remained neutral. In particular, 17 respond-

ents (32.7%) rated the statement as a “3” on a scale from 1 to 5, with 1 being “strongly disagree” 

and 5 being “strongly agree.” Only 3 respondents (5.8%) strongly agreed that influencers have a 

major impact on their buying decisions (See Figure 14). 

Feedback collected from two open-ended questions in the survey also highlighted a mix of cau-

tious attitudes and acknowledgment of influencer impact. Some of the participants were skeptical 

towards sponsored content, while others appreciated short and relatable product demonstrations 

(See Figure 16). These insights suggest that there are plenty of video strategy formats that appeal 

to Generation Z, but the format itself is not the most important thing. What Generation Z truly val-

ues is simplicity, clear explanations, and transparency and honesty. If an influencer shows genuine 

interest and willingness to share a product, Generation Z is more likely to trust and engage with 

any type of content.  

5.2 Validity and Reliability 

The next important part of the results section is to evaluate the validity and reliability of this re-

search to ascertain the accuracy and utility of the research. 

This study aimed to understand how TikTok beauty influencers impact Generation Z’s purchasing 

behavior. To achieve this, the theoretical framework was carefully developed by collecting infor-

mation from reliable sources, such as books, articles, and blogs, most of which were published ap-

proximately within the last ten years. All the sources have been correctly referenced according to 

the university guidelines to maintain the validity and academic integrity of the thesis. 

As for the survey creation, it was carefully designed based on the theoretical framework and the 

investigative questions. The collected responses provided relevant insights into Generation Z’s be-

havior towards the TikTok beauty influencers and nicely addressed the research questions outlined 

in this thesis. The survey collected a total of 52 responses, which gave a good foundation for 
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analyzing Generation Z behavior in the TikTok beauty sector. The survey and theoretical frame-

work supported each other well, and the findings aligned with the research objectives set for this 

thesis. 

Nonetheless, it is important to acknowledge certain limitations regarding the validity and reliability 

of this thesis. To begin with, the sample size of 52 respondents is relatively small, which limits the 

generalizability of the findings. Since the respondents were self-selected through social media 

platforms, there may also be a risk of selection bias that can potentially affect the 

representativeness of the data. Additionally, self-reporting-based responses can also have inherent 

biases based on subjective interpretations. Therefore, while the collected data provides valuable 

exploratory insights, caution should be exercised when generalizing these findings widely. 

5.3 Recommendations for Future Research 

As social media and influencer marketing continue to evolve rapidly, there are still many areas that 

could be studied further in the future. Since this research is focused only on Generation Z and Tik-

Tok beauty influencers, it would also be informative to study other age groups, such as Millennials 

or even younger generations like Generation Alpha, to see if their behavior is somehow different. It 

could also be useful to compare TikTok influencers with influencers on other platforms, like Insta-

gram or YouTube. 

Another suggestion for further research would be to combine quantitative and qualitative data 

collection methods, to conduct both a survey and an interview. Interviews could provide deeper in-

sights into this topic.  

Lastly, it would also be helpful to have a bigger and more diverse group of participants, including 

people from different countries and backgrounds. Although 52 respondents participated in my sur-

vey, and there were individuals from different backgrounds, I believe that a larger data collection 

would be extremely useful.  

5.4 Learning Reflection 

Overall, I dedicated about five months to working on this thesis, and during this process, I learned 

a lot. To begin with, working on this thesis helped me to improve my knowledge of influencer mar-

keting, a topic that I was very interested in. This was my initial goal, and I am glad that I was able 

to achieve it. Along the way, I learned even more about how influencers, especially on TikTok, im-

pact consumer behavior and how to effectively apply influencer marketing strategies to influence 

Generation Z.  
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One of the most significant things that I learned was conducting a full research project from start to 

finish. I learned how to design a survey, collect the data, analyze it, and then connect the results 

with the theoretical framework. Analyzing the data and drawing conclusions helped me to better 

understand how important it is to have both theory and practical findings supporting each other. 

The thesis process also improved my time management skills, as balancing the research with 

other responsibilities was sometimes challenging. However, it taught me how to plan my work 

more effectively. Overall, the entire thesis process turned out to be a very valuable learning experi-

ence. It not only strengthened my research and writing skills but also gave me new insights that I 

believe will be useful in my future career in marketing. 
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