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Abstract:

The global cosmetics industry is witnessing a paradigm shift toward sustainability, driven by
heightened consumer awareness and regulatory imperatives. In India, the demand for eco-conscious
cosmetics is growing exponentially, with user-generated reviews (UGR) playing a pivotal role in
shaping consumer perceptions. This study employs a mixed-methods approach to investigate the
impact of UGR on consumer trust and purchase intentions for eco-conscious cosmetics in India. The
findings indicate that perceived authenticity and transparency significantly enhance trust in UGR,
while scepticism acts as a moderating variable. Trust in UGR positively influences consumer attitudes
and purchase intentions, highlighting the importance of digital word-of-mouth in consumer decision-
making. The study provides insights into how marketers can leverage UGR effectively by fostering
authenticity, addressing scepticism, and optimizing digital strategies to promote sustainable beauty
products in India.
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1. Introduction & Literature Review:

The global cosmetics industry is undergoing a profound transformation, driven by escalating
consumer consciousness, stringent regulatory frameworks, and ethical imperatives. This
paradigmatic shift is particularly pronounced in India, where the demand for eco-conscious
cosmetics—products distinguished by their ethical production and environmental sustainability—is
experiencing exponential growth. The proliferation of digital platforms has catalysed this trend, with
user-generated reviews (UGR) emerging as a pivotal tool in shaping consumer perceptions and
influencing purchase decisions regarding eco-friendly beauty products (Cheung & Thadani, 2012).
In recent years, India's cosmetics market has shown significant growth, with a compound annual
growth rate (CAGR) of 10.91% from 2019 to 2030, driven by regulatory changes such as the ban on
animal testing for cosmetics (Grand View Research, 2022).

The shift toward sustainability in the cosmetics industry is a global phenomenon, but it is particularly
significant in India due to the country's large and growing consumer base. Indian consumers are
increasingly seeking products that align with their values of environmental sustainability and ethical
production. This trend is supported by regulatory changes and heightened consumer awareness of
health and environmental concerns (Kumar et al., 2020). Digital platforms have become
indispensable in this context, as they provide consumers with access to a vast array of information
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about products. User-generated reviews, in particular, have emerged as a crucial factor in influencing
consumer decisions. These reviews offer insights into the real-world experiences of peers, which can
significantly enhance the credibility of a product (Hennig-Thurau et al., 2004). However, the
influence of UGR is not uniform and can be moderated by several factors, including consumer
scepticism.

Consumer scepticism refers to the tendency of consumers to question the authenticity and reliability
of online reviews. This scepticism can arise from various sources, including concerns about fake
reviews, biases in review content, and the perceived motivations of reviewers (Ozanne & Ozanne,
2011). Understanding how scepticism affects the relationship between UGR and consumer trust is
essential for developing effective marketing strategies that leverage online reviews to promote eco-
conscious cosmetics. Research suggests that the credibility of online reviews significantly influences
purchase intent, with consumers tending to trust products with positive reviews more than those with
negative or few reviews (Cheung & Thadani, 2012). However, the impact of UGR can vary based
on factors such as the source of the review, the content of the review, and the consumer's prior
experience with the product category (Park et al., 2007).

This study employed a mixed-methods approach, combining quantitative survey analysis with
qualitative case studies to develop a nuanced understanding of the impact of UGR on consumer
perceptions of eco-conscious cosmetics in India. A stratified random sampling method was used to
select 500 respondents from four metropolitan cities in India: Mumbai, Delhi, Bengaluru, and
Chennai. The sample was designed to capture a diverse demographic in terms of age, gender, income
level, and education. Data collection involved structured surveys using validated scales for measuring
trust in UGR, perceived authenticity, scepticism, and purchase intentions. Additionally, in-depth
interviews were conducted with 30 participants to provide qualitative insights (Cresswell & Plano
Clark, 2011).

The findings indicate that perceived authenticity and transparency significantly enhance trust in UGR.
Consumers are more likely to trust eco-conscious cosmetic brands when they perceive the reviews as
credible and transparent. This is consistent with broader trends in the Indian cosmetics market, where
consumers increasingly seek sustainable and natural alternatives, driven by heightened awareness of
health and environmental concerns (Kumar et al., 2020). High scepticism negatively impacts trust in
UGR, leading to lower engagement and purchase intentions. Scepticism is heightened when reviews
are perceived as biased or promotional rather than genuine user experiences, underscoring the
importance of addressing consumer scepticism through transparent marketing practices to strengthen
digital engagement (Ozanne & Ozanne, 2011).

Trust in UGR positively influences consumer attitudes toward eco-conscious cosmetics. Higher trust
levels result in stronger purchase intentions, reinforcing the importance of credible user-generated
content. This aligns with the growing demand for organic and eco-friendly products in India, where
consumers are willing to pay more for sustainable brands (Grand View Research, 2022). Increased
user engagement strengthens the relationship between perceived transparency and trust in UGR.
Brands that encourage active consumer participation and discourse in review sections build greater
consumer trust, which is particularly relevant in India, where strong influencer culture has become a
powerful force in shaping consumer preferences (Kotler & Keller, 2016).

Findings from Structural Equation Modelling (SEM) analysis indicated strong relationships among
key variables. Specifically, perceived authenticity (B: = 0.67) and perceived transparency (y:1 = 0.72)
had a significant positive impact on trust in UGR (B2 = 0.78). Scepticism, however, had a negative
effect (-0.62), reinforcing its role as a moderating factor in shaping consumer confidence in digital
reviews. These results highlight the importance of authenticity and transparency in enhancing trust in
UGR and, subsequently, driving purchase intentions for eco-conscious cosmetics.

The findings of this study have several implications for marketers in the eco-conscious cosmetics
industry. Brands must focus on fostering authentic consumer interactions to enhance trust in UGR,
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which can be achieved by promoting genuine user experiences and transparent review practices
(Hennig-Thurau et al., 2004). Addressing consumer scepticism through transparent marketing
practices can strengthen digital engagement, ensuring that reviews are unbiased and reflect real user
experiences (Ozanne & Ozanne, 2011). Leveraging high-quality reviews and ensuring credible
endorsements can boost consumer confidence, including partnering with influencers who align with
the brand's values and promoting products through authentic digital content (Kotler & Keller, 2016).
By implementing these strategies, brands can effectively leverage UGR to enhance consumer trust
and drive purchase intentions for eco-conscious cosmetics in India.

In conclusion, the influence of user-generated reviews on consumer perceptions of eco-conscious
cosmetics is a critical area of study, particularly in emerging markets like India. This research
provides nuanced insights into the dynamics of UGR and their impact on consumer trust and purchase
intentions. By understanding how perceived authenticity, transparency, and scepticism influence trust
in UGR, marketers can develop targeted strategies to promote sustainable beauty products effectively.
The findings highlight the importance of digital word-of-mouth in shaping consumer attitudes and,
underscoring the need for brands to prioritize authenticity and transparency in their online marketing
efforts.

2. Research Methodology:

2.1 Research Design:

A mixed-methods approach was adopted, combining quantitative survey analysis with qualitative
case studies to develop a nuanced understanding of the impact of UGR on consumer perceptions.

2.2 Sample Selection and Data Collection:

A stratified random sampling method was employed to select 500 respondents from four metropolitan
cities in India: Mumbai, Delhi, Bengaluru, and Chennai. The sample was designed to capture a
diverse demographic in terms of age, gender, income level, and education. Data collection involved
structured surveys using validated scales for measuring trust in UGR, perceived authenticity,
scepticism, and purchase intentions. In addition, in-depth interviews were conducted with 30
participants to provide qualitative insights.

2.3 Data Analysis:

Structural Equation Modelling (SEM) was used to validate the hypothesized relationships between
variables. Additionally, multiple regression analysis was conducted to assess the predictive power of
trust in UGR and scepticism in shaping purchase intentions.

3. Hypothesis Development:

Hypothesis Statement

H1 Perceived authenticity positively influences trust in UGR.

H2 Perceived transparency positively influences trust in UGR.

H3 Trust in UGR positively influences attitudes toward eco-conscious
cosmetics.

H4 Trust in UGR positively influences purchase intentions.

H5 Scepticism towards UGR negatively influences trust in UGR.
User engagement mediates the relationship between transparency

H6 i
and trust in UGR.

H7 Trust in UGR positively influences purchase intentions through

attitudinal shifts.
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4. Findings and Discussion:

1. Impact of Perceived Authenticity and Transparency:

® Perceived authenticity and transparency significantly enhance trust in UGR.

® Consumers are more likely to trust eco-conscious cosmetic brands when they perceive the reviews
as credible and transparent.

2. Role of Scepticism as a Moderating Variable:

® High scepticism negatively impacts trust in UGR, leading to lower engagement and purchase
intentions.

® Scepticism is heightened when reviews are perceived as biased or promotional rather than genuine
user experiences.

3. Trust in UGR as a Key Driver:

® Trust in UGR positively influences consumer attitudes toward eco-conscious cosmetics.

® Higher trust levels result in stronger purchase intentions, reinforcing the importance of credible
user-generated content.

4. Mediating Role of User Engagement:

® Increased user engagement strengthens the relationship between perceived transparency and trust
in UGR.

® Brands that encourage active consumer participation and discourse in review sections build
greater consumer trust.

5. Attitudes Toward Eco-Conscious Cosmetics:

® Consumers with positive attitudes toward eco-conscious cosmetics are more likely to make
sustainable purchase decisions.

® Trust in UGR plays a vital role in shaping these attitudes, further validating the significance of
digital word-of-mouth.

6. Direct and Indirect Influence on Purchase Intentions:

® Trust in UGR has a direct impact on purchase intentions.

® Indirectly, attitudes toward eco-conscious cosmetics mediate the relationship between trust in UGR
and purchasing behaviour.

® The strength of these relationships highlights the power of digital influence in consumer decision-
making.

4.2 SEM Analysis Results:

Findings from SEM analysis indicated strong relationships among key variables. Specifically,
perceived authenticity (B: = 0.67) and perceived transparency (y: = 0.72) had a significant positive
impact on trust in UGR (B2 = 0.78). Scepticism, however, had a negative effect (-0.62), reinforcing
its role as a moderating factor in shaping consumer confidence in digital reviews.

Variable Coefficient Interpretation
Perceived 0.67 Strong positive influence on trust in
Authenticity (1) | UGR
Perceived P .
Transparency 0.72 Strong positive influence on trust in
(1) VeR

1
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Trust in UGC 0.78 Strong positive influence on
(B2) ' attitudes

Scepticism -0.62 Strong negative effect on trust in
Towards UGC ' UGR

4.3 Managerial Implications:

The findings of this study have several implications for marketers in the eco-conscious cosmetics

industry:

1. Enhancing Authenticity: Brands must focus on fostering authentic consumer interactions to
enhance trust in UGR.

2. Combating Scepticism: Addressing consumer scepticism through transparent marketing
practices can strengthen digital engagement.

3. Optimizing Digital Strategies: Leveraging high-quality reviews and ensuring credible
endorsements can boost consumer confidence.

5. Conclusion:

1. Strategic Importance of Trust in UGR:

® Establishing authenticity and transparency in user-generated content is paramount for brands
looking to strengthen consumer trust.

® Digital marketing strategies should focus on fostering credible, organic customer reviews to drive
engagement.

2. Addressing Scepticism to Enhance Credibility:

® Reducing consumer scepticism is essential for maximizing the effectiveness of UGR.

® Brands must actively counter scepticism by ensuring transparency in sponsored content, clearly
distinguishing between genuine and promotional reviews.

3. Leveraging User Engagement as a Trust-Building Mechanism:

® Encouraging consumer participation in review discussions fosters community trust.

® Companies should facilitate interactions between satisfied customers and potential buyers to
increase transparency and credibility.

4. Influence of Attitudes on Sustainable Consumption:

® Trustin UGR directly influences consumer attitudes toward eco-conscious products, making it a
vital marketing tool for sustainable brands.

® Eco-conscious cosmetic brands should align their messaging with environmental values to attract
and retain trust-driven customers.

5. Implications for Future Research:

® Future studies should explore cross-cultural variations in consumer responses to UGR.

@® Further investigation is needed on the long-term impact of UGR on brand loyalty and repeat

purchase behaviour.

This study contributes to the ongoing discourse on digital marketing and consumer behaviour by
highlighting the significance of UGR in shaping trust and purchase decisions in the eco-conscious
cosmetics industry. The findings provide actionable insights for marketers aiming to build credibility,
enhance transparency, and drive engagement within their digital ecosystems. Future research should
explore cross-cultural differences in consumer perceptions of UGR and examine the long-term impact
of review credibility on brand loyalty.
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6. Contribution:

Detailed Explanation of the Suggested Model

This model provides a comprehensive framework to analyze the distinct roles and comparative
impacts of User Generated Content (UGC) and Firm Generated Content (FGC) across different stages
of the customer journey: awareness, consideration (leading to purchase intention), and post-purchase
satisfaction. The model is structured around three core centricities—information, persuasive, and a
combination of both—reflecting the evolving influence of content types as consumers progress
through their decision-making process.

1. Content Types and Key Attributes

Firm Generated Content (FGC): Produced and disseminated by the brand or firm itself.
Characterized by: Neutral valence: Typically objective or balanced in tone.
Positive valence: Often highlights favorable aspects of the product or service.
Vividness: Uses engaging, clear, and visually appealing formats to capture attention.

User Generated Content (UGC): Created by consumers or users, independent of the firm.
Characterized by:

Volume: Large quantity of diverse opinions and experiences.

Valence: Reflects a spectrum of sentiments, both positive and negative.

2. Model Components and Customer Journey Stages

Stage: Content Focus Dominant Content Type Centricity Type Key Outcome
Awareness:  Exposure of Content UGC > FGC Information Centric Awareness
Consideration Credibility: FGC >UGC Persuasive Centric ~ Consideration, Purchase
Intention: Post-Purchase Influence UGC > FGC Information & Persuasive Centric

Satisfaction

A. Awareness Stage: Information Centric

Exposure of Content: At the initial stage, consumers seek information to become aware of products
or services. UGC plays a dominant role here due to its high volume and diversity, which increases
the likelihood of content exposure. The model posits that UGC is more effective than FGC in
generating awareness because users are more likely to encounter and trust content shared by peers,
which is perceived as more authentic and less biased.

Key Insight: UGC > FGC in driving awareness.

B. Consideration Stage: Persuasive Centric

Credibility (Information Trustworthiness): As consumers move to the consideration phase, the
trustworthiness and credibility of information become paramount. Here, FGC is considered more
credible than UGC, likely due to the perception of expertise, consistency, and accountability
associated with firm communications. FGC's structured and well-crafted messaging can reduce
uncertainty and enhance persuasion, leading to greater purchase intention.

Key Insight: FGC > UGC in establishing credibility and influencing purchase intention.

C. Post-Purchase Stage: Information & Persuasive Centric

Influence (Post Purchase): After the purchase, the influence of content shifts again. UGC regains
prominence as consumers seek validation, community feedback, and shared experiences to reinforce
satisfaction. Peer reviews and shared experiences post-purchase are more persuasive in shaping
satisfaction and loyalty than firm communications, as they are perceived as more relatable and less
self-serving.
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Key Insight: UGC > FGC in post-purchase influence and satisfaction.

3. Theoretical and Practical Implications

Dynamic Content Effectiveness: The model underscores that the relative effectiveness of UGC and
FGC is not static; it varies by stage in the customer journey. Firms should tailor their content strategies
accordingly, leveraging UGC to maximize reach and awareness, relying on FGC to establish
credibility during consideration, and encouraging UGC to foster post-purchase satisfaction.
Strategic Content Integration: An optimal content strategy integrates both UGC and FGC, aligning
each with the most impactful stage of the consumer decision process.

Consumer Trust and Engagement: The model highlights the importance of authenticity (UGC) and
trustworthiness (FGC) as key drivers of consumer engagement and decision-making.

Conclusion:

This model offers a nuanced understanding of how UGC and FGC function as complementary assets
in digital marketing and consumer behavior. By recognizing the shifting dominance of content types
across the customer journey, firms can design more effective communication strategies that enhance
awareness, build trust, and drive satisfaction. The interplay between information-centric and
persuasive-centric approaches is critical for maximizing the impact of both firm and user-generated
content throughout the consumer lifecycle.

Contribution:

SUGGESTED MODEL
Firm Generated Content User Generated Content
L. Neutral Valance 1. Waltiiie
2. Positive Valance ’
3. Vividness = MR
Exposure OF Cl'Ediblllty
Content (Information Influence
e Trustworthiness) (Post Purchase)
UGC > FGC FeeUee UGEFGE
Awareness [ Consideration Purchase Intention} Satisfaction
Information Centric Pursuasive Centric Information& Pursuasive
Centric

The Adaptive Content Integration Framework: A Comprehensive Model for New FMCG Brand
Development

The model presented in the diagram conceptualizes a systematic approach to content strategy
integration for emerging brands in the Fast-Moving Consumer Goods (FMCG) sector. This
framework delineates the differential impacts of User-Generated Content (UGC) and Firm-Generated
Content (FGC) across the consumer decision journey, establishing an adaptive marketing paradigm
that optimizes resource allocation based on empirical content effectiveness at each stage.
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Firm-Generated Content (FGC):

- Characterized by controlled messaging with neutral valence

- Strategic deployment of positive valence messaging

- Variation in vividness as a design element for engagement

User-Generated Content (UGC):

- Primarily assessed through volume metrics (quantity of consumer-created content)

- Valence variation (positive to negative sentiment spectrum)

This taxonomic approach aligns with established content marketing literature that emphasizes the
importance of both message characteristics and source attribution in information processing.
Phase-Specific Content Effectiveness:

The framework identifies three critical phases in the consumer journey where content efficacy
demonstrates systematic variation:

Exposure and Awareness Phase (Information Centric):

The model posits UGC superiority over FGC (UGC > FGC) during initial exposure. This asymmetry
can be attributed to the organic reach and peer-network dissemination of UGC, which typically
circumvents consumer skepticism toward commercial messaging[1]. The information-centric nature
of this phase emphasizes factual awareness rather than persuasive intent.

Credibility and Consideration Phase (Persuasive Centric):

During the deliberative stage, FGC demonstrates higher effectiveness than UGC (FGC > UGC) in
establishing information trustworthiness. This reversal is consistent with research suggesting that
controlled brand messaging provides specificity, consistency, and expertise signals that enhance
perceived credibility when consumers actively evaluate product claims[1]. The model indicates this
credibility directly influences consideration and purchase intention through persuasion-focused
mechanisms.

Post-Purchase Influence Phase (Information & Persuasive Centric):

In the post-acquisition stage, UGC regains dominance over FGC (UGC > FGC) in shaping consumer
satisfaction and subsequent advocacy. This phase synthesizes both informational and persuasive
elements as consumers reconcile their experience with pre-purchase expectations and social
validation[1]. The framework suggests this dual-processing approach creates a potential feedback
loop into future consumer journeys.

Strategic Implications for New FMCG Brands:

This model presents significant strategic implications for new market entrants in the FMCG sector:
1. Resource Allocation Optimization: New brands should strategically balance investments between
facilitating UGC (through engagement platforms, incentive structures, and community building)
versus developing high-quality FGC (through professional content creation and controlled
messaging).

2. Stage-Appropriate Content Deployment: The framework advocates for dynamic content strategy
adjustments throughout the product lifecycle, with heightened emphasis on UGC stimulation during
awareness and post-purchase phases, while concentrating FGC deployment during critical
consideration periods.

3. Content Attribute Calibration: Effective implementation requires careful calibration of content
attributes—mneutrality, positivity, and vividness in FGC; volume and valence management in UGC—
to optimize effectiveness at each journey stage.

4. Measurement Framework Alignment: Performance metrics should be aligned with phase-specific
objectives: reach and exposure metrics for awareness, credibility and trust measures for consideration,
and satisfaction indicators for post-purchase influence.

http://jier.org 1462


http://jier.org/

Journal of Informatics Education and Research
ISSN: 1526-4726
Vol 5 Issue 2 (2025)

This adaptive framework transcends traditional linear marketing models by acknowledging the
dynamic interplay between firm-controlled and user-generated content throughout the consumer
journey. It provides a theoretically grounded approach for new FMCG brands to develop integrated
content strategies that maximize marketing effectiveness across multiple touchpoints while
optimizing resource allocation.
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