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Abstract for PhD 

Three Essays on Effective Social Media Marketing: Overcoming Challenges and 

Maximizing Opportunities in Today's Business Environment 

Farnaz Honarmand, PhD 

Concordia University, 2023 

 

The current dissertation is a collection of three essays in the context of social media challenges. 

As social media (SM) has become an essential tool for businesses, it has also brought new 

possibilities for marketers to connect with their customers. Social media marketing (SMM) has 

gained increasing importance in recent years, but it also poses several challenges for individuals 

and organizations.  

Essay 1 presents a comprehensive review of the challenges of SMM by examining more than 80 

publications from 2007 to 2021, categorizing them based on different metrics, and extracting a 

theoretical framework of common SMM challenges. This research highlights the need for 

decision-makers to identify and assess these challenges to better allocate resources and increase 

the effectiveness and efficiency of SMM. 

Essay 2 focuses on the beauty industry in Iran and identifies the main SMM challenges faced by 

companies in this sector. Drawing on the theoretical framework developed in essay one, this study 

uses a Delphi survey to gather data from eight marketing and SMM managers and practitioners 

from various Iranian beauty companies. The findings highlight the most challenging aspects of 

SMM in this industry, including coordination across different company functions engaged in 

SMM, maintaining security and privacy of company channels and customer data, and limited IT 

resources of some companies in adopting SMM. The results of this study provide practical 

implications for beauty industry practitioners and contribute to the academic domain of SMM and 

business marketing practice in the beauty industry. 

Essay 3 focuses on the key factors influencing the selection of social media influencers (SMIs) for 

small- and medium-sized enterprises (SMEs). This study uses interviews and survey methodology 

to identify and evaluate the key factors influencing the selection of desired SMIs for SMEs. The 

findings indicate that engagement, SMI traits, content relevance, compensation, and SMI 

workstyle are the most significant factors that positively influence SMEs' choice of SMI. This 

study provides a framework for future work to assess, compare, and select the most influential 

SMIs in different organizational contexts and helps marketers choose SMIs who resonate well with 

designated customers to enhance poFsitive brand association and increase product sales.  
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General Introduction 

 

Social media (SM) introduced a global customer platform of unprecedented size and scope. In a 

brief time, it has revolutionized the way that people meet, socialize, relax, work, find information, 

demand change, and ultimately live their lives (Ortiz-Ospina, 2019). Though today SM is 

comfortably integrated into the lives of many, even the largest and most ubiquitous of these 

platforms were only introduced in the past 10-15 years. In this short time, SM has come to be 

viewed by marketers as critical to reaching current and potential customers alike (Ebrahim, 2020). 

With the largest platforms hosting billions of monthly users (DataReportal, 2023), SM provides a 

global panel of consumers of diverse lifestyles and attitudes, as well as the means to serve each 

user with personally tailored ads. Moreover, users' continual interactions on the platform provide 

a wealth of information about their needs and interests. This has unlocked an unprecedented 

marketplace of consumers who can be hyper-targeted with marketing efforts. The scaling nature 

of digital advertising costs (per click, per impression, etc.) means that social media marketing 

(SMM) offers access to a large pool of consumers who can be targeted both according to personal 

interest as well as according to budgetary restrictions and thus can be quite attractive to not only 

large firms but also small- and medium-sized enterprises (SMEs) who may not have virtually 

infinite funding. SMM offers an attractive opportunity for marketers through its population, 

collected personal data, and flexible costing method. 

SMM may seem to offer an amplified version of yesteryear’s mass marketing, but to take full 

advantage of SMM’s potential benefits it is necessary to understand the complexities that 

distinguish it from traditional methods. While the accessibility of SM may easily be interpreted as 

ease of use for marketers, implementing effective SMM is not straightforward. First, SM 

capabilities create a different environment. The user engagement encouraged by the platform 

allows branded content to be shared and commented on virtually infinitely but does not guarantee 

that users will only do this with positive sentiment. Further, SM moves in real time. Not only does 

it require the time to monitor consumer response, but also a level of environmental awareness and 

adaptiveness to ensure appropriate content. When it comes to targeted content, the wealth of 

information provided by consumers is ultimately only valuable insofar as the marketer understands 

their target consumer profile: too few variables may result in many ineffective impressions, but 

assumptions or imprecision in identifying relevant traits may lead to reaching the entirely wrong 

audience. Additionally, there are considerations of technical proficiency and ethical concerns in 

messaging and reach.  

Effective marketing has always required consideration of a number of factors. However, social 

media presents a markedly more complicated situation than more traditional media channels. The 

idea of privately-owned media using an ad-based revenue model and offering content free of 

charge to consumers is not new (McFarlane, 2022). However, unlike other broadcast or published 

media, social media does not serve its users pre-set programming for passive enjoyment (i.e. 

television shows, articles) but instead a dynamically responsive environment for the publication 

of user-generated content (UGC) and user-led engagement. When users engage with social media 

by posting, "liking," and sharing content, their activity is not only recorded internally (as it would 

be for, say, a viewer watching a TV show) but also contributes immediately and directly to 

informing the future content served to the user (commercial or otherwise) in an effort to encourage 

further engagement. The result is a self-sustaining cycle of the user informing the platform 
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(directly or passively) of their desired content, and the platform dynamically adapting the content 

served to the user in order to encourage them to spend more time engaging with the platform, 

providing more information, and importantly, viewing ads. 

The rapid emergence of this new dynamic of customer-business interaction has captured the 

attention of legislators, marketers, and academics alike. The ongoing discussions surrounding 

policymaking underscore the tensions and complex relationship between the parties involved. 

Unprecedented concerns about both political security and consumer privacy have prompted 

ongoing efforts to regulate the SM industry but also personal and commercial use. Marketers have 

argued that restricting access to select SM platforms may prevent reach of certain demographics 

altogether (Suciu, 2023). Meanwhile, the scholarly understanding of how consumers and 

marketers alike use social media continues to grow but faces challenges. As described above, social 

media platforms are not incentivized to focus on content itself but instead on infrastructure to 

support continued engagement. Focusing on optimizing how content is served means that 

platforms frequently see changes in key features, and private ownership means that these changes 

can be implemented or phased out quickly. Given an already streamlined engagement process, 

seemingly small changes may have major influences on how consumers interact with platforms. 

Because of these reasons, SM presents a complex, dynamically unfolding environment that can be 

difficult to understand and plan for (Johnston, 2018). 

The numerous considerations in SMM coupled with its dynamic nature can render it difficult to 

comprehensively assess and develop a strategy. A useful lens for examining this situation may be 

contingency theory. Contingency theory is a managerial perspective which suggests the 

appropriate course of action in any given scenario is contingent upon the specific characteristics 

of the situation (Luthans & Stewart, 1977). There are multiple external factors affecting any 

situation, and their interaction with key internal factors will influence the success of the chosen 

strategy. Through the lens of contingency theory, success (referred to often as effectiveness) can 

be achieved in more than one way, and the best path is dependent upon various situational 

variables. Thus, there is no single best practice or ‘rule of thumb’ to guide these decisions. 

Contingency theory has long been used (though in various iterations) in academia in developing 

theories relating to business and management. Holding the key assumption that the organizational 

environment moderates the relationship between organizational design and performance, it 

provides the underpinning for several key frameworks in the area of organizational design (Van 

de Ven, Ganco & Hinings, 2013). Ruekert et al. (1985) and Zeithaml et al. (1988) introduced 

contingency theory to the marketing domain as a means to synthesize traditional perspectives of 

organizational structure. Under their model, optimal performance results (identified as dimensions 

of effectiveness, efficiency, and adaptiveness) are contingent upon planning and structuring the 

task according to macro-environmental conditions and task characteristics. More recently, we have 

also seen this theory extended to crisis management (Ping, Cui & Pan, 2011), including 

communication strategy (Cheng, 2016; Cheng & Fisk, 2021) and public response (Wilbur & 

Myers, 2016). While the relevance of contingency theory has been questioned in light of the global 

economy of present day, other researchers advocate for its cautious utility with an expanded view 

of its conditions to more comprehensively address modern service complexities (Van de Ven et 

al., 2013).  

In the spirit of applying contingency theory in a modern context, it provides a lens by which to 

examine managerial decisions regarding SM. First, the effect of situational variables has been 
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previously investigated to extant the SMM literature. In discussing the relationship between SM 

and viral marketing, Kaplan and Haenlein (2011) identify three conditions – message, messenger, 

and environment – that need to be appropriately matched to successfully have a message go viral. 

Similarly, Johnston et al. (2018) found that effectiveness in SM advertising efforts was contingent 

on the content-sharing capabilities of the platform as well as the uncertainty avoidance of the 

consumer’s culture. Past work on SMM has also addressed environmental factors that concern 

marketers, including pressures of legal and socio-ethical concerns of consumer trust and privacy 

(Appel et al., 2020; Memon et al., 2015) as well as context-specific factors such as navigating 

competitors on SM (Bae & Zamrudi, 2018). A common theme in extant literature is the difficulty 

of assessing SMM performance, in part due to different available measures which are not easily 

comparable. Thus, past findings support a model where specific outcomes are contingent upon the 

matching of internal strategy with the given environment. Additionally, SM has been used as 

context in recent applications of contingency theory for crisis management and communication 

(Cheng, 2016; Cheng & Fisk, 2021; Ping, Cui & Pan, 2011; Wilbur & Myers, 2016), and the big 

data it provides is seen as key to understanding the contingent relationships between organizations 

and their publics (Cheng & Fisk, 2021). Furthermore, contrary to past concerns that the scope of 

contingency theory is too narrow to appropriately consider a globalized marketplace, it is 

employed in crisis management precisely because of the complex and dynamic environment 

created by disaster (Ping, Cui & Pan, 2011), traits which also characterize the constantly evolving 

environment of SM (Johnston et al., 2018). Thus, broadly viewing SMM through the lens of 

contingency theory, we see managerial concerns regarding strategy as parts of a greater ecosystem 

that includes consideration of situational influences in achieving the desired outcomes. 

Within this framing, this dissertation explores the decisions that marketers make when entering 

into SMM. Specifically, the goal of the present research is to (a) better grasp the SMM complexity 

and its evolution, (b) review assumptions in a given sector and see how SMM was effectively 

integrated or not and what challenges were faced, as suggested by recent academic journals 

indicating that theory must be verified and seek pertinence in evolutive complexity (e.g., JAMS, 

AMS), and (c) evaluate SMM complexity with SMEs and assess how the use of SM impacts their 

business relationships with stakeholders. To this end, the first two essays of this thesis examine 

the specific challenges that marketers experience in integrating a social media strategy as a part of 

their marketing plan, including both official brand presence and paid advertising. The third essay 

looks more specifically at the adoption of influencer marketing, a specific SMM tactic a popular 

SM user endorses the product to their following. The developed frameworks provide a useful 

perspective for scholars by identifying common practical issues with SMM and providing structure 

for future research, as well as for marketers themselves by offering a schema for comprehensively 

evaluating both internal and external factors when it comes to designing an SMM strategy and 

selecting an SMI to engage with. 

An overview of the essays is provided as follows: 

ESSAY 1. First, in an effort to summarize and categorize the extant body of SMM research, Essay 

1 provides an overview of the literature on SMM challenges by reviewing more than 80 

publications from 2007 to 2021, examining and synthesizing related studies through domain-based 

systematic review (Paul & Criado, 2020). The categorization is based on different metrics such as 

publication year, publication database, and research methodology. Ultimately, a framework of 

common challenges in the adoption, implementation, utilization, and management of SMM from 

the managerial perspective is developed. This paper identifies observed limitations and 
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opportunities for future research, making it a valuable resource for policymakers, marketing 

decision-makers, and academics interested in SMM challenges. 

ESSAY 2. This paper concentrates on the beauty industry since it is one of the prominent users of 

SM for marketing purposes. Beauty companies in Iran face several challenges related to SMM. 

Answering calls for further investigation of SMM challenges in new contexts (Shen & Bissell, 

2013), this study aims to identify and evaluate these challenges by drawing on academic research 

on the theoretical framework of SMM challenges (please refer to Essay 1). This research utilized 

57 challenges and 4 dimensions from a review of the literature in Essay 1. A questionnaire was 

designed to collect data from eight marketing and SMM managers and practitioners from various 

Iranian beauty companies that use SMM approach in marketing their products. The validity of the 

questionnaire was evaluated and confirmed by face content validity, and the data were gathered 

through four rounds of a Delphi survey (Chalmers & Armour, 2019; Rubio et al., 2003).  The study 

revealed 41 challenges in 4 dimensions in the SMM of this industry. Among them, three challenges 

– (a) coordination across different company functions that are engaged in SMM at both staff and 

manager levels, (b) keeping the security and privacy of company channel, customer, and company 

data, and (c) limited IT resources of some companies in the adoption of SMM – were the most 

challenging to the Iranian cosmetic industry. The findings of this study contribute to the academic 

domain in SMM and business marketing practice in the beauty industry and provide practical 

implications for beauty industry practitioners. 

ESSAY 3. SM has provided possibility for individuals to utilize this media and form a following. 

Social media influencers (SMIs) are individuals who have developed a distinct online presence 

and built a substantial following, as noted by previous research (Dhanesh & Duthler, 2019; Khamis 

et al., 2017; Senft, 2013). One of the predominant utilizations of SM by businesses is employing 

SMIs. Previous studies have highlighted the success of collaborating with SMIs to promote 

products and services. However, recent research indicates that marketers face challenges in 

effectively implementing such strategies (Ye et al., 2021). Additionally, for influencer marketing, 

the primary challenge involves identifying and utilizing more precise methods to manage the 

process of identifying and selecting SMIs who are aligned with firms’ business objectives (de 

Michele & Marchi, 2018). This study (a) defines the factors that are important for the selection of 

SMIs, considers the importance of SMIs in promoting brands and improving business performance 

for SMEs, and (b) identifies and evaluates the key factors influencing the selection of SMIs by 

SMEs. Following an in-depth literature review, an online semi-structured interview was conducted 

with eight SME business owners who use SMIs. The purpose was to determine the factors most 

suitable for the context. Following this exercise, the conceptual model of the SMIs’ selection 

factors was drawn; Finally, an online survey was administered, and data were collected from a 

group of experts, including 68 business owners and marketing specialists from various SMEs. 

Subsequently, the partial least squares structural equation modeling (PLS-SEM) was applied to fit 

this model and test the research hypotheses. The study identified five dimensions that significantly 

positively influence SMEs' choice of SMI, including engagement, SMI traits, content relevance, 

compensation, and SMI workstyle. The findings suggest that SM managers should carefully select 

influencers who are in harmony with the brand and have an impact on the firm’s desired consumers 

to enhance outcomes of enhancing positive brand association and subsequently increasing product 

sales. This study helps to understand further best practices for success in an increasingly 

unpredictable SM complex and evolving context offering a framework for future studies to assess, 
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compare, and select the most influential SMIs in different organizational contexts. Hence, the final 

study of this thesis contributed to resolving one of the SMM challenges. 

The outcome of this overall research sheds light on complex phenomena requiring multiple 

methodological perspectives. This these has made critical steps in this research area to ultimately 

(a) get a better grasp of the action theory-based literature, (b) review concepts in a specific context 

which enlightened our understanding as it reviewed assumptions such that we can easily generalize 

results, and (c) find that the specific link between SMI and SME proved to be critical while using 

different methodologies and approaches to ensure validity and variability. Further information on 

the processes can be found in each of the three essays, followed by an overall conclusion to 

overview the evolution and future impact of SMM challenges (Figure A). 

 

Figure A Visual Relationship of the 3 Essays 
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Essay 1: SMM Challenges: A Review of Extant Literature & Future Research Directions 

 

Abstract 

Since the advent of SM, marketers have found new possibilities in the ways they can connect with 

their customers. Recently employing SM as a dynamic medium to interact with customers has been 

unavoidable for organizations. It enables them to leverage customers' voices to the advantage of 

individuals and businesses alike. SMM is rapidly growing and has eased the way businesses reach 

their customers. However, despite being beneficial for stakeholders, SMM has negative impacts. 

Individuals may suffer from SMM overuse, such as consumerism, fear of security, and data 

confidentiality breach. Furthermore, businesses face numerous challenges regarding SM, 

specifically during its implementation and use. Identifying and assessing such challenges is vital 

to help decision-makers better allocate resources and increase the effectiveness and efficiency of 

SMM and, ultimately, of marketing performance. This paper reviews the literature on the 

challenges of SMM to inform academics about current research trends, gaps, and future directions 

and help policymakers and marketing decision-makers be aware of common SMM challenges in 

a business environment. By reviewing more than 80 publications from 2007 to 2021 regarding 

SMM challenges in peer-reviewed journals and international conferences, this paper provides an 

overview and a classification by examining and synthesizing related studies. The categorization 

was based on different metrics such as publication year, publication database, and the research 

methodology. Further, common themes among these studies emerged, and a theoretical framework 

of common SMM challenges was able to be extracted. Alongside discussing the findings, observed 

limitations and opportunities for future research have been identified and reported.  

Keywords: Social media marketing; research agenda; literature review; systematic literature 

review; social media marketing challenges. 

  



7 

 

1.1 Introduction 

SM is one of the most popular online activities, where a great majority of individuals and 

organizations exchange information and experiences. In 2020, the global social network has 

counted more than 3.6 billion users, and the estimated reach is 4.4 billion by 2025 (Statista, 2021b). 

As citizens can be easily reached online, SM has replaced all traditional means of communication 

(Brtan, 2021). Decision makers in public and private entities (government, not-for-profit, 

businesses) adopt an SM strategy to generate information content about a product/service, inform 

the public about general rules and regulations, and develop awareness (Shareef et al., 2019). More 

specifically, public institutions engage citizens through SM to offer services, communicate 

policies, and instruct on national, regional, and local policy changes and unforeseen news and 

events (Ohio University, 2020). Non-profit organizations share their values and purposes, gain 

benevolent participants and donors, educate stakeholders, and offer alternative strategies while 

developing stronger support in the community (Paulin et al., 2014).  

Regardless of the size of the organization, most of them strive to promote service/product attention 

and expose favourable perceptions through viral marketing on social networks (Shareef et al., 

2019). Branding, market research, customer relationship management, service provision, and sales 

promotion (Alves et al., 2016) are among the numerous diverse activities that SM is used for. 

Alongside various studies that have provided empirical evidence of the SM benefits for firms and 

positive implications of deploying it in marketing strategies (Alves et al., 2016), there are 

challenges including that (a) some of the SM data are difficult to analyze and interpret (Hajli & 

Laroche, 2019), and (b) there are issues of time intensiveness, trademark, copyright, trust, privacy 

and security, in addition to dealing with a large amount of UGC and negative feedbacks (Nadaraja 

& Yazdanifard, 2013).  

Studying the nature, dynamics, and implications of SM for marketing academics and decision-

makers has attracted considerable research attention (Tafesse & Wien, 2018). Alves et al. (2016) 

show that most studies focus on the SM benefits analyzing the consumer perspective or the 

organization’s capacity to extract with efficiency the maximum economic value for their clients. 

While the challenges and opportunities of SM have received considerable attention looking at both 

consumers and business, there is a need to explore the organizations’ behaviour in engaging in 

SMM, especially in terms of understanding the key barriers and obstacles with SM. Firms struggle 

to effectively implement SM to gain concrete strategic marketing actions (Tafesse & Wien, 2018). 

Salo (2017) suggests more academic research on adoption, barriers, and reasons to use SM in a 

business context. Alves et al. (2016) emphasize the necessity for more studies to explore the 

companies’ perspectives when they engage in SMM and understand their key barriers and 

obstacles.  

Although studies have been conducted on SMM challenges, they have dealt with barriers and risks 

of SMM in different contexts. The present study aims to summarize and categorize the research in 

the SMM field with a systematic literature review to determine the status and future direction of 

research, as well as propose a framework of common challenges in the adoption, implementation, 

utilization, and management of SMM from the perspective of businesses. The paper presents the 

research methodology and the literature review. A metadata analysis based on various metrics 

suggests a theoretical framework of common SMM challenges based on papers logically classified. 

Conclusions, recommendations, and future research directions are discussed, and opportunities 

and limitations are identified to offer the basis for Essay 2.  
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1.2 Research Methodology: Domain-based Systematic Review 

Paul and Criado (2020) suggest a broad classification of systematic literature review articles as 

domain-based, theory-based, and method-based. The systematic literature review is a process of 

identifying, evaluating, and interpreting all available research to develop new research questions 

and to summarize the evidence about a phenomenon or a method (Tranfield et al., 2003). It 

provides a new understanding and enables the researcher to map and assess the existing intellectual 

territory (Paul & Criado, 2020). This study is based on a domain-based systematic literature review 

analyzing academic SMM research and challenges, classifying related research, and discovering 

further research direction (Denyer & Tranfield, 2009; Paul & Criado, 2020). We follow these 

authors’ five steps for producing a systematic review, including (a) question formulation, (b) 

locating studies, (c) study selection/evaluation, (d) analysis/synthesis, and lastly (e) 

reporting/using results.  

1.2.1 Question Formulation 

The research scope, research questions, and inclusion/exclusion criteria were established following 

an initial assessment of the literature (Chen & Huang, 2020; Choi & Joo, 2021; Dwivedi et al., 

2021). As a result, the following three research questions were formulated: 

RQ1: How are SM and SMM defined in the literature?  

RQ2: How is the research regarding SMM challenges classified?  

RQ3: What are common SMM challenges for businesses?  

1.2.2 Locating Studies 

After reading some related articles, checking trusted papers in reputable journals and databases 

and consulting with experts and supervisors, for our research to be more inclusive and cover all 

the research related to our topic, we decided to do our search in two categories of keywords. The 

first category was related to SM and related words. Challenges and related keywords were also 

covered in the second category (Table 1.1). We utilized the combination of the following keywords 

to find SMM challenges in the academic literature. 

Table 1.1 Keywords used in Data Collection 

Social media and related keywords Challenge and related keywords 

• Social media marketing 

• Web 2.0 

• Social media 

• Over the top marketing 

• Social network marketing 

• Digital content marketing  

• Challenges 

• Threat 

• Issues 

• Risk 

• Barrier 

• Obstacle 

• Concern 

 

Combining these two categories of keywords yielded 42 searches on 4 selected databases. For 

completeness, keywords are summarized in Table 1.2. 
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Table 1.2 The Combinations of Keywords Searched in Databases 

Keywords Challenges Threat Issues Risk Barrier Obstacle Concern 

Social 

media 

marketing 

social 

media 

marketing 

challenges 

social 

media 

marketing 

threat 

social 

media 

marketing 

issues 

social 

media 

marketing 

risk 

social 

media 

marketing 

barrier 

social 

media 

marketing 

obstacle 

social 

media 

marketing 

concern 

Web 2.0 Web 2.0 

challenges 

web 2.0 

threat 

web 2.0 

issues 

web 2.0 

risk 

web 2.0 

barrier 

web 2.0 

obstacle 

web 2.0 

concern 

Social 

media 

social 

media 

challenges 

social 

media 

threat 

social 

media 

issues 

social 

media risk 

social 

media 

barrier 

social 

media 

obstacle 

social 

media 

concern 

Over the 

top 

marketing 

Over the 

top 

marketing 

challenges 

Over the 

top 

marketing 

threat 

Over the 

top 

marketing 

issues 

Over the 

top 

marketing 

risk 

Over the 

top 

marketing 

barrier 

Over the 

top 

marketing 

obstacle 

Over the 

top 

marketing 

concern 

Social 

network 

marketing 

social 

network 

marketing 

challenges 

social 

network 

marketing 

threat 

social 

network 

marketing 

issues 

social 

network 

marketing 

risk 

social 

network 

marketing 

barrier 

social 

network 

marketing 

obstacle 

social 

network 

marketing 

concern 

Digital 

content 

marketing 

digital 

content 

marketing 

challenges 

digital 

content 

marketing 

threat 

digital 

content 

marketing 

issues 

digital 

content 

marketing 

risk 

digital 

content 

marketing 

barrier 

digital 

content 

marketing 

obstacle 

digital 

content 

marketing 

concern 

After these initial searches, terms were generated. Further consultation with experts prompted 

three additional terms to capture the field fully: 

• Social media ecosystem marketing;  

• Social media ecosystem small business; 

• Social media marketing review. 

We obtain 45 unique keyword combinations. To identify any relevant studies, each keyword 

combination was then searched in several academic databases: Business Source Complete, 

Emerald, ProQuest, and Web of Science. The initial search yielded 306 papers. Appendix A 

summarizes the distribution of papers based on keywords. We included peer-reviewed articles and 

conference proceedings, with no limit on specific year ranges, and considered articles published 

up to July 2021.  

1.2.3 Study Selection & Evaluation 

We excluded articles that were only focusing on SM challenges, and articles written in English 

were included as well as two articles in other languages. This research strategy identified 213 

articles. The results were streamlined by eliminating overlapping materials, and the remaining 

articles were screened by reading the title and abstract to ensure the appropriateness of the content. 

Finally, we reviewed the full text of the remaining articles. As a result, our review's final number 
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of articles consists of 80 articles (73 published journal articles and 7 conference papers). The search 

strategy is summarized in Figure 1.2. 

Figure 1.1 Search Strategy 

 

1.2.4 Analysis & Synthesis 

The data extraction process was realized by carrying out an accurate reading of all the studies. We 

followed prior literature reviews and systematic review papers (Alalwan et al., 2017; Alves et al., 

2016; Appel et al., 2020; Arrigo, 2018; Di Domenico et al., 2021; Lamarre et al., 2012; Lin et al., 

2020; Misirlis & Vlachopoulou, 2018; Pant et al., 2020; Salo, 2017). As suggested by Tranfield et 

al. (2003), we recorded and summarized important data collected from each article; we devised a 

data extraction form that helped reduce human error and replicability and transparency of the 

procedure done on documents (Vrontis et al., 2021). We coded each article according to (a) 

author(s), (b) year of publication, (c) database, (d) journal title, (e) research context and field, (f) 
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type of article (theoretical, empirical and review), and (g) method (quantitative, qualitative, and 

mixed methods).  

1.3 Metadata Analysis & Results 

In this section, with an in-depth review of the content of the articles, a metadata analysis was 

performed based on metrics (e.g., author, year of publication, database, journal title, research 

context and field, type of article, research method). Consequently, we propose a theoretical 

framework of common SMM challenges which businesses are faced.  

1.3.1 Publication Year 

The frequency of published studies on the topic of SMM challenges is summarized in Figure 1.2. 

The number of publications increased rapidly after 2012, and the publication trends on SMM 

challenge context between 2007 to 2021 are ascendant. Since the review of articles has been done 

until July 2021, data from this final year are partial and do not include the whole year. As expected, 

with the increasing tendency of businesses to use SM as a tool to develop the marketing of their 

products and services and the emergence of challenges in this area, as well as the attention of 

researchers to this field of study, the research trend of SMM challenges is on the rise. 

Figure 1.2 Number of Articles per Year 

 

1.3.2 Publication Database 

In this study, screened articles were extracted from various journals indexed in Business Source 

Complete, Emerald, ProQuest, and Web of Science databases. The ratio and number of articles in 

each of the databases are summarized in Table 1.3. 
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Table 1.3 Classification of Articles based on Scientific Database 

Database Publications 
% of total 

publications 

(n=80) 

Business 

Source 

Complete 

(Aichner & Perkmann, 2013; Alves et al., 2016; Appel et al., 2020; Assaad & 

Marx Gómez, 2011; Bae & Zamrudi, 2018; Beier & Wagner, 2014; Bizzi & 

Labban, 2019; Coleman et al., 2016; Considine et al., 2020; Derham & 

Cragg, 2012; Di Domenico et al., 2021; Haynes, 2016; Higgins, 2013; Kaur, 

2017; Khaleghi et al., 2019; Koohang et al., 2018; Rathore et al., 2017; 

Roohani & Attaran, 2014; Salo, 2017; Schyff et al., 2020; Sherer & 

McLellan, 2015; Zheng, 2013) 

(n=22) 

28% 

Emerald 

insight 

(Arrigo, 2018; Choi & Joo, 2021; Haynes & Robinson, 2015; Koohang et al., 

2018; Lin et al., 2020; Rudman, 2010b; Schultz & Peltier, 2013; Zhang & 

Vos, 2014) 

(n=8) 

10% 

ProQuest (Aichner & Perkmann, 2013; Ali et al., 2018; Alkhateeb et al., 2008; Alves et 

al., 2016; Attanasio et al., 2012; Bae & Zamrudi, 2018; Brocato et al., 2015; 

Carman & Fredericks, 2018; Cecere et al., 2015; Chiţu & Tecău, 2012; 

Coleman et al., 2016; Constantinides & Fountain, 2008; Horn et al., 2015; 

Koohang et al., 2018; Kumar, 2019; H.-C. Lin et al., 2020; Maqsood et al., 

2016; Michaelidou et al., 2011; Nelson & Simek, 2011; Oehlert, 2010; 

Okazaki & Taylor, 2013; Osatuyi, 2015; Pant et al., 2020; Ritchie, 2007; 

Roohani & Attaran, 2014; Rowley & Keegan, 2020; Rudman, 2014; Shah & 

Shelar, 2018; Short, 2008; Slavica, 2015; Thakur et al., 2019; Valos et al., 

2015; Whiting & Deshpande, 2016; Zahoor & Qureshi, 2017) 

(n=44) 

45% 

Web of 

Science 

(Alalwan et al., 2016 ; 2017; Amrita & Mohan, 2016; Arrigo, 2018; Bae & 

Zamrudi, 2018; Brocato et al., 2015; Fashoro & Barnard, 2017; Högberg, 

2016; Humphreys, 2013; Lawton, 2007; H.-C. Lin et al., 2020; Lovari & 

Bowen, 2020; Lupiáñez-Villanueva et al., 2009; Memon et al., 2015; Misirlis 

& Vlachopoulou, 2018; Mohamed et al., 2018; Mugari & Chisuvi, 2021; 

Salisch, 2014; Paluch & Holzmueller, 2015; Reeves, 2009; Roy, et al. 2018; 

Rudman, 2010a, 2010b; Saboia et al., 2020; Salo, 2017; Soumya & Revahty, 

2018; Syed, 2019; Tiwari et al., 2010; Valos et al., 2015) 

(n=29) 

36% 

 

Some articles appeared in more than one database and thus are represented multiple times in Table 

1.3 and resulted in a percentage exceeding 100% (refer to Table 1.3). ProQuest database has the 

highest number of publications in the SMM challenges domain. 

1.3.3 Subject Category 

An in-depth review of studies related to the field of SMM revealed that a few studies have directly 

and some indirectly addressed the challenges of SMM. The research covered various topics such 

as risks, challenges, concerns, barriers, threats, issues, and obstacles alongside SMM, SM, social 

media sites, social media networks, and Web 2.0 technology. Besides, some descriptive and review 

articles have also examined the opportunities and threats of SMM. By searching, reviewing, and 

aggregating all the articles found, these articles were organized into five subject categories, 

including SMM, Social Media Marketing Literature Review (SMMLR), Social Media Marketing 
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Challenge (SMM-Ch), Social Media Challenge (SM-Ch), and Web 2.0 Challenge (Web 2.0-Ch). 

The percentage of articles that belong to each of the proposed categories (taking into account words 

equivalent to challenge) is shown in Figure 1.3. We provide this figure to show the limited number 

of papers that are specific to SMM challenges.  

Figure 1.3 Percentage of Papers per Subject Category 

 

Based on the analysis, the SM Challenge category had the highest number of papers compared to 

other types. This implies that other than marketing, researchers in different fields are also interested 

in examining the risks and challenges of SM. We reviewed these papers in detail because of an 

overlap between some of the challenges introduced in SM and SMM. 

1.3.4 Research Methodology 

Through an in-depth review of 80 selected articles from the perspective of research methodology, 

we found out that most of the papers in this field are theoretical (76%). Empirical studies stand for 

24% of papers, which shows the need for further empirical studies in this domain. There are 

descriptive studies under the theoretical category that aimed to explain the concepts of SMM and 

have only identified the challenges and threats in this area of research.  

From our observations, 26.8% of the studies are related to review and theoretical articles, and 

20.7% are related to empirical studies. With the maturity of this field of study and over time, the 

number of empirical research is increasing. The identified empirical research was divided into 

three categories of quantitative, qualitative, and mixed research, and their ratio was 47.1%, 41.2%, 

and 11.8%, respectively. By examining qualitative empirical articles (Choi & Joo, 2021; Haynes 

& Robinson, 2015; Högberg, 2016; Lovari & Bowen, 2020; Lupiáñez-Villanueva et al., 2009; 

Mugari & Chisuvi, 2021; Syed, 2019), observation methods, interviews, brainstorming and focus 

group meeting and analysis of texts and documents of case studies were used to collect data. 

Quantitative empirical articles were also used the survey method with and without questionnaires 

to collect data (Attanasio et al., 2012; Beier & Wagner, 2014; Cecere et al., 2015; Koohang et al., 

2018; Osatuyi, 2015; Schyff et al., 2020; Soumya & Revahty, 2018). The investigation of the 

articles indicated that 59.2% of the articles were survey studies with questionnaires, 35.3% of the 

articles were survey studies without questionnaires, and 52.9% of articles consisted of both survey 

studies with and without questionnaires.  

SM-Ch
54%

SMM LR
17%

Web 2.0 -Ch
16%

SMM-Ch
8%

SMM
5%
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1.3.5 Common SMM Challenges 

SM favours risks and cyber-crimes because it has made it easy to get access to numerous 

information. There is a lack of monitoring and control (Nadaraja & Yazdanifard, 2013). In the 

leading economies, legislators are debating policy and enforcement of SM websites. Also, several 

large SM companies were recently embroiled in high-profile accusations of deliberately spreading 

misinformation, especially in the case of COVID and vaccine issues (Judd et al., 2021). 

Considering all these facts led people to be more skeptical of some social networking sites and the 

content on them. There is a growing recognition in the literature about the nature and dynamics of 

SM and its implications for marketing. The challenge for marketers is to implement SM effectively 

in ways that advance the firms' strategic marketing goals. Although SMM has huge benefits for 

consumers and marketers, the negative impact on both parties is evident. Challenges related to 

SMM implementation are concerned with the decisions and actions taken by firms to put SM to 

effective marketing use. A group of challenges studied in this study are regarding implementation 

challenges. Businesses' ultimate goal is driving strategic marketing actions through leveraging the 

reach, interactivity, and engagement attributes of SM (Tafesse & Wien, 2018). Given the 

importance of managing and analyzing the challenges of SMM in improving the performance of 

these platforms, the tendency of researchers to study this context has increased. With the ever-

increasing use of SM, academics and practitioners must become aware of different types of 

challenges and allocate marketing resources effectively. However, the number of these studies 

remains limited. The following theoretical framework shows the main and common SMM 

challenges that businesses face (please refer to Table 1.4).  
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Table 1.4 Theoretical Framework of Common SMM Challenges 
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Concern over leaving out people who do not have 

access to or use social media 
  *

        

Concern over security and privacy issues   *
 

*
  *
     

Difficulty in obtaining relevant best practices   *
        

lack of clarity concerning ownership  *
         

Lack of expertise in social media marketing   *
        

Legal and reputation issues        *
   

Negative views about the usefulness of social media 

marketing 
      *

    

Staff unwillingness to undertake new learning   *
        

S
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Cultural challenges         *
  

Cultural challenges (SM requires a new employee 

culture and a new way of thinking) 
        *

  

Implementing Marketing Information Systems         *
  

Lack of appropriate training about the usage of SMM 

systems 
  *

    *
    

Lack of expert human resources        *
   

Marketing information systems that involve the 

management of greater volumes of information and 

information flows 

        *
  

The high cost of producing content on social media    *
       

S
M

M
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a
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a
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o

n
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o
l Alignment of stocks with online offers when 

conducting online campaigns 
 *

         

Brand image management through social media          *
 

Brand notoriety in the use of social media    *
       

Coordination challenges (in management structure)         *
  

Customer Changing customer purchase journey  *
         

Designing an SM strategy   *
        

Determining the role of SM within the overall 

marketing strategy 
  *

      *
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Difficulties in assessing the effectiveness and 

performance of social media marketing (Measuring the 

Return on Investment (ROI)) 
 *

 

*
  *
  *
 

*
 

*
 

*
 

Difficulty in setting up a policy for social media use   *
        

Employee- high skilled employee requirement   *
        

High maintenance cost  *
 

*
    *
    

Law-Trust and privacy concerns of customers *
          

Managing relations with competitors on social media  *
         

Managing social media content  *
       *
  

Relationships with customers can be difficult to 

develop and maintain 
         *

 

Resource High resource requirement   *
        

SM ownership and accountability  *
 

*
        

S
M

M
 u
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ti

o
n

 

A user's (customer) engagement (reaction) is not 

obtained 
        *

  

Content- lack of standard for what time to post content  *
         

Content- lack of standard for what to post  *
         

Content-lack of standard for how often to post content          *
 

Cooperation between departments/coordination across 

functions is difficult 
 *

       *
  

Lack of knowledge and skill in using technology and 

social media 
   *

    *
   

Law - Ethic issues      *
     

Roles and responsibilities are not clearly assigned  *
         

SMM is very time-consuming   *
    *
    

Technology Challenges in Using social media    *
       

The information which sends is insufficient/ 

Inadequate quality of information on social media 
   *

       

 



17 

 

We categorized all the challenges found in these papers into 4 different categories, namely SMM 

adoption, SMM implementation, SMM management and control, and SMM utilization. This 

categorization was based on the papers read and the judgement of the researcher.  

1.4 Conclusions & Future Research Directions 

Information technology and marketing scholars are interested in understanding and using SM 

platforms, their capabilities, and the data generated in these platforms. In exploiting such benefits, 

there are many obstacles and challenges. Most of the previous research in the SMM context has 

been considering mostly the benefits of these mediums (Alves et al., 2016). Given the scarcity of 

studies systematizing the information conveyed by the research done thus far in the field of SMM 

challenges, we carried out this systematic review of the literature on this theme. This study 

performed a systematic literature review of 80 related studies published in SMM challenges from 

2007–July 2021. The review was expected to identify the most important relevant phenomena 

discussed in the past decade. The study made three main contributions to the literature, including 

(a) identifying and classifying SMM challenges that businesses face; (b) analyzing trends of 

articles in the context of SMM challenges; and finally (c) classifying mentioned studies based on 

their research methodology.  

The findings of this study indicate that researchers are increasingly paying attention to the SMM 

challenges, which are derived from the tendency of businesses and academics to study and apply 

this technology in the field of marketing. Due to the trendiness of this field of study, it was 

observed that among the reviewed articles, the ratio of descriptive articles (which mostly described 

the concepts) was the highest, and that of the empirical articles was the lowest. Considering the 

year of publication of empirical articles, the tendency of researchers to conduct empirical and 

applied research has increased. However, the gap between analytical studies in quantitative 

analysis of SMM challenges remains. Therefore, it is suggested that future studies conduct more 

quantitative research in this field. We recommend contextualizing, reviewing, and identifying 

common challenges, analyzing, and prioritizing them for various industries. Based on these 

challenges, practitioners can provide solutions and plans to prevent and correct actions that are 

related to these challenges with an ethical vision in understanding their corporate responsibilities 

toward stakeholders. Also, by being more aware of SMM challenges, they can reduce or eliminate 

their destructive effects. By knowing how to measure the SMM challenges effectively, companies 

and decision-makers can improve promoting services/products and develop a more coherent 

discourse in communication with stakeholders. However, more studies are necessary to explore 

organizations' (public entities, not-for-profit organizations, and businesses) perspectives as they 

engage in SMM, especially in terms of understanding the key barriers and obstacles in applying 

SMM in their respective contexts. The main limitation of this study was the limited number of 

databases and the inclusion of only academic journals and conferences. Business reports and 

periodicals should be included in the future to better grasp the complex challenges related to SMM. 

Therefore, complementary analysis, including other databases, would be necessary to confirm this 

study's conclusions. 

In Essay 2, we are going to look deeper into the challenges of SMM. For this purpose, the SM 

literature has been studied, and additional academic articles have been included that were omitted 

from the present study due to the search strategy. Consequently, a broader list of all SMM 

challenges has been provided. Finally, through a Delphi study, SMM managers and practitioners 

in the Iranian beauty industry evaluated the mentioned challenges and found the most challenging 

ones in their context. 
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Essay 2: Identifying & Assessing SMM Challenges in the Beauty Industry using the Delphi 

Method 

 

Abstract 

The beauty industry is one of the main and prominent SM users for their marketing purposes. In 

an effort to help increase the efficiency of such endeavours, this study aims to identify and evaluate 

the main SMM challenges that beauty companies face in Iran. For this purpose, drawing on 

academic research regarding the theoretical framework of SMM challenges, we extracted 57 

challenges and 4 dimensions from the review study of Essay 1. In order to collect the required 

data, a questionnaire was designed, and its validity was evaluated and confirmed by face content 

validity. The statistical sample consisted of 8 marketing and SMM managers and practitioners 

from various Iranian Beauty companies that use an SMM approach in marketing their products. A 

Delphi survey was utilized, and data were gathered through 4 rounds of data collection and 

analyzed using the Delphi method. The findings of this study indicated 41 challenges in 4 

dimensions in the SMM of this industry. Three challenges in particular include (a) coordination 

across different company functions that are engaged in SMM at both staff and managers level, (b) 

keeping security and privacy of company channel, customer, and company data, and (c) limited IT 

resources of some companies in the adoption of SMM reached the highest score based on experts' 

consensus and hence are most challenging to the Iranian cosmetic industry. As a novel study 

regarding the challenges of SMM, the findings of this study contribute to the academic domain of 

SMM and business marketing practice in the beauty industry. Moreover, practical implications for 

beauty industry practitioners have been provided where the authors identified and assessed the 

SMM challenges in Iranian Beauty companies. 

Keywords: Social Media Marketing, Social Media Marketing Challenges, Beauty Industry, Delphi 

Method, Kendall's Coefficient of Concordance 
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2.1 Introduction 

SM has changed consumer behaviour and how companies manage their businesses (Dwivedi et 

al., 2021). It has brought novelty to individuals’ life and new business designs that completely 

revolutionize communications but also the way businesses develop and evolve. SM reach 

stakeholders in multiple ways, from business to other aspects of our life. For business, it has 

become ubiquitous and inevitable, resulting in intense, complex, and manifold interactions 

between firms, other businesses and customers (Li et al., 2021). As indicated by the authors, 

reaching more buyers in diverse locations, improving brand evaluations, and developing solid 

connections with customers are some of the benefits of SM for firms. 

At the same time, SM has been advantageous for customers as it empowers them to take control 

of the marketing communication process. They actively create content, collaborate with others, 

and interact with firms’ messages (Hamilton et al., 2016; Li et al., 2021). They can easily and 

directly connect with one another, as well as participate in new products, services, and brands 

(Chatterjee & Kumar Kar, 2020). While online, people search for information about products and 

services and also communicate with companies and other consumers regarding products and 

services (Dwivedi et al., 2021). Organizations have valued and prioritized digital presence and SM 

as an integral part of their marketing strategy (Dwivedi et al., 2021; Stephen, 2016). However, SM 

has significant challenges. Identifying and assessing these challenges can help business managers 

increase the effectiveness and efficiency of SMM and, subsequently, improve business 

performance.  

The beauty industry has greatly leveraged the SMM strategy. With an expected revenue of 95 bn 

dollars in 2022, this industry is booming (Statista, 2022a). Individuals purchase beauty products 

and cosmetics to enhance their appearance and change or improve their imperfections (Denton, 

2019). These products are used to enhance an individual’s appearance, including very diverse and 

specialized skin care products, hair care products, nail care products, and other personal vanity 

products (Kaur & Kumar, 2021a). Beauty trends were typically sought through print magazines or 

television coverage of celebrity events, but the younger customers (as identified by age or felt 

youth of appearance) want an accessible and interactive experience. 

As part of their overall business strategy, the beauty industry spent more than 50% of its 

advertising expenditure on the internet in 2021 (Zenith, 2019). In fact, both developed and 

developing countries have shown growth in this sector, adopting novelty in products and services 

to a point where luxury beauty services are considered necessities for individuals (Kaur & Kumar, 

2021a). What makes SMM so special is the possibility of designing the offer to different customer 

groups while incorporating the knowledge acquired from marketing practices used in traditional 

media. SM addresses specific communication to niche markets tailoring the offer accordingly. 

Instagram and YouTube focus on visual content, including pictures and videos, both live and pre-

recorded, making it an ideal context to showcase cosmetic products and how to use them. By 

mixing original commercial ad content with paid influencers, platforms provide expert information 

absent in mass media marketing, individualizing, demonstrating, and explaining why a specific 

product is best suited for a specific skin condition (e.g., colour, age, dermatological care, and other 

complexities, etc.), emphasizing expertise, uniqueness of products in both messages and usages.  

Overall, the advantages of SM for businesses have been acknowledged by marketing practitioners 

highlighting the benefits, but, to our knowledge, however, little academic research has focused on 

the SM challenges. In particular, despite the widespread adoption of SMM in the beauty industry, 
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there are few academic studies related to the topic in this industry specifically (Kaur & Kumar, 

2021a). Calls for further investigation of this topic have been made by Shen & Bissell (2013). The 

authors indicated the need to expand research on SM engagement within the beauty market. In 

Essay 1, we reviewed 4 databases and discovered 43 challenges to better understand from an 

academic perspective the evolution of SMM. However, to grasp the complex evolution of the field, 

we propose in Essay 2 to broaden the scope of the challenges (from 43 to 57) and use the Delphi 

method to identify and evaluate these challenges in a particular context, the beauty industry in 

Iran. The Iranian context is complex due to many political and social-economic factors leading to 

greater variance as to why SM is important for customers and marketing managers to fulfil the 

demand while surpassing obstacles on a day-to-day basis to interact with the customer. In addition, 

the principal investigator is Iranian, which provides a better understanding of the whole ecosystem 

with easier access to the business network. 

Essay 2 further explores the findings in Essay 1. In section 2.2, we clarify the links between each 

SM, SMM, and the beauty industry, exposing common SMM challenges. Section 2.3 presents the 

research methodology and the Delphi method to introduce the screening and localizing of SMM 

challenges in the context of the Iranian beauty industry. Sections 2.4 and 2.5 review the results and 

discuss the challenges related to a specific context while broadening the scope of SMM dynamic 

evolution. Section 2.6 concludes, proposing future research and limits of Essay 2. From an 

academic perspective, a better understanding of the SMM context complexity using the Delphi 

method will provide further insights on what specific aspects of SMM may influence other 

marketing spheres while addressing issues that would not be possible without a close link at a 

dynamic ecosystem taking into consideration cultural factors (i.e., individual, collective, industry-

specific). The practice-based research will also be beneficial for managers and marketers to 

comprehend the challenges that accompany SM's constant evolution and increasing complexities, 

adopt an appropriate response and corrective actions, and ultimately use SM opportunities to better 

anticipate the market trends while attracting new, engaging, and retaining existing customers. 

2.2 Literature Review 

2.2.1 SM 

One of the top ICT applications, SM is an instrument that has an undeniable effect on firms to 

improve business strategy and performance (Chatterjee & Kumar Kar, 2020). Filo et al. (2015) 

analyzed SM practices in sports marketing and developed the following definition, “new media 

technologies facilitating interactivity and co-creation that allow for the development and sharing 

of UGC among and between organizations (e.g., teams, government agencies, and media groups) 

and individuals (e.g., customers, athletes, and journalists)” (Arrigo, 2018). The authors emphasize 

that SM’s facilitation of interactivities and co-creation enables organizations and individuals to 

develop and share UGC. Content is presented in audio, visual, or written format, or a combination 

of these methods (Alalwan et al., 2017) which offers an engaging experience for users. As 

technology advanced, internet users increased their SM usage. Today, SM offers a dynamic 

environment for many activities, and individuals use these platforms for different purposes, 

including entertainment, communication, shopping, and learning new skills (Qin, 2020).  

An exponentially increasing amount of time is spent on the internet and SM. In 2020, internet users 

worldwide took an average of 145 minutes per day on SM networks (Statista, 2021a). As people 

spend more time on SM, brands and firms capitalize on this opportunity to convert online users 

into potential customers (Kaur & Kumar, 2021b). The effect of increased internet usage on 

consumer behaviour positively influences consumer attitudes towards online shopping (Dwivedi 
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et al., 2021). Alalwan et al. (2017) indicate that SM can enhance two-way communication between 

customers and organizations strategically and, therefore, increase customer attachment to 

organizations. Because it is a tool that aids organizations in marketing strategy, it has also been 

proven to be useful for a firm's endeavours related to communication, customer relationship 

management and involvement (Alalwan et al., 2017). SM enables individuals to interact with each 

other spontaneously; hence, marketers can also reach their specific markets and engage with them 

easily (Appel et al., 2020). Finally, SM helps firms reduce costs and cultivate closer relationships 

with customers (Rugova & Prenaj, 2016).  

For businesses, SM has diversified its capabilities and usage. It fulfills various functions of 

customer interaction, such as customer service or promotions, and enhances customers’ buying 

behaviour through SM (Alalwan et al., 2017). It facilitates firm-customer connections, and through 

this, companies can change consumers’ attitudes, receive feedback from customers, and increase 

sales and brand awareness (Dwivedi et al., 2021). Not limited to specific industries, SM is being 

used by most firms for communication and for providing services for customers (Alalwan et al., 

2017). Like different digital technologies, SM has benefitted firms and customers in various 

industries and sectors through improved connectivity and, consequently, collaboration (Arrigo, 

2018). Firms in different sectors are developing specific practices to improve their brand identity 

and marketing performance. Hence, attracting more customers through SM in terms of 

involvement or customer relationships has been at the center of most firms’ attention (Alalwan et 

al., 2017; Filo et al., 2015). Chen & Huang (2020) identified six distinct reasons why firms adopt 

SM for use in their business, including to (a) act as a platform to share information, (b) increase 

consumer interactions, (c) build brand reputation and image, (d) find new customers, (e) collect 

market intelligence and other data, and (f) enhance cost-effectiveness in marketing 

communication. 

SM offers many opportunities for businesses, most of which are applicable and beneficial for 

marketing efforts. The following section discusses specific marketing applications in the form of 

SMM.  

2.2.2 SMM 

SMM has changed the landscape of buyer behaviour and marketing strategy. In fact, most of the 

offline traditional marketing practices have moved to online strategic marketing approaches (Kaur 

& Kumar, 2021a). The process of SM interactions provides firms and customers with resource 

exchange that is now considered a strategic marketing issue (Li et al., 2021). SM is the producer 

and carrier of massive amounts of data. These diverse types of data include customer opinions, 

personal data, and potential market offers availability. Companies can benefit from this rich data 

to make educated marketing decisions. More specifically, data from SM sites provide multifaceted 

rich information that can improve decision-making (Arrigo, 2018). In fact, SM marketers have 

recognized SMM as one of their prominent marketing channels (Appel et al., 2020). As of 2022, 

58.4% of the world’s population use SM (Hootsuite.com, 2022) and spend a considerable amount 

of their time on a daily basis surfing through various SM platforms, making them potential online 

customers.  

From a researcher standpoint, we adopt Dwivedi et al. (2015)’s definition of SMM as “a dialogue 

often triggered by consumers/audiences, or a business/product/service that circulates amongst the 

stated parties to set in motion a revealing communication on some promotional information so 

that it allows learning from one another’s use and experiences, eventually benefitting all of the 



22 

 

involved parties” (Dwivedi et al., 2015, p. 291). This definition is shared by many researchers 

specialized in this area (Alalwan et al., 2017; Dwivedi et al., 2015). In order to achieve high-level 

engagements, it is essential to have customer-to-customer interactions (Li et al., 2021). SMM 

strategies have higher chances of success if they are made based on consumers’ interactions 

through SM (Dwivedi et al., 2021). SM provides interactions and interconnectedness that are 

crucial parts of marketing and become strategic resources that ultimately develop into marketing 

competencies (Li et al., 2021). For creating, communicating, providing, and exchanging an 

organization’s valuable offerings, a firm uses SM technologies, channels and software (Alalwan 

et al., 2017). Through this, the organization is seeking to achieve marketing goals such as consumer 

information, customer relationship management, and sales improvement (Chen & Huang, 2020).  

Achieving marketing objectives at a low cost is one of the benefits of SMM (Dwivedi et al., 2021; 

Kaur & Kumar, 2021a). Integrating SM as a vital part of the overall marketing and business 

strategy is highly beneficial for any organization (Dwivedi et al., 2021).  

SM is a complex research domain. While SM sites are used by consumers as a means to facilitate 

social networking, they present an opportunity for strengthening brand-consumer relationships; 

for example, by having a positive effect on brand loyalty (Arrigo, 2018). This has been 

demonstrated by Laroche et al. (2013), who found that SM-based brand communities enhance 

customer relationships with the brand, other customers, the firm, and the firm’s products, which 

in turn improves brand trust and loyalty. Multiple studies have tested the impact of social 

interactions on SM on different marketing outcomes, such as sales and new customer acquisitions 

(Appel et al., 2020). In addition, a number of topics have been studied in the academic literature 

to date, including advertising of SM, interaction via SM and other media advertising, and the 

impact of diffusion of information on SM on marketing outcomes such as new product adoption 

(Appel et al., 2020; Gordon et al., 2019). 

As indicated above, SM has transformed itself from a marketing tool to a full-fledged marketing 

intelligence source through which firms can predict consumer behaviours (Li et al., 2021). 

Consequently, firms must leverage SM and its offerings to reach competitive advantages and 

desired outcomes (Li et al., 2021). SM is an essential medium for effective marketing activities in 

many consumer brands (Tajvidi et al., 2020), such as new product development or customer 

service (Di Domenico et al., 2021). As mentioned by Dwivedi et al. (2021), the opportunities 

provided by SMM are plentiful for organizations, namely, increased sales, decreased costs, and 

enhanced brand awareness. However, significant challenges such as negative electronic word-of-

mouth and invasive online brand presence should not be overlooked (Dwivedi et al., 2021). Hence, 

SM has become a double-edged sword for marketers. The consumers available to be reached by 

these platforms are abundant and diverse. On the other end, their presence can result in the 

spontaneous spread of negative electronic word-of-mouth, resulting in unfavourable outcomes for 

firms and stakeholders (Dwivedi et al., 2021). To prevent reputation damage to the company, 

marketers using SM should be aware of the potential harm that may arise from different improper 

reactions they have, such as responding promptly to negative content regarding the focal 

brand/product online (Dwivedi et al., 2021; Lappeman et al., 2018). It has been demonstrated that 

if unskilled practitioners engage in digital marketing without proper planning, it can have adverse 

effects. Therefore, marketing development and management should be done with care in order to 

avoid negative outcomes such as failure to provide benefits, decrease in value, increased 

transaction costs, unnecessary coordination costs, potential loss of non-contractible value, and 

more (Dwivedi et al., 2021). 
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2.2.3 SMM Challenges 

For businesses, SM has the potential to be both beneficial and problematic. As stated by Tuten and 

Perotti (2019), positive conversation on SM helps the brand; at the same time, negative word of 

mouth destroys the brand image. Hence consumers are empowered to use it to support businesses, 

but they can also weaponize it to harm brands (Kaur & Kumar, 2021a). Diverse SM platforms 

emerge frequently. There are no validated scales to measure SM endeavours and outcomes, and 

assessing the effectiveness and performance of SMM is a challenge, especially the return on 

investment (ROI) (Bae & Zamrudi, 2018; Choi & Joo, 2021; Choi & Thoeni, 2016; Elawadi, 2016; 

Huppertz, 2018; Keegan & Rowley, 2017; Paliwal, 2015; Rugova & Prenaj, 2016; Tanimoto et 

al., 2016; Valos et al., 2015). Additionally, one cannot neglect the speed of message spread in SM; 

hence if there is a complaint or negative word of mouth, it will be communicated instantly to 

millions of individuals, which is very problematic for the business involved (Dwivedi et al., 2021).  

SMM can cause challenges such as: finding the right customer group, trusting the information 

transmitted or its inaccuracy (Abeza et al., 2013; Alalwan et al., 2017), controlling the 

communication content and its distribution, weighting resource allocation and distribution (Abeza 

et al., 2013). Differentiating customer groups on SM is also a challenge for marketers (Alalwan et 

al., 2017). SM has shifted from a social networking platform to connect with friends to a source 

of information generation, consumption, and exchange for users (Di Domenico et al., 2021). Some 

misinformation can circulate due to the abundance of online information, which might impact 

consumers’ subsequent relationship with a brand, adversely affecting attitudes toward the 

company and its corporate reputation (Di Domenico et al., 2021). A few of these mentioned 

challenges indicate how it is complex for practitioners and academic researchers to understand the 

evolving broad perspective of SMM while observing and experiencing the different shapes SMM 

takes within a given industry or more specific spheric context (e.g., time, space, speed, rhythm, 

culture specificities, communication or language used). 

In conclusion, SMM can present downsides depending on the business type, size, and maturity. 

Therefore, it is crucially important for every firm to understand the issues and challenges of using 

SMM. It is vital for managers to understand how to identify and analyze such SMM challenges. 

In Essay 1, we began to address this important area through a systematic literature review. We 

extracted all SMM challenges from studies in four of the top academic databases, namely, Business 

Source Complete, Emerald Insight, ProQuest, and Web of Science. In Essay 2, we reviewed 

additional studies and merged them with the findings of the in-depth review conducted in Essay 1. 

Consequently, a list of 57 common SMM challenges was developed, divided into four dimensions: 

SMM adoption, SMM implementation, SMM utilization, and SMM management and control. 

These challenges have been identified with references for each SMM challenge cited. Most of 

these challenges have more than one citation and have been underlined by different scholars. For 

a detailed list of challenges, please refer to Appendix A: The Common Social Media Marketing 

Challenges for Businesses.  

In most of the research papers related to SMM challenges, we identified that few of the listed 

challenges have been covered. Most studies have looked at the challenges from a very specific 

perspective. In this study, we bring all the challenges together and use a detailed assessment of 

these challenges to understand managerial concerns to better allocate resources and help managers 

better address their unique challenges. In the following sections, we screen and localize these 

SMM challenges in the Iranian beauty industry to provide both a better understanding of the SMM 

complexities and how it has its specific morphology given the context analyzed. 
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2.2.4 SM: Beauty Industry Context 

There are five interrelated points that are elaborated in this section. They provide the rationale for 

the Essay 2 method and results sections and include (a) the beauty industry is progressing towards 

embracing SMM, (b) SMM is beneficial for the beauty industry, (c) influencers affect the design 

of the beauty industry with customers, (d) SM platforms offer different benefits to the beauty 

industry, and (e) SMM challenges prevent the beauty industry from reaching full potential. 

First, the beauty industry is progressing towards embracing SMM. Recently the beauty industry 

has expanded, and its focus has expanded to include different genders, races, and age groups. As 

a result, firms make use of diverse marketing tactics and strategies to appeal to their various 

markets and customer groups. At the same time, consumers’ tastes and acceptance of marketing 

practices changed, and they are not as readily accepting of advertisements that promise surreal 

results (Denton, 2019). The younger generation is fascinated with the beauty industry; they spend 

substantial money on beauty products and services, a trend also followed by older generations 

(Kaur & Kumar, 2021a). The revenue of the cosmetic market worldwide is 94.3 bn USD annually 

(Statista, 2022a). This industry is predicted to reach an annual value of 758 bn USD by 2025 

(Statista, 2022b). These forecasts demonstrate both the popularity and the influence of the beauty 

industry, with consumers using SM and businesses developing complex SMM strategies (Denton, 

2019). In particular, companies have shifted the way they view and design consumption patterns, 

especially in the beauty industry, concentrating their efforts on people’s expertise, experience, and 

accurate, transparent information exchange (Shen & Bissell, 2013).  

Second, SMM is beneficial for the beauty industry. In the past decade, SM has changed the way 

businesses are run for most industries, and in particular, the beauty industry (Denton, 2019). The 

interconnections allowed the customers and the companies to develop a better dialogue of what 

one desires and what the other can offer and how it presents its products and services (Kaur & 

Kumar, 2021a). SM is an effective tool for beauty marketers as it is an influential tool to reach and 

communicate with diverse audiences across regions that are otherwise hard to reach in order to 

share content, foster connections, and entertain participants (Kaur & Kumar, 2021a; Voorveld et 

al., 2018). SM has facilitated a merger between the consumer community and businesses; hence 

beauty firms are more responsive to products that match consumers’ needs (Denton, 2019).  

Overall, changes brought on by SM platforms have affected industry practices from big cosmetic 

manufacturers to local small businesses, such as salons, specialized boutiques, and so on. In other 

words, beauty industry marketers are adopting SM strategies to be able to compete in fierce 

competition and achieve growth (Kaur & Kumar, 2021b). Before visiting a website or store, 

consumers search online and acquire information on SM platforms (Kaur & Kumar, 2021a). Also, 

SM is a convenient tool to help customer retention. Stokinger & Ozuem (2018) studied the impact 

of SMM on the cosmetic industry and found that if SM is applied effectively in the domain of the 

luxury beauty industry, then market share and customer retention can be achieved. Organizations 

use SM for diverse purposes, such as creating consumer awareness, maintaining customer 

connections, and retaining customers (Stokinger & Ozuem, 2018). SMM provides active 

engagement and brand experience for luxury beauty brands (Stokinger & Ozuem, 2018).  Beauty 

brands use SM to create brand awareness and strengthen brand loyalty (Kaur & Kumar, 2021a; 

Shen & Bissell, 2013). The buying behaviour of beauty products can be influenced by the use of 

SM and e-WOM (Kaur & Kumar, 2021a; Manan et al., 2020). In conclusion, SM provides a 

powerful tool for organizations in the cosmetic sector to improve their performance (Dodokh & 

Al-Maaitah, 2019). 
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Third, influencers affect the design of the beauty industry with customers. Due to the digital 

medium and SM, consumers are aware of extensive information regarding cosmetic products and 

take part in products' conceptualization through user-generated platforms. Additionally, some 

consumers are using this opportunity for themselves; they find abundant beauty information online 

and provide it to buyers of these products in different ways. These producer-consumers, called 

influencers, have mediated the communication between buyers and sellers of beauty products 

(Roux, 2020). Companies in this industry utilize these content creators. Influencers are changing 

the face of the beauty industry, attracting cult-like followings on SM, particularly Instagram and 

YouTube (Gerdeman, 2019). Influential marketing is also becoming more prevalent in the beauty 

industry due to an increase in blogs, vlogs and influential reviewers and content creators on SM.  

Fourth, SM platforms offer different benefits to the beauty industry. Due to differences in 

preference of firms in the beauty sector, each one of them is using different strategies and patterns 

to employ SM (Kaur & Kumar, 2021a). The content analysis of six beauty brands revealed that 

there is a difference in Facebook utilization for marketing high-end brands when compared with 

department store brands (Shen & Bissell, 2013). The majority of beauty industry marketers utilize 

multiple SMM platforms simultaneously. Within India, prominent SM platforms used by the 

beauty industry are Facebook and Instagram, followed by Snapchat, YouTube, and LinkedIn (K. 

Kaur & Kumar, 2021b). All SM platforms have some similar practices and notable differences. 

Facebook can be used for diverse marketing tasks, ranging from selling products and services to 

understanding customers’ tastes and distributing desired information to the public, including 

current and potential customers. Facebook marketing is successful as companies enter a friendly 

relationship with customers, and hence, they form trust with them (Kaur & Kumar, 2021a; 

Ramsaran-Fowdar & Fowdar, 2013). Additionally, YouTube and Instagram are among the many 

SM platforms that have seen increased popularity in recent years. Platforms have been beneficial 

for the beauty industry, creating more demand for beauty products while enhancing consumer-

brand relationships (Denton, 2019). To better understand the use of SM platforms in the beauty 

industry and their advantages and drawbacks, Kaur & Kumar (2021a) conducted in-depth 

interviews with owners and marketing practitioners of beauty salons to learn about their 

experiences in marketing to consumers. Respondents were satisfied with the outcome of their 

SMM use and planned to increase their usage irrespective of the challenges they faced. 

Consequently, the researchers concluded that, from the owners’ perspective, SM is considered to 

have net benefits for the beauty industry (Kaur & Kumar, 2021a).  

Fifth, SMM challenges prevent the beauty industry from reaching its full potential. Despite the 

advantages offered by the transformation of the beauty industry through SMM, it also represents 

risks for the firms (Kaur & Kumar, 2021a). The use of SM by luxury beauty brands has been 

criticized as lessening the exclusivity factor that is key to branding, a result of the heightened 

accessibility that inevitably accompanies SMM. Moreover, SM with features such as comments, 

ratings, and reviews enables customers to share both their positive and negative experiences 

(Whiting et al., 2019), which is one of the challenges of SMM for practitioners. Despite the 

existence of such challenges, beauty brands are increasingly using SM to reap its benefits 

(Stokinger & Ozuem, 2018). On the other hand, SMM and influencer marketing are shaping the 

beauty industry (Kaur & Kumar, 2021b). Although the beauty industry is one of the primary users 

of SMM, extant academic research in this field is lacking. In this study, we address this research 

gap and find SMM challenges related to the beauty industry. We expect to contribute to the body 
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of academic research on this topic and help marketing practitioners to better allocate their resources 

while using SMM in their business.  

2.3 Research Methodology 

This study aims to use the Delphi technique for data collection and generation of SMM challenges. 

The data has been collected through a survey, and accordingly, the nature of this research is 

descriptive. The purpose of this study is to get a better understanding; hence, this study is applied 

research: “Applied research refers to investigation undertaken to discover the applications and uses 

of theories, knowledge and principles in actual work or in solving problems” (Sreejesh et al., 2014, 

p. 4). Furthermore, this study is cross-sectional as “most cross-sectional surveys gather information 

at a single point in time” (Sreejesh et al., 2014). 

2.3.1 Questionnaire 

Based on the common SMM challenges (please refer to Section 2.2), we designed a questionnaire 

that addresses these issues. The first part of the questionnaire consisted of 57 questions related to 

SMM challenges to measure how challenging each item of SMM was perceived by marketers in 

their company. Participants had to choose items based on a five-point Likert scale ranging from 

“1” very low to “5” very high. Additionally, there was an item with the “0” value used for not 

applicable challenges (please refer to Table 2.1). 

Table 2.1 Proposed Likert Scale 

Value Meaning 

0 Not a challenge at all 

1 Very low Challenging 

2 Low Challenging 

3 Medium Challenging 

4 Highly challenging 

5 Very high Challenging 

 

The second part of the questionnaire focused on the demographic information of participants. The 

data set was collected from September to December 2021. 

2.3.2 Sample Composition 

There can be a huge difference in the number of participants in a Delphi study (Chalmers & 

Armour, 2019). Thangaratinam and Redman (2005) considered 4 participants as acceptable for a 

Delphi study. In this study, we completed a conventional Delphi method. The sample is 

homogeneous, based on smaller groups, and sufficient to form a panel size. For this study, the 

sample includes eight experienced experts in SMM, digital marketing, internet marketing, and 

SMM fields in the Iranian beauty industry. Respondents were selected using the snowball method. 

They were selected based on their SMM in the beauty industry. As they are considered experts in 

their field, they are reasonably expected to have both theoretical knowledge and practical 

experience with the types of challenges that evolve and constantly arise in this domain.  
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2.3.3 Delphi Survey 

We used the Delphi method to analyze the collected data. This method is a renowned and accurate 

technique in expert judgment studies. This scientific method uses a questionnaire to collect the 

desired information and ultimately unite and achieve a common standpoint from the different 

experts (Msibi et al., 2018). The Delphi method is used in various disciplines, such as business 

(Beiderbeck et al., 2021), program planning and resource utilization, and many more (Fink-Hafner 

et al., 2019). It is used as a means to find all possible alternatives to “explore or expose underlying 

assumptions” (Fink-Hafner et al., 2019, p. 1) and correlate judgments on issues in different 

disciplines (Fink-Hafner et al., 2019). Through the Delphi method, a group of experts discuss the 

topic of the study, and through the different analyses, their individual responses are synthesized 

and discussed to reach a consensus. This conversation is done through a questionnaire. 

Respondents are unaware of each other’s identity and answers to each of the questions. Hence, 

bias and group pressure are avoided (Torrecilla-Salinas et al., 2019). The Delphi technique is a 

unique method to manage group interactions because (a) the interaction between group members 

and the responses they provide are anonymous, (b) it is possible to run various rounds of 

questioning, and finally (c) feedback of each round is provided to group members between rounds 

(Chalmers & Armour, 2019).  

We used this method as it is the most suitable method to reach a consensus on challenges between 

marketing experts. We avoided bias and group pressure and ultimately reached a consensus on the 

different challenges identified. We ran four (4) Delphi rounds. This decision is supported by 

(Erffmeyer et al., 1986). The optimal number of Delphi rounds is “the minimum number of rounds 

necessary to reach an acceptable level of accuracy” (Erffmeyer et al., 1986, p. 121).  

2.3.4 Kendall’s W Coefficient 

In Delphi studies, the opinion of the group will be aggregated and sent back to each respondent in 

multiple rounds to review the same set of items. The rounds will be done sequentially (Beiderbeck 

et al., 2021). Based on (Chalmers & Armour, 2019), we completed the data collection when the 

Delphi study reached stability. Stability is reached when changes distribution of the responses from 

one round to the other is considered minimum.  

Kendall’s W accentuates the order (relative importance) of the ranks rather than the distance 

between them. Compared to other coefficients like the Spearman rank order coefficient, Kendall’s 

W is a preferred coefficient for Delphi surveys (Syoufi, 2018). We use Kendall’s W coefficient of 

concordance as a statistical method to determine stability, which is suitable for this study. When 

evaluating a certain number of items on an ordinal scale, Kendall’s W coefficient is a measure to 

evaluate the level of consensus (Torrecilla-Salinas et al., 2019). 

In the following part, we calculate Kendall’s W by using the following assumptions. If the rater j 

gives rank 𝑟𝑖𝑗 to item i, and we have n as the total number of items and m as the number of raters.  

Rank of item 𝑅𝑖 will be calculated as:  

𝑅𝑖=∑ 𝑟𝑖𝑗
𝑚
𝑗=1  

Later we calculate the mean value of ranks �̅�: 

�̅� =1
𝑛⁄ ∑ 𝑅𝑖

𝑛
𝑖  

To reach the sum of squared deviations, we calculate S: 
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𝑆 = ∑ (𝑅𝑖 − 𝑅)2
𝑛

𝑖=1
 

Ultimately, Kendall’s W is calculated by considering the squared deviation S, the total number of 

items n, and the number of respondents m: 

W=
12𝑆

𝑚2(𝑛3−𝑛)
 

This value is a measure to decide if data collected from respondents had enough consensus between 

raters or not. W around 0.9 shows unusually strong agreement. For W higher than or equal to 0.7, 

we conclude that there is a strong consensus between raters. For W around 0.5, we conclude that 

there is a moderate consensus between raters. Any W below 0.3 is interpreted as a weak consensus 

(Syoufi, 2018). If the value of W is closer to 1, the raters have reached a consensus. On the other 

hand, the closer the value of W to 0 displays a lack of agreement among panellists.   

2.3.5 Ranking 

We ranked the items through two separate methods. First, we ranked them based on the average 

of the experts’ opinions in the final round of Delphi data collection. Each item with an average 

value of less than 3 was categorized as not very challenging. The number 3 was chosen as the 

cutoff value of the Likert scale of 1 to 5. Furthermore, the top challenges were found from this 

type of ranking. Next, we used the Friedman test to calculate the mean rank of each SMM 

challenge and ranked all challenges based on the resultant value. For each of the four challenge 

dimensions we ran the Friedman test and subsequently ranked the challenges. 

Ethics approval for this study was obtained from Concordia University’s Research Ethics Board. 

For all statistical analyses in this study, we ran descriptive statistics using Kendall’s W. The data 

analysis process was performed using SPSS v.28. The data process flowchart was schematically 

organized in four steps (please refer to Figure 2.1). A sample of the questionnaire which was sent 

to respondents is available in Appendix G.  

Figure 2.1 Phases of Essay 2 Research 
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2.4 Results 

In the following section, results are presented for (a) description of participants, (b) findings of 

Round 1 of the data collection, (c) findings of Round 2 of the data collection, (d) findings of Round 

3 of the data collection, (e) findings of Round 4 of the data collection, and lastly (f) finalizing and 

ranking the challenges. 

2.4.1 Description of Participants 

After extracting the common SMM challenges from the literature, with eight (8) members forming 

a panel of SMM professionals in the industry, we analyzed the challenges in the context of the 

Iranian beauty industry. These experts had professional experience as marketing managers using 

SM for brand marketing either in their current role or in their former marketing role (please refer 

to Table 2.2). In order to collect data from these panellists, a questionnaire was designed using the 

Delphi method. This questionnaire was distributed to all members of the panel (please refer to 

Appendix G.). 

Table 2.2 Characteristics of the Experts 

Experta Occupation 

Years of 

experience Education 

AK Marketing Manager 10 MBA 

IS Digital Marketing Manager 8 Bachelor of English literature 

HRM Area Manager 9 MBA 

HRGH Content Creator 15 Master of Metallurgy 

AHM Marketing Manager 5 Bachelor of Management 

AP Marketing Strategy Expert 6 Master of English literature 

AR Area Manager 8 MBA 

ST Marketing Manager 9 Bachelor of Graphic Design 

a Participants have been identified here by their initials. 

To measure the consensus of experts on the proposed challenges, we formed the following 

hypotheses: 

𝐻0: 𝑃 > 0.05 

𝐻1: 𝑃 ≤ 0.05 

2.4.2 Findings of Round 1 of Data Collection 

The respondents filled in the questionnaires that were sent to them. For each SMM challenge listed 

in the questionnaire, experts indicated the perceived severity of the challenge by selecting a value 

from 1 to 5 on the Likert scale. An alternative option, 0, was selected to indicate the non-existence 

of such challenges in their practice. The data collected through round one of the Delphi studies are 

presented in Appendix C., Table C.1. By entering the data in the SPSS V.28 software and analyzing 

the data, the coefficient Kendall’s W was calculated. Results are summarized in Table 2.3. 
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Table 2.3 Kendall's Coefficient of Concordance (W): First Round of Delphi Data Collection 

Test Statistics 

N 8 

Kendall's Wa .287 

Chi-Square 128.636 

df 56 

Asymp. Sig. <.001 

a Kendall’s Coefficient of Concordance 

As we can see from the above table, the significant value (p-value) result is less than 0.05, so the 

null hypothesis was rejected. On the other hand, the value of Kendall’s W was equal to 0.287, 

which was less than 0.5. This value shows a weak consensus of respondents. Therefore, we 

continued the survey to the second round to reach a better consensus among participants. 

2.4.3 Findings of Round 2 of Data Collection 

For the second round of data collection, we provided the same list of items along with the average 

value that all respondents had indicated in the first round. Respondents were asked to provide a 

second rating for each item, given the added information of the average value. The respondent’s 

own previous rating for each item was not indicated on the survey; however, given the nature of 

the data collection exchanged via e-mail, respondents would have had the opportunity to access 

and review their past responses, if desired.  The data collected in the second round of the Delphi 

method are displayed in Appendix C, Table C.2. The coefficient Kendall’s W was calculated, and 

the results are summarized in Table 2.4.  

Table 2.4 Kendall's Coefficient of Concordance (W): Second Round of Delphi Data Collection 

Test Statistics 

N 8 

Kendall's Wa .365 

Chi-Square 163.386 

df 56 

Asymp. Sig. <.001 

a Kendall’s Coefficient of Concordance 

 

As can be seen, the p-value is still less than 0.05 in this round, which indicates the rejection of the 

null hypothesis. On the other hand, the value of Kendall’s W is still less than 0.5, which suggests 

that we continue the Delphi survey process to the third round. We updated the questionnaire of the 

second round of Delphi and provided the new average for the third questionnaire. 



31 

 

2.4.4 Findings of Round 3 of Data Collection 

Experts were given the round three questionnaire with the average from round two. In this round, 

again, they had the opportunity to revisit each item with the added context of the average rating 

given to each item. Data for this round were collected from experts and have been presented in 

Appendix C, Table C.3. According to the collected data, the coefficient Kendall’s W was 

calculated for the third round and the obtained results are shown in Table 2.5.  

 

 

 

Table 2.5 Kendall’s Coefficient of Concordance (W): Third Round of Delphi Data Collection 

Test Statistics 

N 8 

Kendall's Wa .509 

Chi-Square 228.172 

df 56 

Asymp. Sig. <.001 

a Kendall’s Coefficient of Concordance 

 

The p-value is less than 0.05, which indicates the rejection of the null hypothesis. On the other 

hand, the value of Kendall’s W is 0.509, which confirms the relative consensus of experts on the 

challenges; however, to be able to see a higher significant value, we did a fourth round of data 

collection. The threshold of 0.509 is considered to be a moderated consensus. We could have 

stopped collecting data. However, to reach a higher stronger consensus, we continued the data 

collection process. Like the previous rounds, we updated the third-round questionnaire presenting 

the average opinions of all experts. Each expert was known to have average opinions on each of 

the challenges exposed and was given an additional opportunity to review their results. The data 

of the fourth round of Delphi are presented in Appendix C, Table C.4. 

2.4.5 Findings of Round 4 of Data Collection 

The data collected in round four are presented in Table 2.6. Ultimately, this proved to be the final 

round of data collection. The collected data were analyzed, and the value of the coefficient 

Kendall’s W was calculated.  

Table 2.6 Kendall’s Coefficient of Concordance (W): Fourth Round of Delphi Data Collection 

Test Statistics 

N 8 

Kendall's Wa .734 
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Chi-Square 328.987 

df 56 

Asymp. Sig. <.001 

a Kendall’s Coefficient of Concordance 

 

We observe the p-value to be less than 0.05, which indicates the rejection of the null hypothesis. 

The value of Kendall’s W is 0.734, confirming a high level of consensus between experts. 

Consequently, by reaching a consensus and acceptance of the alternative hypothesis, we completed 

the data collection and proceeded to reviewing the results ranking the challenges. 

2.4.6 Ranking Challenges 

As discussed in the Methodology section, two different methods were used to rank the challenges. 

The first approach was based on the average of our panellist experts’ opinions in round four. The 

second approach uses the Friedman test.  

2.4.6.1 Ranking Challenges based on Average of Experts’ Opinions in Round 4 of 

Data Collection 

First, we ranked challenges based on the average of experts’ opinions in round four of Delphi data 

collection, as presented in Table 2.6. Results of the analysis are summarized in Appendix D, Table 

D.1. Through this analysis, we found the following challenges as the most important to all 

marketers interviewed in the Iranian beauty industry: 

1. Coordinating across different company functions that are engaged in SMM at both staff 

and managers level (SMM implementation) 

2. Keeping security and privacy of company channel, customer, and company data (SMM 

utilization) 

3. Constraints of limited IT resources of some companies to adopt SMM strategies (SMM 

adoption) 

2.4.6.2 Challenge Reduction based on Average of Experts’ Opinions in Round 4 of 

Data Collection 

We reduced the number of challenges based on the average of the experts’ opinions in round 4 of 

the Delphi survey. Through this ranking, we found that 16 of the challenges received an average 

rating of less than 3.0, so we categorized them as “not very challenging.” The value 3.0 was chosen 

as the cutoff value of the Likert scale of very low “1” to very high “5”; these challenges did not 

meet this threshold and were not among the acceptable/applicable challenges of SMM in the 

Iranian beauty industry. The four major items (and their specificities) should be removed from the 

challenges list because they are not applicable to Iranian beauty marketing practitioners.  

1. SMM adoption dimension: “Reaching customers is hard on SM and the company 

might leave out people who do not have access to or use SM” had a value of less 

than 3 and was omitted.  

2. SMM implementation dimension: “Appropriate training about the usage of SMM 

is not available” was evaluated as not very challenging in this particular context 

and hence can be omitted from the list. 
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3. SMM management and control dimension, a couple of challenges were omitted as 

our experts did not consider them to be “very challenging”: 

• Alignment of stocks with online offers when conducting online campaigns 

• High resource requirement for SMM 

• Customer-to-customer relationships through SM 

• Generating and designing appropriate reports based on SM analysis 

• Setting up a policy for SM use 

• High maintenance cost of SMM 

• Customers create content online at the same time as companies 

• Less control over SMM content 

• SM changes Customer purchase journey 

4. SMM utilization dimension, the following items were omitted as our experts did 

not consider them to be “very challenging”: 

• Managing ethical issues related to SMM  

• Harass SM contacts and business accounts of followers 

• Communicating in two languages 

• Lack of a standard for how often to post on SM 

• Lack of a standard for what time to post content on SM 

2.4.6.3 Ranking Challenges based on Friedman’s Mean Rank 

We used the Friedman test and calculated the mean rank of each SMM challenge to rank the items.  

2.4.6.3.1 Ranking All Challenges based on Friedman’s Mean Rank 

All items have been analyzed through the Friedman test, and the results are presented in Appendix 

E, Table E.1; please refer to this table for a detailed list of challenges and their degree of 

importance. Through this ranking, we found the following items to be most challenging from the 

experts’ judgment point of view. The top three challenges with the highest mean rank included (a) 

“Coordination across different company functions that are engaged in SMM at both staff and 

managers level” (C12)  from the SMM implementation dimension with the highest ranking; (b) 

“Keeping security and privacy of company channel, customer, and company data” (C19) from the 

SMM utilization dimension with the second highest ranking; and (c) “Limited IT resources of 

some companies in the adoption of SMM” (C5) from SMM adoption dimension with the third 

highest score and importance. Hence, these items had the highest priority in taking preventive 

strategies and corrective actions to deal with. 

Through this ranking review, we found top challenges compatible with results in previous rankings 

based on the average of the experts’ opinions. The 16 challenges with the least mean rank are the 

same as the mean of items of round 4. Hence, they should be removed from the priority list. 

However, we observe that the order of the remaining challenges is not necessarily the same through 

the two ranking methods.  

For each of the four challenge dimensions, namely SMM adoption, implementation, utilization, 

and management and control dimensions, we identified the top challenging items and presented 

them in the following sections.  
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2.4.6.3.2 Ranking Challenges in SMM Adoption Dimension according to the Friedman 

Test 

In the SMM adoption dimensions, limited IT resources for some companies in the adoption of 

SMM is the most challenging factor considered by Iranian SMM experts. The rankings for this 

dimension can be summarized as (a) Limited IT resources of some companies in the adoption of 

SMM; (b) Choosing the right platform for SMM; and (c) Some businesses and employees do not 

consider SM as a marketing channel (please refer to Appendix F, Table F.1). 

2.4.6.3.3. Ranking Challenges in SMM Implementation Dimension according to the 

Friedman Test 

With regards to the ranking challenges of the SMM implementation dimension, according to the 

Friedman test, the most important dimensions of SMM implementation when considering the 

highest values in that dimension and the challenge itself include (a) Coordination across different 

company functions that are engaged in SMM at both staff and managers level is the most important 

challenge agreed upon by the experts in our study; (b) The high cost of producing content on SM; 

and (c) Lack of expert human resources regarding SM. Marketing practitioners and managers 

should be more attentive to challenges during the implementation of SMM (please refer to 

Appendix F, Table F.2). 

2.4.6.3.4 Ranking Challenges in SMM Utilization Dimension according to the Friedman 

Test 

The mean rank of each SMM challenge for the SMM utilization dimension was calculated by the 

Friedman test and indicated the items (a) Keeping security and privacy of company channel, 

customer, and company data; (b) The difficulty of cooperation between different departments; and 

(c) Overt marketing or advertising techniques on SM might turn off the customers. The 

practitioners should be aware of these challenges, especially in terms of the security and privacy 

of company and customer data (please refer to Appendix F, Table F.3). 

2.4.6.3.5 Ranking Challenges in SMM Management & Control Dimension according to 

the Friedman Test 

The mean rank of each SMM challenge for SMM management and control dimension, according 

to the Friedman test, provided three (3) top challenges for the SMM management and control 

dimension, according to practitioners in the Iranian beauty industry. These included (a) In the 

SMM context, customers have privacy concerns, and achieving their trust is a challenge; (b) 

customers interact with companies on SM, answering and reacting to a customer and managing 

this relation; and (c) designing an SM strategy (please refer to Appendix F, Table F.4). 

2.5 Discussion of Findings 

This study screened and ranked SMM challenges in the context of the beauty industry in Iran. SM, 

due to its visual aesthetic and video capabilities, is a perfect medium for different players in the 

beauty industry. SM and internet technologies have become more advanced. As a result, the 

effectiveness of marketing through SM has increased, and firms have reached a level of trust with 

stakeholders such that it has become a seemingly irresistible marketing strategy for many 

companies and organizations in various sectors. The benefit of SMM is evident for marketers, and 

they are using it to achieve numerous marketing objectives such as attracting new customers or 

retaining current customers.  

Although SMM is fruitful for businesses, there are challenges and downsides in developing and 

implementing this marketing strategy. Although the beauty industry has huge growth potential, the 



35 

 

research in this industry is highly fragmented and insufficient. This is partly due to the lack of 

industry regulation and also due to the structure of the industry, which is fragmented into sub-

divisions (K. Kaur & Kumar, 2021b). This study focused on grasping the dynamics of the SMM 

in the beauty industry, particularly in the Iranian cultural context, while shedding light on the SMM 

literature and discovering under-addressed areas. The comprehensive literature covered a broad 

range of SMM definitions and challenges. The 57 key SMM challenges identified through the four 

rounds of the Delphi method helped to better organize the field into four broad categories that are 

somewhat interrelated and dynamic. These four categories can be addressed simultaneously in the 

academic and the business domains and can be further be scrutinized according to specific 

industries that may have their individual particularities, including (a) broad macroeconomic to 

cultural challenges, (b) meso-level industry-specific infrastructure to legal challenges (regional 

and global), (c) micro-management to the broader macro impact of the security challenges 

indicating the interrelated and multidimensionality of these challenges, and (d) a comprehensive 

attention to the various challenging aspects of SMM tool at different levels of the ecosystem.  

Taking a contextual approach, we demonstrated that there are specific challenging SMM for forms 

in the beauty industry in Iran. Proper SM adoption, implementation, utilization, and management 

of SMM tools is contingent on awareness of SM by the marketing managers and their ability to 

undertake appropriate corrective actions. Through this study, we provided a list of challenges that 

managers can implement to correct or undertake preventive actions in a specific area. We observed 

that companies operating in the beauty industry are facing diverse limitations, such as financial, 

human, knowledge and so on. Hence, their capabilities to deal with all the challenges are limited 

and providing the most useful ones may allow them to be more efficient. By carrying out the 

Friedman test on the final round data of the Delphi method, we found the following challenges as 

the most important ones in each of the following dimensions:  

• In the Iranian beauty industry, when companies are adopting SM, their limited IT resources 

are the most challenging dimension; 

• Experts indicated that during the process of SMM implementation, the most important 

challenge is providing coordination across the different functions within the company that 

are engaged in SMM. This has been seen both at staff and management levels; 

• In terms of the SMM utilization dimension, keeping the security and privacy of company 

channels, customers, and company data is the most important challenge in the Iranian 

beauty industry; 

• Regarding the SMM management and control dimension, the experts believe that in the 

SMM context, customers have privacy concerns, and achieving their trust is the most 

challenging item.   

In an aggregated Friedman test on the final round data of the Delphi study, it was observed that 

the three challenges received the highest score and priority, including (a) “coordination across 

different company functions that are engaged in SMM at both staff and managers level”; (b) 

“keeping security and privacy of company channel, customer, and company data,” and (c) “limited 

IT resources of some companies in the adoption of SMM.” These items require special attention 

from the marketing managers, and decision-makers. The selection of each of these challenges as 

the most important one, however, does not imply that the other dimensions and challenges are not 

important. Each challenge has a special level of importance depending on its mean rank. The ranks 
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of some other items are close to mentioned challenges, and managers should consider them and be 

wary of them as well.  

2.6 Conclusion & Recommendations 

In this study, we screened SMM challenges in the Iranian beauty industry. We conducted the 

Delphi method. There are limitations out of the researcher’s control. These limitations include but 

are not limited to (a) the panel of experts in this study included managers and marketing experts 

from highly respected beauty companies in Iran; (b) collecting the required data from them was 

problematic, especially during the COVID-19 pandemic as most of them were working remotely 

and under time constraints; and (c) considering the data acquired in this study was from Iranian 

companies and in the beauty industry, generalizing the determined rank of challenges to other 

industries may need to be reviewed. Consequently, future research should address these limitations 

and improve the robustness of the findings.  

For future research avenues, first, we suggest that other researchers implement the study in new 

countries and industries of interest. The usage of SMM in other countries might be different than 

in Iran due to cultural and sociopolitical differences, government policies and control over SM 

use, in addition to distinctive customer tastes. Second, while expanding the research domain in 

SMM, it is also important to review many perspectives (marketing managers), other decision-

makers in the organization, and customer interactions as well considering experts and influencers. 

In this study, marketing practitioners were asked for their perspectives and to rank SMM 

challenges. It is desirable that in future research, scholars seek the SMM challenges from the 

customers and other online users. These challenges range from trust issues with companies 

(Huppertz, 2018), to feelings regarding the intrusion of their privacy, to their lack of desire to face 

multiple SMM messages during their online experience. It would also be valuable to see a 

comparative study on the challenges of other types of digital marketing to SMM in the beauty 

sector or other sectors as well.  

After a comprehensive study of SMM challenges, we expanded our research further by 

concentrating our new perspective on one of the most ubiquitous applications of SM in the current 

business era, the use of SMIs, which is applicable to diverse types of businesses. Continuing our 

line of inquiry through the lens of contingency theory (Luthans & Stewart, 1977), we endeavoured 

to study these challenges in different contexts with different perspectives. Essay 2 examined 

challenges from the viewpoint of those operating in the beauty product industry and specifically 

within Iran's cultural context. In Essay 3, we expand on these views by shifting our focus to the 

broader context of SMEs. SMEs comprise approximately 90% of business globally (World Bank 

Group, 2023), operating within and across various regions and industries. SMEs are a critical 

component of the economy yet have vastly different resources and competencies than larger 

corporations and, in turn, different attitudes and approaches towards SMM. Thus, the perspective 

of these practitioners is incredibly valuable to capture.
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Essay 3: Identification and Assessment of Key Factors in SMI Selection for SMEs 

 

Abstract 

SMEs are pivotal in the modern business era. The importance of SMEs in the global economy is 

reflected in most countries’ economies, as more than 90 percent of businesses are SMEs globally, 

representing more than 50 percent of all jobs. To increase marketing efficiency, SMEs have used 

SM and SMIs to promote their brands and improve their business sales and performance. 

Marketing managers must carefully select influencers who are well in harmony with the brand and 

have an impact on the firm’s desired consumers to achieve the desired outcome of enhancing 

positive brand association and subsequently increasing product sales. To do so, marketers should 

know the key factors influencing the selection of the right SMIs. This study used interviews and 

survey methodology to identify and evaluate the key factors influencing the selection of desired 

SMIs for SMEs. After an in-depth literature review and extraction of the factors, an online semi-

structured interview was conducted with eight SME business owners who use SMIs to refine the 

factors and find the most suitable ones. Then, the conceptual model of the SMIs’ selection factors 

was drawn. Finally, the partial least squares structural equation modelling (PLS-SEM) approach 

has been applied to fit this model and test the research hypotheses. Later, an online survey was 

administered through MTurk, and data were collected from a group of experts, including 68 

business owners and marketing specialists from various SMEs. The findings indicated five 

dimensions that significantly positively influence SME choice of SMI, though to varying degrees 

of importance, including engagement, SMI traits, content relevance, compensation, and SMI 

workstyle. SM managers should choose influencers who resonate well with designated consumers 

to enhance positive brand association and increase product sales. This study helps to understand 

further best practices for success in an increasingly unpredictable SM environment and offers a 

framework for future work to assess, compare, and select the most influential SMIs in different 

organizational contexts (public and private entities). 

Keywords: Social Media Marketing; Influencer Marketing; Social Media Influencers; Structural 

Equation Modeling; Partial Least Squares Approach. 
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3.1 Introduction 

Consumer behaviour has shifted and changed due to the rise of the internet, increasing number of 

consumers are turning to online shopping as their preferred method of purchasing (Novitasari et 

al., 2022). Due to the increasing accessibility of the internet to global users, SM platforms initially 

offered ways for individuals to connect and cultivate personal networks online. Currently, SM 

allows billions of individuals globally to connect and seek information in a convenient and 

accessible manner (Litvin et al., 2018). As a result, SM has truly transformed the way people 

communicate, interact, and impact one another. It follows that in the early 21st century, the use of 

SM has become a prevalent business strategy (Ali Abbasi et al., 2022). However, initially, many 

organizations did not fully grasp how to effectively utilize SM, taking it at face value as a platform 

for personal communication rather than a powerful tool that can significantly enhance their 

business operations (Bitiktas & Tuna, 2020; Hidavat et al., 2020). However, this has dramatically 

changed in recent years (Ali Abbasi et al., 2022).  

With the onset of the global COVID-19 pandemic, the year 2020 saw an uptick in the use of social 

networks for both socializing and commerce. With regional lockdown measures limiting face-to-

face interactions, individuals relied on virtual platforms to remotely carry out various day-to-day 

activities, such as connecting with loved ones, online shopping, and selling goods and services 

(Mabkhot et al., 2022). Regardless of size or industry, businesses often had limited options but to 

move operations to a virtual space, resulting in a migration to online retailing (Bartik et al., 2020). 

SMEs were not an exception, with those who had already invested in an online marketing strategy 

being pushed to further their digital presence to assert their space in a saturated landscape. Hence, 

they started utilizing the full potential of SM, which provides ample opportunities for SMEs to 

thrive and expand (Hidavat et al., 2020). 

Currently, a rising trend in SM is the rise of SMIs. The concept of SMI is believed to have emerged 

around 2015-2016, as noted in an article on the British Independent news website called "Meet the 

Influencers" (Giles, 2018; Saul, 2016), and refers to individuals who have built a large SM 

following and are considered trusted experts in one or multiple niches, thus having the ability to 

influence their followers (de Veirman et al., 2017; Ki & Kim, 2019; Ki et al., 2020). Here, 

influence is the ability to inspire action and garner engagement through posts shared by a strong 

influencer on SM or real life (Freberg et al., 2011). There are three crucial components of the SMI 

definition, including (a) a large number of followers, (b) active engagement with followers, and 

(c) promotion of products or brands (Jin et al., 2019). For businesses looking for a marketing 

partnership, SMIs offer a new type of independent third-party endorser who can shape audience 

attitudes and perceptions through SM (Freberg et al., 2011).  

Influencer marketing, or online influencer marketing (OIM), is a marketing approach wherein a 

business identifies and incentivizes online influencers to advertise the company's products and 

services through interactions with their followers on SM, taking advantage of the influencer's 

exceptional resources and improving the company's overall effectiveness (Leung, Gu, Li et al., 

2022). As described by scholars, OIM is a form of viral marketing in which an online personality 

affects consumers' attitudes through various forms of communication on SM, such as posts 

(Facebook), Tweets (Twitter), or blog posts (Childers et al., 2019; Xiao et al., 2018). These “micro-

celebrities” are not as famous as popular figures from mainstream pop culture. Still, they have a 

dedicated and passionate following on SM, with anywhere from thousands to millions of followers 

on their platform of choice. OIM leverages this following by integrating the brand into the 

influencer’s content and creating endorsement (tacit or explicit) to a selective audience who not 
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only actively experience the content but also have an established affinity for the influencer 

(Mabkhot et al., 2022). Hence, OIM has become a popular strategy for companies and 

organizations looking to improve performance and increase their reach with different audiences 

simultaneously performance (Hodijah et al., 2021). An increasing number of companies are 

employing it to better reach their target audience (Masuda et al., 2022). Different types of 

businesses, including retailers, are forming partnerships with SMIs to attract consumers and 

increase traffic to their online stores (Ki et al., 2020; Ryu & Park, 2020).  

Influencers often have more followers than the brands they market, but benefits surpass the number 

of viewers. Firms that can reach a broad audience through SMIs are more credible than traditional 

celebrities and are just as effective in an endorsement role (Xu & Pratt, 2018; Ki et al., 2020). 

Companies highly value SMIs as they offer direct communication to specific audiences, including 

customers that may be hard to reach through traditional media (Chatzigeorgiou, 2017; Lin et al., 

2018) or are less receptive to other SMM efforts (Childers et al., 2019). By leveraging the trust 

relationship between customers and the SMI, brands connect with various online audiences 

selecting smaller specialized groups who may need to be more receptive to more conventional 

commercial efforts (Childers et al., 2019). In marketing, endorsements are crucial in building a 

company's reputation and achieving its objectives (Knoll & Matthes, 2017). The influencer-

follower relationship dynamic is critical to the effectiveness of OIM. SMIs are perceived as both 

more trustworthy and more authentic when compared to traditional celebrities (Appel et al., 2020). 

They have high credibility in different industries, a large following, and a trustworthy reputation 

due to their authenticity and position (Lou & Yuan, 2019). They impact their followers by 

providing issue-relevant opinion leadership that satisfies followers’ information and emotional 

needs on specific issues (Lin et al., 2018). The influence that SMIs have on consumer purchasing 

behaviour is significant and surpasses that of traditional marketing channels (Masuda et al., 2022).  

The trend of OIM can be seen on the rise in the industry recently as an increasing number of 

companies are partnering with influencers to improve marketing performance (Hodijah et al., 

2021). A significant percentage of online marketers (80%) have reported that SMIs are reliable 

endorsers who have helped boost their businesses to new heights (Al Kurdi et al., 2022). A vast 

majority of marketers (93%) have employed influencer marketing to endorse their brands 

(Kanaveedu & Kalapurackal, 2022). The global influencer marketing market size has more than 

doubled since 2019 (Statista Research Department, 2023a); The trend is expected to continue to 

grow, with over 75% of marketers planning to allocate resources towards influencer marketing, 

with expenditures recorded value of 16.4 billion US dollars in 2022 (Leung, Gu, Li et al., 2022; 

Statista Research Department, 2023a).  

Despite clear benefits and growing adoption, the endorsement of SMIs can be a costly marketing 

strategy, particularly depending on the desired influencer. This can be a stark contrast when 

compared to the internal production of an SMM campaign, where free or low-cost SM platform 

tools present an attractive alternative to the estimated spend for OMI. Further, according to 

industry data, companies often collaborate with several influencers, further increasing the costs 

involved. This conflict is particularly salient for SME business owners, who have fewer resources 

than larger organizations and thus less margin for risk and error. As a result, the choice of the 

correct group of influencers is of critical importance in the success of an OIM (Mallipeddi et al., 

2018). To effectively allocate their marketing budget and take full advantage of the benefits of 

influencer marketing, marketers must identify the most suitable SMIs to collaborate with for the 

focal brand or product (Arora et al., 2019; Djafarova & Rushworth, 2017; Ki et al., 2020). The 
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critical process in influencer marketing is identifying and assessing the appropriate SMIs across 

SM platforms to enhance the brand's impact on the selected audience and advertise the 

organization's products and services through their influencer partners (Lou & Yuan, 2019). The 

identification process involves adopting the beliefs or actions of another person due to a desire to 

imitate or become like them. Consumers' imitation of celebrities is often driven by their desire to 

be like them. When choosing SMIs as endorsers, their image must align with the customers' ideal 

self-image. This means the endorsers should embody the values and characteristics the selected 

customers aspire to possess (Xu & Pratt, 2018). After identifying the right SMIs, organizations 

can partner with them to expand their reach and promote messages aligned with shared 

communication objectives (Pang et al., 2016). Hence, the selection of SMIs by SMM managers 

should be taken very seriously, as the ideal SMI can connect with the brand’s target consumers 

and enhance brand association, consequently leading to increased product sales (Nance, 2021).  

Companies' ability to hire SMIs is limited due to financial concerns, and the expected return from 

the views and interactions with influencer advertisements is highly variable (Mallipeddi et al., 

2018). Despite the significance of identifying appropriate SMIs, the relevant questions have 

received little attention thus far. To address this issue, various researchers have proposed and 

applied quantitative methods for detecting influential users in online social networks. These 

methods consider factors such as influencers’ positioning and engagement (Sundermann & Raabe, 

2019). Although some studies have applied quantitative metrics, there is no research on the factors 

that could assist in the identification of potential influencers (Lou & Yuan, 2019; Sundermann & 

Raabe, 2019). Additionally, despite the recognition of influencer engagement as a valuable 

marketing communication tool by companies, there is a lack of understanding of how to properly 

choose and collaborate with influencers and integrate the campaigns into their marketing plan (Ye 

et al., 2021).  

The existing research on SMI has primarily examined the impact that SMIs have on their followers. 

However, more must be understood about how followers view their favourite SMIs (Malik et al., 

2022). de Michele and Marchi (2018) called for more theoretical and methodological studies in 

the domain of the influencer selection process. Hence, the current study has been designed to 

answer the call by further research between the firm’s selection process for influencers and its 

recruitment strategy. This study has contributed to the current SMI literature by de Michele & 

Marchi (2018), providing essential factors that firms use in selecting ideal SMIs and thus providing 

businesses and marketers with a deeper understanding of SMI selection. According to what was 

mentioned about the critical role of SMIs and influencer marketing, as well as the research gap, 

this study aims to answer the main question, “What are key factors in the selection of desired SMIs, 

and how important are they?”. The structure of Essay 3 is organized as follows: In the next section, 

the background of the research on SMM and SMIs in SMEs is described, and influencer selection 

factors are derived. Then the research methodology and proposed framework are described in 

detail. In the fourth section, the proposed methodological framework is implemented to identify 

the key evaluating factors and assess each of them. The final section will be devoted to conclusions 

and suggestions. 
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3.2 Research Background 

3.2.1 Marketing in SMEs 

3.2.1.1 The Role of SMEs 

 SMEs comprise almost 90% of businesses globally (World Bank Group, 2023). The legal 

definition of an SME varies by jurisdiction. The European Union recognizes SMEs as companies 

with less than 250 personnel, an annual yield of less than €50 million or a total balance of less than 

€43 million (Atanassova & Clark, 2015). SMEs are crucial to the flourishing economy  (Adla et 

al., 2020; Chatterjee & Kumar Kar, 2020; Ng et al., 2020), playing a significant role in economic 

development by introducing new products (Bruce et al., 2022; Chatterjee & Kumar Kar, 2020), 

creating numerous employment opportunities at a low cost  (Adla et al., 2020; Bruce et al., 2022), 

reducing socioeconomic disparities (Bruce et al., 2022)  and promoting domestic productivity and 

export agendas (Bruce et al., 2022; Hashim, 2015). SMEs enhance inventions and innovation as 

they provide an opportunity for entrepreneurs to foster their creativity and develop new ideas 

(Stieglitz et al., 2018) and are considered a crucial and dynamic sector for a thriving economy  

(Adal et al., 2020; Ng et al., 2020). Cultivating successful SMEs is critical to the country's overall 

economic development (Ali Abbasi et al., 2022). With SMEs being the cornerstone of a developing 

country's economy, their success is crucial to the growth of countries in national and regional terms 

(Chatterjee & Kumar Kar, 2020). SMEs Managers will be more inclined to support changes whose 

implementation will bring strategic and operational benefits to the company (Ali Abbasi et al., 

2022).  

3.2.1.2 SME Marketing 

The business style of SMEs is fundamentally different from the style of large companies, and 

consequently, their marketing practices deviate entirely from conventional marketing theories. 

SMEs are characterized by high heterogeneity, high flexibility, and a considerable potential for 

innovative entrepreneurship (Chatterjee & Kumar Kar, 2020). Their marketing executions are 

simple, effective, spontaneous, and consistent with their company’s culture (Harrigan, 2013). 

Instead of the classic "top-down" strategy, small businesses often implement an interactive 

"bottom-up" approach without long-term planning for their marketing efforts. This interactive 

"bottom-up" strategy leads to a better understanding of customers and markets and better market 

positioning (Atanassova & Clark, 2015). As a result, the authors suggest that SMEs often have 

informal and unstructured marketing plans that can change and are flexible. These plans rely 

heavily on personal connections and word-of-mouth promotion. The personable marketing 

strategies of SMEs can be costly and require significant resources. However, building networks 

and relationships can help SMEs overcome these limitations by increasing their customer base, 

improving their capabilities, acquiring resources, fostering innovation, expanding suppliers, and 

forming strategic partnerships (Atanassova & Clark, 2015). 

With limited resources, SMEs often cannot afford the time, resources or grounding required for 

strategic advancement. Moreover, they have difficulty executing their brand and marketing 

communications strategies and are often not sufficiently organized to carry through their marketing 

efforts or predict demand (Atanassova & Clark, 2015). Therefore, the alteration of mentality 

(perception) and culture and the exploration of new perspectives concerning market information 

are required to expedite and promote partnership spirit and freedom among SME personnel 

(Atanassova & Clark, 2015). 



42 

 

The quick adoption and utilization of SM have greatly helped SMEs by addressing the long-

standing challenge of effectively promoting their products and services. Therefore, by embracing 

SM and taking advantage of its benefits, SMEs can achieve sustainable business growth (Bruce et 

al., 2022). The growing success of SMEs that have incorporated SM into their marketing strategies 

has sparked the interest of other SMEs in utilizing SM to promote their businesses (Rugova & 

Prenaj, 2016).  

3.2.2 SM & Influencer Marketing 

3.2.2.1 SM 

SM is a widely used medium that enables consumers to connect with one another virtually and 

share various forms of information, such as text, images, videos, and sound (Kotler & Keller, 

2016). Many SM platforms are available, with some of the more popular options, such as Facebook 

and WeChat hosting more than a billion monthly active users globally (DataReportal, 2023). Each 

platform has its own features that enable creating, sharing, and engaging with content. For 

instance, LinkedIn positions itself for professional networking, YouTube hosts video content of 

varying styles and purposes, and Instagram focuses on engaging photo content. Notably, SM 

platforms attract highly attentive audiences that have self-selected their networks and associations 

based on their interests and are thus easily reachable, making them extremely valuable for 

marketers and businesses. 

SM usage has seen a significant increase in the past decade. In 2005, only 5% of US adults used 

at least one SM site, which increased to 72% in 2021 (Pew Research Center, 2021.). This customer 

growth has also increased businesses' interest in this type of advertising. The global SM advertising 

market was worth 181.2 billion U.S. dollars in 2021, with desktop contributing about 35 billion 

and mobile contributing around 146 billion. The market's overall value is predicted to rise to 358 

billion U.S. dollars by 2026 (Statista Research Department, 2023b). Indeed, in recent times, 

businesses have embraced SM for many purposes. The uses of SM are numerous and diverse, and 

widely applicable, including attracting customers (Mangold & Faulds, 2009), recruiting skilled 

employees (Kietzmann et al., 2011), reaching untapped markets (Gensler et al., 2013), monitoring 

competitors (Kietzmann et al., 2011), and ultimately increasing revenue (Tajvidi & Karami, 2021). 

Businesses can leverage different SM platforms to achieve different goals and maximize the 

potential of SM for their operations.  

One marketplace phenomenon that SM facilitates is electronic word-of-mouth (eWOM). eWOM 

is similar to traditional word-of-mouth (WOM) marketing, which entails the informal exchange of 

information among consumers regarding ownership, features, and usage of a specific product or 

service (Li & Du, 2011). People tend to be more interested in obtaining information from people 

they trust (Lee & Watkins, 2016), and consumers consider information received via WOM to be 

subjective and independent because there is no perceived commercial relationship between the 

informant and the focal brand, making it more credible than other forms of marketing  (Li & Du, 

2011). WOM changes the flow of information to the customer from a linear company-to-customer 

instead to a networked customer-to-customer (Li & Du, 2011), which has been amplified in power 

by the virtual connection of SM. It should be mentioned that the availability of various SM 

platforms with different capabilities to cater to diverse audiences with varying interests and needs 

presents various opportunities and challenges. Despite the numerous benefits of SM, many 

business challenges arise from it (please refer to Essays 1, Essay 2).  
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3.2.2.2 SMIs & Marketing 

An essential advantage of SM is the rise of its influencers, SMIs. With the growth of SM, it has 

become possible for individuals to cultivate a large following and attain some level of fame as an 

SMI. As a form of opinion leaders, SMIs display themselves on SM by crafting their online persona 

by sharing detailed accounts of their personal and daily lives. This helps them attract attention and 

gain a large following (Dhanesh & Duthler, 2019; Khamis et al., 2017; Senft, 2013). SMIs act as 

micro-celebrities with a smaller following than traditional celebrities, are active on multiple 

platforms and have a variety of backgrounds (Masuda et al., 2022). Followers of SMIs have 

developed (parasocial) relationships with them, trusting the SMI and allowing them to impact 

purchase decisions positively. This makes SMIs a crucial component of marketing strategies 

(Mabkhot et al., 2022). 

Influencer marketing is a communication tactic where companies collaborate with popular SMI 

personalities. This tactic involves leveraging the influence of SMIs to promote a brand or product 

to a wider audience and ultimately affect consumers’ brand awareness and purchasing decisions 

(Fill & Turnbull, 2019; Mabkhot et al., 2022; Scott, 2015; Ye et al., 2021). Influencer marketing 

works with SM content creators to provide branded content for the brand on their page (Newberry, 

2022). This marketing method – sometimes referred to as “seeding,” has become a widely used 

strategy and made its place in firms' marketing practices (Mallipeddi et al., 2018; Phung & Qin, 

2018). The strategy is both an art and a science, where businesses work with SMI to share brand 

messaging with their audiences (Sammis et al., 2015).  

This strategy involves a company selecting and incentivizing online influencers to interact with 

their followers and advertise their brands and products on SM platforms (e.g., Instagram, 

Facebook, or Weibo) to promote the company's offerings (Leung, Gu, Li et al., 2022). It uses 

influential figures to communicate the brand messages and reach the message to their desired target 

audience (Lou & Yuan, 2019). The main advantage of using SMIs is that once a business identifies 

and connects with influential community members, the message will spread naturally and be 

highly regarded by members (Phung & Qin, 2018). Influencer marketing includes various forms 

of collaborations, such as the company creating content together with influence, the firm using the 

influencer's name or image for use in marketing campaigns of the company, being a brand 

ambassador, hosting competitions for audiences with SMI collaboration, working together on 

different SM platforms, and organizing events, trips, and workshops. It can also take the form of 

widgets and display advertising (Biaudet, 2017). 

The use of influencers to promote brands and products on SM has seen a surge in popularity in 

recent years (Childers et al., 2019). A study by Influencer Marketing Hub that surveyed marketing 

industry professionals found that more than 80% intended to have a dedicated influencer marketing 

budget in 2023, with more than two-thirds of respondents specifying that they would be increasing 

this budget over previous years (Geyser, 2023). Furthermore, 23% of respondents intended to 

spend more than 40% of their overall marketing budget solely on influencer marketing. In all, more 

than 83% found influencer marketing to be effective in achieving their (various) desired objectives 

(Geyser, 2023) as they turn away from traditional marketing methods and rely on influencer 

marketing to reach their target audience (Nascimento et al., 2020; Sun et al., 2021). The growing 

popularity of influencer marketing is driven by the unique characteristics of SM and research 

showing that consumers are more likely to trust advertisements from influencers rather than 

traditional advertisements (Djafarova & Rushworth, 2017). One of the significant objectives of 

marketing is making an emotional connection between the brand and the consumer (Malik et al., 
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2022). Influencer marketing achieves this by blurring the line between classified ads and genuine 

content (Xiao et al., 2018). Being less likely to be perceived as a formal advertising effort by 

consumers paves the way for a wide range of audience engagement (Fill & Turnbull, 2019). 

Research suggests that consumers fond of reading reviews usually tend to do the same for several 

product categories. Because they genuinely trust the reviews and suggestions of influencers, they 

are more likely to buy more from influencers' suggestions (Phung & Qin, 2018). For instance, 

many Twitter users have reported purchasing due to a Tweet from an influencer (Mallipeddi et al., 

2018). 

Influencer marketing is seen as a cost-effective alternative to traditional advertising methods and 

a way for companies to communicate their brand messages to reach a broad and engaged audience 

(Lou & Yuan, 2019) through eWOM communication (Phung & Qin, 2018) to influence consumers' 

brand awareness and purchasing decisions (Mabkhot et al., 2022). 

3.2.2.2.1 Current State of Research 

Influencer marketing is a developing field in the marketing domain, and there is interest in both 

academia and industry. There is a wealth of documents regarding the power of influencers (Main, 

2017; Smith, 2014). For instance, an industry report indicates that influencers are far more 

favoured and admired than conventional celebrities among US young adults (Geyser, 2022). The 

video content that SMIs publish is also considered more credible (Xiao et al., 2018). Further, 

academic research on this topic has been growing in recent years (Kanaveedu & Kalapurackal, 

2022). A bibliometric analysis by Ye et al. (2021) found that the number of publications related to 

influencer marketing has rapidly grown, with the first academic research on influencer marketing 

published in 2003. In this growing body of research, most studies are focusing on basic topics such 

as identifying and categorizing influencers and examining the benefits of using them in marketing 

strategies (Fill & Turnbull, 2019), identifying and categorizing SMIs (Khamis et al., 2017; 

Wiedmann et al., 2010), and exploring the benefits of influencer marketing in the SM era (Khamis 

et al., 2017). Some studies have also delved into how SMIs can expand their follower network and 

how to exploit it (More & Lingam, 2019). Research on how companies can effectively use 

influencer marketing for their benefit and how to maximize influencer marketing efforts is still 

desired (Phung & Qin, 2018). 

A thematic content evaluation of the entire collected literature was carried out by Ye et al. (2021) 

to identify significant research topics in the field of influencer marketing. They identified five 

major themes, including (a) influencer marketing persuasiveness; (b) perspective of stakeholders 

regarding influencer marketing; (c) influencer marketing for product categories and diverse 

sectors; (d) studies about how to identify, select and activate influencers; and (e) influencer 

marketing disclosure impacts and ethical concerns. It should be noted that the research on all five 

themes is getting increased attention; specifically, since 2007, most research has been centred upon 

the first three themes (Ye et al., 2021). With its growing attractiveness and significance as a hot 

topic, influencer marketing research is predicted to receive more attention in the coming years as 

more marketers expand their use of SMIs. Additionally, the themes of influencer identification, 

selection, and activation require more attention, as there is a need to find the most suitable SMIs. 

Previously employed SMIs should always be carefully evaluated to allocate resources to the best 

SMIs. 

However, despite its growing popularity, influencer marketing still needs to be considered a 

relatively under-researched area compared to other established marketing strategies (Phung & Qin, 
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2018). According to Ye et al. (2021), businesses often implement influencer marketing without 

clearly understanding how to incorporate it into their company's overall marketing strategy. 

Influencer marketing can be resource-intensive (Arora et al., 2019) and challenging to implement 

and measure. Therefore, it is crucial to identify the factors that companies can use to improve the 

effectiveness of their influencer marketing efforts. According to recent studies, certain influencer 

marketing aspects, such as the source's and the post's characteristics, impact outcomes such as 

consumer engagement, brand and influencer attitudes, purchase intentions, and sales (Leung, Gu, 

& Palmatier, 2022). The characteristics that describe SMIs are crucial in determining their 

effectiveness as a marketing tool and are a critical factor in why brands and marketers seek out 

their partnerships (Lou & Yuan, 2019). 

3.2.2.2.2 Platforms & Instagram 

Many SM channels and influencers are available for companies to work with, regardless of the 

content they want to promote (Phung & Qin, 2018; Sammis et al., 2015). Instagram, the preferred 

SM platform for influencer marketing, launched in 2010. Initially intended for photo sharing, 

Instagram has also expanded to support videos. Instagram is primarily used, and its content is 

searchable via ‘hashtags,’ making posts easily searchable by other users (Haenlein et al., 2020). 

The main page of each user has a personalized feed that includes uploads of followed users, 

followed hashtags, and sponsored posts (Haenlein et al., 2020), delivering the desired content 

directly to the consumer.  

Instagram is desirable because people can easily connect with each other and update each other 

about their information and interests (Huang & Su, 2018). It also offers a range of useful features 

for commercial activity, including the ability to add links to stories, tag products in posts, and pay 

for sponsored posts to reach a wider audience as a part of their curated personal feed (Haenlein et 

al., 2020). Instagram’s features are ideal for consumers and businesses alike, providing an 

opportunity for users to build a network of followers, promote social interactions around a focal 

subject, and ultimately engage with one another on a more intimate level (Jin et al., 2019). Further, 

the emphasis on visual content makes it an ideal platform for strong brand aesthetics, leading to a 

growing influencer population who are ‘instafamous’ (Jin et al., 2019). 

According to research by Djafarova and Rushworth (2017), Instagram is continuously advancing, 

and its expansion is still ongoing, with most of its users being young women. Their study found 

that source reliability, consumer purchase intention, and social identification with various types of 

celebrities are the significant influences of Instagram. They conducted in-depth interviews with 18 

female Instagram users aged between 18 and 30 and discovered that young women's purchase 

behaviour on Instagram is directly influenced by Instagram celebrities. These consumers assume 

that relating and associating with SMIs, such as Instagram influencers who deliberately depict 

positive images and deliver inspiring reviews, is much easier (Djafarova & Rushworth, 2017). 

Other platforms like TikTok, YouTube, and Twitter also saw an increase in influencer marketing 

in 2020, but Instagram is the most popular influencer marketing platform (Lin, 2023). YouTube is 

also considered an ideal option for carrying out this marketing tactic. YouTube 

influencers/personalities are people who create videos and upload them on YouTube; they have a 

group of followers who watch the uploaded videos regularly. Expert video uploads, which come 

from a brand’s YouTube channel, aren’t taken into consideration as influencers (Xiao et al., 2018). 

When identifying and selecting marketing platforms, marketers are advised to select those SM 
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platforms that are mostly visited and used by their specific audience; this will result in abundant 

engagement and interaction from desired customers (Xu & Pratt, 2018). 

3.2.3 SMIs and their Role in SMEs 

3.2.3.1 SMM in SMEs 

In the global framework, the benefits of SM to improve SMEs have been emphasized by several 

different studies (Chatterjee & Kumar Kar, 2020). SMEs are highly diverse and characterized as 

highly adaptable and entrepreneurial. Implementing new technologies and marketing techniques, 

such as SM, can be highly beneficial for SMEs that often need more marketing resources (Ali 

Abbasi et al., 2022). SM platforms are accessible and user-friendly for SMEs, as they do not 

require significant technical expertise or financial resources, unlike other forms of technology 

(Atanassova & Clark, 2015; Zeiller & Schauer, 2011). Furthermore, SM allows SMEs to expand 

their reach and connect with a broader network of customers and partners beyond their geographic 

location, making it a cost-effective way to expand their business (Atanassova & Clark, 2015).  

In the last decade, SM has played a significant role in boosting and enhancing the performance of 

SMEs. Though SMEs were early adopters of Web 2.0 technology, knowledge concerning SME-

specific utilization still needs improvement (Atanassova & Clark, 2015). SM has been shown to 

influence businesses (Kaplan & Haenlein, 2010) directly. The study of literature on SMM and the 

dynamic capabilities of SMEs showed that these businesses could gain market intelligence through 

their use of SM and subsequently modify, adjust, and enhance their marketing efforts; for instance, 

the conceptual model put forth by Atanassova and Clark (2015) can serve as a guide for SMEs 

when they are refining their online and/or offline marketing strategies. The use of SM as a 

marketing tool by Ekanem and Erukusin (2017) studied the rise of SM and its effect on the 

performance of SMEs. They employed a qualitative method for gathering information, which 

allowed for a deeper understanding and rich and high-quality data directly from the source. Their 

chosen approach was more effective than previous studies using quantitative data collection 

methods. The authors suggested a correlation between a company's market share growth and their 

adoption of SM. They also demonstrated that SM improves communication between companies 

and customers, improving performance (Ekanem & Erukusin, 2017). SMEs in competitive 

industries must invest more in SMM to keep up with their rivals and gain a competitive edge. 

Specifically, SMEs' use of SMM and the challenges encountered are crucial areas of study. It 

provides SMEs with a cost-effective marketing option with numerous opportunities (Rugova & 

Prenaj, 2016) (please refer to Essay 1). Therefore, it is crucial to understand the SM practices of 

SMEs in the context of their marketing activities development (Atanassova & Clark, 2015). 

Other benefits of SM for SMEs include marketing and learning capabilities. SM use has also been 

effective in increasing sales, leading to more interest among other SMEs in using SM for their 

marketing efforts (Atanassova & Clark, 2015; Zeiller & Schauer, 2011). As business promotion 

moves increasingly online, new and unconventional promotional methods have emerged in 

society, made possible by the growing number of SM users (Erwin et al., 2022). Furthermore, SM 

can provide valuable data and information about marketing, so SMEs’ resource gap is filled. In 

addition, SM reduces unpredictability for SMEs by providing real-time market knowledge and 

resource-matching abilities. Regarding brand management, SM would help SMEs receive 

consumer feedback and reactions (Chatterjee & Kumar Kar, 2020). 
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Specifically, SM offers SMEs the opportunity for better communication. It is a given that SMEs 

have plenty of inherent capabilities and strong points so they can tackle challenges in 

communication, and by employing promotional content, which is persuasive enough, they can 

easily recover in the face of communication issues. When SM eWOM is incorporated into the 

SMEs’ marketing mix, the business has a better chance of competing against larger companies 

because they can directly impact followers’ buying behaviour. Consequently, the marketing 

managers of SMEs would better carefully handle positive reviews. If these reviews do not contain 

facts and real data, they cannot be effective enough (Konstantopoulou et al., 2019; Sparks & 

Browning, 2011). 

The availability of financial resources may motivate SMEs to prioritize SMM, particularly in 

competitive industries. In contrast, businesses and organizations in non-competitive markets are 

less likely to use such resources for SMM, even when they are readily available. Small businesses 

may adopt SMM if they perceive it to be less expensive, easier to use, and compatible. 

Furthermore, the extensive integration of SM into business operations has led to new business 

models, such as social commerce (Ali Abbasi et al., 2022). Providing that SMEs come to believe 

that SM is inexpensive, user-friendly, and convenient, they would utilize it for their own objectives 

(Chatterjee & Kumar Kar, 2020). 

3.2.3.2 Benefits of SMI Marketing in SMEs 

Influencer marketing has been demonstrated to be an effective use of SMM for SMEs. In recent 

years, many organizations and companies have made use of SMIs to promote and review their 

products in the hopes of maximizing their utilization of all SM potential (Evans et al., 2017; Stubb 

et al., 2019) and ultimately improving their performance through these activities (Hodijah et al., 

2021). Many institutes and organizations have recognized that the success of their new products is 

linked to the impact and impression that digital influencers have on consumers (Jin & Phua, 2014; 

Lyons & Henderson, 2005). The use of SMI marketing is rapidly expanding, and it allows 

marketers to reach a wider audience by purchasing access to an influencer's followers (Mabkhot 

et al., 2022). Thus, to achieve their goals, organizations are increasingly incorporating SMIs into 

their communication and marketing efforts (Bakker, 2018; de Veirman et al., 2017).  

Further, the current market landscape offers many opportunities for collaboration. Hidavat et al. 

(2020) conducted a study exploring celebrity endorsements’ role in supporting SMEs through SM, 

specifically Instagram, during the Covid-19 pandemic. They analyzed 65 celebrities' endorsement 

activities on Instagram and surveyed 809 SME entrepreneurs whose products were endorsed by 

the celebrities. They discovered that, on average, each celebrity endorsed more than ten products 

per week, offering SME entrepreneurs ample opportunities to utilize their services through SM. 

And SM (Instagram) makes this possible to happen. The study results also confirmed previous 

research findings on the most commonly endorsed SME products, which were food, fashion, and 

cosmetics (Hidavat et al., 2020). 

Influencer marketing in the context of SMEs has been demonstrated to be beneficial to marketing 

performance. (Erwin et al., 2022) studied the impact of using influencers' accounts on the 

marketing performance of SMEs. They surveyed 226 SME actors who use SM, using a 

questionnaire and a Likert 5-point scale. Data were analyzed using PLS-SEM. They found that 

using influencers' accounts on SM had a positive impact on the marketing performance of SMEs. 

They found that influencers could directly improve marketing performance. Additionally, their 

findings indicated that when mediated by customizing positioning for certain types of products, 
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the use of influencers also positively impacted the marketing performance of SMEs (Erwin et al., 

2022). The key to SMIs’ success in impacting their audience lies in the relationship between their 

personal brand and followers, which is the foundation for their potential to have a profound impact 

and influence (Abidin & Ots, 2015; Dhanesh & Duthler, 2019). Influencer marketing has a 

significant fundamental power to harmonize the needs of each SMI, the contracting firm/brand, 

and the SMI’s followers (Stubb et al., 2019). It offers several benefits to SMEs. 

3.2.3.2.1 Advantages over Traditional Celebrities 

The main advantage of SMI marketing over traditional celebrity endorsements in mass media is 

having more content-focused interactions and a higher level of engagement with the audience 

(Masuda et al., 2022). 

Historically, celebrity endorsement exclusively involved famous individuals who established their 

public image through sports, music, or movies before participating in advertising (Kamins et al., 

1989). However, the modern celebrity landscape includes figures from outside mainstream pop 

culture, a trend believed to have begun with the popularity of reality TV stars. Research has shown 

that these ‘new’ celebrities have a closer connection to consumers (Tran & Strutton, 2014), that 

they are perceived as more genuine (Jin et al., 2019), and that they have greater credibility and 

influence (Stubb et al., 2019; Djafarova & Rushworth, 2017). That is to say that it has been shown 

that with respect to source reliability and consumer tendency for purchase, new types of influencers 

like bloggers, YouTubers, and Instafamous personalities are considered to be more efficient since 

they are believed to be more trustworthy and relatable than traditional celebrities (Djafarova & 

Rushworth, 2017). According to Djafarova & Rushworth (2017), bloggers, YouTube personalities, 

and "Instafamous" individuals (a term for those who gained popularity on the Instagram platform 

itself) are more influential and more appealing to users compared to traditional celebrities. This is 

further supported by Sun et al. (2021), who found SMI endorsements more appealing to customers 

because SMIs maintain a closer relationship with their followers, unlike conventional celebrities. 

Further, consumers perceive them as more trustworthy and relatable, which increases their buying 

intentions (Djafarova & Rushworth, 2017; Stubb et al., 2019). As a result, companies prefer to 

work with SMIs as they cost less and are more effective in influencing audiences compared to 

traditional advertising methods (Mabkhot et al., 2022). 

Given that the definitions and interpretations of SMIs and influencer communication are diverse 

and perplexing (Bakker, 2018; Sundermann & Raabe, 2019), there are some distinctive features 

that set them apart from typical celebrities and celebrity endorsement strategies. These include: 

1. SMIs have achieved distinction only through their activity on SM platforms (Evans 

et al., 2017).  

2. Consumers view SMIs as friendlier and more agreeable than celebrities 

(Sundermann & Raabe, 2019). 

3. Unlike celebrities, SMIs can generate content – in other words, SMIs can present 

an organization's promotional message in a way that followers consider genuine 

(Booth & Matic, 2011; Kozinets et al., 2010). 

4. Because SMIs are not directly employed by the organization, they can function 

independently as a third-party contributor (Freberg et al., 2011) and exercise their 

freedom to produce creative content. This absence of authority from the 

organizations differentiates influencer communication from celebrity 

endorsements (Archer & Harrigan, 2016). It emphasizes the need for a strong 
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relationship and trust between SMI and the organizations they act for (Pang et al., 

2016; Uzunoǧlu & Misci Kip, 2014). 

3.2.3.2.2 Influencers are Credible & Trustworthy 

The most important reason brands are significantly drawn to influencer marketing is that they are 

regarded as more trustworthy than conventional celebrities, as demonstrated by recent research 

(Appel et al., 2020; Djafarova & Rushworth, 2017; Shan et al., 2020). More broadly than just 

endorsement, SMIs have a significant impact on their followers because they are perceived as more 

trustworthy than traditional advertising campaigns (Mabkhot et al., 2022). A study by Twitter 

demonstrated that consumers might regard SMIs as being at least as trustworthy as their own 

friends (Lou & Yuan, 2019). 

In the literature reviewed, the focus was primarily on examining the attributes of SMIs as a factor 

contributing to the credibility of the source. The credibility of a source is determined by three 

dimensions: expertise, trustworthiness, and attractiveness (Pornpitakpan, 2004; Sundermann & 

Raabe, 2019). SMIs are viewed as trustworthy, inspiring experts and opinion leaders by their 

followers. They have gained popularity by accumulating a significant following on various SM 

platforms (Carter, 2016; Pang et al., 2016).  

3.2.3.2.3 Influencers Shape Consumer Attitudes & Behaviours 

Influencers' messages are likely to influence consumers to make purchase decisions (Hodijah et 

al., 2021; Lou & Yuan, 2019). There is a strong positive association between SMIs and the 

intention to purchase, as they play a crucial role in consumer buying decisions (Mabkhot et al., 

2022). The success of SMI endorsement in advancing travel destinations was investigated by Xu 

and Pratt (2018). Through a lens of self-congruity theory, their study found that SMI-consumer 

congruence and SMI-destination congruence both contribute to higher intentions to visit endorsed 

destinations (Lou & Yuan, 2019; Sun et al., 2021). By choosing brands and products which are 

advocated by SMIs and fit with their ideal image of self, consumers achieve key meanings and 

associations that influencers embody. Consumers can absorb these for the process of constructing, 

maintaining, and boosting their own self-concept (Escalas & Bettman, 2017). Sun et al. (2021) 

studied the impact of an SMI endorsement on a follower's attitude towards an event and their 

intended behaviour. They also analyzed the role of a follower's gender in the effectiveness of event 

SMI marketing. Using the congruity theory of attitude change, the researchers constructed a 

framework for SMI marketing. Through 335 online surveys, they employed partial least squares 

structural equation modelling and multi-group analysis to test their hypotheses. Their findings 

revealed that a follower's attitude towards an event is influenced by their influencer's attitude, and 

the follower's SM post attitude acts as a mediator (Sun et al., 2021). 

To better understand the impact and role of SMIs on consumer behaviour and product acceptance 

business performance, Nafees et al. (2021) found that the power and perceived credibility of SMIs 

is both crucial in shaping consumer attitudes towards a brand, and their expertise and 

trustworthiness contribute to this relationship. Similarly, by studying 131 SME owners, Hodijah 

et al. (2021) suggested that influencers have a significant positive effect on organizational 

performance and purchasing decisions. Additionally, influencers had a positive effect on 

organizational performance through the mediation of purchasing decisions (Hodijah et al., 2021). 

To effectively reach and influence a vast target audience, destination marketers can invite SMIs to 

endorse their location by sharing their experiences and opinions online (Xu & Pratt, 2018). 
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3.2.3.2.4 Achieve Strategic Goals 

Beyond the goals of a singular marketing campaign, influencer marketing is also a tool by which 

firms can achieve greater strategic objectives. The performance indicators used to measure success 

will vary between organizations according to their individual mission and values, with SMEs 

generally focusing on sales volume (Hodijah et al., 2021). Influencer marketing may be 

implemented by the marketing unit in pursuit of specific short-term objectives, but these effects 

can extend long-term as they might from any partnership. For example, understanding the firm 

and SMI to have positioning in their own competitive landscapes, Leung, Gu, and Palmatier (2022) 

identify the processes by which SMIs can be leveraged to enhance or pivot the brand’s own firm-

led positioning. Key to the unique capabilities of SMI is both the large following they have 

cultivated and the connection they have nourished with these fans (Mabkhot et al., 2022). SMIs 

use their platforms to shape an intimate psychological relationship with their followers by sharing 

content that aligns with their lifestyles and interests (Audrezet et al., 2020). SMIs are third parties 

who provide recommendations, give descriptions, and disseminate information to influence the 

attitudes of their followers (Mabkhot et al., 2022). Because of their unique positioning and 

attributes, SMIs are valuable to organizations as they can reach consumers in particular age groups 

who are more difficult to target through traditional media – for example, Millennials 

(Chatzigeorgiou, 2017; Lin et al., 2018). Traditional media and advertising normally cannot find 

any connection with these young customers, but SMIs easily can. For consumers who avoid or are 

not as receptive to the messaging of anticipated advertisements, influencer marketing allows for 

the creation of authentic content and increased engagement with the target audience, resulting in 

more impactful results and a targeted audience (Childers et al., 2019). 

Key to the success of this objective is that the production and sharing of online content is the very 

activity that attracts and intrigues followers (Sokolova & Kefi, 2020). Traditionally, advertising is 

placed for the consumer to encounter, whether that is offline (e.g., print ads or billboards) or online 

(e.g., banner ads or pop-up ads). However, in the case of SMI marketing, the endorsement is made 

as a part of the very content that followers have expressed interest in and keep up to date on. 

Further, many SM platforms allow for content to persist long-term, with posted content typically 

being added to an archive for the user who posted it. This means that any branded content is likely 

to persist beyond any official marketing campaign and will remain at the very least accessible to 

new users at a later date, or possibly even promoted through the platform’s algorithm for continued 

reach, with little to no maintenance from either the firm or focal SMI. 

Another strategic objective that SMI marketing can assist with is competitiveness. 

(Konstantopoulou et al., 2019) investigated the use of beauty influencers on Instagram as a means 

of enhancing competitiveness for SMEs. Through an exploratory research design and in-depth 

interviews, they gained insight into the perceptions of young female adults in Saudi Arabia 

regarding trust in Instagram influencers, electronic word of mouth (eWOM), and advertising. The 

results showed that SMEs could significantly benefit from eWOM to boost their competitiveness. 

The authors found that when a beauty influencer on Instagram promotes a product to their 

followers, it raises awareness and purchase intent. Additionally, they emphasized that 

trustworthiness, honesty, and authenticity play a significant role in the effectiveness of eWOM 

(Konstantopoulou et al., 2019). Hence, companies are turning away from traditional marketing 

methods and are using influencer marketing to advertise their products and services (Nascimento 

et al., 2020; Sun et al., 2021). 
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Despite the significant presence and impact of SMIs on consumer brand attitudes, academic 

research on the topic is still being developed (Nafees et al., 2021). While SMI marketing has 

become widely adopted in practice and a popular subject in business media, there still needs to be 

more academic research on influencer communication (Bakker, 2018; Sundermann & Raabe, 

2019). Previous researchers have looked at the element of motivation for consumer involvement 

with a brand (Bernritter et al., 2017; Chu et al., 2019; Song et al., 2019), the impact of an 

influencer's credibility on the assessment of a product (Djafarova & Rushworth, 2017), and the 

impact of various types of endorsement content (Kim & Song, 2018). The extant research on SMIs 

has neglected SMEs’ usage of SMIs, particularly outside of their use for promotional activities 

(Hodijah et al., 2021). Though, there hasn't been much focus on the selection process for deserving 

SMIs, particularly concerning the role of influencers in SMEs. In an effort to fill this gap, the 

current work explores the research background connected to selecting the appropriate SMIs. 

3.2.4 Influencer Selection Process 

3.2.4.1 The Importance of Choosing the Right Influencer 

The influencer marketing process can be broken down into two stages: interactions between the 

company and the influencer and interactions between the influencer and the end customer (Fill & 

Turnbull, 2019). Companies only directly have control in the first stage of influencer marketing; 

however, the effectiveness of the marketing strategy is measured by the number and engagement 

of customers reached (Phung & Qin, 2018), which is an interaction between the influencer and the 

consumer. This means that the chosen SMI will be responsible for representing the firm and brand 

to the consumer by playing two important roles, including co-producing marketing messages and 

acting as an intermediary and transferring the messages (Carter, 2016; Kozinets et al., 2010; 

Uzunoǧlu & Misci Kip, 2014). Given their established position as influential figures, the SMI is 

charged with a powerful role as a brand ambassador, and their execution of the second stage is 

critical to meeting marketing objectives. This is why SMI selection is one of the main 

considerations in SMI management. The other factors to consider in managing influencer 

marketing are perceived high costs, legal considerations, agency structure, influencer selection 

process, and content development (Childers et al., 2019). 

To optimize the effectiveness of their campaigns, SMEs must carefully select a set of influencers 

who can share their promotional messages, such as advertisements, with their followers. The 

success of the campaign depends on the level of engagement between the followers and the ad. 

Given the budget constraints faced by SMEs, they can only engage a limited number of influencers 

who will be contracted to share product-related content a certain number of times during the 

campaign period, as agreed upon between the SMEs and the influencers (Mallipeddi et al., 2018). 

In order to carry out influencer marketing, the first steps include detecting influencers and selecting 

them. This task must be carried out correctly because, in theory, there are many things that could 

become problematic. Finding influencers is a difficult activity that needs the experience and 

persistence of marketing managers and executives (Brown & Hayes, 2015). When the appropriate 

influencer for a company is found and selected, it is crucial to remember that the person selected 

should influence and impact the decisions made by consumers (Biaudet, 2017). Brands can 

increase their reach and attraction to their intended audiences by working with the proper 

influencers, which generally will increase the effectiveness of their campaigns (Forbes, 2016). 

First, organizations define the core topics and themes for the influencers’ activities (product and 

advertising). Then, the SMI is chosen. Afterward, organizations do their best to create and enforce 
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a binding framework. Through this framework, the SMI communicates with some extent of 

independence and requires freedom of design (Walden et al., 2015).  

While some smaller influencers may be willing to promote brands at no cost (Mabkhot et al., 

2022), more established figures typically negotiate formal contracts. For SMEs, budget is a 

universal concern; the latter may be beneficial for organizations for several reasons. First, a 

professional agreement outlining the brand and influencer collaboration helps SMEs lower the 

involved risk. An informal agreement without clear specifications for brand use and content could 

result in an influencer misrepresenting the brand, which could cause damage beyond the marketing 

campaign itself. A paid contract further helps to eliminate risk by clarifying the relationship 

between the influencer and the brand. SM is global, but legislation can vary by region regarding 

advertising standards, including disclosure of sponsored content. A formal agreement between the 

brand and influencer identifies the relationship as commercial and informs the development of the 

branded content, mitigating the risk of legal concerns. Even though SMIs may come at a high cost, 

they can be effective enough to justify the expense for SMEs (Sands et al., 2022).  

There have been some recent challenges with this type of marketing strategy. To mitigate these 

issues, companies should be cautious when using SMIs. They should work with SMIs who provide 

accurate information on the product they endorse or review in detail and are transparent about their 

views (Mabkhot et al., 2022). A company faces a challenge in selecting influencers and planning 

the timing and content of its posts over the entire planning period. In addition to selecting 

influencers, scheduling the ads to be posted by them is crucial due to the limited budgets that firms 

have and to maximize the efficiency of the influencer marketing campaign (Mallipeddi et al., 

2018). 

An influencer's primary role is to leverage their platform by promoting a specific brand or service. 

Influencers can be classified into various categories based on their areas of expertise, such as 

technology, food, travel, gaming, and fashion. Companies can select the most suitable influencer 

that aligns with their target goals and has a background related to the product or service they will 

be advertising. These influencers typically have many followers on SM networks. 

3.2.4.2 Frameworks to Compare Influencers 

Several frameworks have been suggested with which to analyze and compare influencers. 

Selecting influencers on SM is a topic that researchers have just recently become interested in. 

Now many writers focus their analysis on the distinctions between offline and online settings when 

it comes to finding and choosing influencers (de Michele & Marchi, 2018). The number of users 

an influencer can reach is the first factor of distinction. Unlike offline settings, this number is much 

greater on SM (de Michele & Marchi, 2018). According to Trusov et al. (2010), about one-fifth of 

a user's friends or followers can affect how other users behave on social networking sites. As a 

result, in an SM setting, it is essential for businesses to find the individuals who have the biggest 

influence on other users and use them as a part of their communication strategy. 

SMIs truly vary significantly from each other, and there are more diverse categories compared to 

offline influencers (de Michele & Marchi, 2018). There are different categorizations for SMIs. de 

Michele and Marchi (2018) considered the number and types of followers, the types of content 

they produce, and the “incentive systems” they want in return for their work with the brand as a 

few categorization criteria for SMIs. One type of influencer categorization includes celebrities, 

micro-celebs, and famous bloggers whose endorsement would attract the attention of a high 

number of followers. These influencers require an expensive compensation system to engage with 
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brands (de Michele & Marchi, 2018). Ordinary users are another type of SMI. They may be useful 

in influencing a small number of followers, but the compensation rate, if there is one, is near zero. 

Many other regular users are based somewhere in between these two ends, establishing themselves 

as influencers through their ability to involve a substantial number of users in conversations about 

products and services (de Michele & Marchi, 2018). Another type of influencer is called a micro-

influencer. These influencers are not as famous as celebrities, yet they enjoy having many eager 

followers. Easily impressed by the influencers, micro-influencers' follower numbers range from a 

few thousand to hundreds of thousands (Main, 2017). Some researchers have categorized SMIs as 

a form of micro-celebrity (Senft, 2013), who use SM to showcase themselves through the creation 

of an online image and attract and interact with a large follower base using created image (Dhanesh 

& Duthler, 2019; Khamis et al., 2017). Peer-to-peer recommendations would help firms by 

providing them with credibility and trustworthiness. Unlike celebrities and famous bloggers, the 

other two groups can have a significant effect on groups of consumers, and it should be noted that 

it is inexpensive, unlike other ways (de Michele & Marchi, 2018). 

To identify figures who can help firms spread the word through eWOM, Wiedmann et al. (2010) 

put forth a framework of 9 different influencer types as defined by their individual capital (i.e., 

knowledge, motivation) and social capital (i.e., reach, appeal). Of particular interest to firms are 

the top influencers (high-high), narrative experts (high-medium), and superspreaders (low-high). 

Top influentials have a lot of knowledge about their field as well as many followers. They 

commonly interact with followers, make recommendations, and lead tutorials based on their 

expertise and involvement. Narrative experts are highly knowledgeable in their field but have 

fewer followers. 

In contrast to these first two, superspreaders may specialize in something other than a particular 

subject but have amassed a large following with which they are willing to share endorsed content 

based on trust or reputation. As the types of influencers are different, the impact they have on 

consumers and audience is diverse, but they can all benefit firms. For instance, a well-known 

specialist endorsing an item is likely to have a different impact than a pop culture celebrity 

endorsing the same item. Both will likely have a different effect than an endorsement from a close 

personal friend. Due to these other impacts, it is crucial to distinguish between various categories 

of influencers (Vollenbroek et al., 2014). Notably, each of the personas mentioned above has at 

least a moderate level of social reach. Phung and Qin (2018) furthered this work to answer the 

question, “How can a firm identify relevant influencers and use them for the right product in a 

successful way?”  

In order to ensure economic and cost efficiency, some academics have put in much work to develop 

algorithms for assisting businesses in selecting the best candidates based on how relatable they are 

to the influencer and brand audience (Forbes, 2016). Additionally, Goodman et al. (2011) 

classified influencer blogs into three levels based on the size of their readership, concentration on 

a topic, and degree of influencer authority. Personal characteristics and distinct techniques used 

by firms are evaluated in another stream of literature, with factors for choosing influencers often 

depending on their individual traits, such as their capability for setting trends, skills in 

communication, and professional expertise. 

In pursuit of an organizational perspective, Childers et al. (2019) interviewed marketing agency 

executives with previous experience with influencer marketing. Participants talked about choosing 

an influencer, screening the individual, supervising the content creation and development, and how 
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influencer marketing fits into the agency structure (Childers et al., 2019). Selecting an influencer 

to represent the brand is the first part of the process. Participants believed that brand alignment 

and budget are the most critical aspects of influencer utilization for marketing after selection. A 

thorough screening procedure is of secondary importance. Agencies have detailed screening 

methods to ensure the chosen influencer is a good match. Brand alignment and budget are the most 

critical factors in choosing influencers. The process of selecting small agencies is as follows: A 

small agency's digital and SM manager discussed the "pillars of decision-making" the company 

applies to check out potential influencers. She explained that to determine whether an influencer 

is a good match, the agency first considers how well the influencer aligns with the brand. This fit 

will be measured through current and historical sponsorships. The agency also looks back to two 

years of background of the influencer and their worth of past SM posts to evaluate the posts' 

content, sentiment, and engagement. The final pillar of decision-making is related to legal 

concerns. The agency "deep dives" to tackle the legal concerns of posting and sponsorship in this 

final stage (Childers et al., 2019). 

One of the most prominent characteristics of SMI is reaching. A positive indirect effect between 

the number of followers and likeability is illustrated by de Veirman et al. (2017). This effect is 

mediated by perceived popularity by ascribed opinion leadership. On the other hand, 

Chatzigeorgiou (2017) indicates a strong negative correlation between attitude towards SMI and 

high numbers of followers and respect (Leung, Gu, & Palmatier, 2022; Sundermann & Raabe, 

2019). de Veirman et al. (2017) also found that the number of followers and followees on 

Instagram shaped users' perception of an influencer's fame and position as an opinion leader, with 

more followers adding to an influencer's perceived popularity and likability of his/her influencer’s 

profile. Similar findings by Jin and Phua (2014) have shown that consumers have stronger product 

involvement and purchase intentions when exposed to brand Tweets from endorsers with a large 

number of followers, while Ing and Ming (2018) reported a direct positive influence of the number 

of followers on trustworthiness. 

Expanding upon the sole consideration of viewer metrics, Goodman et al. (2011) propose an 

influencer index, an algorithm intended to help brand managers identify SM figures who are key 

in influencing brand stories. The influencer index posits that value is found in "the number and 

relevance of [SMIs] extended or indirect connections” (Pang et al., 2016) and generally offers a 

measurable approach with weighted criteria for assessing and ranking an SM player's influence. 

While this index score offers a way to compare networked influence directly, studies have 

observed that various SM strategies reflect business strategy goals, which necessarily influence 

the identification and choice of influential users (de Veirman et al., 2017; Rydén et al., 2015). 

Another critical factor is the social capabilities of the influencer, which can be measured through 

indicators such as shared interests, commencing follow-up activities, and the number of friends. 

Another consideration may be the approach taken by the SMI. Influencers who use personalized 

methods to demonstrate how the advertised product integrates into their daily lives are perceived 

as more trustworthy by consumers. In addition, this customized approach makes them more likely 

to be observed and trusted by consumers, thus making them more efficient message transmitters 

(Leung, Gu & Palmatier, 2022). 

3.2.5 Influencer Selection Factors 

Influencer selection is an important aspect of influencer marketing campaigns. There are various 

factors that companies should consider when selecting influencers for their marketing campaigns. 

Based on previous studies, several factors should be considered when evaluating the competency 
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of SMIs. Some of the factors that have been commonly used to analyze the use of SMIs include 

confidence, authenticity, and interactivity (cooperation with followers to interact in the form of 

response or feedback) (Erwin et al., 2022). de Veirman et al. (2017) studied the effect of the 

number of followers and product diversity of Instagram influencers on brand attitudes. They 

concluded the number of followers, the ratio of followers to followees, and the type of product 

were impactful.  

Shan et al. (2020) identified engagement with brand content and attitude toward brand content as 

the main criteria for evaluating SMIs. Biaudet (2017) suggests that five factors of relevance, 

engagement, reach, frequency, and authenticity should be considered when identifying potential 

influencers for a brand. Some research focuses more on metrics. Arora et al. (2019) emphasized 

the criteria of Facebook People Talk About (PTA), Facebook likes, Twitter followers, Instagram 

followers, the maximum engagement rate on Twitter, the average engagement rate on Twitter, the 

maximum engagement rate on Facebook, and the average engagement rate on Facebook to assess 

the competency of SMIs. Mallipeddi et al. (2018) considered the number of retweeters, followers, 

percentage of followers who retweeted, probability of retweeting, and followers of users who 

retweeted. Other metrics, like "measures of indegree" and "retweets and mentions," respectively, 

were used by Cha et al. (2010) and Bakshy et al. (2011).  Jin and Phua (2014) looked at the "number 

of followers" and "valence of brand tweets."  

In order to identify who truly influences customers, Brown and Hayes (2015) proposed a four-

dimensional metric that includes (a) market reach (the level of influence that a player has in their 

specific market), (b) frequency of impact (how often the player's voice is likely to be heard by 

potential decision-makers, which may be different from how often they speak on the subject), (c) 

quality of impact (how independent and authoritative is the player's opinion?), and (d) closeness 

to the decision (how close in terms of timing and physical proximity is the player to the final 

decision maker?). Pang et al. (2016) used the rank on the Smartlocal.com list and the number of 

followers as the main criteria for evaluating SMIs. At the same time, posting frequency, 

engagement rates with readers/viewers, and the number of referral links also contribute to an 

influencer's effectiveness for a brand. Personal anecdotes and experiences (which create a relatable 

connection with their peers), knowledge (the influencer has expertise in the industry they are 

representing and can provide clear and accurate information about products to the consumer 

audience), helpfulness (the influencer offers advice and useful opinions that can influence 

consumer decisions about a product), confidence (the influencer has trust in their own words and 

is self-assured), and articulation (the influencer clearly and effectively communicates information, 

both verbally and visually, to help audiences understand the product) as key traits for an effective 

influencer (Gerdeman, 2019). 

It is common for industry practitioners to select influencers solely based on single metrics, such 

as the number of followers or engagement rate, but this may not be the best approach. This strategy 

has been demonstrated to be sub-optimal (Mallipeddi et al., 2018). Overall, using a combination 

of metrics rather than relying solely on the number of followers can provide a more comprehensive 

assessment of an influencer's suitability for a campaign (Navarro et al., 2020). For instance, the 

number of followers should be used in combination with other criteria (de Veirman et al., 2017); 

confidence, authenticity, relevance to the brand, engagement level, reach, frequency, attitude 

towards brand content, and interactivity should be considered when selecting influencers for a 

marketing campaign (Navarro et al., 2020). The SMI’s congruency with the brand is also an 

important factor to consider. When non-suitable and non-congruent influencers were used, they 
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harmed the brand image and organizational reputation (Freberg et al., 2011; Kozinets et al., 2010). 

Congruency can be achieved by considering several factors. Firstly, influencers and brands should 

have the same target audience. Some influencers position themselves as experts in a specific niche, 

which can be of particular interest to brands in specific product categories as these influencers can 

directly address their shared audience (Lee & Eastin, 2021; Lin et al., 2018). Furthermore, image, 

value, and goal congruency between influencers and brands should be considered. A lack of match 

in this regard can result in consumers thinking that the endorsement is solely for financial gain, 

which is undesirable for both brand and influencer (Ye et al., 2021). Factors such as shared target 

audience and image, value, and goal congruency should be considered when choosing a suitable 

and congruent influence (Ye et al., 2021). 

Zhang et al. (2013) proposed that the number of strong interactions a user has is more effective in 

identifying influencers than the total number of interactions. Other metrics, such as the relevance 

of topics, content quality, and content-based comment sentiment, are also important, and their 

importance is highlighted by Navarro et al. (2020). These scholars found that these content-based 

metrics are more important than quantitative metrics when assessing a user's influence. Therefore, 

companies should consider various metrics when identifying influential users (Ye et al., 2021). 

Other considerations should be used while considering the same measure to evaluate SMIs. For 

instance, de Veirman et al. (2017) suggested that influencers with a high number of followers but 

a low number of followees may be perceived as less likable. Interestingly, Phung and Qin (2018) 

proposed that the characteristics of SMIs are valued differently. They believe that honesty and 

trustworthiness are highly valued traits; therefore, companies should give extra consideration to 

them when choosing influencers to partner with. Another consideration is that having more 

followers does not necessarily lead to more interactions. Interactions between influencers and 

followers not only increase the size of the network but also strengthen the connections within 

it(Wang et al., 2020). The influencer and brand match should also be considered when selecting 

influencers. Breves et al. (2019) and Kim and Kim (2021) found that a suitable and congruent 

influencer can improve the influencer's image and increase consumers' brand attitudes and 

purchase intentions.  

Source credibility and its dimensions have been succinctly studied in academic literature. It can be 

determined by evaluating a source's expertise, trustworthiness, and attractiveness as dimensions of 

source credibility (McCracken, 1989; Ohanian, 1990; Tzoumaka et al., 2016). A source’s 

perceived ability to know the subject is called expertise; a source’s amount of perceived honesty 

and believability is called trustworthiness; a source’s amount of perceived familiarity and 

likeability is called attractiveness (Lee & Kim, 2020; McCracken, 1989). Additionally, source 

credibility has been defined by four dimensions: the source's expertise, trustworthiness, likability, 

and homophily, which are experiential information cues that affect an individual's evaluation of 

information credibility (Chen & Chaiken, 1999; Metzger & Flanagin, 2013). A high number of 

followers positively affects trustworthiness (Ing & Ming, 2018).  Few researchers have developed 

various models and techniques to assist companies in identifying influential SM users (Bamakan 

et al., 2019). Implementing quantitative methods to identify influential users in online social 

networks has been considered by different scholars. For instance, Bakshy et al. (2011), 

Bokunewicz and Shulman (2017), and Litterio et al. (2017) propose different frameworks and 

approaches to identify influential users on online social networks by considering factors such as 

the positioning and engagement of these users. However, few practitioners use specific methods 

to locate and connect with influencers (Navarro et al., 2020) because these methods are considered 
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incomplete. Hence, in this research, we have tried to locate all the factors in the extant research. 

Therefore, we reviewed and summarized the SMI selection factors from previous studies in the 

literature (Table 3.1). Later, we adapted these factors and used a combination of qualitative and 

quantitative methods to find the factors that are important for SMEs when selecting which SMI to 

work with. 

Table 3.1 Summary of desired SMIs’ Key Selection Factors in SMEs gathered through Literature 

Review 

Dimension Factor References 

SMIs’ 

account 

insights 

The number of followers (Arora et al., 2019) 

(Mallipeddi et al., 2018) 

(de Veirman et al., 2017) 

(Jin & Phua, 2014) 

 

Average engagement rate 

The average number of comments 

The average number of likes 

The average number of posts 

Average earning per post 

SMIs’ 

endorser 

credibility 

Expertise (Lee & Kim, 2020) 

(McCracken, 1989) 

(Ohanian, 1990) 

 

Trustworthiness 

Attractiveness 

SMIs’ 

content-

driven 

attributes 

Informativeness (Navarro et al., 2020)  

(Ki et al., 2020) 

 
Visual aesthetics 

Relevance of topics 

Quality of content 

Comment sentiment 

SMIs’ 

persona- 

driven 

attributes 

Inspiration (Nafees et al., 2021) 

(Farivar et al., 2021) 

(Ki et al., 2020) 

(de Veirman et al., 2017) 

(Metzger & Flanagin, 2013) 

 

Similarity 

Physical attractiveness 

Authenticity 

Goodwill 

Opinion leadership 

Parasocial relationship 

Likability 

Homophily 

 

3.3 Methodology 

This research is applied in terms of purpose, and we used both a survey and semi-structured 

interviews as data collection methods. Both qualitative and quantitative data collection methods 

have been used.  
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In terms of time, this cross-sectional study has been done in two phases. The qualitative data were 

collected from June 2021 to August 2021. Later, a survey was administered on the MTurk platform 

in September 2021. 

The statistical population of this article includes business owners and marketing professionals 

working in SMEs that have used SMIs for their marketing purpose and have been involved in 

selecting the right SMI for their brand/business. For the qualitative data collection, eight samples 

were selected based on the purposive sampling method; we selected respondents who were 

business owners or marketing managers of SMEs and had experience in using SMI for their 

respective brands. During the qualitative stage, an online semi-structured interview was conducted. 

In the later phase, the statistical sample consisted of 68 respondents selected based on the purposive 

sampling method for the qualitative data collection. The number of respondents was 68, as the 

maximum number of workers available on MTurk could pass the screening of our study for three 

weeks that our research was on the MTurk website. 

All the questionnaires should be tested on validity before testing them. The extent to which that 

measure items assess the same content as they are intended or how well a sample of content 

material was formed in a measure is called content validity (Rubio et al., 2003). Content validity 

was used to pretest the validity of the questionnaire in this study. Content validity can be measured 

through both face and logical validity (Rubio et al., 2003). The amount to which the measure 

appears to be valid on its face is called Face validity (Rubio et al., 2003). Between face validity 

and logical validity, we chose face validity (Rubio et al., 2003), as it needs to be more rigorous 

and sufficient for our study. Content validity is subjective because it depends on the extent to 

which the expert believes the item and/or measure is content valid. Although content validity is 

subjective to expert feedback, it is highly valuable as it limits the number of redevelopments of 

the measure after collecting the data. Hence, the content validity of the questionnaire for the 

quantitative part of this study was achieved by submitting them to influencer marketing specialists 

and university professors. They all confirmed the components and structure and verified the face 

validity of the formal content of the questionnaire used in the MTurk survey.  

In the model fitting stage, validity assessments were done through convergent and divergent 

validity (Hair et al., 2019). Additionally, as an indicator of the internal consistency of the 

measuring instrument, Cronbach's alpha coefficient is used to measure the reliability of the 

questionnaire. 
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In fitting the model and testing the research hypotheses, we applied Partial Least Squares Structural 

Equation Modeling (PLS-SEM) approach. This method was used between different methods of 

SEM modelling, such as AMOS and LISREL, because it is robust in terms of small sample size 

and abnormal data. Figure 3.1 illustrates the steps of our proposed methodological framework. 

 

3.4 Data Analysis & Results 

Following our methodological framework proposed in Figure 3.1, in the next sections, we provide 

the data collection, analysis, and interpretation to find the factors important for SMEs in selecting 

their ideal SMI. 

3.4.1 Phase I. Identification of SMI Selection Factors 

To identify SMI selection factors, we went through 3 steps. First, through library studies explained 

in section 3.2.5, we found the items that have been listed in Table 3.1. The special nature of SME 

businesses and the different economic, social, and political nature of these businesses make them 

different from other businesses; Hence, we needed to adjust SMI selection factors for their special 

Figure 3.1 Proposed Methodological Framework 
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business type. Consequently, in the second step, we asked 8 SMI selection experts in the SME 

context to evaluate the factors we found in step one through library studies (Table 3.1). 

Demographic information of qualitative study participants has been provided in Table 3.2. 

Table 3.2 Demographic Information of SME Influencer Marketing Specialists 

Expert Industry Job Title 

Education 

level 

Years of 

work 

experience 

Ex1-SM Fashion/Clothing Co-founder MSc 5 years 

Ex 2-NN Personal Care Marketing Director MSc 7 years 

Ex 3-VS Cooking Fonder BSc 2 years 

Ex 4-SY Carpet Co-founder MSc 4 years 

Ex 5-Se.Ta Fashion/Clothing Marketing Director BA 8 Years 

Ex 6-EZ Home Décor Co-founder PhD 6 years 

Ex 7-Sa.Teh Jewelry Co-founder BA 6 years 

Ex 8-PM Construction Marketing Director MBA 6 years 

 

Table 3.3 Descriptive Statistics of Qualitative Respondents’ Variable 

Demographic 

Variables Sex 

Years of 

experience 

Types of SME’s 

Industry 

The last academic 

degree 

Group M F < 5 
5 to 

10 
Product 

Manufacturer 
Service BSc MSc PhD 

Frequency 2 6 2 6 6 2 3 4 1 

% Frequency 25% 75% 25% 75% 75% 25% 37% 50% 12% 

  

Later, we asked them to provide us with the factors that they have been using but are not mentioned 

in the factors we found in the literature. Through this section of interviews and further probing 

respondents about their answers, we found 53 items. Hence, semi-structured interviews resulted in 

more items and dimensions offered by SMI selection specialists in the SME context. We 

summarized, aggregated, and presented them in Table 3.4, the final list of 53 items in 7 dimensions. 

The items have been checked with another researcher. These items were later used as the basis for 

the questionnaire in our quantitative study to find SMI selection factors. 

Table 3.4 The Final Theoretical Framework of Factors Influencing the Selection of SMIs 

Dimensions Factors 

E
n

g
a
g
e

m
en

t Number of followers of influencer's Instagram account 

Number of posts of influencer's Instagram account 

Average number of views of influencer's video posts on Instagram 
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Average number of comments of influencer's Instagram posts 

Average number of likes of influencer's Instagram posts 

Average engagement rate of influencer's posts (if they share it) 

Average amount of replies that influencer writes in response to followers' 

comments 

Sentiment of comments that followers write for influencer's posts 

Sentiment of influencer's replies to the comments that followers write for their 

posts 

Online AI-powered machines that measure the engagement 

Engagement measured through screenshot of followers' messages, replies, and 

interactions that influencers share on their stories 

S
M

Is
 

tr
a
it

s 

Influencer is a social person 

Influencer is an expert 

Influencer is trustworthy 

Influencer is attractive 

Influencer is competent 

Influencer is useful 

Influencer is accurate 

Influencer is consistent 

Influencer is inspirational 

Influencer is physically attractive 

Influencer is authentic 

Influencer has goodwill toward others 

Influencer is a Likable person 

Followers feel they are similar to influencer 

Influencer is an opinion leader 

The Parasocial relationship that followers have with the influencer 

S
M

I’
s 

 c
o
n

te
n

t 

re
le

v
a
n

ce
 

Relevance of your business to the subject matter of influencer's content 

Similarity of your business to the style and layout of influencer's content 

Quality of influencer's content 

Entertainment of influencer's content 

Informativeness of influencer's content 

Visual aesthetics of influencer's content  
 

 

Dimensions Factors 

S
M

I’
s 

fo
ll

o
w

er
s 

p
ro

fi
le

 Followers' social, economic class 

Followers' personality type 

The age group of the majority of followers 

The geographic location of majority of followers 

S
M

I’
s 

co
m

p
en

sa
ti

o
n

 

Price that influencer charges business owner for post/story/competition 

How reasonable the price is when considering the number of sales expected to 

be made through the influencer 
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How reasonable the price is when considering the number of followers the 

influencer would bring for our business 

Influencer's requested compensation package (i.e. fees, product, both, etc.) 

Influencer offers lower prices and specific pricing packages for small businesses 

to support them 

S
M

I’
s 

p
er

so
n

a
l 

li
fe

 

Whether influencer is going through some sad events in their life, including 

divorce, death of dear one, etc. 

Influencer's lifecycle/ Marital Status 

Whether it is around a specific time around influencer's life (i.e. birthday, 

changing house, wedding, etc.) 

S
M

I’
s 

w
o
rk

 s
ty

le
 

Influencer's target follower (luxury vs. normal) 

Type of businesses that influencer has advertised for previously 

Ease of working with them/If they accept to work with small businesses 

Policies that influencer has for working with businesses 

Influencer's work history: feedback from other business owners that have 

worked with him/her 

Results from past collaborations that influencer has done (i.e., apparent positive 

changes in metrics for other business clients) 

Past work experiences that SMEs had with the influencer 

(followers/sales/engagement rate) 

Type of SMI (Sales blogger/Follower increaser) 

 

The final items from the interviews were used to make a list of 53 items for the quantitative survey 

(Table 3.4). Each of the 53 factors that have been identified through interviews is considered an 

observed variable for the respecting dimension. Dimensions also play the role of dependent and 

latent variables, which affect the independent variable, the SMI’s selection factors. Consequently, 

the conceptual model has been drawn in the SmartPLS software and presented in Figure 3.2. 

Dimensions are shown as D1 to D7 with the following naming: 

• D1: Engagement (11items) 

• D2: SMI’s Traits (16 items) 

• D3: Content Relevance (6 items) 

• D4: Follower’s Profile (4 items) 

• D5: Compensation (5 items) 

• D6: SMI Personal life (3 items) 

• D7: SMI Work Style (8 items) 
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Figure 3.2 The Research Conceptual Model 

 

The structure of our conceptual model confirms that we should analyze data in second-order 

confirmatory factor analysis (Figure 3.2). Therefore, in the third stage of identification of SMI 

selection factors, we formed the hypotheses and drew the model. According to our conceptual 

model and the relationships between independent and dependent variables, seven main hypotheses 

can be developed as follows: 

H1: The variable Engagement is one of the influential dimensions in selecting SMI for SMEs. 

H2: The variable SMI’s Traits is one of the influential dimensions in selecting SMI for SMEs. 

H3: The variable Content Relevance is one of the influential dimensions in selecting SMI for 

SMEs. 

H4: The variable Follower’s Profile is one of the influential dimensions in selecting SMI for 

SMEs. 
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H5: The variable Compensation is one of the influential dimensions in selecting SMI for SMEs. 

H6: The variable SMI Personal life is one of the influential dimensions in selecting SMI for SMEs. 

H7: The variable SMI work style is one of the influential dimensions in selecting SMI for SMEs. 

3.4.2 Phase II. Assessment of SMI Selection Factors 

To assess the SMI selection factors that we found from the interviews in the previous stage, we 

designed an online questionnaire and tested the 53 items found in Table 3.4. The online 

questionnaire was distributed on MTurk to 68 individuals who were responsible for SMI selection 

in their respective SMEs. Descriptive statistic of the sample of MTurk respondents has been 

presented in Table 3.5. 

Table 3.5 Descriptive Statistics of Quantitative Respondents’ Demographic Variables 

Demographic 

Variables 
Gender Work Experience (years) Education 

Group Male Female < 5 5 < x < 10 x > 10 
High 

school 
College Bachelors Masters Higher 

Frequency 39 29 14 36 18 2 8 32 18 8 

%  57% 43% 21% 53% 26% 3% 12% 47% 26% 12% 

 

After analyzing the online survey results, to test the accuracy of the models that we formed, we 

need to analyze the data obtained through a survey at this stage. We used the PLS-SEM approach 

in 3 consecutive parts to test the following models: 

1. The fit of measurement models 

2. The fit of structural models 

3. The fit of overall models 

Overall model = Structural model + Measurement model. 

Through this sequence of analysis, we have first ensured that the relationship in measurement 

models is accurate by checking the reliability and validity criteria related to the measurement 

model. Later, we examine and interpret the fit of structural models. In the final step, we ensure the 

overall model fit.  

Table 3.6 Test of Normality 

Factors Kolmogorov-Smirnova Shapiro-Wilk 

Statistic df Sig. Statistic df Sig. 

Q1.1 0.325 68 0.000 0.775 68 0.000 

Q1.2 0.267 68 0.000 0.807 68 0.000 

Q1.3 0.242 68 0.000 0.811 68 0.000 

Q1.4 0.258 68 0.000 0.770 68 0.000 

Q1.5 0.251 68 0.000 0.835 68 0.000 

Q1.6 0.261 68 0.000 0.813 68 0.000 

Q1.7 0.230 68 0.000 0.838 68 0.000 

Q1.8 0.239 68 0.000 0.822 68 0.000 
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Factors Kolmogorov-Smirnova Shapiro-Wilk 

Statistic df Sig. Statistic df Sig. 

Q1.9 0.285 68 0.000 0.822 68 0.000 

Q1.10 0.295 68 0.000 0.800 68 0.000 

Q1.11 0.244 68 0.000 0.822 68 0.000 

Q2.1 0.316 68 0.000 0.777 68 0.000 

Q2.2 0.252 68 0.000 0.831 68 0.000 

Q2.3 0.255 68 0.000 0.819 68 0.000 

Q2.4 0.244 68 0.000 0.834 68 0.000 

Q2.5 0.260 68 0.000 0.804 68 0.000 

Q2.6 0.248 68 0.000 0.813 68 0.000 

Q2.7 0.231 68 0.000 0.816 68 0.000 

Q2.8 0.229 68 0.000 0.826 68 0.000 

Q2.9 0.286 68 0.000 0.821 68 0.000 

Q2.10 0.293 68 0.000 0.827 68 0.000 

Q2.11 0.255 68 0.000 0.819 68 0.000 

Q2.12 0.267 68 0.000 0.818 68 0.000 

Q2.13 0.247 68 0.000 0.827 68 0.000 

Q2.14 0.272 68 0.000 0.823 68 0.000 

Q2.15 0.251 68 0.000 0.841 68 0.000 

Q2.16 0.285 68 0.000 0.806 68 0.000 

Q3.1 0.335 68 0.000 0.771 68 0.000 

Q3.2 0.302 68 0.000 0.774 68 0.000 

Q3.3 0.296 68 0.000 0.798 68 0.000 

Q3.4 0.246 68 0.000 0.823 68 0.000 

Q3.5 0.243 68 0.000 0.812 68 0.000 

Q3.6 0.264 68 0.000 0.785 68 0.000 

Q4.1 0.247 68 0.000 0.876 68 0.000 

Q4.2 0.221 68 0.000 0.859 68 0.000 

Q4.3 0.217 68 0.000 0.886 68 0.000 

Q4.4 0.236 68 0.000 0.873 68 0.000 

Q5.1 0.333 68 0.000 0.780 68 0.000 

Q5.2 0.236 68 0.000 0.820 68 0.000 

Q5.3 0.254 68 0.000 0.806 68 0.000 

Q5.4 0.294 68 0.000 0.819 68 0.000 

Q5.5 0.248 68 0.000 0.815 68 0.000 

Q6.1 0.197 68 0.000 0.889 68 0.000 

Q6.2 0.176 68 0.000 0.914 68 0.000 

Q6.3 0.197 68 0.000 0.910 68 0.000 

Q7.1 0.271 68 0.000 0.830 68 0.000 

Q7.2 0.266 68 0.000 0.829 68 0.000 

Q7.3 0.244 68 0.000 0.839 68 0.000 

Q7.4 0.233 68 0.000 0.831 68 0.000 

Q7.5 0.258 68 0.000 0.846 68 0.000 

Q7.6 0.268 68 0.000 0.813 68 0.000 
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Factors Kolmogorov-Smirnova Shapiro-Wilk 

Statistic df Sig. Statistic df Sig. 

Q7.7 0.224 68 0.000 0.827 68 0.000 

Q7.8 0.254 68 0.000 0.815 68 0.000 
a Lilliefors Significance Correction 

 

As we can see from the data in Table 3.6, all significant values for all factors (items) in both tests 

are less than 0.05. hence, the null hypothesis of data normality has been rejected, and data are not 

normally distributed.  

3.4.2.1 Fit of the Model 

3.4.2.1.1 Fit of Measurement Models 

The fitting of measurement models includes examining the reliability and validity of research 

structures. The reliability of a test depends on the precision and consistency of the measurements 

taken. Fornell and Larcker (1981) developed three criteria for assessing the reliability of structures, 

including (a) reliability of individual items, (b) Composite Reliability (CR), and (c) AVE  (Fornell 

& Larcker, 1981). In accordance with the PLS-SEM algorithm, to evaluate the fit of the 

measurement model’s reliability, convergent validity and divergent validity were assessed, and the 

following findings have resulted: 

We should restate that PLS has been chosen over other SEM models because Partial Least Squares 

Structural Equation Modeling (PLS-SEM) is especially valuable when working with small sample 

sizes, typically those with less than 200 observations or when analyzing non-normal data (Hair et 

al., 2014). To assess the normality of the data obtained through the survey, we conducted 

Kolmogorov-Smirnov and Shapiro-Wilk tests and presented them in Table 3.6. 

3.4.2.1.1.1 Reliability 

To evaluate the reliability of measurement models, we should test Factor loads, Cronbach's alpha, 

and Composite Reliability (Hair et al., 2019) in the following format: 

3.4.2.1.1.1.1 Factor Loads 

Measurement of factor loadings: The factor loadings measurement involves assessing the 

reliability of each item based on the value assigned to each observed variable. This value 

determines how latent variables are measured by the use of observed variables. The minimum 

acceptable criterion for this assessment is 0.3, and the average level of significance for factor 

loadings is 0.4 (Hair et al., 2014). In Confirmatory Factor Analysis (CFA), factor loadings greater 

than 0.5 indicate a strong level of significance and high correlation between observed variables 

and factors, indicating a well-defined structure showed that the structure is well defined. However, 

as the sample size and the number of variables increase, factor loadings less than 0.25 can still be 

significant. In samples of 100, factor loadings of at least 0.19 and 0.26 are considered significant 

at the 5% and 1% levels, respectively, whereas in samples of 200, values of 0.14 and 0.18 are 

significant at the 5% level.  The CFA and factor loading coefficients results in Table 3.7 show that 

most of the observed variables (items) with a high correlation level and a few with a moderate to 

high correlation level measure the latent variables well.  
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Table 3.7 Factor Load Values of Observed Variables (Items) in the Measurement Model 

 Factors Variable 

D1 

Variable 

D2_ 

Variable 

D3_ 

Variable 

D4_ 

Variable 

D5_ 

Variable 

D6 

Variable 

D7 

Q1.1 0.837 … … … … … … 

Q1.10 0.857 … … … … … … 

Q1.11 0.877 … … … … … … 

Q1.2 0.833 … … … … … … 

Q1.3 0.868 … … … … … … 

Q1.4 0.802 … … … … … … 

Q1.5 0.858 … … … … … … 

Q1.6 0.830 … … … … … … 

Q1.7 0.877 … … … … … … 

Q1.8 0.861 … … … … … … 

Q1.9 0.871 … … … … … … 

Q2.1 … 0.812 … … … … … 

Q2.10 … 0.892 … … … … … 

Q2.11 … 0.820 … … … … … 

Q2.12 … 0.875 … … … … … 

Q2.13 … 0.840 … … … … … 

Q2.14 … 0.834 … … … … … 

Q2.15 … 0.907 … … … … … 

Q2.16 … 0.860 … … … … … 

Q2.2 … 0.878 … … … … … 

Q2.3 … 0.851 … … … … … 

Q2.4 … 0.859 … … … … … 

Q2.5 … 0.801 … … … … … 

Q2.6 … 0.851 … … … … … 

Q2.7 … 0.864 … … … … … 

Q2.8 … 0.816 … … … … … 

Q2.9 … 0.878 … … … … … 

Q3.1 … … 0.830 … … … … 

Q3.2 … … 0.860 … … … … 

Q3.3 … … 0.845 … … … … 

Q3.4 … … 0.795 … … … … 

Q3.5 … … 0.838 … … … … 

Q3.6 … … 0.848 … … … … 

Q4.1 … … … 0.950 … … … 

Q4.2 … … … 0.909 … … … 

Q4.3 … … … 0.968 … … … 

Q4.4 … … … 0.925 … … … 

Q5.1 … … … … 0.841 … … 

Q5.2 … … … … 0.871 … … 

Q5.3 … … … … 0.829 … … 

Q5.4 … … … … 0.882 … … 
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 Factors Variable 

D1 

Variable 

D2_ 

Variable 

D3_ 

Variable 

D4_ 

Variable 

D5_ 

Variable 

D6 

Variable 

D7 

Q5.5 … … … … 0.865 … … 

Q6.1 … … … … … 0.932 … 

Q6.2 … … … … … 0.963 … 

Q6.3 … … … … … 0.927 … 

Q7.1 … … … … … … 0.846 

Q7.2 … … … … … … 0.869 

Q7.3 … … … … … … 0.863 

Q7.4 … … … … … … 0.883 

Q7.5 … … … … … … 0.865 

Q7.6 … … … … … … 0.893 

Q7.7 … … … … … … 0.823 

Q7.8 … … … … … … 0.884 

 

3.4.2.1.1.1.2 Cronbach’s Alpha 

Cronbach's alpha is a widely used measure for evaluating the internal reliability of a structure or 

set of indicators. It indicates the degree of correlation between the constructs of a conceptual model 

and their corresponding observed variables (a structure and its indicators). The calculations of 

Cronbach's alpha revealed a high correlation between the model constructs and their observed 

variables (Table 3.8). 

3.4.2.1.1.1.3 Composite Reliability 

In addition to the conventional use of Cronbach's alpha as a reliability criterion, a more 

contemporary hybrid reliability criterion is also employed to assess the reliability of each structure. 

This alternative criterion offers an advantage over the Cronbach's alpha coefficient by calculating 

the reliability of structures based on the correlation of their indicators with each other rather than 

relying solely on absolute calculations. As a result, both criteria are utilized to better measure 

reliability. A composite reliability value greater than 0.7 for each structure is indicative of good 

internal consistency within the measurement models, while a value lower than 0.6 suggests a lack 

of reliability. The composite reliability values for the structures in the conceptual model are higher 

than 0.8 (Table 3.8). 

3.4.2.1.1.1 Convergent Validity 

Once the reliability criterion has been assessed, the next step in fitting the measurement models is 

to examine convergent validity. Convergent validity is represented by the Average Variance 

Extracted (AVE) criterion, which means the degree of correlation between each construct of the 

conceptual model and its corresponding observed variables (related items). A value of 0.4 or 

greater for AVE is generally considered acceptable, according to the recommendations of experts 

and researchers (Table 3.8). 
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Table 3.8 General Quality Criteria of Fit of the Measurement Model 

Variables 
Cronbach's 

Alpha 
rho_A 

Composite 

Reliability 

Average 

Variance 

Extracted (AVE) 

Qualified SMI's selection factors 0.974 0.982 0.977 0.475 

Variable D1 0.962 0.963 0.967 0.726 

Variable D2 0.975 0.976 0.977 0.728 

Variable D3 0.914 0.916 0.933 0.699 

Variable D4 0.961 1.233 0.967 0.880 

Variable D5 0.910 0.916 0.933 0.735 

Variable D6 0.941 1.189 0.959 0.885 

Variable D7 0.952 0.953 0.960 0.750 

 

The results of factor load values, Cronbach's alpha coefficients, composite reliability, and AVE 

criterion that has been provided through software analysis. Since the values of these criteria for 

each latent variable are more than the threshold level, the convergent reliability and validity of the 

research model can be confirmed. 

3.4.2.1.1.2 Divergent Validity (Discriminant) 

The third criterion for evaluating the fit of measurement models in PLS analyses is divergent 

validity, which is assessed using both cross-factor loadings and the Fornell-Larcker (1981) 

method. The cross-factor loading method compares the correlation between the items of a structure 

with that same structure to the correlation between those items and other structures. If the 

correlation between an item of a structure with another structure is greater than its correlation with 

its own structure, then the validity is not established. The appropriate level of divergent validity 

for a model is indicated by a greater correlation between the factor loads of most of the items 

related to each structure with each other than the correlation of those items with other structures, 

as determined by the first method. In the second method of examining divergent validity, the 

Fornell-Larcker (1981) method, the relationship between a structure and its items is compared to 

that structure's relationship with other structures. The acceptable level of divergent validity 

indicates that a structure in the model has more interaction with its own items than with those of 

other structures, as shown by a matrix that displays the correlation coefficient values between the 

structures and the square root of the AVE values for each structure. By examining the cases, the 

measurement model's divergent validity is confirmed (Table 3.9). 

Table 3.9 Discriminant Validity 

  D1 D2 D3 D4 D5 D6 D7 

Variable D1 0.852             

Variable D2 0.722 0.853           

Variable D3 0.599 0.670 0.836         

Variable D4 0.101 0.001 0.104 0.938       

Variable D5 0.535 0.625 0.515 -0.023 0.858     

Variable D6 0.057 0.071 0.167 0.080 0.122 0.941   

Variable D7 0.695 0.697 0.694 0.054 0.784 0.034 0.866 
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3.4.2.1.2 Fit of Structural Models 

According to the PLS data analysis algorithm in the PLS method, once the measurement models 

have been fitted, the structural model will be evaluated. The structural model examines the 

relationships between the latent variables, in contrast to the measurement models which focus on 

the relationships between the latent and observed variables. Significant coefficient criteria such as 

t-values, R2, Stone-Geisser (Q2), and redundancy are analyzed to determine the fit of the structural 

model. 

3.4.2.1.2.1 Significant Values (t) 

Several criteria are utilized to assess the fit of the structural model. The primary criterion is 

significant coefficients or t-values, which are depicted on the paths by executing the bootstrap 

command. A t-value greater than 1.96 signifies the correctness of the relationship between 

structures and confirms research hypotheses with a 95% confidence level. In Figure 3.3, the t-

values displayed evaluate the structures of the model. All significant t-values are greater than 1.96, 

except for the (D4) Follower’s Profile and (D6) SMI Personal Life dimensions. This indicates the 

significance of the paths, the adequacy of the structural model, and the confirmation of five 

research hypotheses. 

Figure 3.3 Significance of t-values to Evaluate the Structures of the Conceptual Model 
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3.4.2.1.2.2 The R2 Coefficient 

The second criterion for evaluating the fit of the structural model is the R2 coefficients related to 

the latent endogenous (dependant) variables of the model. This criterion measures the effect of an 

exogenous variable on an endogenous variable and connects the measurement and structural parts 

of SEM. The R2 values are displayed within the model circles and are only calculated for 

endogenous structures, with exogenous structures having a value of zero. To assess the strength of 

the R2 coefficients, (Chin Wynne, 1998) proposed criteria of 0.19, 0.33, and 0.67 for weak, 

medium, and strong R2, respectively. Higher values indicate a better fit of the model. Figure 3.4 

displays the R2 coefficients for the model. 

Figure 3.4 Path Coefficients, Factor Load Values, and R2 

 

3.4.2.1.2.3 Stone-Geisser Criterion (Q2) 

This criterion evaluates the model's ability to predict the items related to the endogenous structures 

and is indicative of the model's predictive power. A well-defined relationship between structures 

in a model should lead to the successful testing of hypotheses, meaning that if in a model, the 

relationships between structures are properly defined, the hypotheses are properly tested. The 

strength of the predictive power is determined based on three values: 0.02, 0.15, and 0.35, 

representing weak, medium, and strong predictive power of the model for endogenous structures, 

respectively (Henseler et al., 2009). A Q2 value of zero or less than zero for an endogenous 

structure indicates an inadequate explanation of the relationship between that structure and the 
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other structures in the model. Table 3.10 shows the Q2 values for the variables in this study. The 

results confirm the appropriate relationships between the endogenous structures, as indicated by 

the high values, which demonstrate the strong predictive power of the model for these structures 

and further confirm the proper fit of the structural model. 

Table 3.10 Construct Cross-validated Communality 

Variables SSO SSE Q² (=1-SSE/SSO) 

Qualified SMI's selection 

factors 

3021.000 1681.522 0.443 

Variable D1 627.000 215.075 0.657 

Variable D2 912.000 294.452 0.677 

Variable D3 342.000 149.694 0.562 

Variable D4 228.000 71.350 0.687 

Variable D5 285.000 115.739 0.594 

Variable D6 171.000 54.632 0.681 

Variable D7 456.000 152.113 0.666 

 

3.4.2.1.2.4 Redundancy Criterion 

The redundancy criterion is calculated by multiplying the R2 values with the communality values 

of the structures and represents the amount of variability in the items of an endogenous structure 

that is influenced by one or more exogenous structures. It is a comprehensive measure of the 

quality of the structural model for all endogenous structures and is used to calculate the overall 

model fit criterion, namely the Goodness of Fit (GoF). The redundancy criterion values are 

summarized in Table 3.11. 

Table 3.11 Redundancy Criterion 

Variables Communality R2 Redundancy 

Qualified SMI's selection 

factors 

0.475 … … 

Variable D1 0.726 0.743 0.539 

Variable D2 0.728 0.848 0.617 

Variable D3 0.699 0.621 0.434 

Variable D4 0.880 0.004 0.004 

Variable D5 0.735 0.579 0.426 

Variable D6 0.885 0.011 0.010 

Variable D7 0.750 0.773 0.580 

 

3.4.2.1.3 Fit of Overall Models (Goodness of Fit Criterion) 

To evaluate the fitness of the entire model, which encompasses both the measurement and 

structural models, the Goodness of Fit (GoF) criterion is computed using the following formula: 

𝐺𝑜𝐹 =  √(𝑐𝑜𝑚𝑚𝑢𝑛𝑎𝑙𝑖𝑡𝑦) ×  (𝑅2) 
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After calculating the GoF criterion for the conceptual model, it was found to be 0.573. Based on 

the three threshold values proposed by (Hair et al., 2014) of 0.01, 0.25, and 0.36 for weak, medium, 

and strong GoF, respectively. Akter et al. (2011) considered a cutoff value of 0.36; hence, this 

indicates a strong overall fit of our model. 

3.4.2.2 Test of the Research Hypotheses and Interpretation of the Results 

After examining the fit of measurement, structural and overall models, the research hypotheses are 

tested. In the PLS method, the research hypotheses are tested by analyzing the significant 

coefficients Z (t-values) of each path and the standardized factor load coefficients related to the 

paths. If the significance coefficient of each path is greater than 1.96, the corresponding path is 

confirmed at a 95% confidence level, and the related hypothesis is supported. The conceptual 

model of this paper is tested, and the numbers in Figure 3.4 show the path coefficient and the 

relationship between the latent variables.  

To be able to check the significance of the path coefficient, it is necessary to consider the t-value 

of each path. As mentioned before, according to this figure and all resulting t-values, the relations 

in five paths got significant at the 95% confidence level. Table 3.12 shows the results of the 

hypotheses test in the structural model. According to the results, hypotheses H1, H2, H3, H5, and 

H7, which respectively described the significance of the role of dimensions (D1) Engagement, 

(D2) SMI’s Traits, (D3) Content Relevance, (D5) Compensation, (D7) SMI Work Style in 

selecting qualified SMIs at the level 95% are confirmed. However, the effect of the two dimensions 

(D4) Follower’s Profile and (D6) SMI Personal Life in selecting qualified SMIs from the 

perspective of experts at the level of 95% is negligible and the related hypotheses H4 and H6 were 

rejected. The results of hypotheses testing in the structural model are summarized in Table 3.12. 

Table 3.12 Results of the Test of the Structural Model 

Hypotheses 

Original 

Sample 

(O) 

Sample 

Mean 

(M) 

Standard 

Deviation 

(STDEV) 

T Statistics 

(|O/STDEV|) 

P 

Values Results 

Qualified SMI's 

selection factors -> 

Variable D1 

0.862 0.853 0.054 15.906 0.000 Confirmed 

Qualified SMI's 

selection factors -> 

Variable D2 

0.921 0.921 0.027 33.925 0.000 Confirmed 

Qualified SMI's 

selection factors -> 

Variable D3 

0.788 0.780 0.076 10.325 0.000 Confirmed 

Qualified SMI's 

selection factors -> 

Variable D4 

0.061 0.089 0.166 0.367 0.713 Rejected 

Qualified SMI's 

selection factors -> 

Variable D5 

0.761 0.763 0.059 12.797 0.000 Confirmed 

Qualified SMI's 

selection factors -> 

Variable D6 

0.103 0.130 0.127 0.808 0.419 Rejected 
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Hypotheses 

Original 

Sample 

(O) 

Sample 

Mean 

(M) 

Standard 

Deviation 

(STDEV) 

T Statistics 

(|O/STDEV|) 

P 

Values Results 

Qualified SMI's 

selection factors -> 

Variable D7 

0.879 0.876 0.038 23.358 0.000 Confirmed 

 

3.5 Contribution 

3.5.1 Practical Contribution 

There are several practical contributions of the current study that could be used by SM marketers, 

influencers and businesses. This study provides a comprehensive and valuable understanding of 

the factors that SMEs consider while employing SMIs. SMEs can use this understanding to make 

informed decisions when selecting influencers for their marketing campaigns. By viewing the 

factors identified in the current study, SMEs can choose influencers who cultivate a high level of 

engagement, possess desirable traits, create relevant content, and have followers who align with 

the target audience for their product or service.  Secondly, the findings can help influencers 

improve their chances of being employed by SMEs by identifying the factors that SMEs consider 

when employing influencers. Influencers interested in brand collaborations can use this 

information to focus on improving their engagement levels, enhancing their personal branding, 

and tailoring their content to their followers' interests and preferences. Finally, this study 

contributes to our understanding of marketing best practices by demonstrating how Instagram 

influencers can be used effectively in achieving marketing objectives. By understanding the factors 

SMEs consider when employing influencers, businesses can select the most appropriate 

influencers for their marketing campaigns, optimize their content and promotions, and maximize 

their return on investment. Overall, the practical contributions of this study can benefit SM 

marketers, influencers, and businesses by providing them with a better understanding of the factors 

that influence the success of Instagram influencer marketing campaigns. 

3.5.2 Literature Contribution 

The current study has several academic contributions that can benefit the field of marketing 

research. It comprehensively examines the factors that SEMs consider when employing Instagram 

influencers. By testing multiple hypotheses using the PLS-SEM method, this study provides a 

robust analysis of the underlying dimensions that influence the use of Instagram influencers in 

marketing campaigns. Additionally, it adds to the growing literature on SMI marketing. This study 

contributes to understanding the unique characteristics of Instagram influencers who are active on 

this SM platform. Furthermore, the findings can inform future research on the effectiveness of 

Instagram influencer marketing campaigns. By identifying the key factors that influence SEMs' 

decisions when employing Instagram influencers, this research provides a foundation for future 

research on the relationship between these factors and the effectiveness of influencer marketing 

campaigns. 

3.6 Discussion, Future Research & Conclusion 

3.6.1 Discussion & Conclusion 

The results of this study elaborate that there are various factors that firms utilize while employing 

SMIs. More specifically, these factors include engagement, SMI’s traits, content relevance, 

compensation, and SMI work style were significant factors that SMEs consider when employing 
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SMIs. In the dimension of engagement, different engagement metrics, such as likes, comments, 

and followers, were the most significant factor that SMEs consider when employing SMIs. This 

sheds light on the importance of the amount of engagement that followers and SMIs have. This 

importance originates from the fact that high engagement is a sign of a well-received message that 

has a strong impact on the audience. 

Other than engagement, SMI’s traits, such as trustworthiness, expertise, and attractiveness, were 

significant factors that SMEs consider when employing SMIs. This offers evidence that SMIs with 

a positive image who can effectively promote a product or service to their followers are valued by 

SMEs. Moreover, compensation and content relevance of SMIs are crucial factors in their chance 

of getting employed by SMEs. Content relevance is of special interest here because SMIs with 

high content relevance are aware of their audience’s interests and create content that is relevant 

and appreciated by them. Additionally, the compensation style and number of fees that SMI charge 

for their service are determinants in their chances of becoming hired by SMEs. As SMEs don’t 

often have a large marketing budget, compensation is a highly important factor for them. Contrary 

to the previous factors, the study found that SMI’s personal life and followers’ profiles were not 

significant factors in employing SMIs. This suggests that SMEs do not give much importance to 

an influencer's personal life or follower’s socio-economic class or personality types when 

considering SMIs for employment. 

It is worthwhile to mention that according to contingency theory (Luthans & Stewart, 1977), there 

is no one best way to manage an SME organization. Hence, the use of SMIs in marketing efforts 

by SMEs depends on the specific situation and context of the SME. The factors to consider by 

SMEs can range widely, including marketing goals, target audience, and allocated budget. 

Furthermore, contingency theory suggests that SME owners should be flexible and adaptable to 

new developments and circumstances. One of these circumstances can be the needs and wants of 

the SMIs, including their compensation and pricing structure, personal interests and lifestyle, 

audience composition, and the platform(s) they operate on. This is compatible with the findings of 

Essay 3. Moreover, contingency theory suggests that management styles should be tailored to the 

strengths and weaknesses of the SME in question. Hence, in the context of using SMIs, a SWOT 

of the SME should be performed, and SMIs should be utilized in a way that strengthens the SME’s 

strength and overcomes their marketing weaknesses. 

3.6.2 Future Research 

SMIs are quickly becoming leaders in shaping consumer behaviours (Faverio & Anderson, 2022).  

They are one of the most influential players in the market. A study in 2021 found that 58% of 

consumers had made a purchase based on influencers’ recommendations in the past 6 months 

(Moore, 2021). Although they are one of the players in business ecosystems, their actions and 

extent of authority should be audited and controlled by other stakeholders in the system. This calls 

for extended studies in this domain from the perspectives of marketers and policymakers. Based 

on the findings of this Essay, there are several future avenues that can be suggested. One future 

avenue is studying the role of SMIs in different industries. The factors that SMEs consider when 

employing SMIs may vary depending on the industry. Other future studies could investigate the 

relationship between the factors identified in this study and the effectiveness of SMI marketing 

campaigns. The results of such studies could provide valuable insights into how SMEs can 

optimize their influencer marketing strategies for better outcomes. Moreover, more studies can 

cross-examine SM platforms' influence on the factors SMEs consider when employing SMIs. The 
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current study was limited to Instagram influencers. Future research can further probe the factors 

SMEs consider when employing influencers on different platforms, such as YouTube or TikTok. 

These factors may differ on another platform. Another avenue for future studies could explore 

cultural perspectives. Those studies can explore the impact of cultural differences on the factors 

that SMEs consider when employing SMIs. This could help SMEs working in different cultures 

tailor their influencer marketing strategies to their respective cultural contexts and effectively 

reach diverse audiences.  

Finally, considering the contingency theory (Luthans & Stewart, 1977), we emphasize that 

businesses should consider the extent of involvement with SMIs. They must tailor their SM 

strategy around choosing influencers who are the “persona” influencing stakeholders. More 

specifically, businesses must select SMIs who resonate well with their SMM targets and strategies 

and simultaneously don’t involve in unethical utilization of their follower base. Ethical 

considerations such as transparency, authenticity, and disclosure (Kuzminov, 2023) are important 

as well. They have not appeared in this Essay because previous research didn’t explore them for 

selecting influencers, nor did our respondents consider them in their selection factors. To this end, 

it is an interesting topic to further probe the impact of ethical considerations of SMIs on their 

selection by firms (specifically, SMEs). Through such a study, researchers can scrutinize ways that 

SMEs can maintain trust and credibility with their target audience while utilizing SMIs for their 

marketing campaigns. The findings of the current Essay provide a foundation for future research 

on SMI marketing, and these directions could help expand the current understanding of the factors 

that SMEs consider when employing SMIs. 
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General Discussion and Conclusion 

 

The rapid growth of SM has presented businesses with new opportunities. Concurrently, SM 

features are changing rapidly; the things that we were witnessing 10 years ago are becoming very 

outdated and even obsolete now (Hollingsworth, 2019; Johnston, 2018). Due to these changes, 

SMM challenges abound. Firms are facing many challenges to solve, specifically in the ever-

changing paradigm of SM. For this reason, the current thesis used marketing as a lens to examine 

SM challenges. The first step in this effort was to collect and synthesize relevant research in Essay 

1. The findings identify various challenges faced by marketers in SMM. Technological challenges, 

managing brand reputation, and measuring the return on investment (ROI) of SMM campaigns 

were among the challenges found to be most critical to marketers that have been studied in previous 

research. The results of this study elaborated that SMM challenges are multifaceted and require 

careful consideration of various factors, such as technological, organizational, and cultural aspects.  

 

In the context of contingency theory, the findings of Essay 1 indicate that there is a need to find 

specific SMM challenges that are domain-relevant. These challenges, either internal or external, 

can be examined and minimized more effectively if they are specific to an identified domain. 

Hence, in Essay 2, we concentrated on finding SMM challenges in the Iran beauty industry due to 

the heavy consumption of SMM in this industry. The results of this Delphi study elaborated that 

(a) “coordination across different company functions that are engaged in SMM at both staff and 

managers level”; (b) “keeping security and privacy of company channel, customer, and company 

data,” and (c) “limited IT resources of some companies in the adoption of SMM” received the 

highest score; hence they are the most pressing challenges that require more resources and attention 

from marketing and SMM managers.  

 

To assess the challenges of SMM tactics, we expanded the context of our research in Essay 3. 

Hence, we studied SMI selection factors. The results of Essay 3 have found that engagement, 

SMI’s traits, content relevance, compensation, and SMI work style were significant factors that 

SMEs consider when employing SMIs. This suggests that internal and external factors are critical 

to consider when managing SMM, which is consistent with contingency theory. Further, given this 

close inspection of a single SMM tactic, these findings emphasize the potential breadth of key 

factors that may be needed to define a comprehensive model in a contemporary setting. 

 

This thesis has provided significant contributions to the field of SMM by exploring the challenges 

faced by businesses and developing a framework for tackling one of the most interesting and 

challenging concerns at the current time. The three essays in this thesis have also highlighted the 

complexity of the SM landscape and the importance of developing effective marketing strategies 

that align with firms’ internal challenges as well as external factors such as the preferences and 

behaviours of firms’ audiences and partners (e.g., SMI). In developing a theory based on 

contingency theory, Zeithaml, Varadarajan and Zeithaml (1988) suggest that contributions can be 

achieved by identifying the important variables that distinguish between contexts, grouping similar 

contexts based on these contingency variables, and finally determining the most effective 

responses for each major group. Through this lens, the present work makes advances in identifying 

the situational variables from the managerial perspective. The findings of this research will be 

valuable to marketing practitioners, academics, and policymakers in enhancing their marketing 
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practices and strategies. Further research can be conducted to examine the dynamic nature of SMM 

and the emerging trends and challenges that may arise in the future. 

 

The advancement in technology is quite large. For instance, the vast utilization of augmented 

reality or the employment of virtual influencers (Conti et al., 2022) by brands will blur the line 

between the physical and digital worlds. These technologies and digitalisations will surely change 

how businesses would achieve their desired impact on customers. Specifically, these changes 

would range from entertainment, social interactions and communication to content creation and 

impacting audiences. The mentioned evolutions would definitely impact all domains of SM, SMM, 

SMM challenges and SMI utilizations. 
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Appendix A: The Common Social Media Marketing Challenges for Businesses 

Table  A.1 Distribution of Papers based on Keywords Searched 

Keyword Total number of studies found 

social media marketing challenges 12 

social media marketing threat 2 

social media marketing issues 1 

social media marketing risk 6 

social media marketing barrier 1 

social media marketing obstacle 0 

social media marketing concern 1 

 web 2.0 challenges 14 

 web 2.0 threat 0 

 web 2.0 issues 9 

 web 2.0 risk 10 

 web 2.0 barrier 2 

 web 2.0 obstacle 0 

 web 2.0 concern 0 

social media challenges 49 

social media threat 8 

social media issues 2 

social media risk 96 

social media barrier 14 

social media obstacle 3 

social media concern 8 

social media marketing review 32 

social network marketing challenges 9 

social network marketing threat 3 

social network marketing issues 5 

social network marketing risk 7 

social network marketing barrier 1 

social network marketing obstacle 0 

social network marketing concern 5 

Over the top marketing challenges 0 

Over the top marketing threat 0 

Over the top marketing issues 0 

Over the top marketing risk 0 

Over the top marketing barrier 0 

Over the top marketing obstacle 0 

Over the top marketing concern 0 

digital content marketing challenges 0 

digital content marketing threat 0 

digital content marketing issues 0 

digital content marketing risk 0 

digital content marketing barrier 0 

digital content marketing obstacle 0 

digital content marketing concern 0 

social media ecosystem marketing 4 

social media ecosystem small business 2 
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Appendix B: List of Common Social Media Challenges 

Table  B.1 Common Social Media Marketing Challenges for Businesses 
D

im
en

si
o
n

 

Social media marketing challenges 
 

In
d

ic
a
to

r 

References 

S
M

M
 a

d
o

p
ti

o
n

 

Probable business model changes due to the use of social media C1 (Bae & Zamrudi, 2018; Y. Choi & Thoeni, 2016; 

Hofacker & Belanche, 2016; Leeflang et al., 

2014; Michaelidou et al., 2011) 

Some businesses and employees do not consider social media as a 

marketing channel 

C2 (Keegan & Rowley, 2017) 

Legal and reputation issues resulting from the use of social media 

marketing 

C3 (Huppertz, 2018; Roy et al., 2018; Rugova & 

Prenaj, 2016)  

Operational risk during the adoption of social media marketing C4 (Rugova & Prenaj, 2016) 

Limited IT resources of some companies in the adoption of social 

media marketing 

C5 (Bae & Zamrudi, 2018; N. Choi & Joo, 2021; 

Michaelidou et al., 2011) 

Reaching customers is hard on social media and the company might 

leave out people who do not have access to or use social media 

C6 (N. Choi & Joo, 2021; Leeflang et al., 2014; 

Paliwal, 2015) 

Obtaining relevant best practices in social media marketing C7 (N. Choi & Joo, 2021) 

Lack of employees' expertise in social media marketing C8 (N. Choi & Joo, 2021; Elawadi, 2016; Rugova & 

Prenaj, 2016) 

Choosing the right platform for social media marketing C9 (Hofacker & Belanche, 2016; Paliwal, 2015) 

The ability to generate and leverage deep customer insights from 

social media marketing 

C10 (Elawadi, 2016) 

Staff unwillingness to undertake new learning regarding social media C11 (N. Choi & Joo, 2021) 
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Social media marketing challenges 
 

In
d

ic
a
to

r 

References 

S
M

M
 i

m
p

le
m

en
ta

ti
o
n

 

Coordination across different company functions that are engaged in 

social media marketing at both staff and managers level 

C12 (Bae & Zamrudi, 2018; Valos et al., 2015) 

Social Media requires a new way of thinking and employee culture C13 (Valos et al., 2015) 

Making employees and customers engaged in social media marketing C14 (Hofacker & Belanche, 2016; Valos et al., 2015) 

Implementing Marketing Information Systems required for social 

media marketing 

C15 (Valos et al., 2015) 

Appropriate training about the usage of SMM is not available C16 (N. Choi & Joo, 2021; Michaelidou et al., 2011) 

Lack of expert human resources regarding social media C17 (Roy et al., 2018) 

The high cost of producing content on social media C18 (Khaleghi et al., 2019) 

S
M

M
 u

ti
li

za
ti

o
n

 

Keeping Security and privacy of company channel, customer, and 

company data 

C19 (Bae & Zamrudi, 2018) 

Obtaining Customer engagement in social media C20 (Bae & Zamrudi, 2018; Hofacker & Belanche, 

2016) 

Communicating in two languages C21 (Hofacker & Belanche, 2016) 

The difficulty of cooperation between different departments C22 (Elawadi, 2016; Hofacker & Belanche, 2016; 

Paliwal, 2015) 

Overt marketing or advertising techniques on social media might turn 

off the customers 

C23 (Y. Choi & Thoeni, 2016; Hofacker & Belanche, 

2016) 
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Social media marketing challenges 
 

In
d

ic
a
to

r 

References 

S
M

M
 u

ti
li

za
ti

o
n

 (
co

n
t’

d
) 

Managing Ethic issues related to social media marketing  C24 (N. Choi & Joo, 2021; Y. Choi & Thoeni, 2016; 

Keegan & Rowley, 2017; Paliwal, 2015; Rugova 

& Prenaj, 2016) 

Harass social media contacts and business account of followers C25 (Valos et al., 2015) (Paliwal, 2015) 

Infringe on copyright when posting on social media C26 (Bae & Zamrudi, 2018; N. Choi & Joo, 2021; Y. 

Choi & Thoeni, 2016; Elawadi, 2016; Huppertz, 

2018; Keegan & Rowley, 2017; Leeflang et al., 

2014; Michaelidou et al., 2011; Paliwal, 2015; 

Rugova & Prenaj, 2016; Tanimoto et al., 2016; 

Valos et al., 2015) 

Managing intellectual property of the post C27 (N. Choi & Joo, 2021) 

Intentional or unprepared Leak of information by an employee on 

social media 

C28 (N. Choi & Joo, 2021; Elawadi, 2016; Hofacker 

& Belanche, 2016; Leeflang et al., 2014) 

Finding highly Knowledgeable and skilled staff in using technology 

and social media 

C29 (Keegan & Rowley, 2017) 

Lack of a standard for what to post on social media C30 (N. Choi & Joo, 2021; Huppertz, 2018; Rugova 

& Prenaj, 2016; Tanimoto et al., 2016) 

Lack of a standard for how often to post on social media C31 (Bae & Zamrudi, 2018; N. Choi & Joo, 2021; 

Michaelidou et al., 2011) 

Lack of a standard for what time to post content on social media C32 (Valos et al., 2015) 

Potential damage for companies' reputation and brand health by 

ineffectively using social media 

C33 (Elawadi, 2016; Leeflang et al., 2014; Valos et 

al., 2015) 
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Social media marketing challenges 
 

In
d
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a
to

r 

References 

S
M

M
 u

ti
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o
n

 (
co

n
t’

d
) 

Assigning roles, responsibilities, ownership, and accountability 

between employees regarding social media 

C34 (Bae & Zamrudi, 2018; Michaelidou et al., 2011) 

social media marketing is very time consuming C35 (Appel et al., 2020) 

Spread of enterprise scandal to social media C36 (N. Choi & Joo, 2021; Hofacker & Belanche, 

2016; Huppertz, 2018; Khaleghi et al., 2019; 

Memon et al., 2015; Rugova & Prenaj, 2016) 

There are Technology related Challenges in Using social media C37 (Tanimoto et al., 2016) 

Inadequate quality of information on social media C38 (Huppertz, 2018) 

The number of followers on social media does not increase C39 (Bae & Zamrudi, 2018; Tanimoto et al., 2016) 

High workload when using social media for marketing C40 (Anne Whiting & Deshpande, 2016) 

S
M

M
 m

a
n

a
g
em

en
t 

a
n

d
 

co
n

tr
o
l 

Alignment of stocks with online offers when conducting online 

campaigns 

C41 (Memon et al., 2015) 

Social Media changes Customer purchase journey C42 (Khaleghi et al., 2019) 

Customers create content online at the same time with companies C43 (Tanimoto et al., 2016) 

Customers interact with companies on social media, answering and 

reacting to a customer and managing this relation 

C44 (Huppertz, 2018) 

Customer to customer relationships through social media C45 (Tanimoto et al., 2016) 

Designing a Social Media strategy C46 (Khaleghi et al., 2019; Roy et al., 2018) 
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Determining the role of social media within the overall marketing 

strategy 

C47 (Bae & Zamrudi, 2018; Hofacker & Belanche, 

2016; Paliwal, 2015; Rugova & Prenaj, 2016; 

Tanimoto et al., 2016) 

Assessing the effectiveness and performance of social media 

marketing (Measuring the Return of Investment (ROI)) 

C48 (Huppertz, 2018) 

Setting up a policy for social media use C49 (Bae & Zamrudi, 2018) 

Highly skilled employees are required for working in social media C50 (Elawadi, 2016; Rugova & Prenaj, 2016) 

Generating and designing appropriate reports based on social media 

analysis 

C51 (Bae & Zamrudi, 2018) 

High resource requirement for social media marketing C52 (N. Choi & Joo, 2021; Huppertz, 2018; 

Michaelidou et al., 2011) 

High maintenance cost of social media marketing C53 (Tanimoto et al., 2016) 

Less control over social media marketing content C54 (Khaleghi et al., 2019) 

Managing the great volume of data generated through social media C55 (Khaleghi et al., 2019; Tanimoto et al., 2016) 

Managing relation with competitors that are on social media C56 (Tanimoto et al., 2016) 

In the SMM context, Customers have privacy concerns, and 

achieving their trust is a challenge 

C57 (Huppertz, 2018) 



107 

 

Appendix C: Answers by Experts in each Round of Data Collection 

Table  C.1 Results of Round 1 of Data Collection 

Dimensions Challenges 

Experts 

Mean Ex 1 Ex 2 Ex 3 Ex 4 Ex 5 Ex 6 Ex 7 Ex 8 

SMM adoption C1 5 5 5 4 3 3 3 4 4.0 

C2 4 3 5 4 4 5 4 3 4.0 

C3 4 2 3 3 5 3 5 3 3.5 

C4 5 5 2 2 2 3 4 3 3.3 

C5 5 4 5 4 4 5 4 4 4.4 

C6 4 1 5 1 3 5 4 3 3.3 

C7 4 4 4 4 5 4 4 4 4.1 

C8 5 5 4 5 5 2 5 4 4.4 

C9 4 4 4 4 4 4 5 4 4.1 

C10 4 4 5 2 3 5 5 4 4.0 

C11 4 4 3 5 4 4 5 3 4.0 

SMM 

implementation 
C12 5 4 4 3 5 4 5 4 4.3 

C13 4 4 4 1 4 4 4 4 3.6 

C14 4 4 4 3 4 3 4 3 3.6 

C15 3 3 5 3 3 5 5 3 3.8 

C16 3 3 1 0 3 3 4 3 2.5 

C17 3 4 2 5 5 3 5 3 3.8 

C18 3 2 2 3 4 4 5 2 3.1 

SMM 

utilization 
C19 4 3 3 4 2 5 5 3 3.6 

C20 4 4 5 4 5 5 5 4 4.5 

C21 3 2 2 3 3 0 4 2 2.4 

C22 5 3 5 4 4 4 4 3 4.0 
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Dimensions Challenges 

Experts 

Mean Ex 1 Ex 2 Ex 3 Ex 4 Ex 5 Ex 6 Ex 7 Ex 8 

SMM 

utilization 

(cont’d) 

C23 4 4 3 4 4 5 3 4 3.9 

C24 2 3 2 5 3 3 3 3 3.0 

C25 2 2 2 5 3 3 3 2 2.8 

C26 3 2 2 5 2 3 5 2 3.0 

C27 4 2 3 4 5 3 4 3 3.5 

C28 3 1 2 5 4 4 4 1 3.0 

C29 3 4 3 3 4 5 4 3 3.6 

C30 3 2 2 4 4 3 3 2 2.9 

C31 3 2 2 5 3 3 3 2 2.9 

C32 4 2 1 5 4 3 3 2 3.0 

C33 4 3 4 4 5 4 5 3 4.0 

C34 4 4 3 5 4 3 3 3 3.6 

C35 4 5 5 0 4 1 2 4 3.1 

C36 5 3 4 5 3 5 2 1 3.5 

C37 2 3 3 3 4 4 3 1 2.9 

C38 4 4 5 4 3 5 4 3 4.0 

C39 5 4 5 3 3 0 3 3 3.3 

C40 4 5 5 4 4 3 4 4 4.1 

SMM 

management 

and control 

C41 4 2 3 3 2 1 4 3 2.8 

C42 2 2 3 3 3 3 4 1 2.6 

C43 3 1 1 4 2 4 3 2 2.5 

C44 5 3 4 3 5 3 4 4 3.9 

C45 1 2 3 4 5 1 4 2 2.8 

C46 3 2 5 3 5 3 4 2 3.4 

C47 5 3 5 4 4 3 3 3 3.8 
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Dimensions Challenges 

Experts 

Mean Ex 1 Ex 2 Ex 3 Ex 4 Ex 5 Ex 6 Ex 7 Ex 8 

SMM 

management 

and control 

(cont’d) 

C48 4 5 5 4 3 3 3 4 3.9 

C49 4 2 2 0 4 3 3 3 2.6 

C50 3 3 5 1 4 3 3 2 3.0 

C51 3 1 4 3 2 5 4 1 2.9 

C52 4 2 5 4 3 1 3 2 3.0 

C53 2 3 4 0 3 3 3 2 2.5 

C54 3 4 4 1 2 3 1 3 2.6 

C55 4 5 3 1 4 2 3 2 3.0 

C56 5 4 5 1 4 5 4 3 3.9 

C57 4 3 5 5 3 4 5 2 3.9 
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Table  C.2 Results of Round 2 of Data Collection 

Dimensions Challenges 

Experts 

Mean Ex 1 Ex 2 Ex 3 Ex 4 Ex 5 Ex 6 Ex 7 Ex 8 

SMM adoption C1 5 5 5 2 3 3 4 4 3.9 

C2 4 3 4 3 4 3 4 3 3.5 

C3 3 3 3 3 5 3 4 3 3.4 

C4 4 4 2 3 2 4 3 2 3.0 

C5 5 4 5 4 4 3 4 4 4.1 

C6 1 1 4 4 3 1 3 1 2.3 

C7 3 4 4 5 5 2 4 4 3.9 

C8 4 5 5 2 5 4 5 4 4.3 

C9 4 4 3 3 4 3 5 3 3.6 

C10 4 4 5 2 3 4 4 3 3.6 

C11 3 4 4 4 4 3 5 4 3.9 

SMM 

implementation 

C12 4 4 5 4 5 4 4 5 4.4 

C13 4 4 3 5 4 4 3 4 3.9 

C14 4 4 5 4 4 3 3 4 3.9 

C15 5 3 4 4 3 2 4 4 3.6 

C16 0 3 3 4 3 3 3 3 2.8 

C17 3 4 3 4 5 4 4 4 3.9 

C18 4 3 3 4 4 4 5 3 3.8 

SMM 

utilization 

C19 4 3 3 5 2 3 4 3 3.4 

C20 5 4 5 4 5 3 4 5 4.4 

C21 3 2 1 3 3 2 3 2 2.4 

C22 4 3 5 3 4 3 4 3 3.6 

C23 4 4 5 2 4 4 4 4 3.9 
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Dimensions Challenges 

Experts 

Mean Ex 1 Ex 2 Ex 3 Ex 4 Ex 5 Ex 6 Ex 7 Ex 8 

SMM 

utilization 

(cont’d) 

C24 1 3 3 4 3 3 3 3 2.9 

C25 1 2 1 3 3 3 3 2 2.3 

C26 3 3 3 5 2 1 4 3 3.0 

C27 3 2 3 5 5 2 4 4 3.5 

C28 2 3 3 4 4 3 4 3 3.3 

C29 3 4 2 4 4 4 4 4 3.6 

C30 2 2 1 5 4 3 3 2 2.8 

C31 0 2 1 4 3 4 3 2 2.4 

C32 0 2 1 3 4 3 3 2 2.3 

C33 4 3 4 4 5 3 4 4 3.9 

C34 4 4 5 3 4 3 3 4 3.8 

C35 3 5 4 4 4 4 3 5 4.0 

C36 3 3 3 4 3 3 3 3 3.1 

C37 3 3 3 4 4 3 3 3 3.3 

C38 4 4 5 3 4 0 4 4 3.5 

C39 4 4 4 0 3 1 3 3 2.8 

C40 4 5 5 1 4 3 4 4 3.8 

SMM 

management 

and control 

C41 2 3 3 3 4 3 3 3 3.0 

C42 1 3 3 3 3 2 3 3 2.6 

C43 1 2 1 4 2 3 2 2 2.1 

C44 5 3 5 3 5 1 4 4 3.8 

C45 2 2 2 3 5 4 3 2 2.9 

C46 4 3 4 5 2 3 3 4 3.5 

C47 3 3 4 4 4 3 4 3 3.5 

C48 4 4 4 3 3 3 3 4 3.5 
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Dimensions Challenges 

Experts 

Mean Ex 1 Ex 2 Ex 3 Ex 4 Ex 5 Ex 6 Ex 7 Ex 8 

SMM 

management 

and controls 

(cont’d) 

C49 1 2 2 3 4 2 3 2 2.4 

C50 2 3 4 2 4 0 3 3 2.6 

C51 3 2 4 3 3 2 3 3 2.9 

C52 3 2 3 4 4 3 3 3 3.1 

C53 2 3 3 2 4 1 3 2 2.5 

C54 2 3 2 3 3 4 2 2 2.6 

C55 3 4 2 2 4 3 4 3 3.1 

C56 4 4 2 3 4 2 4 4 3.4 

C57 4 3 4 5 3 4 5 4 4.0 
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Table  C.3 Results of Round 3 of Data Collection 

Dimensions Challenges 
Experts 

Mean 
Ex 1 Ex 2 Ex 3 Ex 4 Ex 5 Ex 6 Ex 7 Ex 8 

SMM adoption C1 5 5 4 4 4 4 4 4 4.3 

C2 4 3 4 4 5 4 4 4 4.0 

C3 3 3 3 4 3 3 4 3 3.3 

C4 4 4 3 2 3 3 3 3 3.1 

C5 5 4 5 4 4 3 4 4 4.1 

C6 3 2 2 3 3 4 3 2 2.8 

C7 4 3 4 4 4 4 4 4 3.9 

C8 4 4 5 4 5 2 4 4 4.0 

C9 4 4 4 4 4 4 4 4 4.0 

C10 4 4 4 2 4 4 4 4 3.8 

C11 3 4 4 3 4 4 4 3 3.6 

SMM 

implementation 

C12 4 4 5 5 4 5 4 4 4.4 

C13 4 4 3 3 4 4 3 3 3.5 

C14 4 3 4 3 4 3 4 4 3.6 

C15 5 2 4 3 4 5 4 3 3.8 

C16 0 2 3 3 3 3 3 3 2.5 

C17 3 4 3 4 3 4 4 3 3.5 

C18 4 3 4 3 4 4 5 3 3.8 

SMM 

utilization 

C19 4 3 3 4 5 5 4 4 4.0 

C20 5 3 5 4 5 5 4 5 4.5 

C21 2 2 2 3 2 3 3 3 2.5 

C22 4 3 5 4 4 4 4 4 4.0 

C23 4 3 4 4 4 5 4 3 3.9 

C24 2 3 3 5 3 4 3 2 3.1 
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Dimensions Challenges 
Experts 

Mean 
Ex 1 Ex 2 Ex 3 Ex 4 Ex 5 Ex 6 Ex 7 Ex 8 

SMM 

utilization 

(cont’d) 

C25 4 4 1 5 4 3 3 4 3.5 

C26 3 3 3 5 4 3 4 3 3.5 

C27 3 3 3 5 4 3 4 3 3.5 

C28 2 3 3 4 3 4 4 3 3.3 

C29 3 4 3 4 4 5 4 4 3.9 

C30 2 2 2 3 3 2 3 3 2.5 

C31 1 2 2 2 1 2 2 1 1.6 

C32 2 2 2 3 3 3 2 2 2.4 

C33 4 3 4 4 4 4 4 4 3.9 

C34 4 4 4 4 3 3 3 4 3.6 

C35 3 5 4 4 5 4 3 3 3.9 

C36 3 3 3 3 3 4 3 3 3.1 

C37 3 3 3 3 2 4 3 2 2.9 

C38 4 3 4 4 4 4 4 3 3.8 

C39 4 3 4 3 3 0 3 4 3.0 

C40 4 4 4 3 3 3 4 4 3.6 

SMM 

management 

and control 

C41 3 3 3 3 3 3 3 3 3.0 

C42 2 3 3 3 2 3 3 3 2.8 

C43 2 2 2 3 3 4 2 2 2.5 

C44 4 3 5 4 3 3 4 4 3.8 

C45 3 2 3 4 3 2 3 2 2.8 

C46 4 4 4 3 4 3 3 4 3.6 

C47 3 3 4 4 4 4 4 3 3.6 

C48 4 4 4 4 5 4 3 4 4.0 

C49 2 2 2 2 5 4 2 2 2.6 
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Dimensions Challenges 
Experts 

Mean 
Ex 1 Ex 2 Ex 3 Ex 4 Ex 5 Ex 6 Ex 7 Ex 8 

SMM 

management 

and control 

(cont’d) 

C50 3 3 4 2 4 3 3 4 3.3 

C51 3 4 4 3 4 3 3 3 3.4 

C52 3 2 3 3 3 4 3 3 3.0 

C53 2 3 3 3 3 3 3 2 2.8 

C54 2 2 2 2 2 2 2 2 2.0 

C55 3 3 3 3 3 4 4 3 3.3 

C56 3 3 3 3 4 4 4 3 3.4 

C57 4 3 4 5 3 4 5 3 3.9 
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Table  C.4 Results of Round 4 of Data Collection 

Dimensions Challenges 

Experts 

Mean Ex 1 Ex 2 Ex 3 Ex 4 Ex 5 Ex 6 Ex 7 Ex 8 

SMM adoption C1 5 4 4 4 4 3 4 4 4.0 

C2 4 4 4 4 4 4 4 4 4.0 

C3 3 3 3 3 4 4 4 3 3.4 

C4 4 3 3 3 3 3 3 3 3.1 

C5 5 4 5 4 4 4 4 4 4.3 

C6 2 2 2 2 3 3 3 2 2.4 

C7 4 4 4 4 3 3 4 4 3.8 

C8 4 4 4 4 4 4 4 4 4.0 

C9 4 4 4 4 5 4 4 4 4.1 

C10 4 3 4 3 4 3 4 3 3.5 

C11 3 3 4 3 3 4 4 3 3.4 

SMM 

implementation 

C12 4 4 5 5 5 5 4 5 4.6 

C13 4 3 3 4 3 3 3 3 3.3 

C14 4 3 4 4 3 3 4 4 3.6 

C15 3 3 4 3 3 4 4 3 3.4 

C16 2 2 2 2 2 3 2 2 2.1 

C17 4 4 4 4 4 4 4 3 3.9 

C18 4 3 4 4 4 4 5 4 4.0 

SMM 

utilization 

C19 4 5 5 4 5 5 4 5 4.6 

C20 5 3 4 3 4 3 4 4 3.8 

C21 2 2 2 3 3 2 3 2 2.4 

C22 4 4 5 4 4 4 4 4 4.1 

C23 4 4 4 4 4 4 4 4 4.0 

C24 2 3 3 4 3 3 3 2 2.9 



117 

 

Dimensions Challenges 

Experts 

Mean Ex 1 Ex 2 Ex 3 Ex 4 Ex 5 Ex 6 Ex 7 Ex 8 

SMM 

utilization 

(cont’d) 

C25 2 2 2 3 3 3 3 2 2.5 

C26 3 3 3 3 3 3 4 3 3.1 

C27 3 3 3 4 4 2 4 3 3.3 

C28 3 3 3 4 3 3 4 2 3.1 

C29 4 4 4 4 4 4 4 4 4.0 

C30 3 3 3 3 3 3 3 3 3.0 

C31 2 2 2 2 2 3 2 2 2.1 

C32 2 2 2 2 2 2 2 2 2.0 

C33 4 4 4 4 4 4 4 4 4.0 

C34 4 4 4 4 3 3 3 4 3.6 

C35 3 4 4 3 3 3 3 3 3.3 

C36 3 3 3 3 3 3 3 3 3.0 

C37 3 3 3 3 3 3 3 3 3.0 

C38 4 3 4 3 4 2 4 4 3.5 

C39 4 3 4 4 3 3 3 4 3.5 

C40 4 4 4 3 4 3 4 4 3.8 

SMM 

management 

and control 

C41 3 3 3 3 3 3 3 2 2.9 

C42 2 2 2 2 2 2 2 2 2.0 

C43 2 2 2 3 2 3 2 2 2.3 

C44 4 4 4 4 4 4 4 4 4.0 

C45 3 2 3 3 2 3 3 3 2.8 

C46 4 4 4 4 4 3 4 4 3.9 

C47 4 4 4 4 4 3 4 3 3.8 

C48 4 4 4 4 5 3 4 3 3.9 

C49 2 2 3 3 3 2 2 3 2.5 
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Dimensions Challenges 

Experts 

Mean Ex 1 Ex 2 Ex 3 Ex 4 Ex 5 Ex 6 Ex 7 Ex 8 

SMM 

management 

and control 

(cont’d) 

C50 3 3 4 3 3 3 3 3 3.1 

C51 3 2 4 3 3 2 3 2 2.8 

C52 3 2 3 3 3 3 3 3 2.9 

C53 2 2 3 3 2 3 3 2 2.5 

C54 2 2 2 2 2 3 2 2 2.1 

C55 4 3 3 4 3 3 4 4 3.5 

C56 3 3 3 3 4 3 4 3 3.3 

C57 4 4 4 4 5 4 5 4 4.3 
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Appendix D: Ranking Challenges based on Average of Experts’ Opinions in Round 4 

Table  D.1 Ranking Challenges Based on Average of Experts' Opinions in Round 4 of Delphi 

Dimension Social Media Marketing Challenges Challenge Mean 

SMM implementation 
Coordination across different company functions that are engaged in social media 

marketing at both staff and managers level 
C12 4.6 

SMM utilization Keeping Security and privacy of company channel, customer, and company data C19 4.6 

SMM adoption Limited IT resources of some companies in the adoption of social media marketing C5 4.3 

SMM management 

and control 

In the SMM context, Customers have privacy concerns, and achieving their trust is a 

challenge 
C57 4.3 

SMM adoption Choosing the right platform for social media marketing C9 4.1 

SMM utilization The difficulty of cooperation between different departments C22 4.1 

SMM adoption Probable business model changes due to the use of social media C1 4.0 

SMM adoption Some businesses and employees do not consider social media as a marketing channel C2 4.0 

SMM adoption Lack of employees' expertise in social media marketing C8 4.0 

SMM implementation The high cost of producing content on social media C18 4.0 

SMM utilization Overt marketing or advertising techniques on social media might turn off the customers C23 4.0 

SMM utilization Finding highly Knowledgeable and skilled staff in using technology and social media C29 4.0 

SMM utilization 
Potential damage for companies' reputation and brand health by ineffectively using 

social media 
C33 4.0 

SMM management 

and control 

Customers interact with companies on social media, answering and reacting to a 

customer and managing this relation 
C44 4.0 

SMM implementation Lack of expert human resources regarding social media C17 3.9 

SMM management 

and control 
Designing a Social Media strategy C46 3.9 

SMM management 

and control 

Assessing the effectiveness and performance of social media marketing (Measuring the 

Return of Investment (ROI)) 
C48 3.9 

SMM adoption Obtaining relevant best practices in social media marketing C7 3.8 

SMM utilization Obtaining Customer engagement in social media C20 3.8 

SMM utilization High workload when using social media for marketing C40 3.8 

SMM management 

and control 
Determining the role of social media within the overall marketing strategy C47 3.8 

SMM implementation Making employees and customers engaged in social media marketing C14 3.6 
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Dimension Social Media Marketing Challenges Challenge Mean 

SMM utilization 
Assigning roles, responsibilities, ownership, and accountability between employees 

regarding social media 
C34 3.6 

SMM adoption 
The ability to generate and leverage deep customer insights from social media 

marketing 
C10 3.5 

SMM utilization Inadequate quality of information on social media C38 3.5 

SMM utilization The number of followers on social media does not increase C39 3.5 

SMM management 

and control 
Managing the great volume of data generated through social media C55 3.5 

SMM adoption Legal and reputation issues resulting from the use of social media marketing C3 3.4 

SMM adoption Staff unwillingness to undertake new learning regarding social media C11 3.4 

SMM implementation Implementing Marketing Information Systems required for social media marketing C15 3.4 

SMM implementation Social Media requires a new way of thinking and employee culture C13 3.3 

SMM utilization Managing intellectual property of the post C27 3.3 

SMM utilization social media marketing is very time consuming C35 3.3 

SMM management 

and control 
Managing relation with competitors that are on social media C56 3.3 

SMM adoption Operational risk during the adoption of social media marketing C4 3.1 

SMM utilization Infringe on copyright when posting on social media C26 3.1 

SMM utilization Intentional or unprepared Leak of information by an employee on social media C28 3.1 

SMM management 

and control 
Highly skilled employees are required for working in social media C50 3.1 

SMM utilization Lack of a standard for what to post on social media C30 3.0 

SMM utilization Spread of enterprise scandal to social media C36 3.0 

SMM utilization There are Technology related Challenges in Using social media C37 3.0 

SMM utilization Managing Ethic issues related to social media marketing  C24 2.9 

SMM management 

and control 
Alignment of stocks with online offers when conducting online campaigns C41 2.9 

SMM management 

and control 
High resource requirement for social media marketing C52 2.9 

SMM management 

and control 
Customer to customer relationships through social media C45 2.8 
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Dimension Social Media Marketing Challenges Challenge Mean 

SMM management 

and control 
Generating and designing appropriate reports based on social media analysis C51 2.8 

SMM utilization Harass social media contacts and business account of followers C25 2.5 

SMM management 

and control 
Setting up a policy for social media use C49 2.5 

SMM management 

and control 
High maintenance cost of social media marketing C53 2.5 

SMM adoption 
Reaching customers is hard on social media and the company might leave out people 

who do not have access to or use social media 
C6 2.4 

SMM utilization Communicating in two languages C21 2.4 

SMM management 

and control 
Customers create content online at the same time with companies C43 2.3 

SMM implementation Appropriate training about the usage of SMM is not available C16 2.1 

SMM utilization Lack of a standard for how often to post on social media C31 2.1 

SMM management 

and control 
Less control over social media marketing content C54 2.1 

SMM utilization Lack of a standard for what time to post content on social media C32 2.0 

SMM management 

and control 
Social Media changes Customer purchase journey C42 2.0 
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Appendix E: Mean Rank of all SMM Challenges according to the Friedman Test 

Table  E.1 The Mean Rank of each SMM Challenge according to the Friedman Test 

Dimension Social Media Marketing Challenges Indicator 
Mean 

Rank 

SMM Implementation 
Coordination across different company functions that are engaged in social media 

marketing at both staff and managers level 
C12 51.1 

SMM utilization Keeping Security and privacy of company channel, customer, and company data C19 50.8 

SMM Adoption Limited IT resources of some companies in the adoption of social media marketing C5 47.2 

SMM management 

and control 

In the SMM context, Customers have privacy concerns, and achieving their trust is a 

challenge 
C57 47.0 

SMM utilization The difficulty of cooperation between different departments C22 45.4 

SMM Adoption Choosing the right platform for social media marketing C9 45.0 

SMM Adoption Some businesses and employees do not consider social media as a marketing channel C2 43.4 

SMM Adoption Lack of employees' expertise in social media marketing C8 43.4 

SMM utilization Overt marketing or advertising techniques on social media might turn off the customers C23 43.4 

SMM utilization Finding highly Knowledgeable and skilled staff in using technology and social media C29 43.4 

SMM utilization 
Potential damage for companies' reputation and brand health by ineffectively using 

social media 
C33 43.4 

SMM management 

and control 

Customers interact with companies on social media, answering and reacting to a 

customer and managing this relation 
C44 43.4 

SMM Implementation The high cost of producing content on social media C18 42.8 

SMM Adoption Probable business model changes due to the use of social media C1 42.3 

SMM Implementation Lack of expert human resources regarding social media C17 40.9 

SMM management 

and control 
Designing a Social Media strategy C46 40.4 

SMM management 

and control 

Assessing the effectiveness and performance of social media marketing (Measuring the 

Return of Investment (ROI)) 
C48 39.4 

SMM management 

and control 
Determining the role of social media within the overall marketing strategy C47 37.9 

SMM Adoption Obtaining relevant best practices in social media marketing C7 37.7 

SMM utilization High workload when using social media for marketing C40 37.3 

SMM utilization Obtaining Customer engagement in social media C20 36.5 
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Dimension Social Media Marketing Challenges Indicator 
Mean 

Rank 

SMM Implementation Making employees and customers engaged in social media marketing C14 35.1 

SMM utilization 
Assigning roles, responsibilities, ownership, and accountability between employees 

regarding social media 
C34 34.7 

SMM management 

and control 
Managing the great volume of data generated through social media C55 32.3 

SMM utilization Inadequate quality of information on social media C38 32.2 

SMM Adoption 
The ability to generate and leverage deep customer insights from social media 

marketing 
C10 32.1 

SMM utilization The number of followers on social media does not increase C39 32.1 

SMM Adoption Legal and reputation issues resulting from the use of social media marketing C3 29.8 

SMM Adoption Staff unwillingness to undertake new learning regarding social media C11 29.8 

SMM Implementation Implementing Marketing Information Systems required for social media marketing C15 29.8 

SMM utilization Managing intellectual property of the post C27 27.4 

SMM Implementation Social Media requires a new way of thinking and employee culture C13 26.8 

SMM management 

and control 
Managing relation with competitors that are on social media C56 26.8 

SMM utilization social media marketing is very time consuming C35 26.4 

SMM utilization Intentional or unprepared Leak of information by an employee on social media C28 25.0 

SMM utilization Infringe on copyright when posting on social media C26 24.0 

SMM management 

and control 
Highly skilled employees are required for working in social media C50 23.8 

SMM Adoption Operational risk during the adoption of social media marketing C4 23.6 

SMM utilization Lack of a standard for what to post on social media C30 21.0 

SMM utilization Spread of enterprise scandal to social media C36 21.0 

SMM utilization There are Technology related Challenges in Using social media C37 21.0 

SMM utilization Managing Ethic issues related to social media marketing C24 20.3 

SMM management 

and control 
Alignment of stocks with online offers when conducting online campaigns C41 18.9 

SMM management 

and control 
High resource requirement for social media marketing C52 18.8 
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Dimension Social Media Marketing Challenges Indicator 
Mean 

Rank 

SMM management 

and control 
Generating and designing appropriate reports based on social media analysis C51 16.9 

SMM management 

and control 
Customer to customer relationships through social media C45 16.8 

SMM utilization Harass social media contacts and business account of followers C25 13.3 

SMM management 

and control 
Setting up a policy for social media use C49 12.9 

SMM management 

and control 
High maintenance cost of social media marketing C53 12.9 

SMM Adoption 
Reaching customers is hard on social media and the company might leave out people 

who do not have access to or use social media 
C6 11.4 

SMM utilization Communicating in two languages C21 10.8 

SMM management 

and control 
Customers create content online at the same time with companies C43 9.7 

SMM Implementation Appropriate training about the usage of SMM is not available C16 7.8 

SMM utilization Lack of a standard for how often to post on social media C31 7.8 

SMM management 

and control 
Less control over social media marketing content C54 7.8 

SMM utilization Lack of a standard for what time to post content on social media C32 5.3 

SMM management 

and control 
Social Media changes Customer purchase journey C42 5.3 
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Appendix F: Friedman Mean Rank for each Dimension. 

Table  F.1 The Mean Rank of Each SMM Challenge for SMM Adoption Dimension According to the Friedman Test 

Dimension Social Media Marketing Challenges Indicator 

Mean 

Rank 

SMM Adoption Limited IT resources of some companies in the adoption of social media marketing C5 47.2 

SMM Adoption Choosing the right platform for social media marketing C9 45.0 

SMM Adoption Some businesses and employees do not consider social media as a marketing channel C2 43.4 

SMM Adoption Lack of employees' expertise in social media marketing C8 43.4 

SMM Adoption Probable business model changes due to the use of social media C1 42.3 

SMM Adoption Obtaining relevant best practices in social media marketing C7 37.7 

SMM Adoption The ability to generate and leverage deep customer insights from social media marketing C10 32.1 

SMM Adoption Legal and reputation issues resulting from the use of social media marketing C3 29.8 

SMM Adoption Staff unwillingness to undertake new learning regarding social media C11 29.8 

SMM Adoption Operational risk during the adoption of social media marketing C4 23.6 

SMM Adoption 
Reaching customers is hard on social media and the company might leave out people who do 

not have access to or use social media 
C6 11.4 
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Table  F.2 The Mean Rank of Each SMM Challenge for SMM Implementation Dimension According to the Friedman Test 

Dimension Social Media Marketing Challenges Indicator 

Mean 

Rank 

SMM Implementation 
Coordination across different company functions that are engaged in social media 

marketing at both staff and managers level 
C12 51.1 

SMM Implementation The high cost of producing content on social media C18 42.8 

SMM Implementation Lack of expert human resources regarding social media C17 40.9 

SMM Implementation Making employees and customers engaged in social media marketing C14 35.1 

SMM Implementation Implementing Marketing Information Systems required for social media marketing C15 29.8 

SMM Implementation Social Media requires a new way of thinking and employee culture C13 26.8 

SMM Implementation Appropriate training about the usage of SMM is not available C16 7.8 
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Table  F.3 The Mean Rank of Each SMM Challenge for SMM Utilization Dimension According to the Friedman Test 

Dimension Social Media Marketing Challenges Indicator 

Mean 

Rank 

SMM utilization Keeping Security and privacy of company channel, customer, and company data C19 50.75 

SMM utilization The difficulty of cooperation between different departments C22 45.38 

SMM utilization Overt marketing or advertising techniques on social media might turn off the customers C23 43.44 

SMM utilization Finding highly Knowledgeable and skilled staff in using technology and social media C29 43.44 

SMM utilization 
Potential damage for companies' reputation and brand health by ineffectively using social 

media 
C33 43.44 

SMM utilization High workload when using social media for marketing C40 37.31 

SMM utilization Obtaining Customer engagement in social media C20 36.5 

SMM utilization 
Assigning roles, responsibilities, ownership, and accountability between employees 

regarding social media 
C34 34.69 

SMM utilization Inadequate quality of information on social media C38 32.19 

SMM utilization The number of followers on social media does not increase C39 32.06 

SMM utilization Managing intellectual property of the post C27 27.38 

SMM utilization social media marketing is very time consuming C35 26.38 

SMM utilization Intentional or unprepared Leak of information by an employee on social media C28 25 

SMM utilization Infringe on copyright when posting on social media C26 24 

SMM utilization Lack of a standard for what to post on social media C30 21 

SMM utilization Spread of enterprise scandal to social media C36 21 

SMM utilization There are Technology related Challenges in Using social media C37 21 

SMM utilization Managing Ethic issues related to social media marketing  C24 20.25 

SMM utilization Harass social media contacts and business account of followers C25 13.25 

SMM utilization Communicating in two languages C21 10.75 

SMM utilization Lack of a standard for how often to post on social media C31 7.81 

SMM utilization Lack of a standard for what time to post content on social media C32 5.31 
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Table  F.4 The Mean Rank of Each SMM Challenge for SMM Management and Control Dimension According to the Friedman Test 

Dimension Social Media Marketing Challenges Indicator 

Mean 

Rank 

SMM management 

and control 

In the SMM context, Customers have privacy concerns, and achieving their trust is a 

challenge 
C57 47 

SMM management 

and control 

Customers interact with companies on social media, answering and reacting to a customer 

and managing this relation 
C44 43.4 

SMM management 

and control 
Designing a Social Media strategy C46 40.4 

SMM management 

and control 

Assessing the effectiveness and performance of social media marketing (Measuring the 

Return of Investment (ROI)) 
C48 39.4 

SMM management 

and control 
Determining the role of social media within the overall marketing strategy C47 37.9 

SMM management 

and control 
Managing the great volume of data generated through social media C55 32.3 

SMM management 

and control 
Managing relation with competitors that are on social media C56 26.8 

SMM management 

and control 
Highly skilled employees are required for working in social media C50 23.8 

SMM management 

and control 
Alignment of stocks with online offers when conducting online campaigns C41 18.9 

SMM management 

and control 
High resource requirement for social media marketing C52 18.8 

SMM management 

and control 
Generating and designing appropriate reports based on social media analysis C51 16.9 

SMM management 

and control 
Customer to customer relationships through social media C45 16.8 

SMM management 

and control 
Setting up a policy for social media use C49 12.9 

SMM management 

and control 
High maintenance cost of social media marketing C53 12.9 
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Dimension Social Media Marketing Challenges Indicator 

Mean 

Rank 

SMM management 

and control 
Customers create content online at the same time with companies C43 9.7 

SMM management 

and control 
Less control over social media marketing content C54 7.8 

SMM management 

and control 
Social Media changes Customer purchase journey C42 5.3 
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Appendix G: Questionnaire 

Questionnaire for identification and determination of Social Media Marketing (SMM) 

challenges in the beauty industry - (Round 1) 

 

Dear respondent, 

The present questionnaire has been designed to collect the required data for a research article 

entitled "An integrated framework for identifying the key challenges of Social Media Marketing". 

The purpose of this questionnaire is to identify and determine the most influential Social Media 

Marketing challenges from the perspective of marketing staff in companies. The questionnaire has 

been designed in the form of a five-part Likert scale. Your opinion is important in identifying the 

challenges; please help us by answering the questions correctly. 

Question 1) Table G.1 is a list of some Social Media Marketing Challenges. Please indicate your 

level of agreement on the existence and impact of each SMM challenges in firm  )you have 

experienced) using the terms "very low" to "very high"; also, if the mentioned challenge does not 

exist where you work, kindly choose not a challenge at all.  
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Table  G.1 Identifying SMM Challenges in Organizations 

Challenge 

categories SMM Challenges 

How challenging is this point in SMM in your company  

Not 

challenging 

at it 

0 

Very Low 

Challenging 

1 

Low 

Challenging 

2 

Middle 

Challenging 

3 

High 

Challenging 

4 

Very High 

Challenging 

5 

Social 

Media 

Marketing 

Adoption 

Probable business model changes due to use of SM is a 

challenge 

      

Some businesses and employees do not consider SM as a 

marketing channel, and this is a challenge 

      

Legal and reputation issues resulting from use of SMM is a 

challenge 

      

Operational risk during adoption of SMM is a challenge       

Limited IT resources of some companies is a challenge in 

adoption of SMM 

      

Reaching customers is hard on social media AND company 

might leave out people who do not have access to or use 

social media; this is a challenge 

      

Obtaining relevant best practices is a challenge       

Lack of employees’ expertise in social media marketing is a 

challenge 

      

Choosing the right platform for social media marketing is a 

challenge 

      

The ability to generate and leverage deep customer insights 

from SMM is a challenge 
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Challenge 

categories SMM Challenges 

How challenging is this point in SMM in your company  

Not 

challenging 

at it 

0 

Very Low 

Challenging 

1 

Low 

Challenging 

2 

Middle 

Challenging 

3 

High 

Challenging 

4 

Very High 

Challenging 

5 

Adoption 

(cont’d) 

Staff unwillingness to undertake new learning regarding SM 

is a challenge 

      

Social 

Media 

Marketing 

Implement-

ation 

Coordination across different company functions that are 

engaged in SMM at both staff and managers level is a 

challenge 

      

SM requires a new way of thinking and employee culture 

which is a challenge 

      

Making employees and customers engaged in SMM is a 

challenge 

      

Implementing Marketing Information Systems required for 

SMM is a challenge 

      

Appropriate training about the usage of SMM is not available 

and this is a challenge 

      

Lack of expert human resources regarding SMM is a 

challenge 

      

The high cost of producing content on social media is a 

challenge 

      

Social 

Media 

Marketing 

Utilization 

Security and privacy for company channel and customer and 

company data are challenges 

      

Obtaining Customer engagement in SM is a challenge       

Communicating in two languages is a challenge       
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Challenge 

categories SMM Challenges 

How challenging is this point in SMM in your company  

Not 

challenging 

at it 

0 

Very Low 

Challenging 

1 

Low 

Challenging 

2 

Middle 

Challenging 

3 

High 

Challenging 

4 

Very High 

Challenging 

5 

Social 

Media 

Marketing 

Utilization 

(cont’d) 

Cooperation between different departments is difficult and a 

challenge 

      

overt marketing or advertising techniques on SM might turn 

off the customers and this is a challenge 

      

Managing SMM Ethic issues is a challenge       

Harass social media contacts and business account followers 

is a challenge 

      

Infringe on copyright when posting on SM is a challenge       

Managing intellectual property of the post is a challenge       

Intentional or unprepared Leak of information by an 

employee on SM is a challenge 

      

finding highly Knowledgeable and skilled staff in using 

technology and SM is a challenge 

      

lack of standard for what to post on SM is a challenge       

lack of standard for how often to post on SM is a challenge       

Finding a standard for what time to post content on SM is a 

challenge 

      

Potential damage for companies’ reputation and brand health 

by ineffectively using SM is a challenge 
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Challenge 

categories SMM Challenges 

How challenging is this point in SMM in your company  

Not 

challenging 

at it 

0 

Very Low 

Challenging 

1 

Low 

Challenging 

2 

Middle 

Challenging 

3 

High 

Challenging 

4 

Very High 

Challenging 

5 

Social 

Media 

Marketing 

Utilization 

(cont’d) 

assigning roles, responsibilities, ownership, and 

accountability between employees regarding SM is a 

challenge 

      

SMM is very time consuming, and this is a challenge       

Spread of enterprise scandal to SM is a challenge       

There are Technology related Challenges in Using SM       

Inadequate Quality of information on SM is a challenge       

The number of followers on SM does not increase is a 

challenge 

      

High workload when using SM for marketing is a challenge       

Social 

Media 

Marketing 

Manageme

nt and 

Control 

Alignment of stocks with online offers when conducting 

online campaigns is a challenge 

      

SM changes Customer purchase journey which is a challenge       

Customers create content online at the sometime with 

companies and this is a challenge 

      

Customers interact with companies on SM; answering and 

reacting to customer and managing this relation is a challenge 

      

Customer to customer relation through SM which is a 

challenge 
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Challenge 

categories SMM Challenges 

How challenging is this point in SMM in your company  

Not 

challenging 

at it 

0 

Very Low 

Challenging 

1 

Low 

Challenging 

2 

Middle 

Challenging 

3 

High 

Challenging 

4 

Very High 

Challenging 

5 

Social 

Media 

Marketing 

Manageme

nt and 

Control 

(cont’d) 

Designing a SM strategy is a challenge       

Determining the role of SM within the overall marketing 

strategy is a challenge 

      

assessing the effectiveness and performance of social media 

marketing (Measuring the Return of Investment (ROI)) is a 

challenge 

      

Setting up a policy for social media use is a challenge       

Highly skilled employees are required for working in SM and 

this is a challenge 

      

Generating and designing appropriate reports based on social 

media analysis is a challenge 

      

High resource requirement for SMM is a challenge       

high maintenance cost of SMM is a challenge       

Less control over SM content is a challenge       

Managing great volume of data generated through SM is a 

challenge 

      

Managing relation with competitors that are on SM is a 

challenge 

      

in SMM context, Customers have privacy concerns and 

achieving their trust is a challenge 

      



136 

 

Question 2) your demographics information for analysis of the relation.  

Table  G.2 Demographic Information 

Demographics 

First and Last name  

Job title and organizational position  

The field of the organization activity  

Years of work Experience in marketing role  

Level of Education  

Field of study/specialty  

Age  

 

After analysis of the result from all respondents in this round of survey a new similar survey will be sent to you.  

Thanks for your cooperation and time. 
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Appendix H: Recruitment Material 

Recruitment material 

Hello, 

Good day  

 

As you are a marketing expert, I invite you to participate in the "Social Media Marketing 

Challenges" survey. 

This survey includes 4 questionnaires that take about 20 minutes to complete each questionnaire. 

 

To appreciate the participants who, complete all 4 stages of the research, a gift card of 

10.000.000  Tomans will be presented. 

 

At the end of each questionnaire, the researcher will review the information and send you a new 

questionnaire. 

 

If you wish to the participate, please complete the following link . 

Name and email would be asked in the form. 

https://forms.gle/tT14sXg6gJbNMjq39 

 

 

https://forms.gle/tT14sXg6gJbNMjq39
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Appendix I: Items of Questionnaire 

Table  I.1 Items of the Questionnaire for SMI Selection Factors 

Dimension # Question 

D1: 
Engagement 

(11 items) 

Q.4_1 Please provide the importance of each of following factors when 

choosing which influencer to work with. - Number of followers of 

influencer's Instagram account 

Q.4_2 Please provide the importance of each of following factors when 

choosing which influencer to work with. - Number of posts of the 

influencer's Instagram account 

Q.4_3 Please provide the importance of each of the following factors when 

choosing which influencer to work with. - Average number of views of 

influencer's video posts on Instagram 

Q.4_4 Please provide the importance of each of following factors when 

choosing which influencer to work with. - Average number of 

comments of influencer's Instagram posts 

Q.4_5 Please provide the importance of each of following factors when 

choosing which influencer to work with. - Average number of likes of 

influencer's Instagram posts 

Q.4_6 Please provide the importance of each of following factors when 

choosing which influencer to work with. - Average engagement rate of 

influencer's posts (if they share it) 

Q.4_7 Please provide the importance of each of following factors when 

choosing which influencer to work with. - Average amount of replies 

that influencer writes in response to followers' comments 

Q.4_8 Please provide the importance of each of following factors when 

choosing which influencer to work with. - Sentiment of comments that 

followers write for influencer's posts 

Q.4_9 Please provide the importance of each of following factors when 

choosing which influencer to work with. - Sentiment of influencer's 

replies to the comments that followers write for their posts 

Q.4_10 Please provide the importance of each of following factors when 

choosing which influencer to work with. - Online AI-powered 

machines that measure the engagement 

Q.4_11 Please provide the importance of each of following factors when 

choosing which influencer to work with. - Engagement measured 

through Screenshot of Followers' messages, replies, and interactions 

that influencers share on their stories 
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Dimension # Question 

D2:  

SMI’s 

traits 

(16 items) 

Q.5_1 You mentioned that you have worked with a social media influencer 

to market your product/Service. 

 Please provide the importance of each of following factors when 

choosing which influencer to work with. - Influencer is a social 

person 

Q.5_2 You mentioned that you have worked with a social media influencer 

to market your product/Service. 

 Please provide the importance of each of following factors when 

choosing which influencer to work with. - Influencer is an expert 

Q.5_3 You mentioned that you have worked with a social media influencer 

to market your product/Service. 

 Please provide the importance of each of following factors when 

choosing which influencer to work with. - Influencer is trustworthy 

Q.5_4 You mentioned that you have worked with a social media influencer 

to market your product/Service. 

 Please provide the importance of each of following factors when 

choosing which influencer to work with. - Influencer is attractive 

Q.5_5 You mentioned that you have worked with a social media influencer 

to market your product/Service. 

 Please provide the importance of each of following factors when 

choosing which influencer to work with. - Influencer is competent 

Q.5_6 You mentioned that you have worked with a social media influencer 

to market your product/Service. 

 Please provide the importance of each of following factors when 

choosing which influencer to work with. - Influencer is useful 

Q.5_7 You mentioned that you have worked with a social media influencer 

to market your product/Service. 

 Please provide the importance of each of following factors when 

choosing which influencer to work with. - Influencer is accurate 

Q.5_8 You mentioned that you have worked with a social media influencer 

to market your product/Service. 

 Please provide the importance of each of following factors when 

choosing which influencer to work with. - Influencer is consistent 

Q.5_9 You mentioned that you have worked with a social media influencer 

to market your product/Service. 

 Please provide the importance of each of following factors when 

choosing which influencer to work with. - Influencer is inspirational 
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Dimension # Question 

D2:  

SMI’s 

traits 

(16 items) 

 

(cont’d) 

Q.5_10 You mentioned that you have worked with a social media influencer 

to market your product/Service. 

 Please provide the importance of each of following factors when 

choosing which influencer to work with. - Influencer is physically 

attractive 

Q.5_11 You mentioned that you have worked with a social media influencer 

to market your product/Service. 

 Please provide the importance of each of following factors when 

choosing which influencer to work with. - Influencer is authentic 

Q.5_12 You mentioned that you have worked with a social media influencer 

to market your product/Service. 

 Please provide the importance of each of following factors when 

choosing which influencer to work with. - Influencer has goodwill 

toward others 

Q.5_13 You mentioned that you have worked with a social media influencer 

to market your product/Service. 

 Please provide the importance of each of following factors when 

choosing which influencer to work with. - Influencer is a Likable 

person 

Q.5_14 You mentioned that you have worked with a social media influencer 

to market your product/Service. 

 Please provide the importance of each of following factors when 

choosing which influencer to work with. - Followers feel they are 

similar to influencer 

Q.5_15 You mentioned that you have worked with a social media influencer 

to market your product/ Service. 

 Please provide the importance of each of following factors when 

choosing which influencer to work with. - Influencer is an opinion 

leader 

Q.5_16 You mentioned that you have worked with a social media influencer 

to market your product/ Service. 

 Please provide the importance of each of following factors when 

choosing which influencer to work with. - The Parasocial relationship 

that followers have with the influencer: a kind of psychological 

relationship experienced by members of an audience in their 

mediated encounters with particular performers in the mass media, 

particularly on television 
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Dimension # Question 

D3:  

Content 

Relevance  

(6 items) 

Q.6_1 Content Relevance: Please provide the importance of each of 

following factors when choosing which influencer to work with. - 

Relevance of your business to the subject matter of influencer's 

content 

Q.6_2 Content Relevance: Please provide the importance of each of 

following factors when choosing which influencer to work with. - 

Similarity of your business to the style and layout of influencer's 

content 

Q.6_3 Content Relevance: Please provide the importance of each of 

following factors when choosing which influencer to work with. - 

Quality of influencer's content 

Q.6_4 Content Relevance: Please provide the importance of each of 

following factors when choosing which influencer to work with. - 

Entertainment of influencer's content 

Q.6_5 Content Relevance: Please provide the importance of each of 

following factors when choosing which influencer to work with. - 

Informativeness of influencer's content 

Q.6_6 Content Relevance: Please provide the importance of each of 

following factors when choosing which influencer to work with. - 

Visual aesthetics of influencer's content 

D4:  

Follower 

Profile 

(4 items) 

Q.7_1 Followers' profile: Please provide the importance of each of 

following factors when choosing which influencer to work with. - 

Followers' social, economic class 

Q.7_2 Followers' profile: Please provide the importance of each of 

following factors when choosing which influencer to work with. - 

Followers' personality type 

Q.7_3 Followers' profile: Please provide the importance of each of 

following factors when choosing which influencer to work with. - 

The age group of the majority of followers 

Q.7_4 Followers' profile: Please provide the importance of each of 

following factors when choosing which influencer to work with. - 

The geographic location of majority of followers 
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Dimension # Question 

D5: 

Compen-

sation  

(5 items) 

Q.8_1 Compensation: Please provide the importance of each of following 

factors when choosing which influencer to work with. - Price that 

influencer charges business owner for post/story/competition 

Q.8_2 Compensation: Please provide the importance of each of following 

factors when choosing which influencer to work with. - How 

reasonable the price is when considering the number of sales 

expected to be made through the influencer 

Q.8_3 Compensation: Please provide the importance of each of following 

factors when choosing which influencer to work with. - How 

reasonable the price is when considering the number of followers, the 

influencer would bring for our business 

Q.8_4 Compensation: Please provide the importance of each of following 

factors when choosing which influencer to work with. - Influencer's 

requested compensation package (i.e., fees, product, both, etc.) 

Q.8_5 Compensation: Please provide the importance of each of following 

factors when choosing which influencer to work with. - Influencer 

offers lower prices and specific pricing packages for small businesses 

to support them 

D6: 

SMI 

Personal 

life 

(3items) 

Q.9_1 Personal life: Please provide the importance of each of following 

factors when choosing which influencer to work with. - Whether 

influencer is going through some sad events in their life, including 

divorce, death of dear one, etc. 

Q.9_2 Personal life: Please provide the importance of each of following 

factors when choosing which influencer to work with. - Influencer's 

lifecycle/ Marital Status 

Q.9_3 Personal life: Please provide the importance of each of following 

factors when choosing which influencer to work with. - Whether it is 

around a specific time around influencer's life (i.e., birthday, 

changing house, wedding, etc.) 
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Dimension # Question 

D7:  

SMI work 

style  

(8 items) 

Q.10_1 Work style: Please provide the importance of each of following 

factors when choosing which influencer to work with. - Influencer's 

target follower (luxury vs. normal) 

Q.10_2 Work style: Please provide the importance of each of following 

factors when choosing which influencer to work with. - Type of 

businesses that influencer has advertised for previously 

Q.10_3 Work style: Please provide the importance of each of following 

factors when choosing which influencer to work with. - Ease of 

working with them/If they accept to work with small businesses 

Q.10_4 Work style: Please provide the importance of each of following 

factors when choosing which influencer to work with. - Policies that 

influencer has for working with businesses 

Q.10_5 Work style: Please provide the importance of each of following 

factors when choosing which influencer to work with. - Influencer's 

work history: Feedback from other business owners that have worked 

with him/her 

Q.10_6 Work style: Please provide the importance of each of following 

factors when choosing which influencer to work with. - Results from 

past collaborations that influencer has done (i.e., apparent positive 

changes in metrics for other business clients) 

Q.10_7 Work style: Please provide the importance of each of following 

factors when choosing which influencer to work with. - Past work 

experiences I had with the influencer (followers/sales/engagement 

rate) 

Q.10_8 Work style: Please provide the importance of each of following 

factors when choosing which influencer to work with. - Type of SMI 

(Sales blogger/Follower increaser) 
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