
Synopsis 

1. Title  

Social Media and Phygital Strategies of Indian Cosmetic Industry: A Comprehensive Analysis 

of Leading Brands Abstract 

The cosmetic industry has increasingly adopted phygital strategies—a combination of 

physical and digital elements—to revolutionize consumer engagement and satisfaction. 

This research aims to explore the ongoing trends in cosmetic phygital strategies and social 

media marketing, focusing on platforms like Instagram and influencer marketing. The study 

will also investigate the future growth potential of these approaches in enhancing brand 

visibility and consumer trust. Through a mixed-methods approach, the study will assess 

consumer perceptions, preferences, and the effectiveness of phygital experiences in 

improving product understanding and decision-making. The findings are expected to 

provide insights into optimizing phygital touchpoints to build stronger consumer 

relationships and improve satisfaction. 

2. Introduction 

With the rise of digital transformation, the cosmetic industry is embracing phygital 

strategies to bridge the gap between physical products and digital engagement. Consumers 

today expect personalized experiences and seamless access to product information and 

services. Social media platforms, especially Instagram, and influencer marketing have 

become integral in shaping consumer preferences and driving product adoption. Companies 

like Sephora have successfully pioneered phygital strategies by blending in-store 

experiences with digital tools, offering services such as virtual try-ons and personalized 

recommendations through mobile apps. 

As digital technologies continue to evolve, the cosmetic industry faces new opportunities 

to enhance consumer engagement through phygital strategies. Social media marketing has 

become a crucial component in shaping brand perception and influencing purchasing 

decisions. Understanding how these digital interventions impact consumer behavior can 

help brands develop more effective marketing strategies, ultimately leading to stronger 

brand loyalty and increased sales. 

Despite the growing adoption of digital tools in the cosmetic industry, there is limited 

understanding of how phygital strategies and social media marketing influence consumer 

experiences and purchasing decisions. This research seeks to fill that gap by exploring the 

interplay between digital engagement, personalized skincare apps, and influencer-driven 

content in enhancing the consumer journey. The study aims to answer the question: How 

do phygital strategies and social media marketing impact consumer engagement and 

satisfaction in the cosmetic industry? 

 

 

 



3. Literature Review 

Rebière & Mavoori, 2021 

Sephora's phygital excellence serves as a benchmark, combining online and offline 

strategies to enhance customer satisfaction. Virtual try-ons, AI-powered product 

recommendations, and personalized consultations have empowered consumers with more 

control and information during their purchase journey. 

Kalsi, 2024 

Social media platforms, particularly Instagram and TikTok, have emerged as powerful tools 

for driving consumer behavior in the cosmetic industry. Studies indicate that user-generated 

content, influencer endorsements, and visual storytelling significantly influence purchase 

decisions. 

Dinarso et al., 2024  

Brand awareness plays a critical role in shaping consumer purchasing decisions. Research 

shows that increased visibility through social media marketing leads to higher trust and 

preference for cosmetic brands. Companies investing in digital storytelling and influencer 

partnerships are seeing a marked improvement in brand recall and consumer loyalty. 

4. Objectives/Aims of the Study 

o To examine consumer perceptions of phygital strategies and social media marketing 

in the cosmetic industry. 

o To evaluate the effectiveness of influencer marketing and personalized skincare 

apps in enhancing product engagement and satisfaction. 

o To identify key factors influencing consumer acceptance and trust in phygital 

experiences and social media-driven marketing. 

o To assess the role of brand awareness in shaping consumer purchasing decisions in 

the cosmetic market. 

 

5. Methodology 

o Research Design: Mixed-methods approach combining qualitative and 

quantitative techniques. 

o Sampling Methods: Purposive sampling targeting cosmetic consumers aged 18-

45. 

o Data Collection Methods: Online surveys, in-depth interviews, and analysis of 

social media content (e.g., influencer posts, Instagram campaigns). In addition, 

Sephora's digital initiatives and consumer engagement strategies will be used as a 

case study to understand the phygital landscape. 



o Data Analysis Techniques: Thematic analysis for qualitative data; statistical 

analysis for quantitative findings. 

o Ethical Considerations: Informed consent, data anonymity, and adherence to 

ethical research practices. 

 

6. Expected Outcomes 

The research anticipates uncovering the key drivers behind consumer adoption of phygital 

strategies and social media marketing, as well as identifying the most impactful digital 

touchpoints for enhancing the cosmetic shopping experience. The findings may guide 

cosmetic brands in refining their phygital strategies, leveraging influencer marketing, and 

enhancing personalized digital experiences, ultimately leading to improved customer 

satisfaction and brand loyalty. Furthermore, the study is expected to highlight the growing 

significance of brand awareness and influencer marketing in shaping consumer purchasing 

decisions, reinforcing the role of social media as a critical marketing tool. 

 


