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Abstract: 

This study investigated the effect of digital marketing on consumer trust, attitude and purchase intention 

of online beauty products. The research aimed to determine which digital strategies most effectively 

foster trust and drive purchasing behaviour. A quantitative research approach was applied, using a 5-

point Likert-scale self-administered online questionnaire. Data was collected from 109 respondents and 

analysed using SPSS version 28. Statistical tests, including normality, correlation and ordinal regression 

analyses, were conducted to examine relationships among key variables derived from the Trust Theory 

(TT), the Theory of Planned Behaviour (TPB), and the Stimulus-Organism-Response (S-O-R) Model. 

Findings reveal that significance of trust, attitude and purchase intention exists, confirming that 

consumer trust significantly influences purchase intention. Social media and affiliate marketing emerged 

as the most influential channels on attitudes towards purchase intention, while e-mail marketing showed 

a weaker but still significant effect. Emotional engagement, authenticity and interactivity are central to 

digital trust formation and conversion in the current context. A beauty brand’s success in digital 

environments depends on its ability to integrate trust-based communication strategies across its digital 

platforms. Insights from this research contribute to both theoretical understanding and managerial 

practice. While future research avenues are provided. 
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Introduction 

Traditional tools such as print and television advertising have lost traction among digitally native 

consumers, particularly Generation Z (Gen Z) and Millennials, who now interact with brands mainly 

through online platforms, such as digital marketing (Mehmeti-Bajrami et al., 2022). Digital marketing is 

the strategic use of online technologies, data analytics and digital channels to promote brands and 

engage with consumers effectively (Chaffey & Smith, 2022). Contextually, digital marketing refers to 

beauty brand’s integrated online strategies, social media, affiliate marketing and e-mail marketing, used 

to build trust and influence the purchase intention of their products. The importance of this study lies in 

the growing literature to understand trust within digital environments, as confidence in online 

communication has declined due to security concerns, fraud and digital manipulation, highlighting the 

need for further investigation (Strandell, 2023). Rapid digitisation has transformed how beauty brands 

engage with audiences, but trust in online engagement and transactions seems underexplored. 

According to Anubha and Roy (2025), trust is a belief in the credibility, integrity and reliability of a brand 

or communication source that reduces perceived risk in decision-making. In this study, trust refers to 

consumers’ confidence in beauty brands’ digital marketing platforms, including perceptions of honesty, 

transparency and data security. 

In South Africa, trust deficit is amplified by widespread digital fraud. SABRIC (2023) reported that R3.3 

billion in financial losses were due to cybercrime, while Surfshark (2021) ranked South Africa sixth 

globally in cybercrime density. PwC (2025) further revealed that only half of South African consumers 

trust brands to protect their privacy online. Within the beauty and personal care sector, trust is crucial to 

sustaining brand equity and influencing high-involvement purchases (Mrad et al., 2022). Despite beauty 

brands’ investment in social media, affiliate and e-mail marketing, there is limited research clarifying how 

each channel builds trust and drives purchase behaviour. Trust serves as a key link between digital 

communication, consumer action, credibility, transparency and authenticity (Dewi & Martini, 2025). 

Addressing the prevailing gap will enable beauty brands to optimise their digital strategy and contribute 

to marketing scholarship by clarifying how digital trust operates across multiple online channels within 

the beauty and personal care context. 

Empirical evidence highlights trust as a pivotal factor in consumer behaviour across industries. Khan 

and Zaman (2021) found that trust mediates the relationship between celebrity endorsements, brand 

attitude and purchase intention in luxury branding. Similarly, Zhu and Kerdpitak (2023) confirmed that 

trust and institutional image drive long-term loyalty, reinforcing their universal role in consumer-brand 

relationships, whereas Tecen-Yucel et al. (2023) found that subjective norms and self-efficacy shape 

behavioural intention within the luxury sector. This study, thus, extends TPB into luxury digital marketing 
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by examining how attitudes shaped by digital channels influence trust and purchase intention towards 

beauty brands’ online products, thereby addressing a gap in multi-channel behavioural research. 

This study attains both theoretical and practical value. Theoretically, it advances understanding of multi-

channel trust formation in luxury marketing by integrating behavioural and psychological perspectives. 

Practically, we provide beauty brand practitioners with insights into which digital channels most 

effectively foster trust and conversion to enhance digital marketing strategies. From a policy perspective, 

it supports the development of transparent digital communication standards, essential for beauty brands 

to build on authenticity and exclusivity. This research benefits multiple stakeholders, like consumers, 

who will gain from more authentic and trustworthy digital engagement, while academics will benefit from 

an integrated theoretical model that adds novelty to the literature. For practitioners, the findings offer 

evidence-based results for designing trust-driven digital strategies. Overall, the study holds both 

academic significance and practical application by examining how the role of digital trust shapes 

consumer behaviour in the luxury beauty and personal care industry. As a result, the main research 

question for this study reads as follows: 

How do beauty brands’ digital marketing channels influence consumer trust and the purchasing 

behaviour of their online beauty products? 

Literature Review 

This research is grounded in three behavioural and psychological theories that collectively explain 

consumer decision-making in digital contexts: the Trust Theory (TT) (Gibb, 1961); the Theory of Planned 

Behaviour (TPB) (Ajzen, 1991); and the Stimulus-Organism-Response (S-O-R) Theory (Mehrabian & 

Russell, 1974). These frameworks guide the empirical findings of beauty brands three main digital 

channels: social media, e-mail marketing and affiliate marketing, shape consumer attitudes, trust and 

purchase intention. By applying the S-O-R framework, this study conceptualised a beauty brand’s digital 

channels as external stimuli that influence consumer attitudes and trust (organism), ultimately driving 

purchase intention (response). More importantly, this study applied the framework to beauty and 

personal care digital marketing, an area that remains underexplored in existing literature (Chabata et al, 

2024; Chabata, 2024). While previous studies have examined TT, TPB and S-O-R theories 

independently, few have integrated the three to analyse multiple digital channels within the context of 

this study. Hence, we bridged the theoretical gap by integrating TT, TPB, and S-O-R collectively to 

assess how digital marketing influences consumer trust and purchase intention.  

Trust Theory (TT) 

The Trust Theory (TT) was first conceptualised by psychologist Jack Gibb in the 1950s and 1960s within 

the context of interpersonal communication (Gibb, 1961). Gibb (1961) proposed that trust enables 
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effective collaboration, reduces defensive behaviour and promotes open dialogue. Although originally 

applied to interpersonal and organisational contexts, the theory has since been adapted to virtual and 

commercial environments, where physical interaction is absent and trust becomes central in determining 

consumer risk perception, engagement and overall decision-making. Building on Gibb’s foundation, 

McKnight et al. (2002) applied TT to e-commerce and identified three dimensions of online trust: 

disposition to trust; institution-based trust; and trusting beliefs. These dimensions explain how 

consumers form trust in digital interfaces, influencers and advertisements, particularly for high-

investment or luxury products. Contemporary studies continue to extend Gibbs’ work, for example, 

Alkhalifah et al. (2021) found that multidimensional trust strongly influences purchase decisions on social 

commerce platforms, demonstrating that trust predicts consumer behaviour. Similarly, Senali et al. 

(2024) confirmed that perceived price fairness significantly strengthens the relationship between trust 

and purchase intention in online commerce. Likewise, trust consistently predicts online buying behaviour 

across social commerce platforms (Wang, J et al., 2022). Purwianti et al. (2025) established trust as a 

mediator regarding the relationship between social presence and purchase intention. These findings 

highlight how Gibb's (1961) framework remains relevant to modern online-related studies. 

In the context of beauty markets, where product claims are often intangible and experience-based, trust 

functions as a gateway to purchase by validating information accuracy, influencer authenticity and brand 

reliability (Traiyarach et al., 2025). Understanding the digital antecedents of trust allows beauty and 

personal care brands to better design marketing strategies that reduce perceived risk and strengthen 

consumer confidence. 

Theory of Planned Behaviour (TPB) 

The TPB was developed by Icek Ajzen in the 1980s and builds on the earlier Theory of Reasoned Action 

(Fishbein & Ajzen, 1977). The TPB has become one of the most widely applied behavioural theories in 

social psychology. It posits that human behaviour is determined by behavioural intentions, which are 

influenced by three key factors: attitudes toward the behaviour; subjective norms; and perceived 

behavioural control (Ajzen, 1991). Attitudes refer to the individual’s positive or negative evaluation of 

performing the behaviour (Chabata, 2025; Taborecka et al., .2023), whereas subjective norms pertain 

to perceived social pressure to perform or not perform the behaviour (Li et al., 2023); and perceived 

behavioural control denotes the perceived ease or difficulty of performing the behaviour (Dilotsotlhe & 

Chabata, 2024). In the context of this study, TPB is employed to understand how consumer intention to 

purchase online beauty products is shaped by their beliefs and perceptions from the brand’s digital 

channels. Thus, consumers’ attitudes towards purchasing online beauty products may be influenced by 

social media, affiliate marketing and e-mail marketing. Subjective norms are especially relevant in the 

beauty sector, where peer influence and social media trends significantly influence consumer choices 
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(Singh, R et al., 2024). Perceived behavioural control may relate to how easy or challenging consumers 

find beauty brands’ digital marketing platforms to complete a purchase transaction.  

The TPB remains a valuable framework for understanding consumer intentions in digital contexts. 

Recent research by Dilotsotlhe and Chabata (2024) applied the TPB to examine how attitudes, 

perceived behavioural control and social influence shape user engagement with online grocery shopping 

applications, demonstrating the model’s applicability to online consumer behaviour. Similarly, He et al. 

(2025) integrated the TPB with the Technology Acceptance Model to predict online purchase intentions, 

finding that attitudes, subjective norms and perceived behavioural control significantly influenced 

consumer decision-making in digital commerce. Moreso, Bevan-Dye and Synodinos (2025) applied an 

extended TPB framework to green beauty product purchasing, revealing that attitudinal and normative 

factors, when combined with ethical values, strongly predict consumer intention. By incorporating the 

TPB, this study can better interpret the motivational and normative aspects that shape consumer 

attitudes and behavioural intentions in the context of this study.  

Stimulus-Organism-Response (S-O-R) 

SOR Theory, introduced by Mehrabian and Russell (1974), explains how environmental stimuli influence 

behaviour through internal emotional and cognitive processes. Initially applied in environmental 

psychology, the model proposes that external stimuli (S) affect an individual’s internal state (O), such as 

emotions, perceptions or attitudes, which then lead to behavioural responses (R). The framework is 

highly relevant to consumer research, as it illustrates how digital marketing stimuli influences trust and 

attitudes (organism), ultimately driving purchase decisions (response) (Le et al., 2022). In this study, the 

SOR model provides valuable insight into how a beauty brand’s digital channels evoke distinct emotional 

and cognitive reactions that shape consumer engagement. 

Contextually, the S-O-R model is adopted to examine how digital marketing stimuli influence consumers’ 

internal evaluations (organism) and lead to purchase intentions (response). The model proposes that 

external stimuli, such as marketing messages or brand content, affect internal organisms like trust, 

attitudes and perceptions, which then drive behavioural outcomes such as purchasing decisions (Karim 

et al., 2021). The stimuli include social media content, affiliate marketing (such as merchant and affiliate 

collaborations) and e-mail marketing. These channels were analysed to determine how they shape 

consumers’ emotional and cognitive responses, particularly trust, and how these reactions ultimately 

translate into purchase intentions. 

The S-O-R model is especially relevant to luxury beauty brands, where emotional connection, brand 

image and consumer experience strongly shape purchase behaviour. Le et al. (2022) found that online 

environmental cues and emotional engagement significantly influence consumers’ impulse buying 

behaviour, confirming the model’s predictive value in e-commerce. Similarly, Hewei and Youngsook 
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(2022) in social commerce demonstrated that trust and perceived enjoyment mediate the relationship 

between online stimuli and continuous purchase intention. Expanding on this, Kexin and Teo (2023) 

highlighted the model’s versatility in social commerce research, showing how digital stimuli evoke 

cognitive and emotional responses that drive engagement and purchase intention. Karim et al. (2021) 

further supported this by explaining how website design and marketing stimuli influence impulse buying 

through emotional and cognitive mechanisms. By integrating these insights, this study provides a 

structured understanding of how beauty brand’s digital marketing channels act as stimuli shaping 

internal trust and brand attitudes, ultimately driving purchase behaviour. The S-O-R model, therefore, 

complements the Trust Theory and the TPB by offering a holistic lens through which to analyse 

emotional and behavioural pathways in digital brand-consumer interactions. 

Conceptual Model and Hypothesis Development  

Collectively, the proposed three theories (TT, TPB and S-O-R) create a well-constructed framework to 

address the study’s research objective. Deducing from the Trust Theory, the primary variable focused 

on is perceived brand trust, which is central to evaluating the credibility and reliability consumers 

associate with a beauty brand’s online presence. Deriving from TPB, this study only adopts a single 

variable, namely consumer attitudes toward online purchases, as it represents a critical determinant of 

purchase intention within digital environments. Deducing from the S-O-R model, this study adopts digital 

marketing stimuli, such as social media, affiliate and e-mail marketing, as external triggers, while internal 

consumer responses like trust and attitude serve as the organism variables that ultimately drive the 

behavioural response of purchase intention. These variables collectively provide a comprehensive and 

holistic understanding of how consumers interpret and respond to digital marketing and how such 

processing influences both trust and subsequent purchase behaviour. Figure 1 presents a multi-level 

integrated conceptual model of this study.  

 

Figure 1: Conceptual relations among variables of interest 
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Consumer Trust and Purchase Intention  

Trust plays a pivotal role in influencing consumers’ willingness to purchase, particularly in the luxury 

beauty sector, where brand credibility and product assurance are critical (Husain et al., 2022). According 

to the TPB, consumers form purchase intentions based on their beliefs and trust in a brand’s reliability 

and performance (Nguyen et al., 2023). In digital environments, perceived transparency and authenticity 

in brand communication strengthen consumer trust, thereby increasing the likelihood of purchase (Wang 

et al., 2025). This makes the first hypothesis relevant as it examines how trust, a proven determinant of 

behavioural intention, predicts consumers’ willingness to purchase a beauty brand’s online products. 

H1: Consumer trust positively and significantly influences the purchase intention of online beauty 

products. 

Consumer Attitude and Trust  

Empirical evidence suggests that consumers’ overall attitudes, coupled with perceived usefulness 

toward a brand, directly influence their level of trust (Dilotsotlhe & Chabata, 2024). Positive brand 

attitudes, formed through consistent messaging, satisfaction and perceived authenticity, enhance 

emotional security and trustworthiness (Ridayani, 2023). Within the luxury beauty market, favourable 

attitudes are often built through emotionally engaging campaigns and product experiences, which 

consequently strengthen trust (Zhu & Kerdpitak, 2023). Based on the established extant studies, this 

study formulated the following hypothesis:  

H2: Consumer attitudes towards a beauty brand’s online products positively and significantly influence 

trust in the beauty brand. 

Social Media Marketing and Attitude  

Social media platforms, particularly Instagram and TikTok, have become key touchpoints for luxury 

beauty brands to influence consumer perception and attitude (Gouveia & Chabata, 2023). Research 

shows that interactive, visually appealing and authentic content positively affects brand attitude 

formation (Khan & Zaman, 2021; Reyes-Menendez et al., 2020) Influencer collaborations and user-

generated content enhance perceived brand relatability and desirability (Mehmeti-Bajrami et al., 2022). 

For beauty brands, such platforms act as powerful tools for emotional connection and brand positioning 

within digitally active markets. Supported by prior studies, the following hypothesis was proposed: 

H3: Social media marketing positively and significantly influences attitude towards the purchase 

intention of online beauty products.  
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Affiliate Marketing and Attitude  

Affiliate marketing fosters consumer attitude through trust transfer, where credibility from third-party 

affiliates enhances perceptions of the parent brand (Traiyarach et al., 2025). Some studies indicate that 

partnerships with credible online influencers or content creators drive brand authenticity and positive 

consumer sentiment (Gouveia & Chabata, 2023; Karim et al., 2021). In the beauty and personal care 

context, such collaborations do not only expand market reach but also elevate consumer confidence, 

resulting in more favourable attitudes (Purwianti et al., 2025). Hence, this study formulated the following 

hypothesis:  

H4: Affiliate marketing positively and significantly influences attitude towards the purchase intention of 

online beauty products.  

E-Mail Marketing and Attitude  

Personalised e-mail marketing remains an effective digital tool for sustaining consumer engagement 

and shaping attitudes. According to recent studies, customised e-mail content enhances brand 

familiarity, satisfaction and emotional connection (Mustapha et al., 2024; Tecen-Yucel et al., 2023). 

When brands tailor communication to individual preferences, consumers perceive greater brand value 

and responsiveness, resulting in more positive attitudes toward the brand (Elgeddawy et al., 2024). 

Research shows that compared to other internet marketing strategies, e-mail marketing provides a 

return on investment that is twice as high (Pavlov et al., 2008) since it positively influences consumer 

attitudes. The effectiveness of e-mail marketing is supported by its capacity to directly target particular 

audiences, provide tailored communication and yield quantifiable outcomes (Roozbeh & Raza, 2021). 

Moreover, Shenoy (2008) emphasises that e-mail advertisements in day-to-day business operations are 

crucial in inducing consumer attitudes and improving client engagement. Resultantly, this study curated 

the following hypothesis:  

H5: E-mail marketing positively and significantly influences attitude towards the purchase intention of 

online beauty products.  

Methods and Data 

This study employed a descriptive research design, aligned with the quantitative research approach, 

grounded in a positivist research paradigm. Data were collected using a structured five-point Likert-scale 

online self-administered questionnaire distributed via Google Forms, employing non-probability 

purposive sampling to target South African consumers familiar with beauty brands’ digital platforms. A 

total of 109 valid responses were obtained. The data were analysed by a statistician using SPSS version 

28 to obtain descriptive, inferential statistical techniques, including reliability testing and correlation. The 
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study adhered to strict ethical principles, ensuring voluntary participation, informed consent, anonymity 

and data confidentiality.  

Results 

Item Construct Scale 

mean if 

item is 

deleted 

Scale 

variance if 

item is 

deleted 

Corrected 

item-total 

correlation 

Cronbach’s 

alpha if item is 

deleted 

Cronbach’s 

alpha 

PI1 Purchase 

intention 

11.33 6.242 0.670 0.836 0.859 

PI2 

 

11.40 6.373 0.733 0.809 

 

PI3 

 

11.45 6.231 0.779 0.791 

 

PI4 

 

11.45 6.416 0.644 0.846 

 

T1 Trust 11.40 6.873 0.664 0.837 0.859 

T2 

 

11.51 6.474 0.730 0.809 

 

T3 

 

11.55 6.750 0.698 0.823 

 

T4 

 

11.69 6.772 0.724 0.813 

 

A1 Attitude 11.24 6.572 0.566 0.747 0.785 

A2 

 

11.78 5.766 0.610 0.723 

 

A3 

 

11.77 5.512 0.640 0.706 

 

A4 

 

11.56 6.286 0.558 0.749 

 

SM1 Social 

media 

11.62 7.589 0.548 0.853 0.835 

SM2 

 

11.49 7.474 0.751 0.755 

 

SM3 

 

11.30 7.861 0.683 0.785 

 

SM4 

 

11.30 7.620 0.708 0.773 

 

AM1 Affiliate 

marketing 

10.40 9.539 0.637 0.835 0.851 
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AM2 

 

10.21 9.501 0.744 0.788 

 

AM3 

 

10.07 10.402 0.717 0.805 

 

AM4 

 

10.38 9.255 0.685 0.814 

 

EM1 E-mail 

marketing 

10.58 6.802 0.745 0.690 0.803 

EM2 

 

10.29 7.543 0.519 0.804 

 

EM3 

 

10.60 6.984 0.688 0.719 

 

EM4 

 

10.61 7.906 0.534 0.792 

 

Table1: Reliability and validity tests 

Table 1 illustrates improvements in Cronbach’s alpha coefficients for all six constructs between the pilot 

test of 25 respondents and the full-scale study of 109 respondents. Although the questionnaire itself was 

not altered between phases, the increase in sample size significantly enhanced response consistency, 

thereby improving the stability and internal reliability of the constructs. Larger samples tend to provide 

more accurate estimates of population parameters, reducing random measurement error and variability 

in participant responses (Hair et al., 2021).  

According to Albahri, Zaidan, Zaidan, Alwan and Mohammed (2021:101473), the use of screening 

questions enhances content validity by confirming that the participants meet the inclusion criteria 

relevant to the study’s objectives. Similarly, Mohajan (2022:1–16) highlights that careful respondent 

selection through screening procedures minimises bias and strengthens the accuracy of results by 

ensuring that the data reflect genuine, experience-based insights. To ensure validity, items were derived 

from established theoretical frameworks such as the Trust Theory (Gibb, 1961) and the TPB (Ajzen, 

1991), social media items were obtained from Abel et al. (2016), affiliate marketing items were derived 

from Sujood et al. (2024) as well as Khan and Zaman (2021). Finally, e-mail marketing items were 

adopted from Roozbeh and Raza (2021). Construct validity was further established through factor 

loading and conceptual alignment between variables, confirming that each scale measured its intended 

dimension. 

Demographic Results  

Out of the total of 109 respondents, 65% were female, 23% were male, 6% preferred not to reveal their 

gender orientation and another 6% identified as non-binary. These results represent the global 

perspective that most of the beauty and personal care products are used by females compared to other 
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gender orientations. Most of the respondents were aged 18 to 35 years (64%), as these are the most 

active online users, while only 10% were over 50 years.  

Tests of Normality  

Normality testing determines whether the dataset follows a normal distribution, which is an assumption 

for most parametric tests (Chabata et al., 2024). The tests of normality, Kolmogorov-Smirnov (K-S) and 

Shapiro-Wilk (S-W), were conducted to determine whether the dataset followed a normal distribution, 

which is a key assumption for applying parametric statistical analyses such as correlation and 

regression. According to Hair et al. (2021), a dataset is considered to exhibit normality when the p-value 

of the test exceeds 0.05, indicating that the observed distribution does not significantly differ from a 

normal curve. In this study, both tests were applied concurrently to ensure robustness, as the Shapiro-

Wilk test is typically more reliable for small to medium-sized samples, while the Kolmogorov-Smirnov 

test is appropriate for larger datasets (Mishra et al., 2019). Normality tests are presented in Table 2.  

Construct Kolmogorov-Smirnovᵃ 

  

Shapiro-Wilk 

  

 

Statistic Df Sig. Statistic Df Sig. 

PI 0.091 109 0.028 0.953 109 0.001 

T 0.097 109 0.014 0.948 109 0.000 

A 0.104 109 0.006 0.950 109 0.000 

SM 0.102 109 0.007 0.955 109 0.001 

AM 0.152 109 0.000 0.929 109 0.000 

EM 0.105 109 0.005 0.964 109 0.005 

Table 2: Tests of normality 

The results in Table 2 revealed that most constructs displayed p-values close to or slightly below the 

0.05 threshold. This suggests that the data are approximately normal, albeit with mild deviations. Such 

minor departures from perfect normality are not uncommon in behavioural and perceptual research, 

particularly in studies exploring attitudes and trust, as participants’ subjective perceptions often produce 

slightly skewed or kurtotic distributions (Mishra et al., 2019). Importantly, as Pallant (2020) notes, when 

sample sizes exceed 100 participants, the central limit theorem ensures that parametric tests remain 

robust against small deviations from normality. Therefore, the data in this study were deemed sufficiently 

normal to proceed with inferential statistical analysis, including regression testing and hypothesis 

evaluation. 
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Correlation and Regression Analysis  

Correlation analysis was conducted to evaluate the strength and direction of linear relationships among 

the study’s main constructs. The correlation coefficient (r) measures the degree to which two variables 

move together, with values ranging from 1 to +1. A positive r indicates that as one variable increases, 

the other also tends to increase, while a negative r implies an inverse relationship (Sarstedt et al., 2023). 

In this study, strong positive correlations were found between attitude and trust (r = 0.64) and between 

trust and purchase intention (r = 0.59). These results suggest that consumers who perceive a beauty 

brand’s digital marketing channels positively are more likely to trust the brand, leading to stronger 

intentions to purchase.  

Following the correlation analysis, ordinal regression analysis was conducted to test the proposed 

hypotheses and determine the predictive power of the independent variables on attitude and purchase 

intention. Ordinal regression is an appropriate statistical technique for this study because the 

questionnaire items were measured on Likert-type scales, which produce ordinal data; that is, data 

reflecting ranked categories rather than continuous numerical values (Shahhosseini & Khalili Nasr, 

2024). Unlike linear regression, which assumes equal intervals between values, ordinal regression 

accounts for the ordered nature of Likert-scale responses while estimating how predictor variables 

influence a ranked outcome (Keller, 2012). Ordinal regression results are presented in Table 3.   

Ite

m 

Dependen

t variable 

Test Model -2 log 

likelihoo

d 

Chi-

square 

Df Sig. Pseudo R square 

PI T Model 

fitting 

informatio

n 

Intercept 

only 

308.19           

Final 116.24 191.95 13 .00 Cox and 

Snell 

.8

2 

Goodness 

of fit 

Pearson   297.67 16

9 

.00 Nagelkerke .8

3 

Devianc

e 

  105.15 16

9 

1.0

0 

McFadden .3

7 

A T Model 

fitting 

informatio

n 

Intercept 

only 

307.21           

Final 109.69 197.52 13 .00 Cox and 

Snell 

.8

3 
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Goodness 

of fit 

Pearson   150.23 15

6 

.61 Nagelkerke .8

4 

Devianc

e 

  98.82 15

6 

1.0

0 

McFadden .3

8 

A SM Model 

fitting 

informatio

n 

Intercept 

only 

280.45           

Final 204.33 76.12 14 .00 Cox and 

Snell 

.5

0 

Goodness 

of fit 

Pearson   167.09 16

8 

.50 Nagelkerke .5

0 

Devianc

e 

  107.82 16

8 

1.0

0 

McFadden .1

4 

A AM Model 

fitting 

informatio

n 

Intercept 

only 

290.50           

Final 217.91 72.59 15 .00 Cox and 

Snell 

.4

8 

Goodness 

of fit 

Pearson   183.42 18

0 

.41

5 

Nagelkerke .4

9 

Devianc

e 

  108.60

7 

18

0 

1.0

0 

McFadden .1

4 

A EM Model 

fitting 

informatio

n 

Intercept 

only 

278.79           

Final 197.57 81.21 15 .00 Cox and 

Snell 

.5

2 

Goodness 

of fit 

Pearson   111.37 18

0 

1.0

0 

Nagelkerke .5

3 
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e 

  96.92 18

0 

1.0

0 

McFadden .1

5 

Table 3: Ordinal regression coefficients 
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As shown in Table 3, the regression analysis produced significant values (p < 0.05) across all models, 

confirming that the relationships between constructs are statistically significant. Trust explained a 

substantial proportion of variance in attitude (R² = 0.84), demonstrating its strong predictive influence. 

Similarly, social media (R² = 0.50), affiliate marketing (R² = 0.49) and e-mail marketing (R² = 0.53) each 

exhibited meaningful predictive effects on attitude. Moreover, these results suggest that beauty brands’ 

digital marketing channels positively shape consumer attitudes and trust, which in turn drive online 

purchase intentions of their beauty products.  

Discussion 

The findings of this study provide strong empirical validation for the proposed theoretical model, 

demonstrating the importance of trust as a psychological mechanism that drives consumer purchase 

behaviour for online beauty products. Drawing from the Trust Theory, the TPB, and the S-O-R model, 

the results support that social media, affiliate marketing and e-mail marketing collectively influence 

consumer perceptions, trust formation and online purchase intentions. The hypotheses were all 

statistically supported, confirming significant and positive relationships between the variables under 

investigation. The first hypothesis revealed that consumer trust in a beauty brand’s online products 

positively influences purchase intention, highlighting trust as a key predictor of consumer decision-

making. Hong and Cho (2011) found that trust acts as an intermediary between positive brand attitudes 

and behavioural intentions. Comparable results were reported by Islam (Rahman et al., 2022), who 

found that digital trust plays a significant role in converting positive brand perceptions into purchase 

behaviour in luxury e-commerce. Trust reduces perceived uncertainty and facilitates confidence in digital 

transactions, particularly in high-involvement categories like luxury beauty products. This finding aligns 

with Hong (2015), who established that trust mitigates perceived risk and strengthens consumer 

confidence in digital marketplaces. Similarly, Raj and Kaur (2024) found that trust in luxury brands 

directly increases consumers’ willingness to purchase, as it reinforces brand credibility and authenticity. 

Additionally, Zhu and Kerdpitak (2023) observed that strong consumer trust predicts repeat purchases 

and brand loyalty in e-commerce settings. 

However, some studies suggest that trust alone is insufficient to guarantee consumer purchase 

decisions. Notably, Chen et al. (2025) found that external factors such as product price and delivery 

convenience can moderate the relationship between trust and purchase intention. Likewise, Liadeli et 

al. (2023) argue that in saturated digital markets, the incremental effect of trust on purchase intention 

becomes weaker as consumers perceive similar reliability across competing brands. Despite these 

nuances, this study established that trust is a fundamental mechanism that drives consumer intention, 

supporting Gibb’s (1961) theoretical claim that trust functions as a psychological tool to manage 

perceived transactional risks. 
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Hypothesis two established that positive consumer attitudes significantly enhance trust. This is 

consistent with the findings of Alalwan et al. (2024), asserting that favourable attitudes contribute directly 

to trust and behavioural intentions. Furthermore, Alalwan et al. (2024) maintain that credible brand 

communication strengthens both cognitive and affective trust in digital brand relationships. Similarly, 

Hwang and Kim (2024) confirmed that perceived authenticity in online interactions cultivates emotional 

trust and long-term brand commitment. Our findings are also in line with Younus et al. (2023) who 

established that in digital contexts, consumer attitudes, driven by transparency and aesthetic appeal, 

serve as precursors of trust formation. 

Contradictory findings by Paul and Dutta (2022) indicate that excessive brand exposure may lead to 

“attitude fatigue”, where repeated digital messaging decreases trust rather than reinforcing it. Londaridze 

(2024) further argues that oversaturation of persuasive messaging in luxury markets can trigger 

scepticism, diminishing consumer trust. Despite these conflicting insights, the current results confirm 

that clear, authentic and emotionally resonant attitude continues to be a powerful antecedent of trust. 

The third hypothesis revealed that social media platforms positively influence consumer attitudes toward 

the brand. The findings reinforce the S-O-R model, where digital stimuli (social media marketing) evoke 

cognitive and emotional responses that shape favourable attitudes. Le et al. (2022) found that visually 

rich social media content enhances emotional arousal, promoting higher engagement and purchase 

motivation. Similarly, Yu et al. (2025) demonstrated that interactive features like live tutorials and 

influencer collaborations significantly increase consumer attachment and brand appreciation. Lee et al. 

(2025) further highlight that social media storytelling fosters authenticity and parasocial relationships, 

encouraging consumers to associate emotionally with brands. 

Conversely, So et al. (2017) caution that excessive exposure to promotional content can result in 

message fatigue, reducing both attention and overall attitude strength. Likewise, Cheah et al. (2024) 

postulate that overuse of influencer endorsements through social media can trigger scepticism, 

particularly when perceived as inauthentic or overly commercial. Despite these adverse views, this study 

confirms that a beauty brand’s social media presence remains a critical driver of positive consumer 

attitudes, especially when its content emphasises community interaction, aspirational imagery and real 

consumer experiences. 

The fourth hypothesis established that affiliate marketing positively influences beauty and personal care 

consumer attitudes. This finding underscores the persuasive power of affiliate marketing within the 

luxury beauty sector. Bergkvist and Zhou (2023) found that collaborator credibility enhances consumer 

perceptions of authenticity, which in turn improves brand evaluations and purchase intention. Likewise, 

Karimkhan and Chapa (2025) reported that collaborator relatability and perceived expertise are pivotal 

in shaping brand attitudes, particularly for cosmetic products. Nobile and Cantoni (2023) add that 
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emotional congruence between collaborators and the consumer amplifies perceived attitude, leading to 

higher conversion rates. 

In contrast, Gandhi and Prasad (2022) caution that when affiliates promote multiple competing brands, 

their credibility and persuasive impact diminish. Similarly, Sadeghi and Azizi (2024) found that consumer 

scepticism increases when followers perceive influencer partnerships as financially driven rather than 

authentically motivated. Nonetheless, the present findings suggest that beauty brand’s strategic use of 

highly credible affiliates aligns with best practices, as authentic endorsements enhance consumer 

identification and reinforce positive brand associations. 

Finally, the fifth hypothesis confirmed that e-mail marketing positively influences consumer attitudes, 

albeit less strongly than social media and affiliate marketing. Personalised and aesthetically appealing 

e-mails can maintain consumer engagement by providing targeted beauty recommendations. Zhang 

and Luo (2024) found that dynamic, personalised e-mail content increases open rates and enhances 

brand trust, whereas repetitive or generic campaigns reduce effectiveness. Similarly, Rao and Menon 

(2024) note that emotionally resonant language and visual storytelling in e-mails improve engagement 

and recall, while Singh and Kaunert (2024) echo that segmentation-driven e-mail strategies result in 

higher consumer satisfaction and brand loyalty. 

However, not all studies support the findings of this study. Particularly, Karlsson and Henriksson (2025) 

point out that excessive e-mail frequency contributes to cognitive overload, while Lim and Tan (2023) 

found that poorly timed or irrelevant e-mail marketing can reduce overall favourability. Despite these 

limitations, this study concludes that beauty brands’ e-mail campaigns remain valuable for sustaining 

consumer-brand relationships, provided that future campaigns emphasise personalisation and timing 

optimisation. Overall, the empirical results validate the integration of trust-based and attitudinal theories 

in the digital marketing context and demonstrate that authenticity, emotional engagement and 

transparency remain key determinants of online consumer behaviour. Although contradictory evidence 

highlights potential risks of digital saturation, the current study confirms that when implemented 

strategically, digital channels effectively cultivate brand credibility.  

Conclusion 

We aimed to determine the influence of digital marketing, specifically social media, affiliate and e-mail 

marketing, on consumer trust and purchase behaviour of online beauty products. All the proposed 

hypothesis were supported, thus contribute immensely to practice and theory as they revealed that 

consumer trust is the primary psychological driver of purchase intention, while digital marketing channels 

shape behaviour by influencing attitude, which in turn reinforces consumer trust.  
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Practical Implications  

To enhance trust and purchase intention, beauty brands should integrate visible trust-based design cues 

such as verified reviews, secure checkout badges, privacy statements and third-party certifications. 

These measures signal reliability and authenticity, reducing perceived risk. Regular transparency reports 

and ethical communication on data-use will reinforce accountability and sustain long-term digital trust. 

To sustain positive attitudes that build trust, beauty brands should prioritise emotional branding through 

authentic storytelling, sustainability initiatives and inclusive representation. Examples include user-

generated testimonials, behind-the-scenes content and campaigns highlighting refillable or cruelty-free 

products. Such efforts humanise the brand and strengthen emotional attachment. With regards to social 

media’s impact on consumer attitudes, beauty brands should maintain consistent storytelling and visual 

coherence across campaigns that will enhance perceived authenticity. Incorporating interactive and 

educational content, such as augmented reality try-ons, beauty tutorials and live sessions, can increase 

experiential value and emotional connection.  

Affiliate marketing should focus on authentic collaborations whose values align with the brands identity. 

Clear disclosure of partnerships and active monitoring of engagement authenticity are crucial to ensure 

transparency. Affiliates should offer exclusive previews, co-branded content and limited-edition 

collaborations to incentivise genuine promotion and strengthen positive attitudes among digital 

audiences. To enhance the effectiveness of e-mail marketing, beauty brands should utilise AI-driven 

personalisation to tailor recommendations while ensuring transparency and consent. For practitioners, 

these findings inform strategic investment decisions in digital marketing campaigns that balance 

engagement with transparency, critical in an age where consumer scepticism and misinformation are 

rising. 

Theoretical Implications  

Theoretically, by integrating the Trust Theory, TPB and S-O-R into a unified framework that addresses 

how consumer trust and attitude sequentially influence the purchase intention of online beauty products, 

adds value to the literature. This study contributes to the literature by demonstrating how digital trust 

acts as a predictor of behavioural intent in luxury beauty and personal care consumption. Additionally, it 

advances the TPB by empirically verifying the relationship between attitude and trust in online contexts, 

while supporting S-O-R’s assertion that stimuli, which are the different marketing channels in this study, 

evoke internal cognitive and emotional responses (attitude and trust), leading to desirable behavioural 

action. 
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Future Research  

Caveats such as the small sample size (N =109) and reliance on self-reported data should be addressed 

in future research through larger, more culturally diverse samples. Moreover, the application of a non-

probability sampling technique due to the lack of a sample frame restricts the generalisability of the 

findings, hence adopting probability sampling techniques to enhance validity, generalisability and depth 

of insight is required. Future studies should consider testing the role of other digital marketing channels 

beyond those investigated in this study. A singular research approach was used, while future studies 

can add more weight by applying mixed method approaches, coupled with a longitudinal study.  
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