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Abstract:

This research on organic grooming brands finds multiple digital persuasive techniques like
influencer marketing, targeted advertisements, user-generated content, brand storytelling, and
so on. These digital devices allow companies to engage with their customers at an emotional
level, enhancing both trust and loyalty. It goes on to explain why community engagement,
social proof, and online reviews influence purchases when consumers seek advice, validation,
and facts from social media for their personal care set. This study explores consumer
engagement in social media sites to determine if opinions are shaped through visual
mediaand if they contribute to such action. Transparency and authenticity are big
determiners which influence customer trust and choice when it comes to a brands product(s).
And the research examines what social media followings organic personal care products
might be able to muster through user-generated content. People don’t simply sell themselves
on social media studies indicate that users sometimes seek opinions and recommendations
from their broad friends, family and even corporations on social networks. By embracing the
evolution of digital information and consumer psychology in their marketing strategy,
organic grooming firms who look to approach consumers via conversion rates are more likely
to convert more consumers into their brand and boost brand loyalty. This study underlines the
growing importance of social media as a persuasion resource and demonstrates that organic
grooming businesses' ability to provide authentic, engaging digital experiences that connect
with customers is becoming an increasingly relevant factor in the success of the business.
First, that the proliferation of online argumentation is increasingly pervasive in shaping
buyer behavior and preferences in the grooming industry. The findings of this study may aid
online marketers who want to sell organic and sustainable products through the net to

communicate with customers and to accentuate the credibility of their brand. - Modern
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consumers and their impact of social media It affects marketing more broadly on grooming
brands from now on as they try to make that balance between digital influence and customer

trust and moral purchasing processes.

Key words : Marketing to Social Media Users, Digital Persuasion, Organic Grooming

Products, and Customer Preferences.

Introduction

Both a societal trend towards health and wellness and elevated demand for organic grooming
products has surged to an unprecedented level. These goods are characterized by natural
ingredients and an eco-friendly manufacturing process. Businesses are pitching organic
personal care products as an answer to consumers’ rising concern about how their purchases
affect society and the environment. These types of businesses rely on robust social media
selling and customer service abilities like an incredible product to thrive. The reason why
social media influences people’s mindset and decision on buying is the trust and connection
it creates among users. Organic personal care sales, consumer engagement, and brand
awareness are driven by strategies such as digital persuasion via influencer marketing, user-
generated content and targeted ads. Influencer marketing is one of the strongest resources that
organizations currently apply for the advertising of their concepts and items. Instead, organic
grooming brands may use the commands of celebrities via social media to influence
decisions about renting their products. Content of this nature helps add social proof, which is
important since most buyers consult their social media followers prior to making a
purchasing decision. It show customers' genuineness regarding the product to the consumer,
therefore, it generates belief in the brand, thus, can act as a digital persuader between natural
grooming brands. Visual content can incorporate photos of products, how-to videos and
before-and-after transformation images. They use visual content to form opinions on the
efficiency, quality, and alignment of the product. Static advertising campaigns dependent
upon print and television have been swapped for more interactive, participatory marketing
campaigns. In a world where consumers are not just targets for ads but part of the brand
conversation themselves, posting about their experiences and opinions across numerous
social media platforms. So organic grooming companies can potentially benefit from the rise
of digital persuasiveness (both the organic grooming products themselves align with the

growing push on social media sites like Twitter and Facebook to follow more ethical
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shopping practices as the the values of integrity and sustainability continue to be spread) All
this comes after the organic grooming company has the tougher job of differentiating itself
from the other brands and influencers on the Internet: real engagement. And that is only if
these companies are consistently providing engaging content that resonates with consumers’
values, establishes an emotional connection with them and inspires action. The current study
will help elucidate the process of digital persuasion in a new digital setting, social media.
More specifically, it will examine customer attitudes and decisions in respect to strategies
like visual content, peer validation, and influencer endorsements. So, these results will prove
to be extremely useful for organic grooming product marketers and those who are interested
in understanding the changing ways of consumer behaviour in the digital world. Brands must
take a cue from the success story of organic personal care products, particularly from the way

in which ads seem planned to target the contemporary ethical consumer sensibility.

Review of Literature

This degree of involvement helps businesses build stronger relationships with consumers.
The power of peer-to-peer evaluations, suggestions, and endorsements is magnified by social
media. Instagram and other social media influencers greatly affect customer decision-making
by creating an atmosphere of trust and relatability, according to research by De Veirman,
Cauberghe, and Hudders (2017). When it comes to organic grooming goods, influencers have
a powerful sway over eco-conscious customers since they often recommend items that are in
line with their ethical and environmental beliefs. Among the many digital persuasive
strategies, influencer marketing has just come into its own. Natural and organic product
advocates, according to a large body of research (Freberg, Graham, McGaughey, & Freberg,
2011), significantly affect consumers' trust and preferences. Influencers who promote
sustainability, health awareness, and eco-friendliness, in particular, provide credibility to
organic grooming businesses whose ideals are congruent with those of the company.
According to Casald, Flavian, and Guinaliu (2018), organic companies may gain the
confidence and loyalty of their followers by collaboration with influencers, which facilitates
the communication of brand values and product advantages. Users' positive experiences with
a product or service might influence their choice to buy, say Mangold and Faulds (2009). For
organic grooming products, UGC plays a vital role in generating a feeling of community and
validation, where prospective purchasers may judge the product's efficacy and authenticity
based on the experiences of others. Customers are more likely to buy specialised goods (like

organic grooming items) with cautious promises and quality expectations, therefore it's
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important for them to see positive reviews and testimonials provided by other customers to
create confidence and lower perceived risk. Consumers place greater stock in suggestions
made by other users than they do in official company statements, according to research by
Berthon, Pitt, and Campbell (2008). User-generated content (UGC) provides a more relevant
and trustworthy type of peer endorsement, which is essential for companies in a market that
highly values honesty and openness. This is particularly the case with organic personal care
companies, which promote themselves as being more honest and moral than their
conventional counterparts. A feedback loop is created when consumers express their
satisfaction with organic goods on social media. This helps to strengthen the brand's
reputation and influences customer choice. Digital persuasion's visual component is
especially potent in the personal care sector, where customers place a premium on products'
appearance, presentation, and efficacy. Visual material for organic grooming goods often
showcases the products' all-natural components, eco-friendly packaging, and before-and-after
outcomes to show how the products work and to support the brand's principles. In addition,
visual content inspires customers to interact with companies on a deeper level, share material,
and engage with the brand itself (Dr. Naveen Prasadula, 2024). Visual storytelling, including
video lessons that demonstrate the manufacturing process or the advantages of the goods,
may enhance customer engagement and loyalty for organic grooming firms. Organic
grooming firms may take use of social media to reach out to people who share their values
and have meaningful discussions about the advantages of their products, which is especially
important as customers become more concerned about ethical and environmental
consumption. Boost brand loyalty, influence consumer choices, and succeed in a crowded

industry with these digital persuasion tactics for organic grooming.

Study of Objectives

1. To Determine How Social Media Affects Customers' Knowledge of Organic Grooming
Products.

2. Investigating the Function of Influencer Marketing on Customers' Choice of Organic
Personal Care Products.

3. Investigate How User-Generated Content Affects Trust and Consumer Decisions.

4. Examine How Organic Grooming Brands' Visual Content and Brand Narrative Influence
Customer Interaction.

5. To investigate how organic grooming product brand loyalty and advocacy are affected by

social media.
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Research and Methodology

Table 1
. . No. of Awareness Level
Social Media Platform Responses Percentage (Low/High)
Instagram 32 43.24% High - 22, Low - 10
Facebook 25 33.78% High - 18, Low - 7
YouTube 17 22.97% High - 14, Low - 3
Total 74 100% High - 54, Low - 20
B Mo of Responses | Percentage

a0
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Instagram Facebook YouTube Total

Awareness of organic grooming brands, by social media use (Instagram, Facebook,
YouTube) The table reports responses broken down by platform we see how many users have
found organic brands through each platform. The platform most influential for raising
awareness of organic grooming brands received the most responses (32 respondents,
43.24%) with Instagram. Here where Facebook retains 33.78% of responses and YouTube
22.97% of the sample. Here are two classes comes under Awareness Level High awareness
Low awareness Most survey respondents are aware of the platform, especially on Instagram
(22 of 32 Instagram-users) and Facebook (18 of 25 Facebook-users). Chi-Square analysis
will determine the significance of relationship observed between frequency of usage of social

media and consumer awareness.
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Table 2
Influencer No. of Responses Percentage Preference for Organic Brands
Marketing Type ) P g (Yes/No)
Micro- 40 54.05% Yes - 30, No - 10
Influencers
Macro- 22 29.73% Yes- 16, No - 6
Influencers
Celebrity 12 16.22% Yes-9,No -3
Influencers
Total 74 100% Yes-55,No-19

Mo. of Responses [l Percentage

a0
60
40 —
20
0
Micro-Influencers Macro-Influencers Celebrity Total
Influencers

The table below demonstrates how effective influencer marketing was is changing
perceptions around organic personal care products. The table below shows the choice of
organic grooming firms by the respondents, and the categories are based on the types of
influencers they follow. 31 out of 40 micro-influencers (or 54.05%) have chosen organic
grooming brands. Most of the weight was applied to this category. We will use Chi-Square
test for testing whether the exposure to the influencer content affects the consumers
preferences and T-test to know whether there is any significant difference in preferences of
followers of micro-influencer and macro-influencer. Regression analysis will be conducted
to study the influence of different elements of influencer on consumer attention towards

organic personal care products.
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Table 3
UGC Type No. of Responses | Percentage Trust Level (Low/High)
Product Reviews 32 43.24% High - 28, Low - 4
Social Media Posts 26 35.14% High - 20, Low - 6
Ratings/Reviews 16 21.62% High - 14, Low - 2
Total 74 100% High - 62, Low - 12

This includes things like star ratings, social network postings, and product reviews. The table
below displays the breakdown of user-generated content (UGC) categories by response rate
and percentage of trust (high/low). The majority of the comments were on products
(32,43.24%), and 28 people were very confident in their opinions. Twenty respondents
reported a high level of confidence in social media postings, which ranked second in terms of

replies (26, 35.14%).

B No. of Responses [l Percentage
a0
74
il
|
|
40
20
E 100.00%
]
Product Reviews Social Media Ratings/Reviews Total
Posts

Fourteen persons gave very confident responses to the review and rating content (21.62%).
Using the ANOVA, we can see whether the levels of trust in different kinds of user-generated
material are significantly different. The Chi-Square test will reveal if the frequency with
which consumers interact with user-generated material affects their confidence in organic
companies. To find out how UGC influences trust and buying decisions for organic products,
we'll do a regression study. To compare the degree of trust between customers who have seen

user-generated material and those who have not, a T-test is used.
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Table 4
Content Type No. of Responses | Percentage | Interaction Level (Low/High)
Images 30 40.54% | High - 20, Low - 10
Videos 28 37.84% | High - 22, Low - 6
Brand Storytelling 16 21.62% | High-12, Low - 4
Total 74 100% | High - 54, Low - 20

B Mo of Responses [ Percentage
a0

60
40

0 .

Images Videos Brand Storytelling Total

This table focuses on how the users of social media of the organic grooming businesses
engage with varied visual content formats, for example, photography, videos, as well as
brand narratives. We detemine high/low level of engagement and group respondents by the
types of content they engage the most. High levels of engagement were reported by twenty
respondents, and thirty replies (40.54%) stated that visuals were the most engaging type of
material. 22 people with very much engaged with the videos (37.84%). 21.62% of thirty-six
(36) inquiries of Brand Storytelling showed twelve very involved rate. Regression analysis
will used to determine the effect of different types of content on customer

engagement.Interaction levels for video and photo groups will be compared using the T-test.

PAGE NO: 36



MEERAYAN JOURNAL (ISSN NO:2455-6033) VOLUME 23 ISSUE 12 2023

Table 5
Loyalty/Advocac
Engagement Type | No. of Responses Percentage y(Lo)\,n{ /High) y
Likes 40 54.05% High - 30, Low - 10
Shares 18 24.32% High - 14, Low - 4
Comments 16 21.62% High - 12, Low - 4
Total 74 100% High - 56, Low - 18

As the information in the table shows, brand loyalty and brand advocacy correspond to social
media engagement. This information is presented in an orderly table which breaks down the
results, ranking them on their engagement level and the degree to which they can be

considered loyal advocates.

B Percentage [ Mo. of Responses
an
60
40
20
0
Likes Shares Comments Total

The maximum responses were for the "likes" (40 responses, 54.05%), while 30 persons were
the advocates. Interestingly, fourteen, or 24.32% of the respondents stated extreme loyalty
and aggressively promoted the shares. Of the twelve remarks, two or so made up twenty-one
percent, and were ardent devotion and support. We can use the chi-square test to evaluate
whether they type of contact significantly influences consumer loyalty and advocacy.
ANOVA will be used to compare the degrees of advocacy and loyalty using different types of
energy in social media engagement.Using the T-test we will analyse the loyalty and

advocacy levels between active and inactive social media users.

PAGE NO: 37



MEERAYAN JOURNAL (ISSN NO:2455-6033) VOLUME 23 ISSUE 12 2023

Findings

1.

However, the largest influencer around organic grooming companies is Instagram,
with 43.24 percent of consumers saying that they discovered them on this platform.
Second comes Facebook 33.78 % wise and YouTube 22.9 % wise.

Most users demonstrated a high level of expertise on Instagram (22 of 32) and
Facebook (18 of 25). Chi-square and ANOVA analysis can help understand if
awareness level is affecting in the frequency to use social media.

The most sought after influencers for organic productsFor 54.05% of those surveyed
agreed. Celebrity influencers (16.22%) and macro-influencers (29.73%) engaged less
in purchasing organic products.

The relationship of types of influencer with consumer preferences of organic
grooming products will be tested using Chi square, T—tests and regression analysis.
The product reviews were strongly confident by 28 out of 32 participants with score
of confidence about such reviews is 43.24%

Organic personal care companies were also substantially impacted by social media
posts (35.14 percent) and ratings and reviews (21.62 percent) in confirming trust. A
statistical test such as ANOVA, chi-square test, or t-test could be conducted on data
to evaluate how strongly connectedness correlates with respective type of user-
generated content.

Photos and videos generated the highest engagement, 40.54% and 37.84%,
respectively, while brand story came in last, at 21.62%.

Test for difference (t-tests, ANOVA, regression) to see how things you publish
impact user engagement. Likes generated 54.05% of the engagement, while shares

accounted for 24.32%, and comments for 21.62%.

Suggestions:

1.

Brand exposure is higher on Instagram and Facebook, so marketing organic grooming
products on these networks must be of highest priority for a brand.Perhaps try
creating your content with the people who use Instagram and Facebook in mind,
including visually appealing elements that resonate with them.

Identifying what types of content (e.g., articles, blogs, videos, etc.), are the most

effective in building awareness could be the focus of future studies.
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3. As with the above, organic brands would benefit from leveraging these micro-
influencers’ relatively high impact on consumer taste and confidence.

4. Sure, you could attempt to use some macro and celebrity influencers as part of future
efforts, but the real deal, the heavy-lifting, should be done amongst the micro-
influencer community.

5. We recommend brands to fund further studies that measure how micro-influencers
rank against major names in the business and why they perform better.

6. Organic grooming products that proactively solicit user-generated content like
reviews and social media posts are more likely to be purchased by consumers.
Partnering with influencers to promote ratings reviews can also help further earn
consumer trust.

7. Further opportunities will arise through research into how different types of UGC
drive trust from region to region and demographic to demographic.

8. The most visually engaging forms of visual marketing are images and videos,
therefore organic grooming businesses should prioritize their production.

9. Brand storytelling could be an-added bonus, but it might need a little fine-tuning to
draw in more people to relate. Find out that video platforms (YouTube, Instagram
Stories) that also need to personalize content creation and increase user engagement.

10. As rug root gang loyalists share content and offer support, when organic grooming
businesses should come first.

11. Getting people to share a business's content is one way to promote even more.
Commenting on customer posts can also boost brand loyalty and advocacy,

especially for more niche, smaller companies.

Conclusion

Organic grooming companies now have a powerful new tool in the war for customer
preference in the ever-evolving worldwide digital landscape: social media. We dove in to
unpack whether visual content, social media, influencers, and user-generated content (UGC)
drive sales of organic grooming products. The success of marketing organic personal care
products on YouTube, Instagram, and Facebook. The platforms were Instagram (43.24 per
cent), followed by Facebook (33.78 per cent) and YouTube (22.97 per cent). These numbers
highlight how critical Instagram, Facebook and YouTube are to brand awareness efforts. The

most visually-inclined media outlet might be the perfect social platform to market all-natural
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personal products especially with an abnormally high percentage of users that are a bit more
self-aware than the average social media user. Business like organic toiletries can take
advance of the following customer line up on social pages like Instagram and Facebook. This
study goes further with the topic, study of influencer marketing and its impact over customer
choice. The confidence of customers toward organic personal care products—as shown in
comments, ratings, and social media posts—is greatly responsible for those organic personal
care companies. UGC helps build a brand's credibility while also encouraging customers to
share about what they purchased to help others make more informed decisions. As you can
see, this data was obviously very valuable, because 43.24 percent of who took the survey
have an extremely strong belief in product reviews. Branding is a habit of belonging, and if
brands want the consumers to trust their goods and feel like they belong, they must focus
more on user-generated content or UGC. The level of interaction, as well as the type of
material that consumers had interacted with, was closely correlated with interest, particularly
visual content in the form of videos and photographs. Of all types of interactive content,
pictures were the most widely favored; 40.54 percent indicated they were very much
engaged with photographs, 37.84 percent with movies. While these results support the notion
that organic businesses should invest more into crafting visually appealing content, this rings
especially true for platforms that heavily rely on image and video sharing, such as Instagram
and YouTube. This could boost participation, brand recognition, and customer action (for
example, buying or sharing the company’s content). Dr. Naveen Prasadula Monitoring the
interaction of customers with brands on social media (likes, shares, comments) to assess
loyalty and advocacy. According to the survey likes (54.05%), shares (24.32%), comments
(21.62%) were the most common forms of engagement. An important aspect of Drip
Marketing is creating something people will want to talk about. The analytical methods used
in this research such as Chi-Square tests, T-tests and ANOVA, serve as the basis for future
studies to ascertain the statistical significance of different aspects influencing the behaviour
of social media consumers. That means organic businesses can use analytics such as this to
adapt their marketing strategy in reaction to data-driven insights and customer preferences.
Now, in the dawn of the digital era, organic grooming businesses must utilize effective social
media tactics to cultivate their customers and retain them. This is how organic grooming
firms can recruit customers and remain competitive via digital persuasion. The findings of
this research may assist organic personal care companies in developing their digital
marketing strategy. Perhaps in the future, researchers will assess from a consumer behaviour

perspective what effect social media platforms for the organic food sector (Instagram Stories,
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commercials on YouTube, etc.) have on customers' purchasing decisions. Organic grooming

businesses could develop a compelling brand, create loyal customers.
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