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7. Ahetract:
7.1 Ratiomale/ Background
Soclel media has becors the mout sceeeslble surce of | (Wharmasian,
enleriEnment, communicstion, and (e most conmenEt and S way o
dissarninabe furmaton. According o Liu and Yur, (2019, socbl ipedie and

social netviorling sites grestiv affect bow peopiie Ve end pereeive things.
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Besiduge of s, sooe mediz ofluencers have risen o Influence and
nerdade the sorfill media usars ang one of these s i ey the products they
ailveriis=

Sinew heauty poaduels |5 ong of the Hillgs that the treagers are hyped
abiout, e recent sy faristd on this and wards b kinow || the SMis #ffect te
Sudanls” purcaasirg ikl ge brmty products,

7.1 BumERry

Throagh the i@y of sncisl w=fis. sdeartising poducts hecnnise really
ione elfoenl these caye Howdver, not all of e sdvertbiseners ore proves
effectivg, Moo, Uus Study sims fo oeastigalz I saclst media: nilgncers have
dri-effect o InThieace on the cusionier's burohesing intenl, specficully o e
“sludentis af Bachdlo) of Sdewe in Deelopment Cortmuniczfion af Lanteal Luron
Shabe Liiveruily,

The resedrcher used moodalc fomm Bs the recsench Instumont Wharsn the
stoderts of Central Lozon Stste University  (Usisiopment  Communicaton)
oecamethe respoondents. Data wee salyned Hroegh descipiive data analysis
to-gatte 125t
7.3 Mpjor Findings

Bndings o gomerally, e CLSW shudents” purtnasing intenl were affecind

uy tho sors| medis avencars



Speciicsily, the presant stogy found oot thal there sre factors that the
students consider in purchasing beauly groducs. Factors that the sooial media
IrflugTer amd factors that the product imest Ravie,

Fintings alsy reveal the lovs) of axtent of sxposdee of the student=in
iSvary saced metha platfarm they use.

7.4 Conclusions.

Frem the resuits and discussion, we tan canthude Trof the t=ble 2 (hat
tns shydants from CLR) Development Solinricston reslly puidhdss diffemin
il Bty products anline

It eior-algn be concludsd that Wie respondents considir cortain Fackars: of
th= products that tBey purchase: opliae. Thess4srtoms Inrtutde the pice of the
produdd, kF avwilahidity, packabing and lebeling, henad, and whab thelr
":mkus'.'_anu-pun“ t5, MuosnHits, Balt of the espandents e sbout who I Lhe
endarser of the product but haif of them disagrest with thils

Moving on, many rEspandents arily speri lsss than an Haor or spend 1-2
hours browsng thelr sonal media ssrounts, Thame wore alsp respontants who
broess 7 hours: and. sbave per doy DUT ey does not TBKS meon porcanihne
fram therespondnnbs’ aresyerns.

The Lop 3 sodgsl media piotform [hat they use fongen wers Facebook,
Tikbole and Megsenget, /On e cther bahd, TWIRRE ang instagram wssa most

IBoly Lo e bninsed shiorer Thin @n hour.
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Tha rEspondents wers slsn mos Myt watch theit favonte sockl media
Influenzer 34 Smoe 3 week and pore o wesk. But of course; thers were sis
sespicagdenty whes Wittt Vioge eseryriay,

Hegarding. e the purchasioy mntent of the CLSU studerts, the present
stady cunclucs Tial o sl cvedis really e the decsipn-making &
purEhasing beaeity produrts. Oeskdes, rebisss on satal medi |5 alsn conpidarsd
wihen checking & prodhuen

Resulls 30 say thiot the iespondenis comsldor sure facturs Uesl thie
=naal macia influencses muct podses 1 ardes Tor thn (o Biliewe 2nd Star to
idalizn mam e poplanity, ceodibliby, comtents, aplesrance, [meractiveess and
ATBOMANT,

Moz of me respongents: also . agres Whal They consiter-teanly amodocl=
endosed oy Weeir favorie sucal medig nfleencer and socal medin rsslly help
them in chooging the Dest besury promec.

Tho resll dlso ssys that the resporidents bolleve thit tuying bemity
predlicts i not a5 =25y & T4 sy it sool media,

Lagthy, for the evmerall coneludlan, sodal media aml the sackal| i
(nfluirrers greatly affect the CLSU stodert’s prrghasing Intent el eliavior iy
byl Beaty products.

7.5 Bermmmendations
Far the ssileis. It ls gonciude thet e busyars coresicier different factoes

siich & the ofce and packaging and lsoaling =2 It s best o sbn keep In mjyel



ik & product Wit & good paclagiig and low price ane mest kel to e bought
biy the coralimers.

For the maketing sale= beam, It 5 (npartant fo chowss wto will be the
face of your product. &g tha secert study hiaver concludhcd, the tonsumers buy
praduts that are encarsad by their i saciel media Influencer,

Tho corturfes su ook i cartgin allibulis o (Il soral) i
ifuzncer like papufary, conflience, literactiveress and credibility. The wam
shewdd 100k or endarsers thal the peplz want o arder for the product o be
Biought,

For the nesl researchers, Bechuse of the pandemic the respordans
pecorEe fimited B only ane deparment. Thie rusagr b eccmmend to |
Mt redpo) ents gael soeelu the ni'c‘rlnt_ml:r_lr;gg- Tace L fage.

I additian, the qet chsearchsr o Alee add o relited (heriture shat
ding ik presant |n this stady,

8, Translated Ahstract (Flipine:
8 1 Aasyonnls

Za parahon poayon, se Na &5 pnoamadelne patasn og pegiiba ng
impormasyorn, pagliealw at meEolsong gamit pogkomeankasyon ang soosl
media fyo kima wou ol Yuan (2019), mabissng gamic ang sacal madia upang

maapekuhan ang pananmw ng lsang o tunghol <2 bat lang bagay.
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