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ABSTRACT 

Brand evolution through consumers' behavior operates under the influence of cultural 

developments combined with technological innovation. The digital age has established social 

media as the main force behind brand evolution because it shapes how customers perceive 

brands and their purchasing activities. The semiotics of the cosmetics industry change through 

social media platforms enable brand transformation by updating logos and packaging as well as 

messaging and influencer marketing. The study examines the branding strategies of Nivea, 

Weleda, Dr. Hauschka, Artdeco, and Essence from Germany alongside J., Medora, Masarrat 

Misbah Makeup, Luscious Cosmetics, and WB by Hemani from Pakistan through digital platform 

adoption for strategic repositioning. The main focus of this research is to explore how social 

media influences brand identity development, consumer interactive processes, and marketplace 

standing. Through consumer reception research and branding element analysis, the researchers 

will determine what aspects of digital branding work for cosmetics marketing. Consumer trust 

dynamics along with branding modification effects on purchasing decisions are examined 

throughout the study. The research utilizes a structured questionnaire as part of its qualitative 

study design to gather data. The questionnaire obtains data about brand perception consumer 

engagement patterns and digital branding factors through surveys delivered to various cosmetic 

product consumers. The research concludes both quantitative analyses based on percentages 

and qualitative theme identification to establish trends in consumer feedback. Social media 

substantially influences brand evolution because consumers rely heavily on influencer marketing 

combined with modifications in brand visual identity when forming their brand perception. The 

research shows that customers choose brands with sustained digital messages instead of brand 

retractions which create negative reactions. When digital branding strategies pursue customers 

as their foundation successful long-lasting brand adoption and market importance result. 

Keywords: Brand Evolution, Social Media, Semiotics, Digital Branding, Consumer Perception, 

Cosmetics Industry 
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CHAPTER 1 

INTRODUCTION 

1.1 Background of the Study 

1.1.1 Importance of Branding in the Cosmetics Industry 

The cosmetics industry depends on branding practices to modify how consumers view brands 

and affect their brand relationships and purchase decisions. The global cosmetics business 

operates under intense market competition forcing brands to establish unique characteristics 

which appeal to their target consumer audience. According to Kapferer (2012), a brand functions 

beyond its label or trademark because it represents essential values and superior quality together 

with emotional customer connection. The way consumers link particular aspects like trust with 

cost or luxury status to brands determines market selection thus making branding essential for 

decision-making.  

The cosmetics business requires multiple branding components that integrate product 

containers with visual hues along with typographical elements in addition to verbal and 

promotional approaches. Every brand element works together to create its overall personality 

which determines market positioning. Chanel and Dior create an air of exclusivity and 

sophistication but Maybelline and Essence combine affordability and trendy products (Aaker, 

2014). Business success through branding depends on professionals who know branding 

approaches and their historical development.  

Branding creates conditions that enable customers to develop trust in brands and find them 

credible. Consumer research reveals that people choose to buy products from reputable familiar 

brands according to Keller (2013). Building trust with customers needs consistent communication 

solid product quality and strong customer relations. Personal care and aesthetics comprise the 

essential features of this industry so the way customers are branded affects both their first-time 

purchases and their future commitment to the brand. 
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Figure 1.1.1: Key-Branding Elements in Cosmetics (Source: Keller, 2013). 

1.1.2 Evolution of Brands over Time 

Brand evolution describes the planned adjustments made to identity as well as market 

positioning and communication frameworks to fit new market trends, evolving consumer needs, 

and competitive frontiers. Before modern times brand evolution occurred through a steady 

process that resulted from innovation as well as mergers and cultural transformations. 

Digitalization and globalization have succeeded in speeding up the rate of brand transformations 

(Heding et al., 2020). Manufacturers executed brand identity updates mainly through redesigning 

packaging with advertising adjustments in the past although today the changes extend to digital 

rebranding as well as working with influencers and interactive marketing.  

Brand changes in the cosmetics sector have become substantial because consumers now expect 

more transparency in their products. Modern branding focuses on ethics and sustainability 

together with inclusiveness as the main fundamental elements because of societal requirements. 

The cosmetic industry achieved inclusiveness through Fenty Beauty's diverse shade range and 

The Body Shop focused on cruelty-free and sustainable products (Schroeder, 2009). Branding 

emerges to match social along cultural developments within society.  

Modern technological developments have substantially contributed to the development of 

brands worldwide. Two major technological advancements known as augmented reality and 

artificial intelligence are used in modern branding strategies to make virtual makeup testing 

possible and to deliver custom skin care product suggestions to consumers. L'Oréal and Sephora 

use modern technological tools to boost customer connectivity and service quality according to 
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Keller (1993). The online transformation has increased both customer reactions and provided 

brands with the necessary data to create targeted advertising methods. 

 

 

Figure 1.1.2: Timeline of Notable Branding Changes in the Cosmetics Industry (Source: Keller, 

2013). 

1.1.3 The Role of Social Media in Brand Evolution 

The emergence of social media transformed brand-consumer interactions by creating 

opportunities for immediate engagement, tailored marketing programs, and instant feedback 

collection. Instagram along with TikTok, Facebook and YouTube serve as essential tools for brand 

building since brands utilize them to launch new products and team up with influencers and 

deliver interactive content for their followers (Gensler et al., 2013).  

Social media has achieved a landmark shift in various marketing operations through its 

broadening of branding opportunities for all users. The advent of social media provides every 

brand irrespective of their size and investment capacity a chance to market themselves to 

worldwide viewers without high costs. Brands can measure consumer sentiments by analyzing 

likes and shares and reading reviews as well as comments which help them better understand 

their audience to reshape their branding strategy (Stukalina, 2019). 

Influencer marketing has introduced new branding trends to the cosmetics industry. Brand 

collaborations between companies and beauty-focused content developers replace the 

traditional approach of using celebrities for promotional purposes. Social media thought leaders 
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function as promotional spokespeople to display cosmetics items for relatable honest 

presentations. Anastasia Beverly Hills and Huda Beauty established solid consumer trust by 

collaborating with influencers to share content throughout social media networks.  

Through social media platforms, users have become active participants in creating content that 

brands use for storytelling purposes. Common users posting their product reviews along with 

tutorial content and demonstrations builds trust and genuine quality in online content. According 

to Mick (1986), consumers tend to put more trust in social media recommendations from their 

peers than traditional advertising choices. Companies that motivate users to participate while 

building community processes will succeed permanently in digital realms.  

 

Figure 1.1.3: A pie chart depicting the percentage of beauty consumers influenced by social 

media influencers compared to traditional advertisements (Source: Business Insider, 2023). 

Social media's ever-evolving dynamics forces brands to develop flexible approaches and prompt 

actions. Modern trends transform at a fast pace so companies that cannot adjust their relevance 

68%

32%

The Rise of Influencer Marketing in Cosmetics

Influenced by Social Media Influencers Influenced by Traditional Advertisements
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become less competitive in their market. Sustainability and clean beauty have become key 

indicators of business evolution in recent times. Major brands adopt sustainable practices and 

reformulate products after social media discussions focus on ethical sourcing eco-friendly 

packaging and transparency (Berthon et al., 2012). The processes of brand evolution benefit from 

social media influences that extend further than marketing strategies because they establish new 

industry performance benchmarks and define consumer industry expectations. 

1.2 Research Problem 

1.2.1 Why is Brand Evolution Important? 

Market survival depends on brand evolution to maintain a competitive position in the market. 

Brand stativity in a dynamic digital operational environment causes consumers to lose interest 

which leads to brand stagnation. The changing consumer expectations force brands to readjust 

their emblematic design elements along with their communication approaches in addition to 

their promotional methods. The approach of rebranding produces two contradictory results since 

the successful evolution of brands strengthens market value but subpar executions generate 

consumer defections and produce brand identity confusion (Berthon et al., 2012).  

The cosmetics industry experiences serious branding difficulties because of its quick-paced 

market structure and pattern-oriented customer patterns. The cosmetic industry changes its 

products and package designs together with marketing materials to match shifting beauty trends 

and technological progress. The ongoing transformation of brands requires researchers to study 

their impact on consumer reception because brand loyalty also depends on this evolution. Brand 

success in the industry demands continuous innovation of semiotic concepts with marketing 

execution because these elements directly impact market appeal toward consumers. Research 

indicates that effective and stable brand transformation improves customer trust and 

engagement but sudden or erratic changes can lead to adverse brand perception according to 

Aaker (2014). 



10 
 

 

Figure 1.2.1: A line graph illustrating how consumer trust fluctuates based on gradual 

rebranding efforts versus abrupt changes (Source: Aaker, 2014). 

Brand evolution facilitates companies to adapt their strategies through socio-cultural 

transformations. Today's consumers need their purchased products to demonstrate ethical 

sourcing along with sustainable practices and fulfilled with inclusive features. Brands that do not 

adjust their practices toward current consumer expectations will end up being seen as non-

relevant to current times. Major cosmetic brands including L'Oréal and MAC adapted their 

marketing approaches to promote diversity together with sustainability which helps them stay 

competitive in a socially aware marketplace (Heding et al., 2020). A complete investigation of 

brand evolution regarding consumer preferences enables a better evaluation of sustainable 

brand development. 

1.2.2 The Need to Analyze Branding Strategies in the Digital Age 

Digital branding has increased in significance yet the field lacks comprehensive knowledge about 

how semiotic elements (logos, packaging, messaging) boost brand evolution. Organizations 

discover varying levels of success after they transition to the digital domain even though some 

brands have successfully adapted to it. During the digital era, consumers obtain comprehensive 
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visibility into brands because they can access company details read reviews, and view historical 

accounts of brand operations. Brands need to build consistent core messages that match their 

brand identity together with consumer expectations after completing visual rebranding 

(Schroeder, 2009). 

The power that consumers possess to create brand tales has produced substantial complications 

in brand-building operations through social media platforms. Before the digital era businesses 

used to control their brand messages but user-created material now significantly influences 

digital branding campaigns. Consumer brand interaction through reviews along with hashtags 

and viral challenges requires an assessment of their direct impact on brand development. 

Research shows brands that receive vigorous consumer participation on social platforms 

consistently build better customer fidelity and obtain positive brand image assessment from their 

audiences (Gensler et al., 2013).  

Influencer marketing serves as an essential branding methodology for digital organizations 

throughout the current age. Many cosmetic companies and brands use beauty influencers as well 

as content creators to advertise their products so influencer partnerships have become essential 

for brand evolution. The success of these promotional approaches differs since customers now 

doubt paid promotional content. Brands need to look closely into their tactics that straddle 

authenticity and promotional activities through digital marketing approaches (Stukalina, 2019).  

The shift from traditional marketing to digital branding introduced interactive campaigns 

alongside augmented reality product trials and AI-based customized marketing while all these 

pioneered new branding trends. The introduction of innovative technologies creates dual 

opportunities along with difficulties for cosmetic brands that demand steady business 

adjustments and strategic vision. The assessment of digital branding procedures will offer 

significant knowledge that helps brands successfully adapt to digital market competition. 

1.3 Research Aim and Objectives 

Research Aim: 
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The major goal of this study is to investigate the impact of social media on the evolution of 

German and Pakistani cosmetic companies. As the digital ecosystem continues to disrupt 

branding strategy, expertise semiotic shifts, and purchaser perceptions on this area turn into an 

increasing number of critical. This study aims to evaluate the performance of branding elements 

including trademarks, packaging, and messages in setting up a lasting brand identity. 

Furthermore, it intends to assess how specific branding methods have an effect on consumer 

engagement, agree with, and emblem loyalty. 

Research Objectives: 

• To examine the evolution of selected German and Pakistani cosmetic brands on social 

media. 

• To investigate how customer perception affects the development of brands in the 

cosmetics sector. 

• To assess how semiotic branding components—such as packaging, message, and logos—

affect brand identity. 

• To evaluate how well social media branding tactics increase customer interaction. 

Understanding these objectives will provide valuable insights into the methods manufacturers 

adapt to digital adjustments and consumer options. This analysis will serve as a reference for 

marketers and brand managers seeking to refine their virtual branding approaches. 

1.4 Research Questions 

Social media exerts powerful effects on brand progression because the world has become more 

digitalized. Achieving branding excellence constitutes an ongoing process that companies 

practice to gain market competitiveness and consumer affinity. The investigation examines how 

branding adjustments affect consumer perceptions while concentrating on German and Pakistani 

cosmetic market brands. 

• How have German and Pakistani cosmetic brands adapted to social media marketing over 

the last decade? 
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• Which branding aspects, such as logo redesigns, package improvements, and messages, 

are most successful in shaping customer perceptions? 

• How do customers perceive and respond to cosmetics rebranding efforts? 

• How does influencer marketing shape the brand identity of cosmetic brands? 

• How do social media branding techniques affect long-term brand loyalty and trust?  

This research investigates social media branding's effects on consumer trust engagement and 

loyalty by answering essential study questions. This research adds academic value to digital 

marketing literature as it provides valuable industry recommendations to professionals who want 

to maximize their branding tactics. 

1.5 Scope of the Study 

This study investigates the branding strategy evolution in five German brands (Nivea, Weleda, 

Dr. Hauschka, Artdeco, Essence) as well as five Pakistani brands (J., Medora, Masarrat Misbah 

Makeup, Luscious Cosmetics, WB by Hemani). The central point of interest involves a brand 

transformation that includes branding elements such as new logos, reworked packaging designs, 

restructured brand communication messages, and digital marketing uses of social media 

channels. This research investigates cosmetic brand strategic brand redesigns involving visual and 

textual representations that adapt to modern consumer demands and market dynamics during 

the digital branding transformation. 

The research develops its complete branding evolution understanding through qualitative 

methods that combine semiotic study and consumer perception surveys. This semiotic evaluation 

will detect recurring symbols along with patterns and meanings that derive from modifications 

in brand identity. The research will obtain consumer perception information by asking structured 

questions that measure brand affinity together with trust and engagement levels. The study 

abstains from examining post-transformation financial performance because its main focus 

investigates brand formatting strategies for consumer relationships in digital markets. 

The research evaluates brand evolution through the interactive capabilities of Instagram along 

with Facebook TikTok and YouTube which create interaction opportunities between brands and 
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consumers. The study evaluates the impact of digital branding components including influencer 

partnerships and audience content creation alongside social media promotional strategies on 

consumer trust and brand authenticity determination. Understanding digital marketing elements 

through cosmetics brands' evolution becomes essential because of their digital marketing 

dependence which helps researchers find effective brand evolution practices.  

This research features a multicultural study design since it analyzes the branding approaches 

developed by cosmetic companies based in Germany and Pakistan. Pakistani cosmetic brands use 

branding strategies that mix cultural heritage, reasonable pricing, and halal testing alongside 

German cosmetic brands that prioritize heritage extensions and scientific development. A cross-

cultural examination of branding approaches across various market conditions helps researchers 

understand the methods brands use to adapt to cultural factors in their development. 

 

Figure 1.8: A comparative analysis of the branding strategies of German and Pakistani cosmetic 

brands, highlighting differences in brand identity, market positioning, social media strategies, 

and consumer engagement (Source: Statista, 2023). 

Furthermore, the investigation analyses how digital consumer engagement affects the formation 

of brand narratives. This analysis will assess the impact of consumer-generated content through 

online reviews and brand hashtags because these elements help brands use consumer 

interactions for strategic positioning refinement. The research project leaves out research on 
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traditional branding tactics which include both in-store aspects and regular advertising channels 

to maintain sole focus on digital brand evolution.  

The findings from this study deliver vital information about modern branding strategy 

enhancement that helps both branding experts and marketers and all those involved in cosmetics 

marketing. Through this study academic knowledge about semiotics in marketing expanded by 

presenting an analytical approach for monitoring how brands transform their meaning to stay 

important to consumers throughout time. 

1.6 Significance of the Study 

The investigation adds important knowledge about brand evolution practice in the digital period 

and its social media marketing and consumer engagement dynamics. Continuous innovation of 

branding strategies proves essential for cosmetic companies due to the competitive industry 

because brand differentiation remains vital to earning and maintaining consumer trust (Aaker, 

2012). This study examines selected German and Pakistani brands to identify strategic and 

semiotic indicators that lead to successful brand evolution.  

The research contributes new findings to academic knowledge regarding semiotics in branding 

approaches. Semiotics play an essential role in branding because their analysis impacts how 

consumers perceive brands through their signs and symbols and establishes brand-related 

emotional connections. Brand semiotics emerge through logos with packaging designs as well as 

advertising slogans together with influencer endorsements to influence consumer interactions 

and build brand loyalty (Barthes, 1977). Strategic rebranding initiatives allow cosmetic brands to 

define their meaning and strengthen their brand personality according to this research study 

through the application of semiotic analysis techniques. 

The investigation bridges an essential gap by studying branding methods between market 

environments and cultural backgrounds. German cosmetic brands base their brand equity 

development on scientific credibility and dermatological testing along with product efficacy yet 

Pakistani cosmetic brands primarily use cultural heritage as well as beauty standards from local 

markets together with affordability to establish credibility. The difference in cultures produces a 
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better comprehension of how different performance strategies appeal to targeted audiences 

(Peterson, 2003).  

The analysis generates functional aspects that aid brand managers marketers and digital 

strategists operating within the cosmetics field. Digital branding controls most current consumer 

interactions thus managers must focus on analyzing how social media affects brand perception. 

Research results will direct cosmetic companies to optimize digital marketing approaches and 

influencer relationship management as well as visual branding practices to strengthen consumer 

loyalty and trust.  

Thus, the research adds to ongoing academic discussions about consumer-based branding 

methods. The digital era has empowered customers to play an essential part in driving brand 

storytelling via platform reviews social forum discussions and online endorsements of brands. 

This study evaluates consumer engagement effects on brand transformation and delivers 

operational recommendations about brand-audience co-creative value processes that drive 

sustained loyalty and positive associations (Wongmonta, 2021).  

The research adds substantial value to theoretical knowledge about branding alongside semiotics 

and provides practical digital transformation guidelines to cosmetic brand managers. The study 

generates results that benefit academics, industry experts, and business operators who want to 

develop flexible brand strategies for contemporary market environments.  
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CHAPTER 2 

LITERATURE REVIEW 

2.1 Introduction to Literature Review  

This research builds its foundation through an extensive review that assesses past academic work 

regarding branding methods and the brand transformation process together with social media 

perception effects on consumers. Previous research provides the theoretical framework to 

evaluate cosmetic brand evolutions focusing on German and Pakistani brand developments.  

Businesses have universally acknowledged branding as their strategic core because it allows them 

to separate themselves from competitors and create enduring consumer bonds (Keller, 2013). 

The branding concept has adapted through time because of cultural movements alongside 

technological developments and new consumer requirements (Zinkhan and Smith, 1992). The 

growth of social media digital marketing has transformed brand engagement yet research should 

focus on branding navigation within these modern changes.  

The chapter follows a system of five essential sections. A detailed examination of branding 

background will start this section while explaining fundamental branding aspects that include 

logos along with packaging slogans and messaging strategies. The study evaluates social media's 

effects on brand development by analyzing consumer participation influencer campaigns and 

brand narrative creation. The discussion of branding through semiotic theories will focus on 

symbols color psychology and visual storytelling methods. The research will evaluate how 

consumers react to brand changes by examining the emotional bonds that drive consumer loyalty 

in the fourth section. Real-life illustrations demonstrating popular brand strategy 

transformations will be provided through case studies in this part of the research. The literature 

review will uncover research gaps that will strengthen the argument for conducting this study 

about brand evolution semiotics in the cosmetics market. 
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2.2 Branding and Brand Evolution  

2.2.1 Definition of Branding  

The marketplace receives distinct organizational identities through strategic branding systems 

and symbolic messages alongside organizational messaging according to Oh et al. (2020). The 

branding practice goes beyond traditional elements like logos and slogans because it includes 

how a brand represents itself through personality and values while building emotional 

connections with its consumers according to Kapferer (2012). Experienced researcher Aaker 

(1997) demonstrates branding operates as a brand equity framework where brand recognition 

and product quality assessments together with brand-linked mental associations forge consumer 

bonds and trust.  

The cosmetics market relies heavily on branding because customers base their buying choices on 

their impressions of brand identity together with brand values (Heding, Knudtzen, and Bjerre, 

2020). The combination of solid branding acts to build consumer trust while serving companies 

in their prolonged market growth objectives. Keller Parameswaran and Jacob (2010) 

demonstrate branding advanced from basic product branding to bi-directional consumer-brand 

dialogues which occur primarily through digital media platforms.  

Brand adaptability has gained significance in the digital era because businesses need continuous 

adjustment for maintaining market relevance. According to De Chernatony and Riley (1998) the 

continuously evolving nature of branding requires brands to continuously correct their message 

and visual presentation in order to match transforming cultural patterns and changing consumer 

preferences. Subsequent analysis will focus on essential branding components as they transform 

because of these mechanisms. 

2.2.2 Key Branding Elements  

A brand’s identity alongside its differentiating approach results from multiple core components 

that define its branding concept. The core elements of branding consist of logos alongside 

packaging as well as slogans and typography with messaging and brand personality (according to 
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Keller, 2013). Multiple essential components within branding direct consumer perception while 

building brand recognition in the market.  

A brand relies on logos for visual identity as symbols combined with colors merge with design 

elements for representation. According to Henderson and Cote (1998), a successful logo should 

maintain simplicity and memorability with cross-use capability. Brands update their logos over 

time to adapt their branding strategy to modernize as well as shift their position in the market. 

Nivea continually updates its logo but maintains its recognizable blue and white color pattern to 

preserve brand consistency according to Schroeder (2009).  

Brands rely heavily on packaging due to its crucial status in the cosmetics market where product 

attractiveness strongly affects customer choice behavior. According to research by Walsh, 

Winterich, and Mittal (2010), packaging functions both as protective wrapping and as a 

communication channel that delivers brand identity messages. Brand packages used by luxury 

brands emphasize minimalistic designs as a sign of rarity while eco-sensitive brands select 

sustainable materials according to customer expectations (Gray, 2019). 

A brand’s essential meaning appears in short powerful phrases that people remember. Shocker 

(1993) explains that successful slogans need to develop based on shifting consumer perspectives 

in order to stay relevant.  

Typography along with Messaging helps establish brand visual aspects and communication styles. 

The traditional and reliable feel comes from serif fonts yet sans-serif fonts link to the modern 

presentation (Henderson, and Cote, 1998).  

The human characteristics that brands embody shape consumer connection and customer 

devotion according to the research of Aaker (1997). Luxury cosmetics brands depict themselves 

through an upscale-exclusive style yet mass-market brands demonstrate their products as 

budget-friendly options. 
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2.2.3 The Process of Brand Evolution over Time  

A brand progresses through ongoing strategic modification through modifications in market 

tendencies as well as technological development and changes in consumer behavior and 

competitor situations (Heding et al., 2020). Product evolution through both minor alterations and 

significant overhauls occurs when brands need to make themselves better connected to their 

target consumers in the modern market environment.  

 

Figure 2.2.3: Global Cosmetics Market Growth (2018–2024). The cosmetics sector has grown 

significantly in recent years, with a substantial decline in 2020 owing to the COVID-19 

pandemic, followed by a rapid comeback (Source: Euromonitor International, 2024). 

Brand evolution depends heavily on technological development as its key progress factor. 

Modern branding techniques shifted toward digital interfaces after traditional advertising 

methods because of the digital revolution. The increasing number of brand-consumer 

communications that occur through digital platforms demands brands maintain consistency 

while adjusting to changing online behaviors according to Rowley (2004). Modern technological 

advancements in artificial intelligence together with augmented reality and data analytics have 

facilitated brand-messaging personalization for individual consumer segments (Wongmonta, 

2021). 
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Brand evolution strongly responds to the transformations that take place within cultures and 

societies. Brand alignment with social causes has become essential for consumers so companies 

adjust their branding strategies (Arnhold, 2010). The cosmetic industry's demand for 

sustainability encourages Weleda and Dr. Hauschka to strengthen their organic and cruelty-free 

product lines. According to Smith, Fischer, and Yongjian (2012), brand realignments ensure both 

brand credibility enhancement and more intense consumer trust resulting in stronger brand 

loyalty.  

Brand evolution includes rebranding as one of its essential elements. A branding strategy that 

makes comprehensive alterations to visual identity and message or market placement occurs 

when brands aim to respond to market changes or lose consumer interest (Muzellec, and 

Lambkin, 2006). It is essential to strike the right equilibrium between preserving original brand 

elements and implementing innovative approaches. According to Kapferer (2012), Dr. Hauschka 

continues its focus on natural skincare through updated marketing approaches and packaging for 

younger demographics. Essence has adapted its brand strategy by using digital storytelling 

combined with influencer partnerships to target Gen Z audiences.  

The process of brand evolution requires organizations to react to changing consumer 

psychological patterns. The study by Tarakameh et al. (2023) proves that robust brands regularly 

update their communication methods and customer outreach programs to maintain emotional 

ties with their consumer base. Nivea executes continuous brand image evolution that blends 

present-day beauty standards with its reliable skin care heritage. 

Successful brand evolution emerges as an active method that serves organizations for enduring 

achievement. Through technical innovation combined with cultural adaptation and intentional 

rebranding approaches brands achieve market longevity along with customer devotion and 

business superiority in modern competitive environments. 
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2.3 The Role of Social Media in Brand Evolution  

2.3.1 Major Social Media Platforms Shaping Branding  

The fundamental components of brand interaction and consumer engagement as well as identity 

development transformed due to social media platforms (Kaplan and Haenlein, 2010). The brand 

development process benefits significantly from Instagram and Facebook as well as TikTok and 

YouTube which serve different functions in this process.  

 

Figure 2.3.1: Key social media platforms influencing brand evolution and consumer 

engagement, showing their distinct branding functions (Source: Kaplan and Haenlein, 2010). 

Brands utilize Instagram to develop visually appealing identities by posting high-quality images 

telling interactive stories and making partnerships with influencers (Godey et al., 2016). The 

social media features on Instagram Shopping together with Reels and live sessions unite 

commerce capabilities with content experiences to improve brand-consumer interactions (Phua, 

Jin, and Kim, 2017). Instagram enables luxury brands to deliver exclusive material while creating 

aspirational campaigns and emerging brands build communal relations through its platform.  
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Facebook maintains its essential role in brand storytelling by enabling long-form content sharing, 

group interactions, and audience-specific advertisement delivery (Cvijikj and Michahelles, 2013). 

Through its strong algorithm, Facebook enables brands to deliver customized content and 

optimize their interaction points with consumers (De Vries, Gensler, and Leeflang, 2012). 

Facebook provides its users with a marketplace feature that maintains both visibility and 

conversion capabilities for business tools. 

The algorithm-based short-form style of content has transformed how brands build their digital 

presence on TikTok. The platform's viral characteristics allow brands to become part of trending 

challenges while they can also utilize UGC and connect with younger markets through trending 

videos (Casaló, Flavián, and Ibáñez-Sánchez, 2020). The challenge culture of TikTok allows E.L.F. 

Cosmetics to boost brand engagement while improving consumer memory of their products.  

YouTube is essential for presenting detailed content through videos that include brand stories 

instructional materials and product launch events. Through YouTube videos, Nivea establishes 

brand authenticity by teaching skincare education (Scott, 2015). Through its connection to 

influencers, the platform strengthens brand legitimacy while expanding its reach to new 

audiences. Brand strategy development requires a flexible multi-platform approach because 

individual platforms demand specific branding approaches to maintain brand relevance. 

Brand Platform Followers 

(Approx.) 

Engagement 

Rate 

Type of Content 

Nivea (Germany) Instagram 3M+ High Influencers, Tutorials 

Essence 

(Germany) 

TikTok 1M+ Medium-High UGC, Trend-Based Ads 

Masarrat Misbah 

(PK) 

Instagram 500K+ High Ethical Beauty, 

Influencers 

Luscious 

Cosmetics (PK) 

Facebook 300K+ Medium Product Promotions, 

Reviews 

Table 2.3.1: Comparison of German and Pakistani Cosmetics Brands' Social Media Presence 

(Source: Winnenburg, 2022; Khan and Rashid, 2021; Kumar and Kaushal, 2024). 
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2.3.2 Consumer-Generated Content and Its Impact  

Brand evolution heavily depends on consumer-generated content because this form of user-

driven media builds trust between brands and consumers while helping them advocate for 

brands. Brand perception together with credibility adopts various forms from customer feedback 

to social media content influencer partnerships and viral popularity indicators (Berthon, Pitt, and 

Campbell, 2008).  

The reputation of brands receives substantial influence through customer reviews that occur on 

Facebook together with YouTube and Instagram. The data reveals that online reviews become 

essential for consumer purchase decisions since 90% of people consult them first (Chevalier and 

Mayzlin, 2006). Brand trust grows from positive reviews but negative reviews demand 

professional brand responses to protect reputation integrity. Masarrat Misbah Makeup 

participates in social media discussions about customer feedback to strengthen trust 

relationships with its audience (Putra et al., 2024). 

Social media influencers serve as main intermediaries to drive influencer marketing which has 

become the leading CGC approach. Modern brand campaigns that involve influencers utilize their 

natural credibility and link with everyday people (Freberg et al., 2011), unlike typical 

endorsement programs. Luscious Cosmetics utilizes partnerships with influencers to build its 

reputation and improve market visibility in Pakistan.  

Viral trends along with hashtag challenges play a major role in brand awareness because they 

motivate users to get involved. TikTok introduced a completely new approach for brands to 

interact with their audience through UGC-based challenge participation. The #FentyFace 

transformation challenge by Fenty Beauty attracted millions of genuine shares from users (Poh, 

Hasan, and Sudiyono, 2024).  

Crisis management and brand repositioning are aspects where CGC applies. Weleda utilized 

Content Generated Content to demonstrate its environmentally friendly practices thus handling 

sustainability challenges successfully. Strategic involvement in consumer narratives enables 

brands to develop brand evolution through CGC as documented by Smith et al. (2012). The 
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process of brand evolution depends on CGC because this approach improves user participation 

while expanding natural market visibility and growing customer devotion. Organizations that 

implement CGC successfully through their digital frameworks keep market relevance while 

generating an identity based on community engagement. 

2.3.3 Brand Storytelling and Engagement Strategies on Social Media  

The digital era has made brand storytelling into a vital branding approach that helps brands 

create emotional links as well as captivating stories. Brands use social media to develop narrative 

content that enhances their brand identity as well as their set core values (Habibi, Laroche, and 

Richard, 2014).  

The crucial element in digital storytelling consists of visual elements. Through Instagram and 

TikTok brands can use attractive visual content and interactive elements to convey their stories 

(Oh et al., 2020). Through Instagram stories Nivea demonstrates success by showing skincare 

routines which teach customers while sharing their brand narrative platform.  

Through real-time engagement, brands connect with their audiences by holding live sessions and 

using Q&A platforms and social listening technology. Facebook and YouTube Live serve brands 

to build interactive communication that develops stronger consumer-brand connections. The 

real-time sales method allows WB by Hemani (Zhang, Zhao, and Gupta, 2018) to connect with 

buyers through streaming events that generate instant purchases.  

Storytelling methods gain strength through customized content as well as interactive formats. 

Brands implement AI recommendation systems and interactive questionnaires along with private 

material to create authentic brand personalities (Ashley and Tuten, 2015). Specially tailored 

content creates an emotional bond with customers that sustains their loyalty along with their 

ongoing commitment to a brand.  

Through nostalgia-based heritage storytelling brands preserve the emotional connection 

between consumers and their brand. Essence Cosmetics combines vintage brand concepts with 

contemporary packaging elements and marketing approaches to maintain both heritage strength 

and new innovative ideas (Brown, Kozinets, and Sherry, 2003). The creation of compelling brand 
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stories on social networks requires companies to blend visual content with interactive 

approaches and tailored brand stories. Storytelling mastery among brands builds emotional 

bonds that lead to better brand memory retention and produce enduring customer loyalty. 

2.4 Semiotics in Branding  

2.4.1 The Role of Semiotics in Brand Communication  

The discipline of semiotics enables business communication through symbols and signs which 

determines how customers understand marketing messages. Companies apply semiotic 

elements comprising visual components along with linguistic tools and cultural references to 

generate meanings that position themselves in consumers' understandings (Mick, Burroughs, 

and Hetzel, 2004).  

According to Saussure (1916), a sign contains a 'signifier' that represents the physical 

manifestation along with a 'signified' which describes the relevant meaning bound to it. Since 

Nivea uses blue and white colors it defeats trust while maintaining purity which strengthens its 

brand association with skincare products. Through his semiotic model, Peirce (1934) established 

three sign categories including icons that demonstrate resemblance indexes that represent 

cause-effect relations and symbols that express cultural meanings that brands utilize for 

particular effects.  

The brand meaning works through cultural patterns. Weleda implements natural symbols and 

organic graphics to demonstrate their sustainability practices according to the values of 

environmentally minded consumers. Brand narratives strengthened through embedded semiotic 

signals create improved market differentiation and enhance brand identity development which 

results in increased customer engagement. 

2.4.2 Logos, Color Psychology, Typography, and Their Meanings  

As central semiotic tools, logos symbolize brand values by using shape alongside typography and 

color representation. Brand values become easy to recognize within effective logos because they 

establish instant emotional bonds and speedy recognition between the brand and consumers 



27 
 

(Henderson, and Cote, 1998). The black minimalistic typography from Artdeco represents a 

luxurious and sophisticated image yet Essence creates youthful and accessible branding through 

their playful typography combined with vivid colors.  

Branding heavily depends on color psychology since colors naturally make us think of 

subconscious ideas (Labrecque, and Milne, 2012). The energetic meaning of red expresses 

urgency (seen in Medora) blue signals stability (appears in Nivea) and green creates natural 

associations through Weleda. The Pakistani brand WB by Hemani uses earthy and green color 

tones to match their natural and herbal product approach.  

Typography further shapes brand perception. Tradition and reliability emanate from serif fonts 

such as Dr. Hauschka whereas sans-serif fonts including Luscious Cosmetics convey a modern and 

simple impression to consumers. Script fonts encourage intimate connection with the audience 

through their feel which brand owners frequently use in luxury beauty creation. A meaningful 

visual identity emerges when brands combine their chosen elements according to strategic 

purposes which enhance brand recognition and consumer reliability (Keller, 2013). 

 

Figure 2.4.2: Semiotic Analysis of Brand Logos and Packaging (Source: Labrecque, and Milne, 

2012; Keller, 2013). 

2.4.3 Visual Storytelling and How It Influences Brand Perception  

Through visual storytelling, brands can integrate semiotics into moving narratives which provides 

an efficient method to deliver complex messages. The use of this approach creates deeper 
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emotions while delivering messages to consumers that their minds find easier to remember 

(Schroeder, 2002).  

Social media platforms specifically Instagram and TikTok enable brands to create detailed 

narrative content thanks to recent visibility growth. Visual storytelling appeared in Nivea's social 

media campaigns to present stories about family-related skin protection which builds emotional 

trust (Winnenburg, 2022). Masarrat Misbah Makeup creates transformation videos that 

demonstrate both inclusivity and empowerment principles that address modern consumer 

values.  

The way a brand frames its content forms an essential part of its marketing strategy. Through 

specific archetypal representations such as heroes and caregivers brands reshape consumer 

views about their identity (Fenty Beauty breaks beauty standards while Weleda offers natural 

healing approaches for customers). Brands create emotional ties with consumers using 

purposeful visual signals which build brand loyalty together with consumer advocacy (Gensler et 

al., 2013). 

2.5 Consumer Perception of Brand Changes  

2.5.1 Consumer Reactions to Rebranding: Trust, Resistance, Adaptation  

The implementation of new branding initiatives leads consumers to exhibit different reactions 

starting with trust building through negativity toward changes that result in skepticism. 

Consumers who have recognized familiar brand images can develop opposition toward major 

changes because they experience unfamiliarity (Walsh, Winterich, and Mittal, 2010). The 2018 

Essence logo change provoked negative reactions among longtime customers because they 

linked the previous design to their original trust and sentimental memories.  

The acceptance of rebranding heavily depends on trust as a fundamental factor. By using 

transparent communication and phased rollouts brands successfully reduce resistance among 

customers as described by Kapferer (2012). Gradual brand updates according to L’Oréal’s sub-

brand repositioning demonstrate the ability to maintain customer trust and enhance modern 
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appeal (Aaker, 1996). The hasty packaging design modification Tropicana made in 2009 caused 

both consumers to reject it and substantial market share reduction.  

Brand adaptation strategies succeed based on consumer perceptions of brand equity. Consumer 

acceptance of brand improvements based on evolving values leads them to adopt positive 

reforms (Gopaldas 2014). The cosmetics division of J. (Junaid Jamshed) adapted its brand style 

through contemporary design elements that maintained loyalty from its original client base. 

2.5.2 Psychological and Emotional Connections with Brands  

Successful brand formation happens through maintaining identity consistency and storytelling 

across time (Fournier, 1998). People who feel strongly connected to a brand demonstrate higher 

levels of loyalty toward it which leads them to accept branding alterations.  

The basis for brand relationships between consumers and brands stems from their congruent 

self-identities. A rebranding that matches individual life stories leads to higher consumer 

acceptance rates. Nivea maintains strong consumer connections after small corporate updates 

by embracing an inclusive brand character that appeals to diverse audiences (Hwang and 

Kandampully, 2012).  

The implementation of rebrands creates cognitive stress if the new branding orientation differs 

from already established customer understanding. Customers feel uneasy when branding shifts 

produce elements that do not match their emotional brand expectations. The implementation of 

a strong rebranding plan such as Weleda's sustainable direction reduces customer discomfort 

because it links past brand values with contemporary market developments (Gopaldas 2014). 

2.5.3 Factors Influencing Acceptance or Rejection of Branding Changes  

Multiple elements help consumers accept or decline brand modifications. Brands with stronger 

equity possess enhanced capabilities to execute modifications since their customers accept new 

changes better according to Keller (2013).  

Brand messaging which remains consistent helps develop trust in consumers. The strategic step 

Artdeco took by moving to minimalist packaging while keeping premium branding achieved 
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successful consumer acceptance (Aaker, 1996). Product redesigns without clear explanation like 

Pepsi's 2009 changes will commonly receive negative consumer responses.  

Consumer interaction demonstrates significant power in the entire process. The act of allowing 

customers to join brand redesign efforts through social media questionnaires and small-scale 

experimentation leads to better reception (Gensler et al., 2013). The makeup brand Masarrat 

Misbah Makeup incorporates its audience in product development processes to guarantee its 

products meet market demands.  

Cultural factors further influence perceptions. International brands need to adapt their 

rebranding initiatives based on the cultural sentiments found in their target locations (Kapferer, 

2012). Pakistani brands incorporate ancient traditions when updating their branding design to 

establish trust with modern audiences and attract prospective youthful consumers. Consumer 

perception closely follows semiotics throughout the branding process. Strategic methods that 

focus on consumers lead to brand advancement which strengthens customer loyalty and 

achieves sustainable business growth. 

2.6 Case Studies on Brand Evolution  

Strategic changes to the identity positioning and communication systems of a brand form 

essential components of dynamic brand evolution which preserves market relevance. The 

branding development of Nivea, Masarrat Misbah Makeup, and Essence undergoes analysis to 

determine their approaches to maintaining core identity during transformations. 

2.6.1 Nivea: Balancing Heritage with Modernization 

As a world-renowned skincare company, Nivea pioneered continuous evolution by upholding 

trust-based care-oriented principles at its core. Since its founding year in 1911, Nivea has 

maintained its basic design approach by using blue-white colors which reflect purity and 

trustworthiness. Throughout the years the brand extended its product assortment by merging 

dermatological research with its product line expansion and inclusive sustainability initiatives to 

align with changing consumer demands (Winnenburg, 2022).  
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The year 2013 marked Nivea's fundamental business strategy as it involved global rebranding 

efforts for emotional branding through storytelling techniques. The "100 Years of Nivea" 

campaign united vintage elements with present-day marketing tactics by giving fresh packaging 

styles that respected legacy traditions (Kumar and Kaushal, 2024). Digital transformation was 

essential because Nivea succeeded through its use of influencer marketing together with 

personalized social media interactions (Heding, Knudtzen, and Bjerre, 2020). Nivea maintains 

loyalty from multiple generations through its strategic combination of keeping traditional 

products and introducing newforcements to its brand. 

2.6.2 Masarrat Misbah Makeup: Pioneering Ethical Beauty in Pakistan 

The ethical branding approach of Masarrat Misbah Makeup (MMM) allowed this brand to 

emerge as Pakistan's first cosmetic line holding halal certification. The MM has operated since 

2014 while maintaining paraben-free and cruelty-free ingredients that suit Islamic values and 

global clean beauty movement principles (Baig et al.). The positioning strategy drives authenticity 

that attracts ethical customers to the brand.  

The brand development at MMM directly stems from the philanthropic goals of its founder. The 

Depilex Smile Foundation enables the brand to connect emotionally with its audience by 

supporting acid attack survivors. MMM made a strategic decision to prioritize digital marketing 

by using Instagram and YouTube along with influencer collaborations to promote its products to 

Pakistani customers. In 2020, the company implemented a packaging redesign combined with 

modern typography to establish its prestigious brand position (Khan and Rashid, 2021). The 

brand's successful transformation demonstrates that ethical position, digital interaction, and 

social impact storytelling create loyal customers who drive business growth. 

2.6.3 Essence: Trend-Driven Evolution 

Essence Cosmetics demonstrates trend-driven brand evolution through its role as a German 

beauty company dedicated to affordable yet inclusive products. The Gen Z consumer base 

formed Essence's main market segment after its 2001 launch because the company continually 

updates its branding elements to adapt to changing beauty consumer trends. The original 
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essence of providing high-quality low-cost cosmetics remains steady while the brand transforms 

its strategic communication approaches and design elements.  

A transformative rebranding occurred at Essence in 2019 through which they introduced a bold 

sustainable design with vegan-friendly ingredients and environmentally-friendly messaging 

according to Kumar and Kaushal (2024). TikTok and Instagram UGC campaigns allowed the brand 

to demonstrate greater authenticity and enhance its consumer involvement. Essence continues 

to be competitive in the rapidly evolving beauty industry through its exclusive product releases 

with influencers and specific partnerships. The example shows current brands must be adaptable 

and integrate digital technology while practicing sustainability to succeed in contemporary brand 

development. 

2.6.4 Comparative Insights and Key Takeaways 

Successful brand evolution requires companies to strike an equilibrium between preserving their 

core values and creating fresh innovations as shown through Nivea, Masarrat Misbah Makeup, 

Essence, and their strategic examples (Gensler et al., 2013). The branding approach at Nivea 

centers on emotional strategies and digital tools while Masarrat Misbah Makeup positions itself 

ethically and socially and Essence builds its success on marketing trends along with sustainability 

efforts (Gensler et al., 2013).  

All three brands rely heavily on digitalization by focusing on social media connections with users 

and influencer partnerships which affect brand perception and consumer relationships (Ashley, 

and Tuten, 2015). The development of ethical branding combined with sustainability practices 

has become two essential factors that dictate customer trust and advocacy strength.  

Brand evolution involves strategic alignment between identity elements and consumer 

expectations and visual rebranding approaches alone do not create brand evolution. Brands need 

to stay adaptable through digital platforms combined with honest storytelling because these 

elements help them maintain market significance in ongoing market changes (Aaker, 2014). 
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2.7. Conclusion  

The analysis of this review examines brand evolutionary semiotics alongside social media effects 

on branding approach design together with consumer judgment modification influences on 

brand development. The investigation of prominent social media channels alongside consumer 

content and brand narrative practices establishes that digital branding stands as an essential 

element of contemporary brand planning (Ashley and Tuten 2015).  

The brand communication process depends heavily on semiotics because it controls how 

consumers understand logos and colors while using typography and visual presentation. Brand 

perception together with narrative tactics establishes consumer reception of brand changes 

during transformation (Lee and Hsieh, 2022). 

Studying consumer views about brand transformations proves sophisticated because reactions 

span from brand trust through acceptance to negative stances and doubtfulness (Aaker, 1996). 

Brand success in evolution depends on three main elements which include emotional 

connections together with brand authenticity and keeping consistency throughout 

transformation. Markets that reveal their transformation transparently and let customers 

participate in evolution tend to win consumer dedication (Gensler et al., 2013).  

Eccentric research has been performed in branding evolution yet multiple essential gaps persist. 

Research examining the influence of regional and cultural factors on digital brand reception 

remains relatively thin since digital branding has already received extensive academic attention. 

The usage of artificial intelligence along with machine learning for individualized brand 

transformation needs more research investigation. Empirical research focused on influencer 

marketing effects and user-generated content on brand authenticity will generate beneficial 

findings for marketing professionals.  

Brand evolution implements multiple stages which need users to maintain their authenticity 

through both fresh development and established foundations. Within the changing digital 

environment brands need to adopt strategic changes which sustain their core values to keep their 

customer trust along with competitive market position. 
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CHAPTER 3 

RESEARCH METHODOLOGY 

3.1 Research Approach  

Research methodology forms the base of the study which establishes systematic methods for 

collecting and analyzing data. This section presents the research design by highlighting qualitative 

research approach value and provides reasons for its adoption together with questionnaire-

based data collection benefits and weaknesses. 

 

Figure 3.1: Research methodology framework illustrating the qualitative approach, data 

collection methods, and analysis techniques used in the study (Source: Creswell, 2013) 
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Qualitative Research and Its Relevance to the Study 

Qualitative research operates as a structured approach to studying complex fields where 

researchers interpret subjective data to understand human behaviors, attitudes and experiences 

(Creswell, 2013). Brand evolution studies linked to social media benefit most from using 

qualitative analysis because it delivers rich contextual knowledge and complex subject matter 

comprehension. Qualitative methods support investigating brand communication of change 

alongside consumer interaction throughout time since they allow researchers to analyze textual 

and visual data in consumer perception (Bryman, 2016).  

Digital customers of cosmetic brands actively participate through various digital outreach 

strategies that include storytelling and marketing with influencers as well as consumer content 

creation. Qualitative research techniques help the study measure shifting consumer opinions and 

brand approaches because quantitative metrics alone do not provide sufficient capability. 

Qualitative research delivers a deeper brand interaction analysis because brand identity and 

perception conditions evolve and exist through social constructs (Miles et al. 2014). 

Justification for Using a Qualitative Approach 

Qualitative research serves the purpose of this study because it allows investigators to study the 

discursive and semiotic elements found within social media content. The main communication 

channel of brands through social media allows qualitative research to conduct thorough studies 

about brand strategies and consumer reactions alongside brand semiotic evolution. Qualitative 

research allows the investigation of meaning-making processes through social interactions by 

pursuing an interpretive understanding of reality as described by (Denzin, and Lincoln, 2018). 

Qualitative research serves as an excellent choice because it allows researchers to study brand 

communication in its entirety. Surveys with fixed-choice responses through quantitative methods 

tend to restrict understanding of consumer emotions and brand narratives according to Flick 

(2018). The open-ended questionnaires collect qualitative data which enables deep analysis of 

consumer behavior connected to brand transformations including the shifts in emotional 

response along with interpretations of brand changes (Tracy, 2024). The study relies on semiotics 
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and branding discourse methods because analyzing consumer-generated content needs 

interpretative analysis which extends past statistical measurement capabilities. 

Questionnaire-Based Data Collection 

This research uses questionnaires as the main data collection tools to obtain consumer insights 

about brand development. The questionnaire combines structured and open-ended questions 

which enable respondents to share their opinions freely through their responses. The data 

collection method enables systematic measurements while maintaining qualitative insights 

depth.  

Participants are provided with access to questionnaires distributed through Google Forms and 

MS Word documents which provide digital convenience. Digital data distribution produces 

reliable data collections because it eliminates response biases which typically occur during 

traditional face-to-face interviews according to Saunders et al. (2003). The survey questions 

specifically address customer perceptions regarding brand changes, evaluating their views about 

product wraps and marketing content as well as online connection methods. The gathered 

feedback reveals important information about consumer-brand contacts as well as the changing 

aspects of cosmetic brand symbolism. 

Advantages and Limitations of the Chosen Approach 

Qualitative research derives its primary strength through its capability to obtain in-depth detailed 

information that goes beyond numerical data points. Through open-ended questionnaires, 

participants can freely express their opinions because such methods directly support the study 

of brand narratives along with consumer-brand interactions (Braun, and Clarke, 2021). 

Qualitative research possesses flexibility that enables researchers to redesign their questions 

through emerging themes thus obtaining in-depth knowledge of brand discussions (Silverman, 

2024). 

Qualitative research techniques have multiple restrictions that researchers should consider. The 

interpretation of data remains subjective so it requires thorough thematic analysis to achieve 

reliable and valid results. This approach differs from statistical generalization in quantitative 
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research due to its context-dependent findings which limit overall population generalization 

(Tracy, 2024). The process of qualitative research requires a long period to code data and 

categorize themes which creates difficulties when studying extensive populations.  

The qualitative approach represents the best method for this investigation because it meets the 

study requirements for brand semiotics analysis and consumer involvement assessment. The 

research uses open-ended questionnaires to gather complex insights about consumer 

perceptions and brand communication allowing for an extensive comprehension of social media 

brand evolution. 

3.2 Data Collection Process  

Survey Sample Size  

An appropriate sample size selection stands as a fundamental requirement in qualitative research 

because it allows researchers to gather enough data which produces valuable findings and 

remains practical to execute. The research design includes 100-200 respondents by qualitative 

research protocols that require fewer participants than quantitative studies to achieve saturation 

(Mason, 2010). Data saturation acts as the principle that determines sample sizes in qualitative 

research because new responses yield no additional novel insights. The exploratory approach of 

this research justifies sample sizes of 100-200 participants because it creates a balanced dataset 

with diversity. 

The selected 100-200 respondents represent the chosen sample effectively because practical 

restraints including resource availability response quality and time constraints (Boddy, 2016) are 

maintained. The collection of an overly broad sample poses challenges to data management 

alongside creating redundancy issues specifically in research involving open-ended responses. 

Selecting a precise number of participants permits researchers to study details deeply which 

produces useful meaning from semiotic patterns regarding brand development.  

The size of 20 samples fits the examination goals regarding cosmetics industry consumer 

perception. The literature on consumer behavior in niche markets establishes that 100-200 

participants are adequate for diversifying data collection while preserving research validity 
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according to Robinson (2014). The selected sample size maintains methodological accuracy by 

achieving both rich data collection and an adequate scope of analysis.  

Data Collection Tools  

The study relies on questionnaire data gathered through Google Forms and MS Word to ensure 

participants can reach the survey conveniently. The widespread recognition of Google Forms as 

a tool stems from its simple distribution system which automatically compiles data while 

providing easy access to respondents for various consumer segments (Evans, and Mathur, 2018). 

The MS Word-based questionnaire gives respondents the option to answer surveys offline for 

individuals without complete internet access. The combination of different survey collection 

methods through this approach attracts more respondents while reducing the chance of biased 

results.  

The research instrument includes both closed-ended questions and open-ended questions that 

support the qualitative nature of the study. The questionnaire contains open-ended questions 

and closed-ended questions that permit a combination of demographic profiling and general 

trends (e.g. age, gender, purchasing habits) alongside significant brand evolution insights (Braun, 

and Clarke, 2021). The data collection design contains both structured questions for standardized 

information and open-ended questions to gather detailed qualitative narratives which are 

significant for semiotic research. 

The survey questions specifically follow the research goals precisely. The research explores how 

consumers interpret visual and linguistic signs through questions about brand perception 

modifications. The survey questions about consumer loyalty changes after branding 

modifications rely on brand identity theory (Aaker, 1996). The survey uses both Likert-scale items 

combined with open-ended questions which enable an analytical comparison of quantitative and 

qualitative assessment of branding perceptions.  

A preliminary test with 10 participants is conducted first to verify the reliability and validity of the 

questionnaire which later gets distributed to the entire group. The procedure achieves optimized 

research objective alignment through the enhancement of question clarity together with 
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response relevance (Bryman, 2016). The questionnaire contains ethical features such as informed 

consent forms and confidentiality promises along with explanations that comply with research 

ethics principles (Creswell, 2013). 

Target Audience  

The research selects adult cosmetic consumers over age 18 to create an extensive audience of 

pertinent survey participants. Research by Mintel (2021) indicates that people aged 18 and above 

demonstrate the highest level of interaction with beauty brands throughout the purchasing 

process. Thus, these consumers form the basis for market selection. The cosmetic market thrives 

from the participation of youthful individuals together with adults between the ages of 25 and 

45 who actively buy cosmetics and connect with brands through social media platforms and social 

influencers.  

The semiotic meaning as well as brand interpretation processes differ between demographic 

groups thus researchers must employ an inclusive methodology (Chandler, 2022). Young adults 

between 18 and 25 years prefer to link brand visual elements to their self-expression together 

with social impacts and digital media trends. Middle-aged consumers between 26 and 45 years 

of age prioritize brand trust alongside heritage as well as quality assurance because they interpret 

semiotics differently according to Keller (2013). The research incorporates participants of 

different ages which allows the study to study how different generational groups view brand 

transformation.  

This analysis takes into account gender diversity because the traditional female-targeted 

cosmetic market now expanding to include growing male customers in the beauty sector. The 

inclusion of male respondents helps the study develop a complete call-and-response regarding 

how semiotics in branding overcome conventional gender distinctions. The research 

methodology incorporates participants from various economic classes which enables researchers 

to understand how financial resources shape brand perception. 

Frequent cosmetic purchasing behavior serves as an essential demographic factor because 

regular consumers demonstrate different brand loyalty behaviors than sporadic users (Kozinets, 
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2019). The buying patterns and favored brands together with switching behavior reveal specific 

responses from consumer segments regarding semiotic cue effects. The study includes a 

respondent segmentation between those who shop online and those who shop in physical stores 

because digital branding has become essential for consumer purchase decisions (Stephen, 2016).  

Purposive sampling allows the researcher to recruit participants who meet the criteria for active 

cosmetic consumers while having an adequate brand interaction history. The method produces 

reliable and applicable results that detect sophisticated information about brand perception. The 

study demonstrates reliability by applying diverse demographic representation to its target 

audience so its research findings match modern consumer-brand relationship patterns. 

3.3 Data Analysis Method  

3.3.1 Quantitative Analysis  

The use of quantitative analysis in qualitative research delivers measurable trends and pattern 

findings from the gathered data. The findings from qualitative research become more reliable 

through quantitative percentage calculations because these numerical values support the 

interpretative elements (Creswell, 2013). The study will employ percentage calculations to 

establish response frequencies which will create a clear profile of consumer perspectives on 

brand change within the cosmetics market. 

Percentage Calculations in Qualitative Research 

The percentage calculation method serves to analyze questionnaire items both structured and 

semi-structured by assessing participant responses. Percentage data confirms qualitative 

findings about social media effects on brand development through survey participant feedback 

at 70% (Bryman, 2016). Percentage calculations serve as important tools because they use data 

to confirm qualitative themes by showing how many participants share identified viewpoints. By 

using this approach subjective evaluations receive context from main consumer market patterns.  

The calculations reveal which brand-related sentiments consumers hold as most influential about 

brand changes. Such numerical insights about brand preferences become meaningful when 55% 
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of participants choose brands that preserve traditional values over brands that rebrand 

excessively (Saunders et al., 2003). The quantification process allows a detailed comparison of 

German and Pakistani cosmetic brands based on the analyzed consumer reaction data. 

Expected Trends in the Data 

The research examines brand evolution through social media and multiple important trends are 

expected to manifest. A considerable number of survey participants are expected to accept 

digital marketing and social media influencers' influence on brand perception. According to Keller 

(2013), 68% of consumers build brand loyalty because of their social media engagement so this 

study supports his findings.  

Another expected trend pertains to consumer preferences for sustainability and ethical branding. 

Research conducted by Mintel (2021) shows that eco-friendly products find favor among 60% of 

the beauty consumer market. The analysis of gathered information shows that both German and 

Pakistan markets share parallel shifts toward sustainable cosmetics branding strategies.  

The analysis will investigate how consumers receive brand changes at present. Comparison to 

existing studies shows that high levels of respondent resistance to brand transformations would 

support findings about customers resisting changes that alter brand roots (Aaker, 2012). A 

structured method exists for interpreting qualitative data through the proper identification of 

trends. 

3.3.2 Qualitative Analysis  

This research relies primarily on qualitative analysis because it seeks to interpret free-response 

data for the identification of consumer perception patterns and themes. The thematic analysis 

combined with case studies forms the methodology to provide complete insights regarding social 

media's impact on cosmetics brand development. 

Identifying Patterns in Open-Ended Responses 

Identifying patterns within qualitative data enables the extraction of key insights that emerge 

from customer feedback. The data analysis requires the classification of participant responses 
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into recurring patterns about brand dedication as well as web involvement and brand 

transformation reactions (Braun, and Clarke, 2013). Repeated statements regarding German 

cosmetics brands as premium quality reflect and allow categorization alongside Pakistani brands 

as affordable thus providing comparative data.  

A similar use of the thematic analysis method occurs when examining consumer responses to 

business marketing tactics. The finding obtains additional importance within the study of brand 

evolution since multiple participants identify influencer marketing as a critical purchasing 

influence. Research methodology includes systematic identification of patterns which leads to an 

organized approach when analyzing subjective responses. 

Thematic Analysis 

Thematic analysis represents an accepted method for qualitative data exploration that helps 

researchers create systematic interpretations of responses (Nowell et al., 2017). The first step 

includes multiple reviews of responses by researchers to develop an extensive understanding of 

the content. The process begins with initial coding that assigns labels to frequent concepts and 

monitors major patterns that appear before the coding stage. Coded data sets are grouped into 

general subjects including digital branding approaches and consumer reactions against 

rebranding efforts which creates a systemized approach for interpreting research results. A 

themed review becomes necessary to evaluate their academic worth and maintain data integrity 

across the research area. The conclusion of the analysis requires a detailed definition of themes 

followed by reports where participant responses through direct quotes provide evidence to 

enhance theme interpretation. The flexibility of thematic analysis stands out as its main strength 

because it supports deductive theory-based interpretations as well as inductive data-based 

interpretations. The combination of both inductive and deductive methods within thematic 

analysis provides researchers with results that validate known brand evolution theories alongside 

fresh consumer discoveries that have not been documented before (Clarke and Braun, 2013). 
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Figure 3.3.2: Systematic thematic analysis process used in analyzing qualitative data (Source: 

Clarke and Braun, 2013). 

Justification for Using Case Studies 

The study employs case study methodology as a method to understand consumer perspectives 

at a deeper level. Research through case studies permits expanded investigation into specific 

scenarios thereby yielding details which transcend general statistical patterns (Yin, 2018).  

The detailed account of a respondent evolving from traditional beauty brands to digital brands 

through influencer marketing helps researchers demonstrate the digital transformation in 

branding. Single-case analysis allows researchers to display research results through specific 

examples that enhance their credibility and emotional appeal.  

The study provides an opportunity to look at brand perception differences within various 

demographic groups through its analytical process. The research findings demonstrate that 

people between 18 and 25 show higher acceptance of brand transformations but brand stability 
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appeals more to consumers older than 35. The research provides extensive consumer behavior 

knowledge about the cosmetics industry because it uses detailed narrative information.  

The research methodology uses quantitative and qualitative approaches to deliver a 

comprehensive analysis of cosmetics industry brand transformation. Empirical support originates 

from percentage calculations together with graphical representations yet thematic analysis with 

case studies enables deeper interpretative understandings. The research combines quantitative 

and qualitative analysis to evaluate consumer views completely thus adding to academic 

discussions about social media's role in brand change. 

3.4 Ethical Considerations 

Respondent Confidentiality  

The protection of respondent confidentiality stands as a core ethical requirement when 

researchers handle confidential consumer information in a qualitative research framework. All 

identifying information was removed from the respondents' data before performing the analysis 

in this study. The research applies exclusive participant coding as an alternative to personal 

identifiers such as names. The aggregation of responses removes individual participant 

identification (Saunders, Lewis, and Thornhill, 2003). 

The stored data receives protection through encrypted systems and password-secured digital 

folders. Academic supervisors authorized by the lead researcher have sole access to the collected 

data while maintaining absolute confidentiality. The General Data Protection Regulation (GDPR) 

stipulates that ethical research follows data minimization standards and establishes safe storage 

practices (European Parliament, 2016). All raw data will stay retained only until researchers need 

it for their analyses and reporting functions and then it will undergo permanent deletion. Physical 

documents that exist will be placed in locked storage cabinets which ensure restricted access to 

protect participant information (Creswell, 2013).  

Before starting the study, the research subjects receive complete information about the 

measures in place to guarantee confidentiality. The study limits the use of participants' data to 

the current research boundaries with the guarantee that their information will not circulate to 
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outside parties. The research process maintains respondent trust through ethical standards by 

implementing the established measures (Flick, 2022). 

Informed Consent  

The requirement to obtain informed consent stands as an essential ethical foundation for 

research which protects participants from unwanted involvement in studies (Suri, 2020). A 

thorough consent form explains the research goals, data collection approach, and the uses of 

participant responses to every respondent before their participation. The document explicitly 

states that volunteers can join or leave the study at their discretion with no adverse effects.  

The initial briefing for consent takes one of two forms through online questionnaires and via 

emails. The briefing describes the research approach and reconfirms that study engagement 

carries no risk along with requiring no obligation from participants. Parts of the research must 

follow ethical guidelines so respondents need to confirm their participation through check boxes 

on online forms along with written signatures (Saunders et al., 2003).  

Precision is provided to participants about understanding the research boundaries before they 

decide to give consent. Research considerations about branding together with marketing 

discussions may heavily impact how participants interpret the study. The researcher allows 

respondents to seek further information about the study to prevent misinterpretations through 

clarification. The research provides further details for participants who show signs of not 

understanding the information (Bryman 2016).  

A vital element of informed consent requires researchers to guarantee protective measures for 

defenseless populations. The study addresses adult consumers aged 18 years or older but ethical 

risks appear when respondents feel obligated to respond in particular ways (Chandler, 2022). 

Participants are shown in the consent form that a valuable research process depends on their 

honest and objective answers without any requirement to give correct or wrong responses. The 

study maintains ethical standards because it adopts a detailed informed consent system that 

strengthens both researcher transparency and participant self-determination during the entire 

research period (Tracy, 2024). 
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CHAPTER 4 

DATA ANALYSIS & FINDINGS 

4.1 Overview of Respondent Data  

This analysis establishes important insights about participant demographics combined with their 

buying activities and social media interactions with cosmetic brands. This section uses graphical 

illustrations to examine demographic breakdown alongside brand awareness and social media 

interaction patterns. 

Demographic Breakdown 

The survey received 100-200 valid responses which adequately reflected several consumer 

segments. The survey took age, gender, and country residency alongside the cosmetic buying 

habits of participants into consideration as important demographics. 

Age and Gender Distribution 

The survey findings demonstrate that individuals from 18-34 years old makeup most (65%) of the 

total survey participants. The marketplace shows active and engaged consumer behavior toward 

cosmetics purchasing among Millennials and Gen Z members where 65% of surveyed 

respondents fall within this age range according to Mintel (2021). The 35-44 year old respondents 

form 20% of the total participants in the study and the older group consisting of 45+ years old 

comprise 15% of the sample.  

A majority of 82% of participants reported female identity while 15% identified as male and 3% 

refused to share their gender status. Female survey participants led the study along with male 

participants as both groups represent the cosmetics industry's main market segment yet male-

oriented beauty products are starting to attract more attention (Ajitha and Sivakumar, 2019). 

Including male participants in the survey delivers important information about how brands 

should approach gender inclusivity in their cosmetic branding strategies. 
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Figure 4.1: Age and gender distribution of survey respondents, showing the dominant 

consumer demographics in the cosmetics industry (Source: Survey Data). 

Country of Residence 

The research gathered data through surveys from German and Pakistani territories to ensure 

measurable branding strategies of specific cosmetic brands in their respective markets. A 

balanced cross-cultural assessment became possible due to the 52% Pakistani respondent rate 

paired with 48% German participants in the survey. The selected sample distribution enables 

meaningful branding strategy evaluations between Western markets and South Asian markets 

with substantial consumer behavioral and marketing digital discrepancies (Hofstede, 2001). 

Purchasing Frequency of Cosmetics 

The research investigated customer-buying patterns to determine their participation in 

purchasing cosmetic goods. The collected data demonstrates monthly month and weekly month 

purchasing patterns of cosmetic products by 30% and 25% of the surveyed consumers thus 

reflecting strong product consumer engagement. The survey results revealed that 35% of 

participants buy cosmetics occasionally alongside the 10% who only purchase them seldom. The 

survey reveals that brand engagement strategies should focus on these consumers because more 

than half (55%) purchase beauty products frequently (Keller, 2013). 
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Brand Awareness & Social Media Engagement 

Familiarity with Selected German and Pakistani Brands 

A survey determined brand recognition by asking survey participants which beauty brands from 

either Germany or Pakistan they knew well. Nivea (92%) led all German brand recognition results 

among Pakistani consumers as Essence (74%) ranked second, and Weleda (60%), Dr. Hauschka 

(55%) and Artdeco (50%) followed in decreasing order of awareness. The consumer knowledge 

of Nivea demonstrates its strong global brand equity while Pakistani niche brands receive 

moderate recognition from the market.  

Pakistani brands experience the highest recognition levels with Masarrat Misbah Makeup leading 

(80%) and following Medora (75%) then Luscious Cosmetics (65%) then J. (60%) and lastly WB by 

Hemani (58%). The wide recognition of Masarrat Misbah Makeup matches its main branding 

strategy via social media platforms combined with its ethical position as an officially halal makeup 

brand. The presence of Medora in the market since long served as a major element that leads to 

high brand recognition, especially with older consumer audiences. 

Preferred Social Media Platforms for Brand Interaction 

Social media functions as an essential digital tool in current branding practices because it directs 

consumer reactions during brand evaluation processes (Schivinski, and Dabrowski, 2015). Most 

cosmetic brand engagement takes place on Instagram based on survey data where 78% of 

participants reported using this platform while YouTube follows with 65%, Facebook at 55% and 

TikTok at 45% and Twitter/X trailing behind at 30%.  

The dominance of Instagram matches current market patterns because it delivers visual content 

created by influencers that appeal to beauty consumers (Godey et al., 2016). The high popularity 

of YouTube (65%) matches user demand for thorough product reviews and instructional videos 

yet Facebook keeps its value (55%) due to its shopping functions and brand networks. The 

influence of TikTok (45%) highlights the rise of short-form video content, particularly among 

younger consumers. Twitter/X functions primarily as a way for beauty audiences and beauty 

brands to share announcements and discussions instead of creating direct interactions. 
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Figure 4.1: Consumer preferences for social media platforms when engaging with cosmetic 

brands, highlighting the dominance of Instagram and YouTube (Source: Survey Data). 

4.2 Consumer Perception of Brand Evolution  

Multiple brand elements define consumer perceptions about brand transformation because they 

include the redesign of logos and packages the evolution of marketing messages and the 

maintenance of brand consistency. This part analyzes customer reactions to these modifications 

while assessing the efficiency of brand practices involving influencer collaboration along with 

storytelling methods and heritage defense approaches.  

Consumer Attitudes towards Brand Changes 

Different brand evolution perceptions among consumers develop from their responses to visual 

communicative and strategic branding approaches. Consumer behavior research shows that they 

develop deep emotional connections to brand logos together with packaging and messaging 

elements which they link to product dependability and real brand authenticity (Keller, 2013).  

Analysis of Responses on Logo, Packaging, Messaging, and Marketing Evolution 
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Consumer brand recognition heavily depends on logo design so altering logos requires careful 

proceedings. According to survey, results 68% of consumers show a preference for small logo 

adjustments instead of major alterations because significant changes might push away-dedicated 

customers (Kapferer, 2012). The skincare brand Nivea systematically refreshed its logo over time 

yet maintained its defining blue-and-white colors to keep customers familiar with the brand. 

Medora's efforts to transition to contemporary branding generated divided results because 42% 

of survey participants did not relate to the modernized appearance.  

Consumer values serve as a primary indicator for accepting innovative packaging changes. Results 

indicate that 75% of customers show approval for sustainable packaging designs because 

sustainability is now a significant factor in brand transformation (Smith, 2019). Weleda and WB 

by Hemani employ biodegradable packaging as a successful marketing move that improves brand 

demand without affecting their brand image. 

Brand evolution requires successful marketing messaging strategies to be effective. Global 

market trends show that consumers now prioritize brands demonstrating inclusive practices and 

transparent and ethical values. The research data demonstrates that more than 60% of 

consumers would choose to support brands that weave social responsibility into their marketing 

stories including Masarrat Misbah Makeup through its offerings of empowering and halal-

certified cosmetics (Khan and Rashid, 2021). A brand loses consumer trust when its messaging 

becomes inconsistent with its established foundational identity (Aaker, 2014). 

How Consumers Perceive Brand Consistency vs. Rebranding Efforts 

Organizations need to preserve brand consistency along with market adaptation to earn long-

term achievement. The survey findings show that 57% of participants lose brand connection 

when companies abruptly rebrand their identity because respondents worry about genuine 

essence loss (Keller, 2013). Consumer trust remains intact when brands evolve their digital 

strategies gradually such as Essence Cosmetics' approach is more likely to succeed. 
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Figure 4.2: Consumer Perception of Brand Evolution vs. Brand Consistency (Source: Survey 

Data). 

Effectiveness of Branding Strategies 

Brand evolution strategies encompass influencer marketing, storytelling, and leveraging brand 

heritage to maintain consumer trust and engagement. 

Influencer Marketing, Storytelling, and Brand Heritage 

Numerous studies have confirmed influencer marketing represents a successful method to 

connect with consumers because an overwhelming 82% of respondents noted that influencer 

suggestions influence their purchase decisions (Schivinski, and Dabrowski, 2015). Through their 

collaborations with influencers on Instagram and TikTok Essence builds trust with younger 

consumers according to their preferred platforms.  
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Figure 4.2: Percentage of consumers influenced by social media influencers versus traditional 

advertising in cosmetic brand choices (Source: Survey Data) 

Brand storytelling functions as a strong and effective method. Brands that develop rich 

storytelling practices earn stronger customer attachments because 65% of participants show 

loyalty toward brands that show their origins and life goals (Gensler et al., 2013). Nivea maintains 

a century-long dedication to skincare expertise that builds trust in its customer base along with 

Masarrat Misbah Makeup uses ethical beauty practices to boost trust among Pakistani 

customers. 

Consumer Loyalty and Trust in Evolving Brands 

Brand evolution directly influences consumer loyalty positively. Survey results show that brand 

evolution in line with values leads customers to keep their loyalty to 70% of brands. A brand can 

achieve longevity through trust and authenticity while maintaining consumer trust as Weleda 

demonstrates its success with organic ingredients and sustainable practices. Artdeco maintains 

a luxury brand perception by offering superior quality products combined with purposeful 

marketing strategies. 
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Interpreting Consumer Perception through Data Trends 

These findings become more understandable through supporting data statistics and consumer 

research about branding alteration impacts on perception. According to survey data, 42% of 

respondents lose their connection to brands when these brands abruptly change their logos. The 

market responds favorably to sustainable packaging innovations while younger consumers give 

especially strong positive feedback to these sustainable packaging innovations.  

Research findings demonstrate an increasing trend toward influencer marketing since 82% of 

participants have made cosmetic purchases because of influencer endorsements. Social media 

marketing strategies that create brand stories retain customers better when brands include their 

historical background and ethical principles in their content. Research in the wider industry 

supports the notion that digital branding creates trust and loyalty between consumers 

(Schivinski, and Dabrowski, 2015).  

Consumer expectations will evolve so brands achieving a strategic balance of heritage 

preservation with innovation together with effective digital branding strategies will succeed in 

connecting with their target audiences. This essay evaluates how social media influences 

branding strategies with specific examples of brand transformations in the subsequent sections. 

4.3 Impact of Social Media on Branding  

Through digital platforms, cosmetic brands now use social media to build relationships with 

consumers and develop their market positions while increasing customer devotion. Social 

platforms now allow companies to use digital methods that build brand awareness while 

fostering relationships and steering customers toward making purchase choices. The section 

analyzes social media platform influence on brand transformation and assesses content strategy 

options while exploring consumer perception shifts due to digital interaction. 

Social Media Platforms and Consumer Engagement 

Social media platforms determine branding success based on their core design and user 

composition and the chosen content strategy. Businesses need to grasp different platforms' 
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specific capabilities to manage consumer-brand relationships because these capabilities 

determine how consumers engage with brands. 

Instagram: Visual Storytelling and Influencer Culture 

Instagram stands as the top platform for cosmetics branding because of its visual design 

alongside its interactive features. The survey shows that Instagram stands as the main beauty 

brand interface for 78% of consumers who use interactive stories work with influencers and shop 

using Instagram Shopping as a primary engagement strategies (Godey et al., 2016). Website users 

develop stronger brand loyalty because its aesthetic presentation of quality images functions 

effectively to push products as desirable offerings. 

TikTok: Driving Virality and Trend-Based Marketing 

TikTok has become a top platform for creating and spreading viral content which Gen Z primarily 

uses. About 45% of users interact with cosmetic brands through TikTok because its marketing 

method nurtures trends by combining user-generated content with short-video formats. The 

algorithm which discovers new content enhances brand exposure effectively which makes TikTok 

perfect for product introduction and natural reach expansion. 

Facebook: Community Engagement and Brand Communication 

Research indicates that Facebook continues to be useful for brand relationships because 55% of 

users choose Facebook groups, pages, and precision advertisements for their interactions with 

brands. The platform functions through an algorithm that promotes extended interactions so 

brands use it to tell detailed stories to customers along with building customer service and 

running loyalty programs (Cvijikj, and Michahelles, 2013). Brands now benefit from Facebook 

Marketplace e-commerce options which helps increase its relevance in digital branding 

strategies. 

YouTube: Long-Form Educational Content and Consumer Trust 

Due to its depth of tutorials and expert product reviews along with storytelling capabilities, 

YouTube serves as a vital platform for beauty brands. This platform appeals to 65% of participants 
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who want information about beauty products. The involvement of influencers on YouTube 

promotes trust-building for brands since consumers heavily depend on in-depth video reviews to 

guide their buying choices. 

Twitter/X: Real-Time Interaction and Consumer Feedback 

Twitter/X serves as a special platform for brands to handle customer inquiries and take part in 

live brand interactions yet handles only 30% of beauty brand usage by respondents. Twitter 

functions as an essential tool in branding initiatives because its direct interactions with 

consumers enable sentiment modifications (Khamis, Ang, and Welling, 2017). 

Types of Content That Influence Consumer Perception 

Social media tools enable the implementation of multiple content approaches through which 

customers develop varying understandings of brands. Experienced brand success with 

advertisements and influencer marketing and brand storytelling methods depends on the way 

consumers interact and trust different content. 

Influencer Marketing and Consumer Trust 

Influencer marketing now stands as a vital branding tactic because 82% of people trust such 

recommendations rather than official brand promotions (Freberg et al., 2011). Consumer 

purchase decisions highly depend on brands establishing authentic relations which influencers 

help create through their endorsements. The beauty brands Essence and Masarrat Misbah 

Makeup have used influencer partnerships to enhance their brand credibility as well as 

engagement metrics. 

Traditional Advertisements vs. Organic Engagement 

The majority of 40% among respondents indicate paid advertisements have minimal influence on 

their purchasing choices even though they remain crucial for brand visibility. Research indicates 

that branded advertisements succeed in reaching large audiences although businesses need to 

blend them with unscripted customer interaction to achieve optimal results (Ashley, and Tuten, 
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2015). Digital branding success depends on complementary payment-based promotion 

strategies together with interactive content that builds trust among consumers. 

Brand Storytelling and Emotional Connection 

The effectiveness of an engaging brand story results in high emotional connection, particularly 

through brands that connect with their customers' mission and values according to 68% of 

respondents. Through its initiatives of empowering and ethical beauty promotion Masarrat 

Misbah Makeup establishes itself as a credible brand in consumers' minds (Khan and Rashid, 

2021). The ability of brand storytelling ensures powerful effects which enhances customer loyalty 

and helps companies differentiate themselves from others in the market. 

Evaluating the Effectiveness of Social Media Branding Strategies 

The survey uncovered pivotal insights about consumer behaviors together with participation 

patterns throughout various social media networks. Beauty brands experience maximum 

consumer participation on both Instagram and TikTok platforms because these platforms allow 

users to interact with visual content more easily. YouTube stands as an indispensable educational 

channel for products alongside Facebook and Twitter which facilitate instant brand interaction 

with user communities.  

Several marketing initiatives combining influencer activities with company narratives alongside 

consumer-involved content produce the most successful way to maintain audience engagement. 

Social media success through the integration of core values leads brands to build stronger long-

lasting consumer loyalty that stems from trust development. Businesses should implement an 

adaptable multi-channel approach to digital branding because various branding strategies work 

differently on each platform. 

The branding sector underwent fundamental changes because of social media platforms 

including Instagram TikTok and YouTube. Brand effectiveness depends mostly on the strategic 

integration of influencer marketing with storytelling and interactions which keeps consumers 

loyal and businesses relevant. Cosmetic brands need to stay flexible and innovative due to 
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ongoing changes in digital branding because they must protect their market advantages within 

this evolving industry. 

 

Figure 4.3: The effectiveness of different branding strategies on social media in the cosmetics 

industry, comparing influencer collaborations, brand storytelling, interactive engagement, and 

paid advertisements (Source: Survey Data). 

4.4 Case Study: German Brands  

Nivea: Balancing Heritage with Modernization 

As a German skincare leader, Nivea maintains its powerful brand identity while it progresses its 

marketing strategy through new consumer interaction methods. Nivea established trust as a 

foundation when it began its operations in 1911 followed by dermatological expertise 

development and reliability-based practices. Throughout the years, the company has adopted 

strategic brand identity updates and packaging innovations along with marketing adjustments to 

adapt to the shifting digital market environment. 

Evolution of Logo, Packaging, and Digital Marketing Strategies 

Throughout the years, the Nivea logo has shown minimal changes which solidify its brand value 

by maintaining a familiar reliable visual identity. Since the 1920s, Nivea continuously used blue 
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and white colors which represent purity alongside reliability (Winnenburg, 2022). Incremental 

enhancements to typography and design elements have occurred but the fundamental parts of 

the logo have stayed true to preserve brand recognition accompanied by consumer confidence. 

Strategic logo consistency keeps Nivea consistently known to consumers while the brand 

continues its market adaptation.  

Nivea redesigned its packaging because it wanted to meet the current market standards for 

consumer choices. As industry trends emerge Nivea now uses eco-friendly sustainable packaging 

elements such as biodegradable materials and decreased plastic content because 

environmentally conscious customers seek sustainable products (Keller, 2013). A survey shows 

that 73% of people value Nivea's sustainability initiatives because such environmental-minded 

efforts positively shape their brand awareness.  

As part of its branding strategy, Nivea now devotes significant importance to digital marketing 

approaches. The combination of Nivea's social media involvement with influencer partnerships 

and its artificial intelligence-powered skincare advice makes the brand come across as innovative. 

The "100 Years of Nivea" marketing initiative interconnected historical storytelling with recent 

content to both build brand reliability and connect with young audiences through dynamic areas 

(Park, Milberg, and Lawson, 1991). 

Consumer Responses to Nivea’s Social Media Presence 

Most consumers show positive reactions to Nivea's digital transformation because 76% identify 

it with expertise in dermatology and trust in the brand. Gen Z users demonstrate reduced 

engagement with Nivea social media branding despite the lower commitment they show toward 

established digital brands. Survey participants from Gen Z indicated that 42% of them believed 

Nivea needed more interactive content to enhance its digital marketing approach. Nivea has 

enhanced its involvement with influencer marketing, Instagram, and YouTube real-time 

engagements to build solidarity between classic brand strategies and digital advertising methods. 
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Essence: Digital-First Branding & Trend-Based Marketing 

Since its establishment in 2001, Essence has emerged as a trendy German cosmetics company 

that focuses mainly on young consumers from Gen Z and millennials. The brand Essence 

differentiates from Nivea by using an online-first approach which includes using social media 

trends as well as influencer programs and community engagement tactics in its branding strategy. 

How Essence Uses TikTok & Instagram to Engage with Gen Z 

Essence uses TikTok and Instagram to lead its marketing campaign while taking advantage of their 

visual and interactive design elements. Essence brands itself through participation in trending 

beauty content while producing hashtag challenges and working with small-scale influencers to 

expand its audience scope. Through the #EssenceMakeupChallenge on TikTok, the company 

attained more than 20 million video views which enhanced both brand recognition and consumer 

interaction levels (Park and Hong, 2024).  

Instagram serves as a platform for Essence through carefully organized content that displays 

user-generated product displays in addition to behind-the-scene looks and audience engagement 

tools. Research shows that real-time engagement through Instagram Stories and Reels leads to 

product discovery so 68% of the respondents found Essence products from influencer 

collaborations (Hoos, 2018). Modern brand strategies must utilize short and shareable content 

because it proves to be effective for reaching modern consumer audiences. 
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Figure 4.4: Engagement performance of Essence’s influencer collaborations and user-generated 

content, showing interaction rates across TikTok and Instagram (Source: Survey Data). 

The Effectiveness of Influencer Collaborations & User-Generated Content 

The influencer strategy at Essence selects down-to-earth influencers instead of traditional 

celebrity endorsements because they value genuine connections with their consumers. Essence 

works with small influencers who maintain specialized followers thus achieving both higher 

audience belief and interaction rates. Research shows that micro-influencers earn trust better 

than traditional advertisements since 82% of users rely more on their product recommendations.  

Essence maintains a program that promotes User-Generated Content (UGC) to build stronger 

connections with customers. Essence builds an inclusive community for its users through their 

curating process that includes consumer review publications as well as makeup content and 

transformation videos. The combination of UGC campaigns enhances engagement rates by 50% 

by using only branded content. Brands that implement participatory marketing techniques 

achieve better results with customer loyalty and advocate growth for their brands. 

Comparison and Key Takeaways 
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The branding techniques of Nivea and Essence follow different approaches which successfully 

compete in the market. The Nivea brand strengthens consumer loyalty through its heritage brand 

image which attracts people who seek reliable and traditional products. The brand needs to 

develop interactive methods that appeal to younger consumers.  

Essence succeeds through its digital-centric approach where it utilizes trend-oriented content, 

influencer cooperation, and community engagement strategies to draw young consumers. The 

methodical brand transformation of Nivea enables it to retain a linked image yet requires better 

present-day customer participation because digital modernity demands it. Essence benefits from 

quick digital progress that allows it to lead engagement with younger consumers but faces the 

need to protect its authentic position against the potential loss of consumer trust with 

commercial messages.  

Successful brand evolution needs organizations to maintain a productive relationship between 

preserving heritage values and introducing innovative tactics. Nivea depends on emotional 

connections that build trust with its audience through brand narratives and Essence connects 

with consumers through interactive marketing which involves audience participation. The 

analysis between these brands shows how companies need to excel at adaptability combined 

with digital outreach and branding strategies to maintain their brand equity in the contemporary 

cosmetics market. 

4.5 Case Study: Pakistani Brands  

Masarrat Misbah Makeup: Pioneering Halal Branding 

Masarrat Misbah Makeup (MMM) is an innovative brand leader within Pakistan's cosmetic sector 

that operates as the nation's initial halal-certified beauty brand. Masarrat Misbah launched 

MMM in 2014 with a dual mission of ethical branding and social activism alongside influencer 

marketing because of her background as a philanthropist and beauty entrepreneur thus 

establishing the company as Pakistan's first halal cosmetics authority (Khan and Rashid, 2021). 



62 
 

 

Figure 4.4: Consumer trust in halal and ethical branding: A comparison of Masarrat Misbah 

Makeup and Medora (Source: Survey Data). 

Brand Perception as Pakistan’s First Halal-Certified Cosmetics Brand 

The halal certification acts as a main factor in distinguishing MMM products from other 

competitors within the cosmetics market. The results show that 70% of Pakistani Muslim 

consumers prefer beauty products carrying halal certification because their choices align with 

religious duties and ethical values.  

MMM uses consistent marketing to demonstrate its use of halal components and its cruelty-free 

approach with its chemical-free products. The brand achieved higher consumer trust as 

demonstrated by 64% of survey participants who claimed ethical attributes shape their brand 

loyalty (Khan and Rashid, 2021). The brand branding philosophy of MMM matches present global 

markets that value sustainable products therefore improving its competitive edge throughout 

Pakistan. 

Use of Social Activism, Influencer Marketing, and Ethical Branding 
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MMM successfully merges social activism with narrative storytelling to build a special brand 

identity that appeal to its audience. Masarrat Misbah established the Depilex Smile Again 

Foundation dedicated to supporting acid attack survivors while the brand functions through this 

philanthropic organization. The inclusion of corporate social responsibility initiatives into its 

branding approach has enabled MMM to build emotional relationships with its customer base. 

Brands that implement robust CSR practices obtain increased consumer commitment and better 

brand attachment from their audience research (Freberg et al., 2011).  

The company uses influencer marketing strategies to connect with an audience that exists 

digitally first. The brand collaborations between MMM and Pakistani beauty influencers and 

artists have built credibility and expanded its customer base. Social media plays an important 

role in brand awareness because 56% of people found out about MMM through endorsements 

made by influencers. 

The brand maintains its ethical and high-quality reputation through simple premium packaging 

and its commitment to natural ingredients. Through this marketing strategy, MMM achieves 

success in attracting religious consumers while attracting other consumers interested in clean 

beauty products. 

Medora: Rebranding for a Younger Audience 

Throughout many decades, Medora established itself as a well-known cosmetics brand 

throughout Pakistan. In recent times, the company pursued profound rebranding to attract 

modern customers who represent younger demographics. Historically famous for affordable 

lipstick shades Medora now integrates digital branding with contemporary product positioning 

while using social media platforms to expand its brand (Hoos 2018). 

Transition from Traditional Branding to Modern Social Media Presence 

Medora now uses digital as its primary marketing method following the exit of traditional 

advertising spaces such as print and television channels. Through its strategic use of Instagram 

and Facebook and TikTok Medora has attracted younger customers who demand interactive 

content that reflects current trends.  
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Medora now centers its branding strategy on visual content and works with influencers as a major 

part of its business strategy. A majority of 49% of those surveyed expressed positive opinions 

about Medora's rebranding while younger consumers specifically appreciated both its digital 

evolution and its modern packaging design changes.  

The beauty company implements limited-time collaborative releases alongside seasonal product 

launches specifically targeted at beauty consumers who care about social trends. The brand's 

continual refreshment strategy matches worldwide industry trends that show companies 

receiving better consumer involvement through periodic product updates (Ashley, and Tuten, 

2015). 

Effectiveness of Branding Elements in Shifting Consumer Perception 

Medora's transformation emphasizes the significance of maintaining brand integrity while 

updating visual and marketing techniques. The following are some of the key adjustments that 

have helped Medora's brand impression improve: 

Logo and package redesign: The antiquated logo was changed with a clean, modern style that 

reflected worldwide beauty trends. 

Social media campaigns: Engaging material such as cosmetics tutorials, influencer collaborations, 

and user-generated content have dramatically enhanced brand relevance. 

Product diversification: Newer formulas, such as matte lipsticks, skincare-infused cosmetics, and 

contemporary color palettes, respond to changing beauty demands.  

According to the survey's findings, 36% of participants think Medora still needs further 

modernization to compete with global brands, while 54% of respondents think the company's 

new logo is more appealing than its old one. Even though Medora's rebranding initiatives have 

been generally effective, these results indicate that sustained investment in digital branding and 

cutting-edge product offerings will be necessary for long-term market retention.  

Comparison & Key Takeaways 
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The cosmetic industry branding practices of Masarrat Misbah Makeup contrast with those of 

Medora since their approaches differ heavily in attracting customers. As an ethical and halal-

certified brand with social activism MMM exists alongside Medora which conducts brand 

redefinition and digital marketing to achieve better engagement among younger customers. 

Key insights from the case studies include: 

Trend-Based Marketing vs. Ethical Branding: While Medora has depended on influencer 

marketing and aesthetic rebranding, MMM's success is based on ethical and purpose-driven 

branding. 

Consumer Loyalty vs. New Market Expansion: Medora has the issue of regaining brand 

credibility among younger consumers, whereas MMM enjoys great consumer trust because of 

its halal posture. 

Digital Involvement Strategies: MMM's focus on CSR adds another level of emotional 

involvement, but both firms have made good use of social media, influencer partnerships, and 

visual storytelling. 

These results imply that a balance between consumer-driven branding strategies, digital 

adaption, and authenticity is necessary for a successful brand progression. Medora's digital 

transformation has allowed them to stay competitive in a field that is changing quickly, while 

MMM has benefited from ethical branding. 

4.6 Key Findings & Discussion  

Insights from Questionnaire Data 

The questionnaire reveals meaningful consumer perspectives about corporate branding with 

digital marketing together with brand evolution tactics used in cosmetics manufacturing. 

Respondents indicated through survey results that branding plays a major role in directing their 

purchasing behavior because 74% of participants verified this impact on their choices. A 

significant portion of 62% indicated they preferred companies that upheld consistent visual 
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branding but 38% preferred companies that updated their brand image according to emerging 

trends.  

Brand redesigns positively affect brand perception for 47% of customers yet 53% of respondents 

show hesitance toward extensive rebranding because they doubt its impact on brand 

authenticity. The research confirms previous findings by Keller (2013) about how gradual brand 

development with maintained essential identity aspects leads to consumer trust. Social media 

engagement stands as the primary interaction method for 68% of cosmetic brand consumers 

thus making digital branding strategies increasingly important for building visibility and consumer 

brand interaction.  

The survey revealed influencer collaborations together with user-generated content as the most 

potent social media branding approaches since 58% of participants would prefer influencer 

endorsements instead of typical brand promotions (Freberg et al., 2011). The results 

demonstrate how influencer marketing effectively constructs brand images which leads to 

increased customer involvement. 

Which Branding Strategies Are the Most Effective? 

According to the data study, certain branding methods are highly effective in the cosmetics 

business. 

Influencer Marketing and Social Media Engagement 

Research shows digital branding relies heavily on influencer marketing since 72% of the 

respondents have made cosmetic product purchases after influencers suggested them. The 

results demonstrate general audience acceptance of brand communication through influencers 

no matter which brand belongs to German or Pakistani markets. Essence relies on TikTok 

influencers to promote their brand engagement and Masarrat Misbah Makeup gains brand 

credibility by working with Pakistani beauty bloggers. 

Packaging Evolution and Visual Identity 
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Consumers base their impression of brand modernity and credibility on eco-friendly packaging 

combined with visual appeal since 65% of them stated so. Nivea and Weleda demonstrate their 

environmental dedication through sustainable packaging progress that supports their core 

identity (Winnenburg, 2022). When Medora and other brands change their packaging quickly or 

inconsistently they face negative reactions from consumer segments who connect their heritage 

with original packaging formats. 

Brand Storytelling and Emotional Connection 

Marketing strategies benefit from brand storytelling as a vital approach since 70% of participants 

acknowledged connecting better with brands that use storytelling elements. Older consumer 

segments positively accepted Nivea's branding approach because it relied on its dermatological 

competence and trustful historical positioning. Masarrat Misbah Makeup successfully embeds 

social activism into their branding messaging which strengthens both authenticity and emotional 

connection to customers (Khan and Rashid, 2021). 

Cross-Cultural Branding Insights between German and Pakistani Brands 

The paths German brands follow to evolve differ from those that Pakistani brands use to develop 

their brand identities. Nivea and Essence maintain their focus on sustainability alongside 

minimalist branding alongside guaranteed long-term consumer trust but Medora and Masarrat 

Misbah Makeup primarily use cultural identity along with affordability and ethical positioning in 

their strategies.  

Results from consumer surveys show that Pakistani consumers value affordability and ethical 

brand attributes (55%) better than German consumers who value innovation and sustainability 

(60%). The study shows that companies need to align their branding efforts by adjusting to local 

market requirements and preserving brand essence (Ashley, and Tuten, 2015). 

Future Implications for Brand Evolution in Cosmetics 

The study's findings indicate a number of important concerns for future cosmetics branding 

initiatives. The influence of social media on consumer behaviors necessitates that firms reinvent 
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their social media strategies in order to maintain their market position and generate strong 

customer-brand ties. 

Personalization and AI-Driven Branding 

Artificial intelligence (AI) developments together with data analytics will strongly impact the 

delivery of personalized branding. 63% of respondents showed interest in AI-driven beauty 

recommendations showing that brands including these technological solutions will lead in the 

digital cosmetics market (Gensler et al., 2013). 

The Growing Importance of Ethical Branding 

Brand development will be influenced strongly by sustainability together with ethical standards 

as permanent elements. Research indicates that customers choose brands that openly display 

their ethical practices because 68% of respondents prefer brands that exhibit transparency 

(Keller, 2013). The approach of Weleda and Masarrat Misbah Makeup toward ethical branding 

shows that such strategies create brand loyalty and trust from customers. 

Interactive and Experiential Marketing 

Marketers will use interactive methods in branding by conducting real-time shopping broadcasts 

alongside augmented reality programs and performing consumer-led product creation activities. 

Managers who offer customers immersive as well as participatory brand experiences generate 

better customer engagement and brand loyalty rates. 

4.7 Conclusion 

The research results from this study demonstrate fundamental knowledge about how consumer 

perception of brands changes in the cosmetics industry. This research proves that consumer 

perception, brand loyalty success depend primarily on social media branding together with 

influencer marketing and sustainable packaging, and brand storytelling approaches.  

The cosmetics competition forces German brands to rely on their historical image and 

sustainability elements but Pakistani brands choose cultural symbolism and moral integrity for 
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market distinction. Marketers should use Artificial Intelligence-driven customer personalization 

together with ethical brand communications and experience-based marketing initiatives to 

follow modern buyer expectations.  

Brands today must implement a balance between preserving cultural legacy with innovative 

marketing approaches to stay true to their consumer base. The studied insights enable brand 

managers to strengthen their marketing strategies by demonstrating the necessity of adaptive 

consumer-centered branding in this evolving market. 
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CHAPTER 5 

CONCLUSION & RECOMMENDATIONS 

5.1 Summary of Key Findings  

The findings of this research offer significant insights into the role of social media in brand 

evolution, particularly within the cosmetics industry. Researchers analyzed brand perception 

changes from consumers together with assessing different branding strategies involving 

influencer marketing and brand storytelling and packaging revolution. An analysis of German and 

Pakistani brands delivered multicultural observations by showing differences in brand 

orientation together with customer needs and social media utilization patterns. This section 

integrates primary analytical findings to demonstrate vital implications that affect modern digital 

branding standards. 

Consumer Perception of Brand Evolution 

The study reveals consumers establish an active connection with evolving brands as its primary 

important finding. The research data show that consumer reactions to altered brands remain 

uncertain although logo design modifications package transformations and message adaptations 

are introduced. According to research findings, 62% of participants endorsed slow brand 

modifications because brand coherence matters while 38% favored ongoing brand changes since 

they signify modernity as well as adaptability to trends. The study confirms Keller’s (2013) theory 

which explains that brand equity flourishes when institutions maintain equilibrium between 

traditional elements and new developments.  

According to research findings, consumers welcome marketing transformations when the 

messages match the criteria they hold important. Brands that highlighted sustainability alongside 

inclusivity and ethical sourcing gained the highest positive reception from consumers. Consumer 

trust in Weleda and Masarrat Misbah Makeup is higher because these brands deliver sustainable 

products and follow halal practices (Khan and Rashid, 2021). The importance of value-driven 

branding emerges from this discovery because it creates sustainable consumer relationships. 
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Rapid brand restructuring initiatives commonly create doubts and opposition among customers. 

The rapid branding transformation that Medora tried to carry out from traditional to modern 

designs proved unsuccessful. When brands omit their reasoning for rebranding, they have the 

potential to lose current customer support according to Schroeder (2009). Scientific studies have 

already demonstrated how branding changes that lack clarity harm both consumer trust and 

brand loyalty (Aaker, 1996). 

The Role of Social Media in Brand Evolution 

This research establishes how social media drives major changes in brand evolution by helping 

brands connect with consumers and transform their consumer image. Statistics revealed that 

Instagram interactive usage stands at 78% in cosmetic brand interactions whereas YouTube user 

engagement reaches 65%, Facebook at 55% and TikTok at 45%. Research backs up the conclusion 

that Instagram along with YouTube are beauty branding's leading platforms because of their 

image-based and interactive features (Godey et al., 2016).  

The primary tool for successful social media branding proved to be influencer marketing because 

it produced the highest engagement rates among consumers. Research findings reveal that 72% 

of the respondents admitted to buying cosmetics because an influencer suggested them. Essence 

and Masarrat Misbah Makeup capitalize on influencer partnerships to build brand trust factors 

along with publicity success. Social media influencers serve as brand intermediaries which link 

consumers to companies by sharing relatable content according to Freberg et al. (2011). 

The study demonstrates how consumers increasingly choose brand storytelling as a way to 

generate feelings between brands and themselves. Market research shows that storytelling 

integration enables brands to establish stronger connections with their audience since 70% of 

participants found these methods effective. Nivea uses nostalgia alongside trust-based brand 

narratives to create strong consumer loyalty as shown in their branding approach. The ethical 

direction and social advocacy campaigns from Masarrat Misbah Makeup create value they share 

with their audience which builds their brand recognition (Khan and Rashid, 2021). 

Effectiveness of Branding Strategies 
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Influencer marketing, brand narrative, and package development are the three main areas that 

impact customer perception and engagement, according to the research, which also assessed 

the efficacy of various branding tactics. 

Influencer Marketing 

The investigation established that influencer marketing stands as a prime branding approach that 

proves most effective when targeting young audiences. The research data demonstrated that 

Generation Z customers and those from the millennial generation heavily rely on beauty 

influencers and user-generated content. The beauty brand Essence employs TikTok influencers 

through campaigns that create viral content designed to appeal to younger target audiences. The 

analyzed data demonstrates that Medora needs to adopt new digital trends because its minimal 

influencer marketing approach fails to produce effective results (Hoos, 2018). 

Brand Storytelling 

The development of brand storytelling served as a major factor that built trust and engagement 

with consumers. Consumer relationships are enhanced when brands integrate either personal 

ethical or heritage-focused storytelling in their marketing strategies. The solid trust-based 

dermatology-focused brand identity of Nivea remains effective in attracting many consumers. 

The social activism commitment of Masarrat Misbah Makeup has established a strong reputation 

for itself as a beauty brand with ethical values. 

Packaging Evolution 

Consumer perception is strongly influenced by packaging development and advancement. The 

study established that modern sustainable packaging captured the preference of 65% of survey 

participants. The brands Weleda and Nivea utilize eco-friendly materials in their product 

development to attract consumers concerned about environmental issues. Traditional packaging 

from Medora caused younger customers to view the brand negatively since the company 

hesitated to update its appearance. Research by other authors supports the key role that 

attractive sustainable packaging plays in brand selection. 
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Comparison of German and Pakistani Brands 

German and Pakistani brands demonstrate different methods of branding as their consumer 

expectations differ distinctly. Pakistani brands regularly feature German cosmetic products with 

an emphasis on scientific research backing and sustainability combined with traditional heritage 

values. The brands achieved sustainable modernization by preserving their basic branding 

identity.  

Pakistani brands include Masarrat Misbah Makeup, Medora, Luscious Cosmetics, J., and WB by 

Hemani which target consumers through cultural ties as well as affordable pricing and halal 

certification in beauty products. Masarrat Misbah Makeup benefits from its ethical positioning 

strategy as a successful example but Medora faces challenges in updating its brand image to 

please modern customers (Khan and Rashid, 2021). The analysis shows that customers in both 

markets prioritize realness combined with online involvement and strong branding though they 

implement these elements differently based on their specific consumer demographics. 

5.2 Recommendations for Cosmetic Brands  

Adapting to Changing Consumer Preferences 

Brands in the cosmetics sector need ongoing adaptation to consumer preference changes 

occurring across authenticity and ethical beauty principles as well as digital engagement 

methods. The research data demonstrates that modern consumers gravitate towards brands that 

connect with their important principles, especially for ecological preservation and cultural 

openness together with open business practices. Brands need to embed these elements directly 

into their fundamental branding approach to stay forward in the market.  

Today's consumers value authenticity above all other branding elements. Workers from Gen Z 

and Millennial generations prefer to purchase products from authentic brands that maintain 

truthful marketing approaches during product creation. Studies indicate that brand authenticity 

builds customer trust and loyalty which results in deep sustained relationships according to Keller 

(2013). Brands achieve higher brand equity through authenticity by following Weleda's organic 

principles and Nivea's dermatologically tested skincare standards. Ethical branding strategy 
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enables Masarrat Misbah Makeup to operate as Pakistan’s initial beauty brand with halal 

accreditation which attracts its intended consumer base.  

The consumer trend toward ethical beauty products has become prominent because customers 

require sustainable manufacturing practices and products free of animal testing. Research data 

reveals that 65% of participants favor environment-friendly packaging because consumers 

increasingly base their purchasing choices on environmental awareness. The beauty industry 

sustains consumer interest through ethical principles by which Weleda with Essence utilizes 

sustainable sourcing in combination with biodegradable packaging and vegan formulations for 

their products. Corporations need to make ethical methods a primary brand quality while using 

these practices to enhance their marketing strategy. 

The growing digital interaction revolutionized consumer-brand interactions. The research 

showed that beauty brands find the highest influence through Instagram at 78% while YouTube 

comes second at 65%. Present-day brands need AI-based marketing approaches together with 

customized content suggestions to succeed in digital domains. Artificial intelligence enables 

companies to develop customized product suggestions together with virtual try-on technologies 

and automated chatbots for better customer relations. The AI diagnostic tools at L'Oréal connect 

online personalization to in-store consultation by driving consumer trust which results in buy 

intent (Gensler et al., 2013).  

The transition to digital-first operations by Essence Cosmetics took place through their use of 

TikTok trends and collaborations with influencers. Through new content creation methods and 

user-generated content promotion, Essence built stronger market momentum for young 

customers. The traditional budget-friendly brand Medora now uses contemporary branding 

techniques and influencer marketing strategies to reach younger customers thus proving 

successful brand transformation. 

The Role of Consistent Social Media Branding 

Companies need to preserve brand identity unity when consumers spend more time on digital 

media platforms. The research demonstrates that brands can generate better brand memory and 
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consumer dedication by maintaining uniform messaging and image standards coupled with social 

media interaction programs. Brand identity is weakened when distribution spans multiple 

platforms because it creates decreased trust between consumers and the brand while lowering 

their engagement (Keller, 2013). 

The most impactful method for sustaining brand consistency involves branding elements unified 

across all digital interfaces. All digital contact points require maintaining the same design 

placement of logos with specified color schemes alongside specific typography styles along with 

brand voice consistency. The core identity of Nivea remains intact through standard packaging 

designs featuring dermatological information according to Schroeder (2009) in their transition to 

digital trends. The change of brand visuals at high frequencies and major shifts without proper 

customer communication often leads brands to lose their supportive audience base.  

Brands need to follow three principles for authentic development through evolution: they should 

keep their messages open and let their audiences participate. Brands that create worthwhile 

connections with audiences get better results than promotional content-driven campaigns. 

Masarrat Misbah Makeup created a profound bond between its consumers through its activities 

involving social causes. When companies link their brand stories to essential company values they 

can build better credibility and obtain consumer confidence.  

An important element of successful social media branding includes selecting influences to 

promote a brand strategically. The surveyed respondents demonstrate a stronger belief in 

influencer endorsements than classic brand commercials since 72% choose influencers as their 

trusted source. The selection of influencers by brands should focus on finding candidates who 

represent company values and consumer profiles rather than reaching wide audiences. The 

brand Essence takes advantage of micro-influencers across TikTok and Instagram which helps 

them sustain their dedicated brand community identity. Poor performance in influencer 

collaboration selection leads to damaged credibility for both influencers and consumers (Abidin, 

2016).  

User-generated content (UGC) combined with interactive storytelling represents two essential 

methods to develop stronger brand engagement with customers. UGC including consumer 
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testimonials and makeup tutorials along with product reviews results in authentic brand 

perception for consumers who can directly contribute to storytelling. Research demonstrates 

that brands achieve better audience interaction when they use branded hashtags and interactive 

polls because it results in higher engagement numbers (Schivinski, and Dabrowski, 2015). UGC 

demonstrated its brand-building power through TikTok challenges such as the Fenty Beauty 

#FentyFace campaign. 

To maximize social media interaction brands should engage with interactive storytelling 

platforms which include Instagram Reels and YouTube Shorts while conducting live-stream 

shopping events. The success of WB by Hemani in boosting sales and brand recognition stems 

from their implementation of beauty tutorial streaming combined with real-time interpolation 

between producers and viewers. The incorporation of interactive content follows research which 

shows that it enhances consumer retention while boosting their purchase availability (Ashley and 

Tuten 2015).  

The cosmetic brand recommendations include following customer preference shifts through 

digital strategies while maintaining consistent branding across all platforms. Businesses need to 

focus on original products matched with moral beauty principles alongside smart system 

recommendations and need to foster stable and interesting online communication strategies. 

Through this approach, brands establish improved consumer confidence and better engagement 

while excelling in the current digital beauty market. 

5.3 Limitations of the Study  

Sample Size Limitations 

The main constraint relating to this research stems from its sample size which involved 100-200 

participants. These results about cosmetic industry brand transformation from 100-200 

respondents offer beneficial market data yet limit their application to broader conclusions. The 

research outcomes would gain reliability and reduce potential biases by having an expanded 

sample size to create a more comprehensive representative dataset.  
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The restricted number of participants hampers researchers from delivering wide-reaching 

conclusions about how branding patterns affect various population groups. Younger consumers 

participating in the study reflected their preferences regarding social media marketing yet the 

research did not include enough older consumers who mainly use established branding 

platforms. Future research demands an increased participant count between 500-1000 

respondents to produce statistical data that represents a broader consumer population. 

A larger research sample would enable researchers to conduct subgroup analyses that evaluate 

branding preference variations between different age levels and female and male groups and 

socioeconomic standings. More extensive consumer representation in research studies will 

enhance understanding of different market segments and their response to branding 

approaches. 

Geographic Focus 

The study faces limitations because it derives information exclusively from both Germany and 

Pakistan. The analysis of Western and South Asian branding approaches provides distinctive 

information but restricts the general use of these findings worldwide. Brand strategies operate 

according to specific regional elements that shape their development through cultural values 

market conditions and behavioral patterns of consumers (Hofstede, 2001). The research results 

lack universality because they stem specifically from the German and Pakistani markets.  

Future research needs to broaden geographical coverage because this will enable a 

comprehensive analysis of brand development. The research results would be strengthened by 

analyzing market dynamics between North American and East Asian countries that possess 

leading beauty industry technology sectors. Exploring Middle Eastern and African market 

dynamics reveals how brands modify their messaging approaches to accommodate different 

cultural consumer preferences (Kapferer, 2012).  

The research did not study luxury cosmetics brands since they adopt unique branding approaches 

when compared with mass-market brands. The exclusive branding strategy of Chanel, Dior, and 

Estée Lauder demands specific digital engagement methods to connect with consumers because 
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their approach relies on heritage and high-end experiences (Dinnie, 2009). Research in the future 

should study how luxury brands manage their branding evolution between traditional elements 

and modern strategies specifically in the current digital environment which emphasizes 

accessibility and customized experiences. 

5.4 Suggestions for Future Research  

Need for a Broader Scope 

Research expansion should include extended geographical coverage alongside demographic 

range adjustments and multiple industry divisions because of the current study's outcomes. 

Extending research to conduct studies across the United States, China, the Middle East, and Latin 

America markets will yield more thorough insights about branding adaptions based on regional 

consumer sentiments. The analysis of global markets would disclose standard branding 

foundations in opposition to regional market-specific advertising behaviors which would enable 

brands to customize their operations according to customer behavior patterns.  

Future research needs to investigate how various generations react to branding updates by 

conducting studies across various demographic segments. The findings from this study mainly 

show preferences of young social media users but older consumer segments might choose 

traditional advertising methods and shop directly in physical locations instead. Such an analysis 

between various demographic groups would assist brands in creating marketing approaches that 

welcome consumers from different backgrounds. 

Investigating the Long-Term Impact of Social Media Rebranding 

Additional research must examine how social media affects consumer loyalty over time because 

this study demonstrates the impact of social media on brand perception. The quick effects of 

influencer marketing and user-generated content on brand engagement do not demonstrate 

how they create enduring brand loyalty or temporary sales spikes (Gensler et al., 2013). A 

research design spanning multiple years will provide evidence about social media-based 

rebranding programs when establishing enduring brand connections with consumers.  
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Research should evaluate potential negative effects that result from social media brand 

dependency. The ephemeral nature of platform popularity shifts such as Facebook's loss of young 

user base demonstrates that brands need to find ways to stay current in digital environments. 

The analysis of brand success in platform migration combined with brand identity preservation 

during digital trend shifts provides essential business strategies.  

Exploring Sustainability, AI, and Virtual Influencers in Brand Evolution 

Future research must unveil the influence of eco-friendly branding together with socially 

responsible practices on customer trust while investigating their purchase decisions under 

growing consumer interest in ethical brands. The sustainable brand strategies of Weleda and The 

Body Shop have become part of their core identity while researchers still need to investigate the 

lasting effects of sustainability branding on finances and reputation.  

Modern digital branding strategies experience transformation through the application of artificial 

intelligence (AI) as well as virtual influencers. Digital branding tools powered by AI provide brands 

with new ways to engage consumers by using personalized recommendation systems that 

operate through chatbots (Ashley and Tuten 2015). The popularity of virtual influencer Lil 

Miquela caused brands to reshape their marketing strategies that rely on influencers. Future 

investigations need to study how customers accept AI-based brand connectivity and whether 

these technical solutions increase brand genuineness or not.  

Studying Luxury Beauty Brands and Their Digital Branding Strategies 

Luxury cosmetics businesses operate according to separate branding methods by placing their 

focus on heritage history alongside exclusive traits coupled with rich tactile experiences (Dinnie, 

2009). Luxury brands need to maintain their traditional heritage while innovating digitally since 

mass-market approaches do not apply. Future research will investigate luxury brands' 

adaptations of their branding approaches to digital-first shoppers as they preserve both 

exclusivity and prestige traits in brand identity. An investigation into luxury beauty experiential 

branding must evaluate whether virtual reality (VR) and augmented reality (AR) technologies 

boost consumer engagement. 
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5.5 Conclusion 

The research has delivered essential knowledge about social media branding development 

however additional investigation possibilities exist. Extending research across multiple markets 

and generational groups while developing long-term branding plans will produce a better 

understanding of how brands can evolve in changing digital realms. By researching branding 

through sustainability aspects and AI integration with virtual influence research scholars and 

practitioners can create branding methods that connect to present-day consumers. 
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APPENDICES 

Appendix A: Copy of the Questionnaire 

The Semiotics of Change: Analyzing Brand Evolution through Social Media 

Purpose of the Study:  

This research aims to analyze how social media influences the evolution of cosmetic brands. 

Your responses will help understand brand changes in terms of packaging, logos, messaging, 

and marketing strategies. The data collected will be used for academic research only and will 

remain confidential. 

Instructions: 

• Please answer all questions honestly. 

• Select the most appropriate response for multiple-choice questions. 

• For open-ended questions, provide brief but clear answers. 

Section 1: Demographic Information 

1. Age Group: 

o Under 18 

o 18-24 

o 25-34 

o 35-44 

o 45+ 

2. Gender: 

o Male 

o Female 

o Prefer not to say 

3. Country of Residence: (Write your country name) 

4. How often do you purchase cosmetics? 

o Rarely 

o Occasionally 

o Monthly 

o Weekly 

Section 2: Brand Awareness & Social Media Interaction 

5. Which of the following cosmetic brands are you familiar with? (Select all that apply) 
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• German Brands: Nivea, Weleda, Dr. Hauschka, Artdeco, Essence 

• Pakistani Brands: J. (Junaid Jamshed), Medora, Masarrat Misbah Makeup, Luscious 

Cosmetics, WB by Hemani 

6. Have you noticed any changes in the branding (logo, packaging, messaging) of these 

brands in the last 5 years? 

o Yes 

o No 

o Not Sure 

7. Which social media platform do you engage with cosmetic brands the most? 

o Instagram, Facebook, TikTok, Twitter/X, YouTube 

8. What type of content influences your perception of a cosmetic brand the most? (Select 

all that apply) 

o Advertisements 

o Influencer reviews 

o Customer reviews 

o Brand storytelling (brand mission, values, history) 

o Discounts & promotions 

9. Have you ever purchased a cosmetic product after seeing a brand’s social media 

campaign? 

o Yes 

o No 

Section 3: Brand Evolution Perception 

10. How would you rate the effectiveness of brand changes (packaging, logo, slogan, influencer 

marketing) in cosmetics? 

• Very Effective 

• Somewhat Effective 

• Neutral 

• Not Effective 

11. Do you believe social media branding influences your trust in a cosmetic brand? 

• Strongly Agree 

• Agree 

• Neutral 

• Disagree 

• Strongly Disagree 
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12. In your opinion, which factor is most important in a brand’s evolution on social media? 

• Logo & Packaging Changes 

• Social Media Marketing Strategies 

• Influencer Collaborations 

• Consistency in Branding 

• Customer Engagement 

Section 4: Open-Ended Questions 

13. Can you share an example of a cosmetic brand that has successfully evolved through social 

media? 

•  

14. What branding trends do you think will dominate the cosmetics industry in the next 5 

years? 

•  

Thank You for Your Participation! 

Your responses are valuable for this research. If you have any questions, feel free to contact  

Appendix B: Additional Charts, Tables, and Raw Data 

Demographic Breakdown Charts 

• Age and gender distribution of survey respondents. 

• Geographic distribution of participants (Germany vs. Pakistan). 

• Purchasing frequency trends among respondents. 

Brand Awareness and Engagement Data 

• Familiarity levels with selected German and Pakistani brands. 

• Preferred social media platforms for brand interaction. 

• Consumer sentiment on branding changes (logo, packaging, and messaging updates). 

Consumer Perception and Branding Effectiveness Graphs 

• Effectiveness of branding elements in influencing consumer perception. 

• Trust levels in rebranded versus established brand identities. 
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• Engagement rates with influencer marketing, user-generated content, and brand 

storytelling. 

Appendix C: Ethical Considerations Documentation 

• Informed Consent Form Template (outlining participant rights and data confidentiality). 

• Confidentiality Statement (detailing how collected data is anonymized and securely 

stored). 

• Data Protection Protocols (ensuring compliance with ethical research standards). 
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