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ABSTRACT

GenerationZ(Gen-Z)consumershavebeenaverredtorelyonelectronicwordofmouth(eWOM)
formakingpurchasedecisionsandexpectintegrityinbrandcommunication.Asignificantquestion
bearingboththeoreticalandpracticalimplications,however,ishowthetendencyoftheseconsumers
toassociatebrandimagewithbrandintegrityinfluencestheimpactofeWOMontheirpurchase
intentions,whichremainsunanswered.Also,studiesfocusingonaspecificgenderofGen-Zconsumers
arelimited.Usingthesignalingtheoryandasurvey,thestudysuggeststhateWOMsignalsplaya
significantroleininfluencingpurchaseintentionsamongfemaleGen-Zconsumers,aswellastheir
perceptionsofthebrandimageandthebrandintegrityofmakeupbrands.ForfemaleGen-Zconsumers,
eWOMsignalsthatenhancetheperceptionsofbrandintegrityandbrandimagetendtoequallymatter
intheirmakeuppurchasedecisionmaking.Thesefindingshaveimplicationsforanindustrythatis
markedbyincreasingdemandfortransparencyandresponsiblemarketingcommunication.
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INTROdUCTION

Thegrowthoftheglobalbeautyindustryhasbeenastounding,withanestimatedmarketvalueof
almost$805billionbytheyear2023(Cvetkovska,2019).Thiscanbeattributedtothemyriadmakeup
andcosmeticbrandsthatproduceandselldozensofbeautyproductstoconsumersannually,using
expertmarketingcommunicationandbrandingtactics.Numerousmarketingstrategies,includingthe
utilizationofsalespromotionsandbrandcommunication,havebeenfoundtoinfluenceconsumer
responses towardsbrands, particularly in termsof their attitudes, purchase intention and loyalty
(Krystallis&Chrysochou,2014;Grace&O’Cass,2005).Pasternak,VeloutsouandMorgan-Thomas
(2017),identifyelectronicwordofmouth(eWOM),asoneoftheprimemeansbywhichindividuals
communicatewitheachotherandexchangeinformationandopinionsaboutdifferentbrands,products
and services.EWOMrefers to “anypositiveornegative statementmadebypotential, actual,or
formercustomersaboutaproductorcompany,whichismadeavailabletoamultitudeofpeopleand
institutionsviatheInternet”(Hennig-Thurau,Gwinner,Walsh&Gremler,2004,p.39).According
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toAppel,Grewal,HadiandStephen(2020),brandcommunicationbythismeansismoreeffective
inengagingconsumers,sincetheyconsiderittobemoretrustworthy,authenticandhelpful.Then
again,extantliteraturesuggeststhateWOMhasapositiverelationshipwithbrand-relatedoutcomes
suchasbrandimage,brandintegrityandpurchaseintentionsorconsumptionbehaviors(Ismagilova,
Slade,Rana&Dwivedi,2019;Baker,Donthu&Kumar,2016).

Nonetheless, consumer responses to these formsof communicationhavebeenpostulated in
existingresearchtobesignificantlyinfluencedbytheirage(Drolet,Williams&Loraine,2007).For
instance,youngergenerationsoffemalessuchasMillennials(GenerationY)andGenerationZ(Gen-Z),
havebeenfoundtobemorepersuadedbybrandcommunicationthatappealstotheiremotionsthan
thosewhichappealtotheirthoughts(Goodman,Morris&Sutherland,2008).Moreso,Herrando,
Jimenez-MartinezandMartin-DeHoyos(2019),foundthatGen-Zconsumerstransfertrusttobrands
mainlyfromthetrustthattheyreposeincontentpostedandsharedbyotherconsumersonline.

Thus,ifacosmeticbrandistargetedatGen-Zconsumers,eWOMfromotherconsumersshould
betakenintoaccount(Saunter,Shin&WGSNBeauty&Insight,2019).ThesefindingsonGen-Z
consumersarenotunexpected.ThisisbecauseGenerationZ,alsoknownasdigitalnatives,centennials
andpost-millennials,areheavyusersoftechnology,andloveimpermanence(Ng,Ho,Lim,Chong
&Latiff,2019;Southgate,2017;Sparks&Honey,2015).Theyalso tend tobe less receptive to
digitaladvertisementsonmobileanddesktopdevicesbutaredrawntoeWOMgeneratedthrough
recommendations and referrals, ratings and reviews, as well as forums and virtual communities
(Herrandoet al.,2019;Southgate,2017).However,theseeffectsofeWOMareyettobesufficiently
exploredamongGen-Zconsumers,andalsoespeciallyinthebeautyindustry,whereeWOMhas
becomeveryprominentthroughthediversityofreviews,forumsandvirtualcommunities(Appelet 
al.,2020;Herrandoet al.,2019).Thus,thoughmarketingresearchersandpractitionershaveexplored
theeffectivenessofmarketingandadvertisingstrategiesamongGen-Zconsumersacrossdifferent
sectors(Scholz,2019;Haddouche&Salomone,2018;Southgate,2017),adearthofliteratureonthe
impactofeWOMontheirperceptionsofbrandimage,brandtrustdimensionsandpurchaseintentions
inthebeautyindustryhasbeennoted(Duffet,2017).Further,studiesfocusingonaspecificgenderof
Gen-Zarealsofew(Michon,Chebat,Yu&Lemarié,2015;Guthrie&Kim,2009).Exploringspecific
generationalcohortsinthebeautyindustry,especiallyyoungfemaleconsumers,offersmarketersan
opportunitytounderstandbetterthedynamicsofbrandperceptionsinrelationtoconsumergroups
andspecificcosmeticbrands(Guthrie&Kim,2009).Inaddition,marketershavebeenadvisedto
considerthedistinctrolesofthedimensionsoftrustinconsumer-brandrelationships(Li,Xu,Zhou,
Miniard&Yang,2011).Theauthorsestablishedthatbrandintegritytendstohaveamoresignificant
effectonconsumerswhohavealowpropensitytotrust.AsGen-Zconsumersloveimpermanence
andprimarilytreadcautiouslyindigitalwaters(SparksandHoney,2015),examininghoweWOM
influencesbrand integrity, brand imageandpurchase intentions among them, constitutes avital
knowledgeendeavorformarketingresearchers.

Drawingonthesignalingtheory,thisstudyexploresthisknowledgeendeavorwiththequestion:
howdoeseWOMaffectmakeuppurchaseintentionamongGen-Zfemales,consideringtheserial
mediatingeffectofbrandimageandbrandintegrity(adimensionofbrandtrust).Toanswer,this
researchexaminessixcausalrelationshipsandthreemediatingeffectsandestablishesaconceptual
model.Bystudyingyoungfemalecosmeticconsumers(Gen-Z)throughthelensofsignalingtheory,
thestudyseekstodevelopabetterunderstandingofhoweWOMsignals,brandimageandbrand
integrityinfluencetheirpurchaseintentions.ThoughsomestudieshavebeendoneinSouthAfrica
(Duffet,2017)andIndonesia(AnandaHernández-García,Acquila-Natale&Lamberti,2019),Gen-Z
responsestobrandcommunicationandbrand-relatedoutcomesremainlessunderstood,andcallsfor
studiesinotherdevelopingeconomieshavebeenemphasizedbytheseexistingstudies.

Theremainderofthisstudyisstructuredasfollows.Thenextsectionpresentsareviewofthe
literaturetoexplainkeyconceptsanddevelopthehypothesesinrelationtothestudy.Thethirdand
fourthsectionsdescribetheresearchmethodsanddetailtheresultsoftheanalysis,respectively.The
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