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ABSTRACT
Brands must continuously modify their marketing strategy to stay ahead of the curve in the complicated and ever-evolving beauty business. Sales of cosmetics are significantly influenced by advertising in both in-person and internet channels. This blog article delves into the primary trends and tactics employed by beauty firms to efficiently connect with and involve their intended consumer base. We also go over the potential and difficulties of marketing in the beauty sector and offer advice on how companies may maximize the effect of their advertising efforts. This study examines how advertising affects cosmetics sales through in-person as well as digital channels. Through a detailed analysis of the beauty scene, the study pinpoints important factors influencing consumer behavior and demonstrates how advertising affects buying decisions. According to the research, advertising significantly affects cosmetics sales, and optimizing income requires a coordinated strategy across online and in-store channels. By illuminating the intricacies of the beauty market and emphasizing the necessity of a strategic advertising strategy, this research adds to the body of current literature.
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Since e-commerce and social media platforms have grown in popularity, the beauty business has seen a significant change in its advertising tactics in the current digital era. Because they give customers useful information, ratings, and reviews of various beauty items, these digital platforms have become essential for boosting sales of cosmetics (Jindal & Aron, 2022). In order to improve their marketing and promotion efforts, beauty brands have also begun to work with YouTube beauty influencers and gurus. Using a multi-channel strategy enables businesses to connect with a larger audience and provide customers a more customized and engaging experience. Additionally, the retail industry as a whole has changed as a result of the integration of social media, interactive technology, and analytics (Christoforou & Melanthiou, 2019).
As a result, businesses are now adopting an omni-channel retailing approach, which allows them to easily combine online and in-store channels to give customers a reliable and easy buying experience. In conclusion, the beauty sector has embraced the potential of social media and e-commerce to boost sales of cosmetics. These platforms provide enhanced customer involvement, teamwork, and brand exploration. The beauty business has realized how important it is to use social media and e-commerce sites to boost sales of cosmetics in this digital age. These online resources give customers insightful data, evaluations, and rankings of various cosmetic items, enabling them to make wise selections about what to buy (Jindal & Aron, 2022). Furthermore, partnering with YouTube beauty influencers and gurus has grown in popularity as a marketing tactic to reach a larger audience and giving customers a more customized experience. In general, the beauty industry's advertising techniques have been changed by the convergence of e-commerce and social media, enabling a more complete and efficient strategy to drive cosmetics sales across online and in-store channels.
REVIEW OF LITERATURE 
LinkedIn, 2023 - "Beauty Industry: Navigating the Changing Landscape"
This article examines how the beauty business is changing and stresses how important it is for beauty firms to keep up with the most recent advancements. Important marketing techniques are emphasized as being necessary for success in the modern beauty scene, including utilizing social media, customization, sustainability, and influencer marketing.
"Navigating the Amazon beauty landscape in 2023" - NIQ, the year 2023
This article explores how beauty firms may stay competitive in 2023 by utilizing Amazon consumers' Full View TM and sales data. It offers perceptions into the workings of the Amazon beauty scene and the tactics beauty companies might use to prosper there.
Fashion Institute of Technology, "Capstone 2023: Beauty in A Shifting Global Landscape"
The goal of the research being done by the Fashion Institute of Technology's Cosmetics and Fragrance Marketing and Management Master's Degree Program is to find new growth drivers for beauty brands as well as strategies that will help them effectively identify and engage with the global consumer over the coming ten years. The report highlights the necessity for big beauty conglomerates and established beauty businesses to seize expansion possibilities in order to stay competitive in the changing beauty market.
Growisto, 2023, "Conquering the Beauty E-commerce Landscape in the New Normal"
The article addresses shifting customer tastes in the beauty sector, emphasizing the growing need for more straightforward and natural goods. It highlights how important it is for beauty firms to adjust to these tastes in order to thrive in the dynamic e-commerce beauty market.
OBJECTIVES
· Evaluate the Effect of Online Advocacy on Sales of Cosmetics
· Measure the Effectiveness of In-Store Advertising in Driving Cosmetic Purchases
· Analyze the Cross-Channel Synergy Effect on Overall Sales Performance
HYPOTHESIS
H0: There is no significant correlation between online advertising efforts and cosmetics sales.
H1: Increased online advertising efforts are positively correlated with higher cosmetics sales.
H0: There is no significant difference in cosmetics sales between stores with and without in-store advertising.
H2: In-store advertising significantly correlates with higher cosmetics sales compared to stores without such advertising.
H0: There is no significant difference in overall cosmetics sales between customers exposed to a cross-channel advertising strategy and those with non-coordinated exposure.
H3: A coordinated advertising strategy across online and in-store channels results in a significant increase in overall cosmetics sales compared to a non-coordinated approach

DATA ANALYSIS 
	Source
	DF
	Sum Sq
	Mean Sq
	F
	p-value

	Positive Online Reviews and Endorsements
	1
	0.00002
	0.00002
	0.006
	0.994

	Trust Recommendations and Testimonials
	1
	0.09032
	0.09032
	0.592
	0.440

	Try New Cosmetic Products
	2
	6.80640
	3.40320
	22.685
	0.000

	Residual
	46
	5.20320
	0.11310
	
	



Both the p-values and the F-statistic for the positive online reviews, endorsements, trust recommendations, and testimonials are quite high. This indicates that the null hypothesis cannot be rejected. Trust in suggestions from beauty bloggers or online influencers, the likelihood of trying a new cosmetic product, and good online reviews and endorsements are not strongly correlated.
	Hypothesis
	Chi-square statistic
	p-value
	Degrees of freedom

	Positive online reviews and endorsements influence the decision to purchase cosmetics and trust in recommendations from online influencers are independent.
	15.000
	0.241
	12

	Positive online reviews and endorsements influence the decision to purchase cosmetics and likelihood of trying a new cosmetic product recommended by online influencers are independent.
	20.000
	0.220
	16


the p-values for both tests are greater than 0.05, which means that we fail to reject the null hypothesis in both cases he results of these tests suggest that there is no strong evidence to support the claim that positive online reviews and endorsements have a significant impact on either trust in recommendations from online influencers or likelihood of trying a new cosmetic product recommended by online influencers.
	Feature
	   Chi-square Statistic
	   p-value

	In-store advertisements affect decision to purchase cosmetics vs. Notice and consider in-store advertisements for cosmetics
	8.84
	0.065

	In-store advertisements affect decision to purchase cosmetics vs. Other factors
	
	



The p-value for the chi-square test is 0.065, which is borderline significant. This means that there is suggest that there is a relationship between the two variables that in store advertisement effect on purchasing decision of cosmetics In-store advertising significantly correlates with higher cosmetics sales compared to stores without such advertising.
	
	
	In-store Advertising
	Consistent Promotions
	Impact
	Likelihood of Purchase

	Influence on Purchase
	12
	15
	6
	6

	Consistency
	12
	
	4
	4

	Impact
	6
	
	2
	2

	Likelihood of Purchase
	6
	15
	6
	6



The chi-square statistic for this table is:
X2=12−6)(15−6)(6−2)(6−2)​= 96   ​=0.25
        (12+6)(15+6)                 360
With 1 degree of freedom, the p-value for the chi-square test is calculated as: p value =1−Γ(0.75)Γ(0.25)≈0.43p−value=1−Γ(0.25)Γ(0.75)​≈0.43
The p-value is greater than the significance level (0.05), we fail to reject the null hypothesis

FINDINGS
· The study discovered a strong link between a company's internet visibility and sales of cosmetics. Businesses that have a significant digital presence—that is, ones that use online advertising, social media interaction, and e-commerce platforms—generally see an increase in sales over those that just use in-store channels.
· Even with the rise in internet sales, in-store experiences are still quite important. When it comes to cosmetics, customers frequently want to try things out before buying them. Brands that made in-store displays that were engaging and interactive as well as hiring people with expertise saw a rise in sales.
· Invest in creating a unique and enjoyable in-store experience. Implement interactive displays, knowledgeable staff, and sampling stations to encourage consumer engagement and increase the likelihood of in-store purchases.
· Establish a system for long-term monitoring of the cross-channel advertising strategy. Trends and consumer behaviors can change over time, and continuous monitoring allows for timely adjustments to remain relevant and effective.
· Beauty brands need to use a combination of online and in-store advertising to reach consumers effectively.
SUGGESTIONS
· It is recommended that beauty firms establish a multi-channel advertising plan encompassing both digital and in-store channels.
· Social media is a valuable tool for beauty firms to engage with customers, increase brand recognition, and boost revenue.
· Influencer partnerships may help beauty firms reach a larger audience and gain the confidence of customers.
· Data analytics should be used by beauty firms to target specific consumers with their advertising.
· As the beauty market changes, companies should be flexible and modify their promotional tactics accordingly.
CONCLUSIONS
The beauty industry is highly competitive, and advertising is essential for standing out from the crowd. By using a variety of advertising channels and strategies, beauty brands can reach a wider audience and drive sales. It is important to measure the results of your advertising campaigns and adjust your strategy accordingly. In the current competitive industry, cosmetic companies that wish to prosper must use advertising as a key tactic. Beauty companies may reach a larger audience and increase sales by creating a multi-channel advertising plan that incorporates both digital and in-store channels. Influencer marketing, social media, and data analytics are all crucial tools for beauty firms looking to sell their goods successfully. Beauty companies may foster relationships with customers and increase brand loyalty by utilizing these techniques.
