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Abstract
The continuous growth of digital communication technologies, such as the internet
and social media networks, has shifted traditional marketing strategies, as companies
are increasingly focusing on utilizing digital channels to their advantage. These
changes are making it significantly interesting to research which marketing strategies
are most beneficial and lucrative for companies, and what makes them effective. This
research paper aims to investigate the success factors of social media marketing, with
a focus on start-ups and small and medium enterprises. The main research question
this paper intends to answers, is as follows:
“What are the success factors of social media marketing in regards to start-ups and
small and medium enterprises?”
In order to answer this research question three success factors will be investigated.
The success factors that will be investigated include a direct comparison of an
informative marketing approach with an interactive marketing approach, and
influencer marketing. The informative and interactive marketing approach will be
explored within three different social media channels, which are Instagram, Facebook,
and YouTube.
First, an extensive literature review was conducted, summarizing significant research
that has been done in relation to this topic. The main focus of the literature review is
on start-ups and small medium enterprises, traditional marketing, social media, social
media marketing and its benefits and challenges, social media marketing strategies,
influencer marketing, and an investigation of the three social media channels
Instagram, Facebook, and YouTube. Furthermore, the specific topics which have not
yet been researched, and why this research paper will be able to contribute its
findings to others, will also be discussed.
An online questionnaire tested whether an informative or interactive marketing
approach is more efficient at achieving user engagement on Instagram, Facebook, and
YouTube, by presenting respondents with visual examples of advertisements and then
asking them to rate how likely they are to interact with this post if they would receive
3

this on their social media platform, through the use of a five-point Likert scale. In
addition to this, respondents were asked about their attitudes towards influencers
and whether or not influencers’ recommendations impact their purchasing intentions
of a product. An analysis of the results showed that users are more likely to engage
with an interactive advertisement than an informative advertisement, on all of the
three investigated platforms, and that influencers’ recommendations impact their
purchasing decisions. Therefore, the conclusion can be drawn, that the success factors
of social media marketing for start-ups and small and medium enterprises is using an
interactive marketing approach, and utilizing an influencers’ social media platform.
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Introduction

Digital communication technologies, such as the internet and social media, have
evolved into becoming an integral part of people’s everyday life (Dwivedi et al., 2020).
Recent statistics have shown that as of January 2021, 4.66 billion people worldwide
are active users of the internet, which accounts for 59.5% of the world population
(Statistica, 2021a). Furthermore, social media usage has steadily increased, reaching
3.6 billion active users in 2020, which is a growth of 740 million users within three
years (Statistica, 2021b). This number is projected to increase even further, estimating
that social media will reach approximately 4.41 billion users by 2025 (Statistica,
2021b). Consumers are using the available social media platforms to find information
on products (Stubb et al., 2019), communicate with others, or to interact and engage
with companies (Dwivedi et al., 2020). This has led to a shift of traditional marketing
campaigns, as companies are focusing on utilizing social media channels to their
advantage (Kumar & Mirchandi, 2012). Start-ups and small medium enterprises (SME)
aim to maximize profits while maintaining high quality, making it essential for
customers to be aware of, and understand the products they offer (Basri & Siam,
2017). Social media provides the opportunity to easily reach a large targeted audience
within a short time span, while being relatively inexpensive, making it a highly
attractive option for start-ups and SMEs (Iblasi et al., 2016). However, the efficient
utilization of social media can only be done through the employment of a marketing
strategy, which encompasses many challenges (Dwivedi et al., 2020).
Extensive research has been conducted on social media marketing and various types
of social media marketing strategies (Arca, 2012), however academic research
investigating specific social success factors is still scarce. In order to assess the specific
social media marketing success factors in relation to start-ups and SMEs, this thesis
will investigate three social media strategies: an informative approach, an interactive
approach, and influencer marketing. By the end of this research, it will be visible which
of these approaches is, in comparison to the others, more beneficial for start-ups and
SMEs, and on which of the three platforms, Instagram, Facebook, or YouTube, it is
encouraged to be used.
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The purpose of this research is to answer the question:
What are the success factors of social media marketing for startups and SMEs?
With the goal of answering this research question, a quantitative research approach
was created in the form of an online survey. The survey’s questions focus on
evaluating the impact of three different social media marketing approaches, in
regards to start-ups and SMEs. This is of great significance, as it can potentially aid
start-ups and SMEs in allocating their resources efficiently, as it will give them a
greater understanding of what the success factors are, and which marketing strategy
could benefit them. Drawing on previous research, we propose that an interactive
approach on its own can be more useful than an informational approach, however
these two combined could yield the greatest amounts of user engagement
(Kusumasondjaja, 2018). Furthermore, the combination of both of these approaches,
with an additional incorporation of influencer marketing has the potential to highly
benefit start-ups and SMEs, on all of the three investigated social media platforms,
Instagram, Facebook, and YouTube.
The following parts of this thesis will be the literature review, methodology, findings,
and conclusion. Within the literature review the most important concepts, which are
start-ups and small medium enterprises, traditional marketing, social media, social
media marketing and its benefits and challenges, social media marketing strategies,
influencer marketing, and the three social media channels Instagram, Facebook, and
YouTube, will be defined and examined. This is followed by the methodology, which
gives an explanation as to why this research method was chosen, how the data was
collected, and how it will be analyzed. Within the findings section all relevant
calculations will be depicted and thoroughly explained, taken from the survey’s
results. Lastly, this paper will present a conclusion, including managerial implications
and future propositions of the study, as well as considerable limitations.
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2

Literature Review

This paper aims to investigate what the success factors of social media marketing for
startups and SMEs is, therefore its focus lies on the topics of start-ups and small
medium enterprises, traditional marketing, social media, social media marketing and
its benefits and challenges, social media marketing strategies, influencer marketing,
and the three social media channels Instagram, Facebook, and YouTube. The
literature review will begin with exploring previous research that has been conducted
on these specific topics, in order to see what this research could potentially expand
on, in order to provide valuable insights.

2.1 Start-Ups and Small Medium Enterprises
There are multiple types of companies that aim to utilize social media marketing to
their advantage, each managing it differently, specifically aligned to their business’s
structure. According to Investopedia, a start-up is defined as: “a company in the first
stages of operations”. Defining Small and Medium Enterprises (SME) is more complex,
as there is no universally agreed upon definition available (Berisha & Pula, 2015).
Definitions have been formed using both quantitative and qualitative approaches,
using characteristics such as the number of employees or sales volume (Berisha &
Pula, 2015). This research paper will be using the definition of Gilmore et al., (2001),
which states that SMEs are companies employing less than 250 people. The reason
why this definition has been chosen is because it aligns with the EU’s categorization
of Micro, Small, and Medium Businesses, which can be seen below.

Table 1: Definition of Micro, Small, and Medium Enterprises (EU, 2014)

Previous research has shown that marketing can be one of the most challenging
hurdles for SMEs, even though marketing is an essential part of their survival and
growth (Simpson and Taylor, 2002). According to Gilmore et al. (2001), the marketing
9

of small enterprises cannot be compared to large companies, as SMEs are
unstructured, spontaneous, and loose. Small companies cannot compete with the
resources, such as the monetary means, time, and expertise that large corporations
have available (Gilmore et al., 2001).
SMEs aim to maximize their profits, while maintaining high quality products, therefore
relying on customers to be informed about their product and consequently purchase
these, which cannot be achieved without some form of marketing (Basri & Siam,
2017). A large portion of SMEs fail, because their budget is not large enough to cover
marketing and brand promotion, which causes them to search for cost efficient
strategies and channels (Basri & Siam, 2017), which will be further elaborated on
within this literature review.

2.2

Traditional Marketing

The term marketing refers to the strategies revolved around a company bringing its
products to its customers, which requires a thorough understanding of customer’s
needs (Todor, 2016). According to Kotler & Armstrong (2013) marketing is a process
involving the creating of value for a customer, as well as building and maintaining solid
customer relationships. This means that marketing focuses on creating value for
others, while also gaining value for the company itself, which can be done in multiple
ways, utilizing multiple different channels (Kotler & Armstrong, 2013). It entails a
broad spectrum of complex business operations, which all work towards maximizing
revenue and achieving global growth (Taherdoost & Jalaliyoon, 2014).
The traditional marketing mix consists of the 4Ps, which are namely “product, price,
place, and promotion” (Gordon, 2012). Based on this marketing mix, traditional
marketing mediums include tangible items, for example printed advertisements,
billboards, or business cards (Todor, 2016). According to Taherdoost & Jalaliyoon
(2014), traditional marketing is a term describing all marketing tactics with the
exception of digital tools. Furthermore, Todor (2016) describes traditional marketing
as “outbound marketing”, which represents the purchasing of customers’ attention.
Traditional marketing has lots of benefits, such as the factor of personal
communication, tangibility, and achieving direct responses (Taherdoost & Jalaliyoon,
10

2014). While various benefits exist, traditional marketing is known to be relatively
expensive and hard to measure, whereas social media channels provide cheaper and
easily measurable options (Taherdoost & Jalaliyoon, 2014). Advances in technologies
have shifted marketing methods to also incorporate electronic marketing (emarketing), which is defined as: “the application of marketing principles and
techniques via electronic media and more specifically the Internet” (Taherdoost &
Jalaliyoon, 2014). E-marketing is a very broad term, which according to Kalyanam &
McIntyre (2002) incorporates more than 30 tools, such as homepages, webpages,
search tools, recommendations, banner ads, and many more. E-marketing also
includes social media, which has led to the 4Ps of the traditional marketing mix being
expanded to 7Ps, in order to further account for new interactive marketing options
(Patano et al., 2019). The term social media marketing is highly important to this
research paper, which is why it will be further discussed in the next subsection of this
literature review.

2.3

Social Media

The rise of the internet and the emergence of new communication and information
sharing possibilities has shifted companies’ marketing strategies (Constantinides,
2014). This has been an important determining factor of the extension of traditional
marketing approaches, which have been discussed above, as they now include new
dimensions of promotional and advertisement tools (Klaus, 2013).
Consumers are given more opportunities to interact with others on a large scale when
sharing on social media platforms, empowering their opinions, and subsequently
changing traditional mass-marketing strategies (Constantinides, 2014). As this paper
will focus on the impact of social media marketing on start-ups and SMEs, it is
important to understand the concept of social media, how it works, what the possible
advantages and disadvantages are, and which platforms exist.
One possible marketing strategy is utilizing the internet, more specifically social
media, for value creation. Social media is defined as “new media technologies
facilitating interactivity and co-creation that allow for the development and sharing
of user-generated content among and between organizations and individuals” (Filo et
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al. 2015). Social media includes any website enabling users to discuss their views,
therefore encouraging the interaction and connection of groups online (Sajid, 2016).
Furthermore, Tuten and Solomon (2018) define social media marketing as the
utilization of these technologies and channels, in order to communicate and exchange
something that is of value to an organization.
Social media provides a platform for individuals to engage with others online on a
massive scale, allowing for companies to be directly connected with their potential
clients, removing the middleman (Sajid, 2016). Additionally, social media is focused
on content that is created by the users, allowing companies to understand their
customers opinions on their products, which is valuable feedback (Sajid, 2016). A
customer’s opinion on a brand is easily changeable, especially through the influence
of online comments, which is why social media marketing is necessary to involve and
positively persuade customers (Wang et al., 2012). The significance of social media
arises from its interaction with multiple parts of the consumption process, as Filo et
al. (2015) found it to be relevant during the information search, decision making,
acquisition, and usage stage. Extensive research has been conducted around the
influence of social media on customers, providing various findings that suggest that
multiple behavioral trends arise from social media (Constantinides, 2014). While
numerous studies have investigated this influence, a direct comparison of platforms
in regard to start-ups and SMEs has not yet been conducted, therefore this paper will
be able to add new findings to existing research.
According to Aichner & Jacob (2015), social media is a broad term for web-based
platforms, and includes a large variety of different types of networks. More
specifically, there are thirteen different categories of social media, which can be seen
in Table 2.
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Table 2: Types of Social Media (Aichner & Jacob, 2015)

The table above depicts the thirteen types of social media, with each including a
corresponding example. This categorization is taken from a study conducted by
Aichner & Jacob (2015). This paper will focus on three platforms in specific, which
are Instagram, Facebook, and YouTube, and will be discussed in greater detail below.
Companies utilize social media as a marketing tool, because of its alignment with
their overall objectives, which can include increasing sales and brand awareness, or
interacting with their customers (Reto et al., 2017). According to Kietzmann et al.
(2011), there are seven building blocks of social media, which are: identity,
conversation, sharing, presence, relationships, reputation, and groups. These
building blocks and their associated social media platforms present promising
opportunities for companies to promote themselves (Popp & Woratschek, 2016).
Additional reasons why companies choose to utilize social media is because it
provides a more emotional connection to their consumers, as they have the ability
to share their opinions and experiences with their products and services, while also
providing the company with the option to directly connect and interact with their
customers (Dwivedi et al., 2020). All types of customers are highly valuable to a
company, which includes old, recent, and potential customers, and being able to
directly interact with them can give a company a greater insight into their opinions,
providing them with a possible advantage over competitors who are not utilizing
these options (Rana & Kumar, 2016).
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A detailed list of social media benefits to companies, and specifically start-ups and
SMEs, can be found in a later subsection of this literature review. Furthermore,
social media marketing will also be analyzed, as well as the advantages and
disadvantages of marketing, and the three specific social media channels Instagram,
Facebook, and YouTube.

2.4 Social Media Marketing
The development of social media has shaped customers’ attitudes, as they have
developed refined tactics to search for information and evaluate products
(Constantinides, 2014). These changes have also influenced marketers, as social
media is being widely used as a tool for companies to promote themselves, or to
advertise their products (Saravanakumar & SuganthaLakshmi, 2012). According to
Felix et al. (2014), social media marketing can be defined as: “an interdisciplinary and
cross-functional concept that uses social media (often in combination with other
communication channels) to achieve organizational goals by creating value for
stakeholders” (p.6).
According to research conducted by Saravanakumar & SuganthaLakshmi (2012)
companies utilize social media platforms for the three main reasons of creating buzz,
learning from customers, and targeting customers. An example of a famous company
benefiting from social media marketing, by creating buzz, is Ford with their Ford Fiesta
Movement in 2010 (ibid). Within this movement, they gave 100 social media
influencers a Ford Fiesta, leading to videos of this car model generating 6.5 million
views on YouTube, and selling more than 10,000 cars within the first ten days that it
was available (ibid). This demonstrates the effectiveness of utilizing online platforms
to create awareness, or more specifically buzz, about a certain product, as it can
directly impact the sales of a company (Saravanakumar & SuganthaLakshmi, 2012).
An example of a company, which has been using social media to learn from its
customers is PepsiCo, which has used their customer insights to create new varieties
of Mountain Dew (ibid). Lastly, another reason why companies use their social
networks for marketing purposes, is to target their customers, such as the company
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Levi Strauss, which uses their channels to provide customers with location-specific
deals (ibid).
Various research studies have extensively investigated company’s’ social media
marketing objectives, and have found that they include: increasing sales, creating
brand awareness, improvements of the brand image, creating user interaction,
improving website traffic, or also to gather valuable information about their
customers opinions (Felix et al., 2014).
Another important aspect of social media marketing is the E-Marketing Pyramid,
which presents marketers with the relationship between social media marketing and
the overall marketing approach (Constantinides, 2014). Understanding this pyramid is
of essence, as a failure to address all levels below social media marketing, could lead
to an inefficient utilization of the company’s resources, making it less lucrative (ibid).
The pyramid consists of four levels, which are product / service (1), marketing
organization (2), web presence (3), and social media marketing (4), these can be seen
in Figure 1, below. The base consists of the product or service that a company is selling
to its customers; within this level it is most important that a company can deliver the
customers’ expected product quality, as if this is lacking then social media users will
notice and report about this, leading their social media marketing strategy to fail
(ibid). The second part of the pyramid focuses on the organization, which needs to be
able to support both traditional and digital marketing strategies, by achieving
continuous innovation and quality control systems (ibid). This is followed by the
organizations web presence, which is very important for customers, as they have high
expectations in regards to their online experiences, as websites that are poorly made
lead to lower perceptions of brand quality (ibid). The synergy between a company’s
website and their social media platforms is crucial, as social media applications need
to be backed up with an organizations capabilities and qualities (ibid).
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Figure 1: The E-Market Synergy Pyramid (Constantinides, 2014)

2.5 Social Media Marketing Advantages
The utilization of social media platforms for marketing purposes has various benefits
for all types of companies, including start-ups and SMEs. The benefits this form of
marketing provides is visible within six functional areas: marketing, customer support,
research and development, finance, public relations, and human resources. The table
below depicts the individual benefits within these functional areas, and was taken
from Arca (2012).

Table 3: The Benefits of Social Media Marketing (Arca, 2012)
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The table above is a summary of the various benefits that arise from using social media
marketing. However, it is important to further analyze these and discuss how they are
an advantage to start-ups and SMEs.
First, the two main factors which have been encouraging companies, including startups and SMEs, to utilize social media marketing is the increased brand awareness and
exposure. According to Arca (2012), brand exposure is defined as: “when customers
become aware of a product, service, or advertisement through at least one of their
five senses, whether or not they paid attention to it”. The large variety of social media
channels, in combination with the rapid spread of word-of-mouth marketing, leads to
brands being expanded, and increasing the awareness of their presence in the market
(Arca, 2012). Findings from Stelzer (2012) show that increased exposure is rated to be
the most important benefit of social media marketing, as this is the first step new and
small brands need to take. All companies, but start-ups and SMEs in specific, need to
focus on building customer relationships, of which the first step is brand exposure, or
being exposed to a certain brand for the very first time, which is of essence for further
steps such as purchasing a product and then becoming a loyal customer (Arca, 2012).
The next advantage of social media marketing is increased amounts of targeted traffic.
Using social media as a tool when creating a start-up is of essence, as it is inexpensive
to reach a large, but targeted, audience within a short time span (Iblasi et al., 2016).
Social networks consist of an infinite potential audience, which has the option of
reaching all around the world, or only one targeted place (Todor, 2016). Important to
note is that online traffic occurs whenever “a person visits a website”, and is of greater
value to a start-up when it is targeted, as the audience reached would hopefully show
genuine interest in a promoted product (Arca, 2012). Unlike traditional marketing
forms, social media channels have detailed information about their users stored, such
as their age, gender, or interests, which enables companies to focus on their target
audience (Arca, 2012).
Social media channels heavily focus on their interactivity with users, making
marketing on these platforms a lot less one sided than traditional marketing (Todor,
2016). There are various interactive methods available that allow start-ups and SMEs
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to communicate with their audience, such as polls or questions and answers, which
can attract even more potential customers (Iblasi et al., 2016). These methods allow
for a certain collaboration with customers, which exposes start-ups and SMEs to their
customers opinions on their products, which can be of great essence for further online
content that can be tailored or adapted based on this feedback (Todor, 2016).
Therefore, customer interaction directly improves customers’ experiences, as startups and SMEs will know if they are meeting their audience’s expectations and how
they could potentially improve (Arca, 2012). This personalized experience for
customers has various benefits within itself, as it helps build trust in a start-up and
SMEs, which can lead to retention and loyalty, while at the same time saving costs, as
the cost per interaction is cheaper on social media than through emailing or telephone
calls (Arca, 2012).
While many benefits of social media marketing have been listed and thoroughly
expanded on, the most crucial one for start-ups and SMEs is the low costs which are
associated with this (Taherdoost & Jalaliyoon, 2015). Start-ups, small, and medium
sized companies do not have the same marketing budget as large corporations, which
is why they need to think cost efficiently, and social media marketing is suitable for
them with the high duration and respectively low costs (Todor, 2016). Therefore, in
conclusion, social media marketing ensures low costs, high effectiveness in both
short-term and long-term success, and easy measurability (Arca, 2012).

2.6 Social Media Marketing Disadvantages
Utilizing social media can provide both companies and individuals with various
benefits, which have been previously discussed, however there are also multiple
potential drawbacks which need to be mentioned. In order to investigate the
drawbacks of social media marketing from the perspective of an advertiser or a
marketer, it can first be beneficial to understand what consumers believe to be the
downsides of social media. A study conducted by Drahosova & Balco (2017) found
that consumers believe that the increased time spent on social media and the
potentially associated internet addiction are the most prominent disadvantage,
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followed by the lack of security they are provided, the overload of available
information, and the loss of social contacts.
The disadvantages that are visible from a marketing perspective are very different
from those that consumers have mentioned, as they focus less on the usage of social
media for personal enjoyment, but rather for reaching company goals such as
increasing sales or increasing awareness (Arca, 2012). One difficulty arises from the
challenge’s companies face when evaluating the impact of their advertisements, as it
is hard to track how an advertisement affected consumers and how this influenced
sales or awareness (Rubtcova & Pavenkov, 2018). Furthermore, the utilization of the
Web 2.0 has led to consumers having a crucial role in value creation, causing a shift
away from product management and towards platform management, which can be
relatively complex, as marketers need to focus on engaging customers (Hofacker &
Belanche, 2016). Engaging and interacting with customers is key, as social networks
are commonly known for rapidly spreading news, which can either be good or bad,
and if the latter is the case, then managers need to know how to handle such a
situation to prevent large amounts of negative awareness regarding a company
(Hofacker & Belanche, 2016).
Another potential disadvantage of social media marketing, or more specifically using
social media platforms for placing direct ads, is that advertising is not always
appreciated by consumers, especially not on Facebook and Twitter (Voorveld et al.,
2018). If an advertisement from a company appears on a user’s timeline, it can catch
their attention, however this could be negative, as it interrupts their social experience,
which can have obstructive implications for the brand being promoted (ibid).
Therefore, with social media advertisement there is a potential tradeoff present
between gaining attention from customers, and losing their acceptance of the brand
(ibid).
Overall, it can be said that social media marketing can be highly beneficial for
companies if they utilize the channels effectively, as it can increase customers
awareness, loyalty, and sales, however it requires lots of research and a certain
amount of knowledge in order to be able to cope with all of the challenges (Rana &
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Kumar, 2016). It is of essence that marketers know how what to post, to which
platform, and at what time, while also being able to handle negative feedback from
users, so that they can efficiently compete with other brands (ibid).

2.7 Social Media Marketing Strategies
After having discussed what social media marketing is defined as and what it entails,
this literature review will investigate various social media marketing strategies. These
strategies and options will then be further investigated within three different social
media platforms, in order to understand what the channel specific success factors of
social media marketing are for startups and SMEs. According to Effing and Spil (2016),
a social media marketing strategy is defined as “a goal-directed planning process for
creating user generated content, driven by a group of internet applications, to create
a unique and valuable competitive position”. Furthermore, the research conducted by
Effing and Spil (2016) found seven key elements of a marketing strategy, which have
been depicted in the table below.

Table 4: Seven Key Elements of Marketing Strategies (Effing and Spil, 2016)

When aiming for a successful marketing strategy it can be beneficial to incorporate
the seven key elements listed above. First, the reason why the target audience is
one of the key elements of any companies marketing strategy, is because they “must
be able to segment their priority populations, that is, be able to identify, isolate, and
know the degree to which these populations use and access Web 2.0 social media”
(Thackeray et al., 2008, as cited in Effing and Spil (2016). Second, a company’s choice
of a social media channel is an important determinant of the effectiveness of an
advertisement (Effing and Spil, 2016). Furthermore, according to Dutta (2010) within
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different social media channels various target groups require specialized addressing.
Goals are another key element of a marketing strategy, as a social media platform is
more likely to be of value when it fits a company’s business goals (Dutta, 2010). In
addition, resources include for example budgets, expertise, and staff capacities
(Thackeray et al., 2008). These need to be thoroughly researched when used within
a marketing strategy, as successful implementation can benefit your advertisements’
quality (Thackeray et al., 2008). The following two elements are called policies and
monitoring. Policies need to be implemented in order to protect the corporate
reputation from being harmed if employees are not given set boundaries (Burkhalter
et al., 2014). In addition to certain policies within a company being required, it is also
important to monitor social media accounts closely, which can for example be done
through impact measurements which can include the number of followers, visitors,
likes, etc. (Klang and Nolin, 2011). Lastly, the planning of content activities can aid
success, as it gives a clear structure as to when and in which order campaigns are
being launched (Thackeray et al., 2008).
In addition to these key factors that make up a marketing strategy, various other
researchers have tried to categorize potential marketing approaches that companies
could utilize to their advantage. According to Constantinides (2014), there are two
main approaches to social media marketing, which are called the passive approach
and the active approach.
The first of the two marketing approaches that Constantinides (2014) discusses in
the research is called the passive approach, also known as companies listening into
social media platforms. This approach focuses on using social media as an
intelligence source for information about the market and customers attitudes or
opinions at a given time (ibid). As consumers use social media channels, usually
blogs, content communities, or forums, to interact with over online users, discuss
their experiences, and provide recommendations, the Web 2.0 domain has turned
into an enormous source of high-quality information (Constantinides, 2014). Within
traditional marketing, marketers often seek out information regarding their
customers, competitors, or the market they operate in, which they can gather
through surveys, focus groups, or data mining, however these all include monetary
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costs, while also being time consuming (ibid). With the development of the internet
and social media platforms, marketers have gained a network that provides them
with continuous up to date information relevant to them and their products, without
being highly expensive, as there are various free of charge applications available,
such as Google Alerts (ibid).
The second social media marketing approach that Constantinides (2014) investigates
is called the active approach, and can be split into four categories: public relations
and direct marketing tool, product or brand advocate, personalizing experience and
product customization, product reviews and innovation process. The first subcategory targets using social media platforms for public relations and marketing
tools, which includes companies creating websites or forums for their brand, in
order to get customers to interact about their products within the environment they
have created (ibid). Through this, they aim to answer their customers questions,
help them with their problems or concerns, or to moderate the comments that are
being made, therefore they are in full control of the conversation and have an
impact on what is being said (Singh et al., 2008). Within this category, an example of
a marketing strategy that would be suiting for startups and SMEs is using content
communities as a PR tool, such as video sharing sites like YouTube or GoogleVideo
(Contantinides, 2014). The second part of the active approach is the utilization of
opinion leaders to promote the company’s product, which is also known as
influencer marketing and will be further expanded on below (ibid). The third part of
this approach focuses on customizing products and personalizing the experience
customers have, which addresses customers need of individuality (ibid). Lastly, the
final sub-section of this approach is the engagement of customers through online
reviews, which is commonly known as electronic word of mouth, which will be
explained in greater detail in a later part of the literature review (ibid).
According to Tafesse & Wien (2018), creating a social media marketing strategy can
aid social media effectiveness for three reasons. First, because it can help create
clear goals, second, because it helps coordinate actions, and lastly because it
establishes policies and procedures (Tafesse & Wien, 2018). As various researchers
have identified a link between implementing a social media marketing strategy and
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having a successful social media platform, it is of importance to further study this
subject. This paper will investigate the success factors that should be incorporated
into a social media marketing strategy within three different online platforms. This
section of the literature will focus on what type of options are available for
companies. The first category that will be looked into is the marketing appeal,
followed by influencer marketing.

2.7.1 Informative and Interactive Marketing Appeal
The first type of marketing strategy companies can use is implementing creative
strategies on their social media platforms. According to Ashley & Tuten (2015) a
creative strategy is “the executional factor and message strategy used to bridge the
gap between what the marketer wants to say and what the consumer needs to hear”.
These creative strategies can increase the viewer’s motivation or even their ability to
process the advertisements information (MacInnis et al., 1991). This type of social
media marketing strategy can be categorized into emotional and rational, or
interactive and informative (Ashley & Tuten, 2015).
The first type of marketing appeal is called informative, and according to Lee et al.
(2018), informative content includes all types of product-oriented facts, such as the
price, or brand and product mentions. An informational appeal is an effective method
to describe and explain a product to a potential customer, allowing companies to
highlight specific features or benefits they find most interesting (Bangen, 2018).
In contrast to the informative marketing appeal stands interactivity, which is defined
by Steuer (1992) as “the extent to which users can participate in modifying the form
and content of a mediated environment in real time”. Furthermore, according to
Pokornyik (2019), interactive content encourages active engagement, rather than
passive consumption. There are various types of interactive content options, such as
interactive videos, polls and surveys, or contests (Pokornyik, 2019).
A study conducted by the researcher Kusumasondjaja (2018) analyzed 10,752 social
media posts to investigate whether interactive brand posts or informative message
content is more effective on Facebook, Twitter, or Instagram. The findings show that
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interactive brand posts got a larger amount of engagement, in form of respondents,
than informative message contents (Kusumasondjaja 2018). Additionally, it was found
that all channels required a different type and mix of approaches. Twitter is suited for
an informative appeal, Facebook suggests that interactive entertainment posts are
highly effective, and on Instagram using a combination of interactive and informative
appeals could be beneficial (Kusumasondjaja 2018). Similar findings by Lee et al.
(2018) show that informative content lead to lower levels of engagement, and need
to be used in combination with other approaches to be beneficial. This research paper
aims to use these existing findings and further investigate this topic. The two
approaches will, similarly to Kusumasondjaja’s research, be investigated in terms of
online platforms, however this time YouTube will also be used, in addition to also
measuring the effectiveness of influencer marketing.

2.8 Influencer Marketing
As advertising agencies are shifting their focus towards the utilization of social media
platforms, they are continuously searching for successful online marketing strategies,
one of which is influencer marketing (Woods, 2016). This marketing strategy shifts the
focus away from targeting the whole market, and rather concentrating on a specific
individual. Before investigating this strategy, it is important to define the terms
“influence” and “influencer”. According to Brown & Hayes (2008) the term influence
is defined as: “the power to affect a person, thing, or course of events”. Therefore, a
social media influencer is someone who “significantly shapes the customer’s
purchasing decision, but may ever be accountable for it” (Brown & Hayes, 2008).
Social media influencers are an independent third party who use social media
channels to influence consumer’s opinions (Freberg et al., 2011). Influencers use their
platforms to give advice to their followers while simultaneously providing them with
entertainment (Papp-Vary, Szolnoki & Beres, 2020). Furthermore, social media
celebrities are called influencers, when they “build a large network of followers, and
are regarded as trusted tastemakers in one or several niches” (De Veirman et al., 2016,
p.1).
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The main goal of influencers is to enhance the relationship to their followers, while
improving the reputation of the company or brand they are promoting, which they do
by increasing customers’ awareness, and persuading them to be interactive (Booth
and Matic, 2011). Social media influencers promote products by showing their
customers how they are using this in their personal lives, which helps them create a
relatable bond between consumers and a brand (Glucksman, 2017). Influencer
marketing is powerful, because the line between genuine recommendations of an
influencer, and their paid advertisement is very blurry (Woods, 2016). Paid
collaborations incorporate sponsored products, where the influencer creates a
product recommendation and then publishes this on their social media channel, for
which they receive a form of compensation (Stubb et al., 2019). Consumers value
influencers’ recommendations, as they view them as a direct source of information,
rather than as a marketing tool which companies can use for their benefit (De Veirman
et al., 2016,). Influencer marketing is a form of electronic word of mouth, which
consumers are more likely to trust and perceive positively, than an advertisement
(Woods, 2016). According to Bughin et al. (2010), word of mouth is a form of
consumer to consumer communication, which influences approximately 20 to 50
percent of consumers’ purchasing decisions. Also, according to Stokes and Lomax
(2012) “a number of studies have indicated that the most important source of new
customers for small first is recommendations” (p.351). Therefore, utilizing an
influencers platform as a marketing strategy can be highly beneficial for startups and
SME, as research suggests that eWOM is most valuable to customers when they are
deciding on purchasing a product for the first time (Bughin et al., 2010).
There are multiple ways advertisers can utilize social media influencers, as a
marketing strategy (Woods, 2016). Approximately 67% of marketers use influencers
for content promotion, while 59% utilize this approach for marketing tactics in regards
to product launches and content creation (Marketers Pair Up with Influencers – and
It Works, 2015). Important to note, is that Influencers are required to communicate
to their followers that they are providing paid content, which is most commonly done
with the hashtags “#ad” or ‘#sponsored” (Woods, 2016).
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2.8.1 Benefits of Influencer Marketing
Influencer marketing is beneficial for startups and small medium enterprises, because
research has found them to be the most cost efficient, yet effective marketing tool
(Harrison, 2017). A study found that influencer marketing provides companies
approximately 11 times more return on investment, in comparison to traditional
marketing strategies (Kirkpatrick, 2016). Within this study the return on investment
refers to the reach, engagement, and overall sales (ibid). Additionally, this studies’
findings also suggest that consumers exposed to influencer marketing purchase more
products when shopping, than those exposed to traditional marketing, leading to
higher sales in relation to influencers’ recommendations (ibid).
Another advantage of influencer marketing is that it is a great tool to increase both
awareness of a brand, and traffic to a brands’ website or social media account (Haran,
2018). It can be challenging for companies to produce engaging social media content
by themselves, especially if they are a startup or small medium enterprise, which is
why gaining access to an already existent network is highly advantageous (ibid).
Another reason why it is great to make use of an influencers platform, is because
influencers have already gathered a trusting follower base, which share the same
interests, therefore filtering out potential “noise” (ibid). The impact that social media
influencers have on brand awareness can be seen in Figure 2, taken from Haran
(2018).

Figure 2: The Impact of Influencer Marketing on Brand Awareness (Haran, 2018)
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Another advantage is that social media influencers have demonstrated that they have
a wide media coverage and also high consumer persuasiveness (Booth and Matic,
2011). This persuasiveness arises from them being viewed as more reliable and
credible than traditional advertisements (Lim et al., 2017). Additionally, also in
comparison to celebrity endorsement promotions, they are seen as more trustworthy
and knowledgeable (Berger et al., 2016, as cited in Lim et al., 2017). They are seen as
opinion leaders who exert influence on consumers, because of their expertise within
their field (Uzunoglu & Kip, 2014). Research conducted by Talaverna (2015) found that
within their survey 82% are more likely to follow their favorite influencer’s
recommendation, than a company advertisement. Furthermore, Lim et al.’s (2017)
findings demonstrate that social media influencers have a positive impact on
individual’s purchasing intention, because they see a resemblance to themselves
within SMI. Studies have found that consumers feel a stronger connection towards
influencers, in comparison to traditional celebrities, because they perceive them as
more authentic, and therefore identify with these influencers, buying what they
recommend, in order to imitate them (Jin et al., 2019).
Influencers are embedded digitally to a great extent, as they have the tools to
facilitate more recommendations than individual normal users (Nisbet & Kotcher,
2009). Some may argue that influencers’ recommendations are seen as less
trustworthy, because they are required to state that they are being paid for this,
however studies have shown that they are still seen as an authentic and trustworthy
source (Woods, 2016). Followers online view an influencers’ recommendation
favorably, as they can see someone they trust and relate to apply a product into their
personal life (Woods, 2016).
According to a 2019 study conducted by Asano, 80% of marketers found influencer
marketing effective, and 89% found the return on investment to be either the same,
or greater than that of traditional marketing. Therefore, it can be said that there are
various advantages and benefits to companies if they choose to utilize influencer
marketing, however there are a few challenges and ethical considerations companies,
more specifically startups and small medium enterprises, should look into before
deciding on this marketing strategy.
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2.8.2 Challenges and Risks of Influencer Marketing
Although there are various benefits to utilizing influencer marketing as one of the
success factors in a companies’ marketing strategy, there are a few challenges that
need to be addressed. The primary challenge of working with influencers, from an
advertiser’s perspective, comes from having to identify who is best suited for the job
(Zietek, 2016). As the cooperation relies on the individual influencer, companies have
to focus on finding someone who’s channel aligns with their objectives and ideas
(Nazare, 2019). If this is not the case, this could have a negative impact on a brand,
potentially damaging their companies’ reputation (ibid).
Another potential challenge would be that some influencers only appear to have a
large sum of followers, when in reality these have been bought (Myyrä, 2020). This is
problematic, because if an influencers’ followers are computer-generated accounts,
then they will not have a high level of engagement, and therefore cannot create lots
of brand awareness (ibid). According to a study conducted by Graham (2019), fake
followers cost brands $1,3 billion in 2019. This challenge, similar to the first one, can
be solved if companies spend enough time researching who they want to represent
their company or product on social media (Myyrä, 2020). This includes an
investigation of the influencer, as well as their profile, to see if their engagement lines
up with the number of followers they have (ibid). Therefore, it needs to be
acknowledged that companies should always take precautions when deciding on an
influencer (ibid).
An ethical implication of influencer marketing would occur when an influencer
promotes a product, only because of the monetary incentive, and not because they
use this product or think it is recommendable (Woods, 2016). This is unethical, as it
would be a manipulation of consumers, as influencers would be lying (ibid). This is
part of the reason why it is legally binding that social media influencers need to
disclose when they are being rewarded for a promotion (ibid).
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2.9 Social Media Channels and their Respective Success Factors
2.9.1 Instagram
The first type of social media platform this research paper will investigate is called
Instagram. It is a free photo sharing platform, which enables users to upload, manage,
and share pictures, which can be liked and commented on by other users (Aichner &
Jacob, 2015). Instagram was founded on the 6th October 2010, and to date has over
50 billion shared pictures on its platform (The Enterprise World, 2020). It is known to
be the first ever mobile exclusive social media platform, influencing the shift towards
the new mobile revolution (Miles, 2014). The social media channel is worldwide one
of the most engaged networks, reaching approximately 80 million daily shared images
and 4.2 billion daily likes (The Enterprise World, 2020). Finally, it is estimated that of
all internet users 32% use Instagram, which has 8 million business profiles (The
Enterprise World, 2020). The popularity of this specific social media channel arises
from its utilization of predominantly visual content online, which according to Neher
(2013) helps increase traffic and build awareness.
According to the official Instagram website, they allow advertisements on their
platform to be very targeted and specific, based on various factors, such as location,
demographics, interests or behaviors (Instagram). The website also emphasizes how
easy it is for companies to place advertisements on their channel, as it only includes
the four steps: creating a business page & profile, setting up an advertisement,
determining a budget, and finally publishing (Instagram).

2.9.2 Facebook
Another famous social media channel is called Facebook, and is categorized as a social
networking platform. These sites are commonly known for providing a digital
infrastructure, which offers users a place to share their opinions and interests, while
connecting to other users (Assimakopoulos et al., 2017). More specifically, Boyd and
Ellison (2010) define Social Networking Sites as: “web-based services that allow
individuals to construct public or semi-public profiles within a bounded system,
articulate a list of other users with whom they share a connection, and view and
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traverse their list of connections and those made by others within the system”. The
2004 established site allows its users to participate in online activities, such as
commenting on posts, liking brands or professional pages, or participating in
discussions (Assimakopoulos et al., 2017). Threatt (2009) refers to this famous
networking platform as a social media portal, as increasing amounts of organizations
create profiles revolving around their products, which has shifted the sites’ focus away
from personal relationships, and towards companies reaching consumers.
Facebook’s significance for marketing purposes arises from its popularity among
users, which is apparent, as it is the third most popular website in the world, following
Google and YouTube (McCoy, 2020). Furthermore, 71% of all Americans have a
Facebook account, which in comparison to Instagram is 33% more (McCoy, 2020).
McCoy (2020) also wrote that 86.3% of marketers use the platform for brand
promotion, while 39% of users have said they follow brands merely because of
giveaways. This massive network is clearly of interest to various marketers, for very
apparent reasons.
From a marketing perspective, the available communities on Facebook are the most
relevant and lucrative (Casteleyn et al., 2009), as these aid in identifying user’s
preferences and tastes, which are crucial for market segmentation and positioning
(Treadaway & Smith, 2010). Therefore, Facebook is key for gathering information on
potential customers, which is especially important for marketing, and can be applied
to startups and small and medium enterprises. According to Ramsaran-Fowdar &
Fowder (2013), there are various tools Facebook provides companies with, such as
creating a profile or group for your brand, sharing events, or even making social polls.
Lastly, there are various benefits for companies utilizing Facebook, such as lower
marketing costs and creating personalized advertisements (Ramsaran-Fowdar &
Fowder 2013).
Research conducted by Saravanakumar & SuganthaLakshmi (2012) has investigated
potential ways for companies to connect with their consumers through Facebook,
which are through promotions, crowd sourcing, check-ins, games, and social
shopping. The first strategy to connect with consumers on Facebook would be by
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providing them with Facebook exclusive discounts, early access, or sneak peaks of new
products (Saravanakumar & SuganthaLakshmi, 2012). Promotions on Facebook have
been highly effective at creating engagement, excitement, and providing users with
an incentive to share this information and invite their friends or family to the page
(ibid). The second possibility is to use crowd sourcing, where a company uses
Facebook to invite users to shape a certain offer or strategy (ibid). The third option
stated within the research is called mobile check-ins, which electronically announces
their arrival at a specific location, where they can then receive discounts or loyalty
points, which help a company gain more traffic, as well as giving them greater insights
into their customer’s purchasing behavior (ibid). Another strategy arises from the
games that are available on Facebook, which allow companies to incorporate
merchandising into something that is entertaining (ibid). Lastly, the most commonly
used application of Facebook, is the creation of an online store, where retailers
provide their customers with the option to browse and shop their products online,
without requiring a separate website or online shop (ibid).

2.9.3 YouTube
The final social media channel this literature review will describe is YouTube, which is
classified as a video sharing platform. The content community was founded in 2005,
and allows its users to view, comment, or post videos (Smith et al., 2012). Users can
then go on to create a public profile, displaying what videos they have posted, what
comments are under these videos, and what their recent activities have been (Smith
et al., 2012). The website includes both professionally produced and user produced
content, with research conducted by Burgess and Green (2009) suggesting that among
the most popular videos are vlogs, live material, and informal content. Overall, what
differentiates YouTube from social media channels such as Instagram and Facebook,
is the platforms ability to provide influencers with an opportunity to share videos of
their personal life (Glucksman, 2017). These videos include how-to videos, advice
videos, vlogs, or one of many more potential options (ibid).
When Google purchased the platform in 2006 their goal was to promote the platform
as a lucrative marketing tool, focusing on advertising (Schwemmer & Ziewiecki, 2018).
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There are multiple advertisement formats available on the site, such as display ads,
and both non-skippable and skippable advertisements (Gerhards, 2017). With
companies increasingly moving away from traditional marketing, YouTube has
presented itself to have great potential, as a study found that over 60% of marketing
experts in Germany reserve a company budget for only influencer marketing
(Territory, 2016). Therefore, suggesting it to potentially be beneficial for marketing
purposes of start-ups and small and medium enterprises.
While a great amount of research has been conducted on individual social media
channels, no direct comparison of Instagram, Facebook, and YouTube, in the context
of startups and small and medium enterprises has been made. Therefore, this
research paper aims to find out more about this topic through conducting research
into existing literature, and then conducting its own survey.

2.10 Startups and Small Medium Enterprises and Social Media
Marketing
After having defined social media, discussed its overall advantages, and investigated
the different types of platforms, it will now be explored with a direct focus on startups
and small medium enterprises. The reason why it is important to separately look at
startups and small medium enterprises in regards to social media, is because there
are notable differences to larger companies. SMEs face various challenges, such as
increasing variation and uncertainty within their own markets demand, while at the
same

time

always

facing

strong

international

competition

(Wardati

&

Mahendrawathi., 2019). In addition to these challenges, SMEs are also known to have
limitations in regards to finances, human resources, and organizational resources,
which is why they often look to implement social media marketing strategies (ibid).
The study conducted by Brooks et al. (2014) created a SWOT analysis of social media
usage in regards to small medium enterprises. They found that the main strengths
include the ability to customize and personalize a consumers’ experience, and the
ability to gain valuable insights through the comments and reviews left by consumers
on social media (Brooks et al., 2014). The weaknesses include the limited resources
and time available to them, the fact that they cannot target all potential customers,
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there is no ROI information, and that there is a limited exposure available within the
social media environment (ibid). Furthermore, opportunities include the emerging
new tools for social media content creation and analysis, the ability to create a
strategy which will improve exposure, and the potential to integrate and expand their
technologies for optimized business processes (ibid). Lastly, the threats include the
continuously changing technologies, the regional competitors increased social media
usage, and the rapidly changing customer communication media preferences (ibid).
This studies’ findings suggest that small medium enterprises should utilize social
media marketing, and focus on the available free social media tools to help them get
started (Brooks et al., 2014). The researchers also included a short-term and long-term
recommendations list for small medium enterprises that are focusing on social media
marketing. The research advises them, that in the short-term they should focus on
using fewer social media sites, and to investigate which ones best align with their
strategic goals, as they need to focus on working with their limited resources (ibid).
They should also develop a social media tools strategy, while also updating content
on a regular schedule, and focusing on the interrelationship of social media sites (ibid).
The list with long-term recommendations includes the suggestion to incorporate a
strategy fitting with the companies’ goals, as well as mission statement, to analyze the
effectiveness of the chosen social media tools on a quarterly basis, and to create
policies within the social media communication channels (Brooks et al., 2014).

2.11 Hypotheses
After thoroughly investigating the previous research that has been done in regards to
the topic at hand, various hypotheses have been formulated, with the aim of
answering the main research question, which is as follows:
What are the success factors of social media marketing for startups and SMEs?
In order to gain a greater understanding of the success factors, this research paper
will evaluate the effectiveness of an informative versus interactive marketing
approach within the three platforms Instagram, Facebook, and YouTube. Resulting in
the first hypothesis:
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An interactive marketing approach is more effective at achieving user engagement
than an informative marketing approach.
This hypothesis will be tested through various questions in a survey asking
respondents how likely they are to engage with either an interactive or an informative
advertisement. Furthermore, this hypothesis will be tested in regards to all three
social media platforms: Instagram, Facebook, and YouTube. Therefore, the following
hypotheses have been created:
H1: An interactive marketing approach is more effective at achieving user engagement
than an informative marketing approach on Instagram.
H2: An interactive marketing approach is more effective at achieving user engagement
than an informative marketing approach on Facebook.
H3: An interactive marketing approach is more effective at achieving user engagement
than an informative marketing approach on YouTube.
Also, this paper investigates influencer marketing as a success factor for startups and
SMEs, which will be researched with the goal of answering the hypotheses that follow:
H4: Influencer marketing has a significant impact on customers purchasing decision.
Based on the main research question and the various hypotheses that have just been
stated, a visual models have been created to depict the measured variables.

Figure 3: Visual Model Depicting Social Media Marketing Success Factors, Social Media, Platforms, and
the Consumer Purchasing Decision
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3 Methodology
3.1 Research Design
According to Creswell (2014), research approaches are: “plans and procedures for
research that span the steps from broad assumptions to detailed methods of data
collection, analysis, and interpretation (p.3). Deciding on a specific approach includes
choosing a research design and research method. The three possible research
approaches are called qualitative, quantitative, and mixed methods (Creswell, 2014).
Out of these options, a quantitative approach was chosen. This type of approach has
the purpose of testing a theory through the examination of measurable variables,
where the numerical data is then analyzed and interpreted (Creswell, 2014).
Furthermore, it entails the analysis with the use of statistical techniques that aim to
answer “who, what, where, when, how many, and how” (Apuke, 2017). The reason
why a quantitative approach was chosen, is because a survey was created to gather
specific data which can further be analyze for any correlations between the variables.
The predetermined and close-ended questions of the survey all focus on investigating
the presence or absence of a relationship between the variables to then propose an
answer to the hypotheses.

3.2 Data Collection
3.2.1 Sampling
This research paper’s data was collected through an online survey, which was created
with the free online tool called “Google Forms”, with the chosen language being
English. Considering the importance of a survey’s respondents and therefore the
sample chosen for a research, the sampling strategy needs to be decided beforehand.
Generally, there are two types of sampling methods, classified as probability sampling
and non-probability sampling (Jager et al., 2017). Probability sampling includes a form
of random selection, giving everyone within a population the same chances of being
chosen, while non-probability sampling is not randomized (ibid). This chosen method
of this thesis for gaining respondents is called convenience sampling, which is a form
of non-probability sampling. This entails selecting participants based on how
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accessible they are to complete this survey. The online created survey was distributed
by sharing its corresponding link on various social media platforms of the researcher,
such as Instagram and Facebook. Therefore, the survey reached participants within
the close friends’ circle or of acquaintance with the researcher. Important to note is
that this chosen method has both advantages and disadvantages. The advantages of
this sampling method include that it is cheap, simple to implement, and often highly
efficient, while disadvantages include the decreased generalizability (Jager et al.,
2017). This research aims to gather approximately 100 participants for the online
survey with 22 questions.

3.2.2 Survey Design
The survey was designed to include a total of 22 questions, which can be separated
into various categories. The categories are: demographics, general background,
informative approach, interactive approach, interactive vs. informative, and
influencer marketing. Each category has various questions all aiming to answer one of
the stated hypotheses. The majority of the questions use a 5-point Likert scale that
ranges from strongly disagree to strongly agree, highly unlikely to very likely, or from
never to very often. The questions within the “informative approach” and “interactive
approach” each depict three example advertisements, one from each of the three
social media platforms (Instagram, Facebook, and YouTube). Participants are then
asked to rate how likely they are to click on this advertisement, in order to measure
how likely the given advertisement is to achieve user engagement. These pictures
were added in during one of the multiple revision steps of the survey design, as
originally participants would only have received direct questions regarding possible
informative or interactive advertisements. This change was implemented, because
supplying respondents with a direct visual example makes it easier for them to picture
an informative or interactive advertisement, and because various other surveys have
used similar approaches. The pictures were chosen, because they represent what an
advertisement utilizing one of the two approaches would look like. All chosen images
will now be displayed:
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Figure 4: Informative Approach; Instagram

Figure 5: Informative Approach; Facebook

Figure 6: Informative Approach; YouTube

Figure 8: Interactive Approach; Facebook

Figure 7: Interactive Approach; Instagram

Figure 9: Interactive Approach; YouTube
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All of the survey questions can be found in the appendix, at the end of this research
paper.

3.3 Data Analysis
The data collected from the Google Forms survey was downloaded after the survey
was online for 10 days, receiving 101 responses. The downloaded data was put into
SPSS, where a detailed statistical analysis was done, and afterwards tables and graphs
were created in excel to visually depict the found results. First, the sample
characteristics will be investigated, after which the hypotheses will be tested. The
hypotheses will be evaluated through the use of a MANOVA and a Spearman’s rho
test. All calculations include their interpretations can be found in the next section of
this thesis, called findings.

4 Findings
4.1 Process Model
Within this section of the research paper the findings that have been gathered
through the online survey will be investigated through the use of specific statistical
tests, to conclude whether or not the four main hypotheses can be accepted. The four
main hypotheses are as follows:
H1: An interactive marketing approach is more effective at achieving user engagement
than an informative marketing approach on Instagram.
H2: An interactive marketing approach is more effective at achieving user engagement
than an informative marketing approach on Facebook.
H3: An interactive marketing approach is more effective at achieving user engagement
than an informative marketing approach on YouTube.
H4: Influencer marketing has a significant impact on customers purchasing decision.
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The first three hypotheses will be grouped and tested through the use of a MANOVA
statistical analysis, while the fourth hypothesis will be investigated with a Spearman’s
Rho test. The relationship between the variables and the tests that will be performed
are visually depicted in the process model below.

Figure 10: Process Model of this Research

4.2 Sample Characteristics
The first section of the findings focuses on the sample characteristics of the
respondents, which will be crucial further on in the paper, as it aids in understanding
how representative the results are. The four sample characteristics that will be
discussed are the age and gender of the respondents, as well as which social media
platforms they use most, and how much time they spend on social media on average
per day.

Figure 11: Age Distribution of Respondents

Figure 12: Gender Distribution of Respondents
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The first two sample characteristics that were investigated are the age and gender
distribution of the respondents, which are visually depicted in Figure 8 and Figure 9
above. The sample consists of 101 responses, with a mean age of 27, where the
majority of respondents are either in the age group of 15 to 24 years, or 25 to 24
years. Additionally, over 50% of the respondents are female.

Table 5: Social Media Platform Usage

The table above depicts the various platform choices that were available to
participants, along with all additional options that were added within the “Other”
Field. The table depicts that 85.15% of all respondents indicated that they use
Instagram, 53.47% of them use Facebook, and 73.27% use YouTube. This data
suggests that the majority of respondents are active social media users, and therefore
they represent an appropriate sample, with the required knowledge to fill out a
questionnaire regarding social media advertisements.

Table 6: Active Hours Spent on Social Media per Day

In addition to the researcher asking participants about their social media platform
preferences, a question regarding the amount of time participants actively spend on
social media was added to the survey. Table 6 depicts the respondent’s answers to
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this question, which has been confined into four categories, which are less than one
hour, one to three hours, four to six hours, and more than seven hours. Overall, the
majority of respondents, 53.47% to be exact, spend approximately one to three hours
per day actively on social media, followed by 24.75% of respondents answering four
to six hours per day.

4.3 Hypothesis Testing
A multivariate analysis of variance called MANOVA was used in order to test if the
manipulation of social media advertisements, which were allocated into either the
informative or interactive group, demonstrates the predicted outcome. This test was
chosen, as various previous researchers have also effectively utilized this (Wiid et al.,
2014). In order to investigate to what extent this test was successful, the means,
standard deviations, F value, and p-value of each condition and their respective social
media platforms, Instagram, Facebook, or YouTube, are displayed in Table 7 below.

Table 7: MANOVA Test of Informative and Interactive Group for Instagram, Facebook, and YouTube

The MANOVA test aims to investigate whether the first three hypotheses can be
accepted or rejected, based on the differences in mean values of the three social
media platforms within the informative and interactive condition. The purpose is to
test if an interactive marketing approach is more effective at achieving user
engagement than an informative approach. It is important to note, that respondents
were asked to answer these questions on a Likert Scale ranging from one (highly
disagree) to five (strongly agree). Therefore, higher values represent a higher level of
agreement of the respondents, which correlated to a higher potential engagement.
The usefulness of an interactive and informative approach will be tested specifically
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in regards to the three social media platforms Instagram, Facebook, and YouTube. The
hypotheses are as follows:
H1: An interactive marketing approach is more effective at achieving user engagement
than an informative marketing approach on Instagram.
H2: An interactive marketing approach is more effective at achieving user engagement
than an informative marketing approach on Facebook.
H3: An interactive marketing approach is more effective at achieving user engagement
than an informative marketing approach on YouTube.
The first hypothesis focuses on the social media platform Instagram, where the mean
value in the informative condition is 2.95 (p<0.01) and 3.37 (p<0.01) in the interactive
condition. Therefore, it can be said that participants responded to the social media
advertisement in the interactive group to a more positive extent, as they reported
higher levels of engagement. This concludes that the first hypothesis can be accepted,
as the interactive approach is more effective at achieving user engagement on
Instagram, than an informative marketing approach.
The second hypothesis investigates the platform Facebook, which reports a mean
value of 2.76 (p<0.01) in the informative group and 3.26 (p<0.01) in the interactive
group. Similarly, to the first hypothesis, these values help conclude that the
hypothesis can be accepted, as the interactive condition reports a higher level of
agreement, and therefore also a higher level of user engagement.
The third hypothesis follows the same pattern as the previous hypotheses, as it
compares the informative and interactive group, but for the social media platform
YouTube. This group reports the overall lowest means, which could correlate with
YouTube not being as popular among users as the other two platforms. The mean
value in the informative group is 2.62 (p<0.01) and 2.95 (p<0.01) in the interactive
group. Therefore, all three hypotheses can be accepted, as all groups report a higher
level of user engagement in the interactive group.
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Another interesting observation is that the standard deviation values are all relatively
similar, while the interactive YouTube condition reports the most dispersion among
the data, with a value of 1.25. Overall, this means that respondent’s answers were
approximately one point away from the mean, on average. These values are not
directly representative of the correlation between the two groups and the level of
user engagement, however they do depict how spread out the data is. In conclusion,
the mean values suggest a stronger relationship between the interactive group and
the respondent’s user engagement with the advertisement, as the mean values are
greater within every social media category, resulting in the acceptance of the first
three hypotheses.

Figure 13: Mean and Standard Deviation Comparison of the Informative and Interactive Group of
Instagram, Facebook, and YouTube

Figure 13 depicts the means and standard deviations that were found during the
MANOVA statistical test, for the three social media platforms Instagram, Facebook,
and YouTube, in the informative and interactive group. This data can also be found in
Table 7 above. A visual inspection of the figure shows that the interactive condition
reports higher mean values for all social media platforms, and that within both groups
Instagram reports the highest mean values, followed by Facebook, and then YouTube.
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After conducting a MANOVA test to investigate the first three hypotheses, the final
hypothesis regarding influencer marketing will be statistically tested through the
utilization of a Spearman’s rho. The fourth hypothesis is as follows: H4: Influencer
marketing has a significant impact on customers purchasing decision.
In order to see if there is a significant correlation between influencer marketing and
customer’s purchasing decision three questions in the survey targeted this concept.
The first question asks respondents if they view influencer’s recommendations before
they purchase a product, the second one asks whether they trust these
recommendations, and the final question asked if they purchase products based on
influencer’s recommendations. These questions therefore target the concepts of
viewing, trusting, and purchasing in relation to influencers’ recommendations on
social media platforms, in order to determine if recommendations influence the
purchasing decision. The reason why one of the questions asks respondents about
trust, is because previous studies have found that trust is an important factor
influencing consumer’s decision-making process.

Table 8: Mean and Standard Deviation of Viewing, Trusting, and Purchasing in Regards to Influencer
Marketing

Table 8 reports the mean and standard deviation values of the three Likert-scaled
questions focusing on the impact of influencers’ recommendations on the purchasing
intention. Similarly, to before, a higher mean value represents a higher level of
agreement with the statement given to the respondents, as the answer possibilities
ranged from 1, which stood for “strongly disagree”, until 5, representing “strongly
agree”. The data depicts that the statement “I look at influencer’s recommendations
before purchasing a product” has the highest mean (3.50), followed by the statement
“I trust influencer’s recommendations” (3.43), and lastly “I purchase products based
on influencer’s recommendations” has the lowest mean (3.22). In order to draw a
conclusion as to whether or not influencers’ recommendations have an impact on
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customers’ purchasing decision a correlational analysis has to be done, as this data
alone is not sufficient.
When choosing the most appropriate statistical test, the collected data’s distribution
was investigated, by looking at the skewedness as well as the visual dispersal on a
scatter plot. This showed that the output was not normally distributed, as the values
were negative, and skewed left. Therefore, a Spearman’s correlation was found to
be most suiting for the final hypothesis test (Schmid & Schmidt, 2006).

Table 9: Spearman’s Rho of Viewing and Purchasing in Regards to Influencer Marketing

Table 9 reports the findings of the Spearman’s rho correlation test. This test was run
in order to determine the relationship between looking at influencers’
recommendations and purchasing a product based on influencers’ recommendations.
There is a strong monotonic correlation between these two constructs (!! = 0.83, n =
101, p<.001). The significance value for this correlation coefficient is below 0.05,
which indicated that there is a significant relationship between the groups, and
therefore the null hypothesis can be rejected, and the alternative hypothesis is
accepted. In regards to looking at online reviews, it can be said that influencer
marketing has a significant impact on the purchasing intention.
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Table 10: Spearman’s Rho of Trusting and Purchasing in Regards to Influencer Marketing

Table 10 depicts the output of the Spearman’s rho correlation test, when comparing
customers’ level of trust and their purchasing intention. Similarly, to the results in
the table above, there is a strong monotonic relationship present (!! = 0.69, n = 101,
p<.001). This data also reports that the significance value of the correlation
coefficient is below 0.05, meaning that a significant relationship is present. The null
hypothesis can be rejected, and the alternative hypothesis can be accepted. The two
tests also indicate that the relationship between viewing an influencer’s
recommendation and purchasing a product is stronger than the relationship of
trusting an influencer and purchasing a product, which could be explained by trust
only being one factor of many which influences the purchasing intention of
consumers. The question regarding trust is relatively vague, as trusting something
could mean a multitude of things, and highly depends on the product and the
influencer. In conclusion, as these two Spearman’s rho tests indicate that both the
constructs of looking at influencers’ recommendations and trusting influencers’
recommendations have a strong correlation with the purchasing intention, and the
fourth hypothesis can be accepted. Therefore, influencer marketing does have a
significant impact on the purchasing intention.
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5 Conclusion
This thesis provides an investigation into the success factors in social media marketing
in regards to start-ups and small and medium enterprises. First, a literature review
section discusses all relevant background information and previous research which
has been done in regards to social media marketing and start-ups and small and
medium enterprises. The main focus of distinguishing the success factors was done by
specifically investigating three social media marketing strategies. Two of these are
marketing approaches on social media platforms; informative and interactive
advertisements. The third strategy was utilizing influencer marketing. In order to
evaluate these potential success factors, an online survey was distributed, which used
pictures representing the informative and interactive approaches, in order to test how
consumers would respond if they were to receive this advertisement. In addition,
multiple questions about influencer marketing and its potential effect on the
purchasing intention were included. The data was then statistically analyzed in SPSS
with a MANOVA and Spearman’s rho correlation test, in order to see if the hypotheses
can be accepted, or need to be rejected.
The first three hypotheses focused on comparing an interactive and an informative
marketing approach on three social media platforms. These results were analyzed
with a MANOVA test which found that for Instagram, Facebook, and YouTube an
interactive approach correlates to higher user engagement, therefore H1, H2, and H3
are accepted. These results align with the findings of the previous research conducted
by Kusumasondjaja (2018), which also suggest that interactive brand postings gain
larger amounts of engagement. This research also suggests that channels require a
different mix of approaches (Kusumasondjaja, 2018), which could be an explanation
as to why the means of an interactive and informative approach for YouTube are
closer than the values. Within the other channels the difference between an
informative and interactive advertising approach was significantly further apart,
suggesting that an interactive approach has a greater impact than the other, however
this was not true for YouTube. The findings also demonstrate, that there is a difference
between the effectiveness of an advertisement approach on a platform, proposing
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that the success factors in social media marketing are highly dependent on the
channel.
Afterwards, the Spearman’s rho correlational test was conducted in order to test the
relationship between influencer marketing and consumers’ purchasing intention.
The correlational analysis was conducted for three questions from the survey: one
regarding how often respondents look for influencers’ recommendations, the
second one asked whether they trust influencers’ recommendations, and lastly if
they purchase products based on these recommendations. The first test found that
there is a strong correlation between users looking for influencer’s
recommendations, and purchasing based on this information. The second statistical
analysis also showed a strong correlation between trusting these recommendations
and purchasing products that have been recommended. Overall, these results
suggest that influencers’ recommendations can have a positive impact on the
purchasing intention of their followers. According to the second correlational
analysis, the factor of trust is significant, as this is what customers potentially base
their opinions about an influencer on. They also suggest, that customers seek out to
read through influencers’ recommendations, proposing that their platforms could be
utilized as an influential marketing place. Therefore, also the fourth hypothesis was
accepted.
Overall, these results suggest that some of the potential success factors for social
media marketing are utilizing an interactive advertisement approach and promoting
a product through an influencer. In regards to startups and small medium
enterprises, respondents of the survey were asked two specific questions about
their attitudes. The questions ask them to what extent they agree with the given
statement, measured on a five-point Likert scale from 1, strongly disagree, to 5,
strongly agree. The statements are: “I am likely to purchase a product from a
startup”, and “I will trust an influencer’s recommendation even if they promote a
product I do not know, from a startup or small medium enterprise”. The responses
to the first statement show that 24.2% are likely, or highly likely to do so, while 35%
feel neutral about this, and 40.8% either disagree, or strongly disagree. There is a
high dispersion among these results, indicating that consumers are more hesitant
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when buying a product, they are unfamiliar with. The responses of the second
question report similar findings, as 33.3% either strongly agree, or agree with the
statement, 31.4% feel neutral, and 35.3% either strongly disagree, or disagree. These
answers suggest that startups and small medium enterprises have a harder time
selling their product, as consumers are unfamiliar with the item. The second
question however also proposes that influencers recommendations could have an
impact on customers, negligent of whether the product comes from a famous brand
or not. It can also be said that therefore it would be beneficial for startups and small
medium enterprises to use influencer marketing, as well as an interactive marketing
approach to gain popularity among social media users. Potentially, the
implementation of both an interactive marketing approach and influencer marketing
could have a greater impact than just one alone, however this was not investigated
by this research.

5.1 Managerial Implications
The results of this study propose that startups and small medium enterprises should
implement an interactive marketing approach on their social media channels
Instagram, Facebook, and YouTube in order to increase user’s engagement, while also
considering to utilize an influencer’s platform and presence online. Social media has
developed into an enormous platform, and advertisers are increasingly implementing
social media into their programs (Voorveld et al., 2018).
As the type of social media advertisement strategy correlates to user’s engagement,
these findings have important managerial implications. This research suggests that
social media marketers need to select the correct approach which fits their brands’
purpose and goals in order to maximize the effectiveness of their advertisements. The
survey results suggest that users are more likely to engage with an interactive
advertisement than with an informative one. Therefore, if a company aims to increase
the interactivity of their potential customers, in addition to increasing their
awareness, an interactive approach would be beneficial for them. The findings suggest
that this is true for all of the three tested social media platforms, however the
effectiveness varies depending on the platform.
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This leads to the implication that various marketing approaches should be
investigated in relation to a certain platform, as companies should be advised to
adjust their strategy depending on which channel they use. For example, while the
interactive approach scored higher than the informative approach on YouTube, it
showed distinctively lower mean values than for Instagram and Facebook, which
proposes the idea that potentially an incorporation of both the informative and
interactive approach is necessary for video platforms, such as YouTube.
Lastly, this research has also investigated the impact of influencer marketing on
customers’ purchasing intention. The results show that influencers’ recommendations
have a positive impact on the purchasing intentions of consumers, as consumers
actively search for these recommendations, trust what influencers promote, and also
make their purchase based on this information. This information can be valuable for
marketing experts, as it depicts a potential marketing strategy for their brand. This
can be of essence for startups, as they could promote their products through a
sponsored advertisement with an influencer. This would help them achieve
awareness, while potential customers get a positive review about this product from a
trustworthy source, which could lead them to purchase their product.
Overall, this research gives an insight into which factors could aid a startups social
media marketing strategy. Based on these findings, startups and small medium
enterprises would be recommended to use an interactive approach on their social
media platforms, as this is beneficial on Instagram, Facebook, and YouTube. However,
additional research on the platforms is advised. Another success factor would be
utilizing a social media influencers’ platform and reach to promote their product, as
this could help them increase awareness as well as their amount of sales.

5.2 Limitations and Further Research
Although this research provides general insights into the topics of social media
marketing’s success factors, in regards to an advertisement approach and influencer
marketing, there are multiple limitations that need to be addressed. These
limitations will be explained, while also providing possible expansions for further
research.
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The first limitation of this research is the survey’s sample size, which only received
101 respondents, which limits the generalizability of the study. While this sample
size is sufficient for conducting this research, it is not representative of the Austrian
population, or that of other countries. This limitation can easily be improved on with
further research, where a larger sample size is encouraged, as more responses
would lead to a better representation of the targeted population.
Also, the vast majority of respondents were aged between 15 and 34 (87.13%), while
there are barely any responses from people over the age of 35 (12.87%). However,
not all social media users fall into this age group, and depending on the startup or
business and their product, they could be targeting people aged over 35, and
therefore this information would not be relevant to them. Therefore, it would be
advised that further research ensures that they gather more responses, which also
include all age groups, and not only those between 15 and 34.
While the results have the potential to be helpful to startups and small medium
enterprises, there are many factors that could be improved on, and various potential
options for further investigation. One example would be to create an experiment
that only focuses on one product and then compares advertisement which are only
informative or only interactive. This would give a greater insight into which is more
beneficial for a specific product, as the advertisements used in this study represent
various product categories, which could have influenced the respondents’ answers.
Another option would be to not only test an informative approach versus an
interactive approach, but to also investigate whether utilizing both has a greater
result than either one alone. Furthermore, testing advertisements on social media
platforms could be incorporated into an experiment, where respondents see the
advertisement on the platform, which would make it more natural and the results
would be more accurate. In regards to the testing of influencer marketing, there are
various external factors which could be investigated. This research suggests that
trust is a one of the factors influencing the impact of influencer marketing, but how
this trust is formed was not investigated. Previous research has found that there are
various factors that can change the level of trust users have in influencers, such as
responsiveness, morality, or predictability (Mcknight, Choudhury, & Kacmar, 2002).
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A further investigation into this would be beneficial to both influencers and
companies who decide to work with a certain influencer.
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