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Abstract: The present study aims to explore how influencer marketing (resonance, reach, and relevance)
can promote micro-, small, and medium-sized enterprises (MSMESs) that women in Kuwait own. Reaching that aim
depended on a quantitative approach by distributing a self-administered questionnaire to a purposive sample of
women who own their businesses in Kuwait. After the application, 133 women responded to the questionnaire, and
SPSS was used to tackle the collected primary data. The study accepted the main hypothesis, which argued that
influencer marketing impacts promoting women-owned MSMEs from Kuwaiti women's perspective with a
correlation coefficient of 0.776. Sub-hypotheses were also accepted. The strongest variable was 'relevance,’ which
impacts promoting women-owned MSMEs from Kuwaiti women's perspective with a correlation coefficient of
0.766; resonance and reach appeared to be also influential with a correlation coefficient of 0.537 and 0.489,
respectively. The study recommended paying attention to the idea of the owner of the advertising content (the
advertiser or the influencer) because this controls the form of the content; if the influencer is the owner, the content,
its publication dates, or the length of its stay on social networking sites cannot be controlled. Further
recommendations were presented later. The scientific novelty in current research lies in its orientation towards
focusing on the economy "Women-Owned MSMEs," as there has not been much attention given to this type of
business. In addition, women-owned MSMEs might not be as apparent as other businesses; they still contribute to
economic stability, decrease unemployment, and support women's contribution to society.

Keywords: women-owned enterprises; micro-, small, and medium-sized enterprises; influencer marketing;
resonance; reach; relevance.
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1. Introduction

One sometimes wonders how brands and
organizations use famous and well-known people for
marketing their products and ensuring the profits they
seek [1]. The idea of marketing through famous people
has existed for a long time, as many organizations used
celebrities even before the Internet advent, and
advertising through television was based on the
presence of a well-known and famous person to market
the product [2]. Andreani et al. [3] indicate that
marketing through celebrities and influencers is based
on the psychological idea of individuals' desire to be
such influencers. They use the same perfume until they
feel like them or the same car or go on tourism in the
same places as a psychological expression that they
want to be like these celebrities. Today, with the
development of the Internet and the emergence of
social networking sites, celebrities are not only actors
and stars but also owners of YouTube and social media
channels who have thousands or even millions of
followers [4].

With the increase in human needs, the high rate of
inflation, and the transition of prices to a new level,
individuals have been trying to create jobs and
entrepreneurial businesses that can generate money to
allow them to continue to live and attain their daily
demands [5]. Among these attempts are women who
have created a new idea, namely micro, small, and
medium enterprises, which are based on a hobby or
skill that is built into a small project by providing a
skilled service [6]. These micro, small, and medium
projects are usually developed at the lowest possible
cost, usually made possible for the women to establish
them from their homes, a small office located in the
neighborhood, or even a page on a social networking
site. Through simplified marketing, they promote the
services provided, which could range from many
possibilities such as cooking and home meals, sewing
and embroidery, selling simple products such as
children's toys and cosmetics, or even providing
specialized products to a specific group within society.

Accordingly, the current study aims to show the
impact of marketing through influencers on the
promotion of micro, small, and medium enterprises
owned by women in Kuwait. The marketing variables
were adopted by the influencers, which included
resonance, reach, and relevance.

2. Literature Review

2.1. Influencer Marketing
Influencer marketing is defined by Jahnke [7] as the

exploitation of content makers on social networking
sites to market and promote services and products
provided by individuals, referring to private individuals
or legal organizations registered in the chambers of
commerce and industry. Jin et al. [4] indicated that
marketing through influencers is the use of individuals
with a high number of followers to influence the
purchasing decision of consumers and spread
awareness of a particular brand or product among them.
Marketing through influencers may seem relatively
new, but it spread about 15 years ago through the
PayPerPost platform, which represents the first
platform that connects business owners and blogs for
the purposes of marketing, promoting products, and
creating promotional content for these organizations [8,
9]. According to Fries [10], marketing through
influencers was defined as relying on account holders
that are characterized by a high number of followers to
deliver a message to a large audience related to a
product or service. These influencers are characterized
by the large number of individuals who follow their
decisions and opinions, which gives them the ability to
influence the purchasing decisions of others.

2.2. Influencer Marketing as an Approach

Campbell and Farrell [11] confirm that marketing
through influencers has the ability to combine two
important marketing tools—marketing through social
networking sites, and marketing through the word of
mouth—which are two contemporary marketing
methods affecting the marketing strategies of
organizations. Taylor [12] indicates that marketing
through influencers is an important method. It depends
on individuals who may not be actors or stars but
ordinary community members who enjoy a large
number of followers. Their experience in a product or
service increases the level of follow-up for the brand
business and thus influences individuals' purchasing
decisions.

Kadekova and Holien¢inova [13] found that
marketing through influencers positively affects
organization revenues in terms of their flexibility, as
marketing through influencers allows marketing more
engaging content such as video, live broadcasts, stories,
and photos, which would increase audience interaction
with content and enhance customer confidence in the
product.

2.3. Types of Influencers

Influencers vary in size, approach, interest, and
influence. For example, Childers et al. [14] argued that
a local influencer from a specific country differs
greatly from an international sports player or actor with
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access to millions of followers. The following figures
show the difference between a local Kuwaiti influencer
who enjoys almost 4 million followers and an
international influencer in the same field (TV and
broadcasting) who enjoys 112 million followers. From
that, it can be seen that influencers differ according to
their field of interest and number of followers [1].

halima.bouland #

436 posts 3.7m followers 0 following

Halima Boland s 4ais
Miss Arab Journalist OO
Middle Eastern TV Host
for business inquiries:
whatsapp +965 9801 1870
e-mail: a.abdal@live.com

SnapChat :
Halima.bb O

Fig. 1 Kuwaiti influencer [25]
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@chbubble
@dailysmile
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ellenfund

pawsup
kindscience.com/ellen

Fig. 2 International influencer [26]

2.3.1. Mega-Influencer

This type of influencer has millions of followers
worldwide, and they are usually art stars and celebrities
such as Cristiano Ronaldo and Will Smith. They can
reach a very large number of followers in addition to a
high level of professionalism [15]. These influencers
are an inexhaustible mine of marketing strategies, as
the appearance of a star wearing a brand's T-shirt or
using a certain type of perfume for a few seconds can
make a huge jump in the brand's sales [1]. The very
high cost is one of the disadvantages of the mega-
influencer. Today, the world player Cristiano Ronaldo
is one of three athletes with a life contract with the
Nike brand to market its products.

2.3.2. Macro-Influencer

This type of influencer has a very large number of
followers. However, they are ordinary people with
experience in a specific field such as tourism and
travel, beauty, fashion, or photography, but their
expenses are also high [16].

2.3.3. Micro-Influencer

These influencers have more than 10,000 followers,
and the cost of marketing through them is not high.
Despite the small number of followers, they are
characterized by high impact ability and the possibility
of continuous interaction. They and their followers

have mutual trust [2]. What distinguishes this type of
influencer is the possibility of targeting a specific
segment of society, for example, influencers who are
interested in motherhood and childhood issues, and
they can target mothers and pregnant women due to the
nature of their followers who care about these matters.
On the other hand, the disadvantages of this type of
influencer are the slow impact on the organization's
sales and the difficulty of seeing direct results.

2.4. MSMEs

MSMEs are projects not limited to a specific social
group but include young people, the elderly, and even
retired people who wish to engage in a specific
business and manage it for their account [17].
Samantha [18] argued that, in an unprecedented step,
the Kuwaiti government approved the issuance of
licenses for micro-enterprises based on the employer's
craft or profession and are allowed to trade and
promote them from their homes. These licenses provide
a golden opportunity for the creators of these projects
to obtain advantages that were not previously available.
This government step aims to provide possible ways
for Kuwaiti youth and encourage national cadres
towards the path of small and medium enterprises, no
matter how small their scope of work, as one of the
main factors for peoples' economic progress, due to the
diversification of income sources. With the permission
to license this type of project, citizens started building
their projects based on their mastery of a specific craft
such as photography, beautification, cooking, or any
other craft to generate income for them and improve
their standard of living. They now need to market their
projects in a way that positively affects their revenues
[19].

2.5. Hypothesis Development

Wahid and Asiati [20] aimed to examine the
marketing strategy through social media during the
COVID-19 pandemic and its impact on micro-, small
and medium-sized companies owned by women. The
mixed approach (quantitative and qualitative) was
adopted by distributing a questionnaire to a sample of
125 women and conducting semi-structured interviews
with ten women. The study proved that the owners of
micro-, small and medium companies relied heavily on
marketing through social media by sharing engaging
content and transmitting information among
individuals participating in these means and following
famous influencers to support their companies'
marketing during the COVID-19 pandemic. This led to
developing their business and saved them from
stagnation during the period of closures associated with
the pandemic.

The study by Syaifullah et al. [21] aimed to
determine the role of social media and marketing
through its influencers in maintaining the performance
of MSMEs during the COVID-19 pandemic. In this
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study, the quantitative approach was adopted, based on
a purposive sample of 254 owners of MSMEs who
conduct their marketing through social media such as
Facebook, Instagram and WhatsApp. The results of the
study proved that reliance on social media in marketing
for these types of entrepreneurial projects has a positive
effect in securing communication channels between
project owners and clients. The study also proved that
the idea of marketing through influencers plays an
active role in directing follow-ups to these projects and
maintains their presence during the pandemic period.

In their study, Jarrar et al. [22] aimed to show the
effective role of advertising through using social media
influencers, whose high numbers of followers can
increase sales, customers and profits for MSMEs. This
marketing method is used to increase performance,
share pages and raise the level of customers’
commercial perceptions of these establishments. In
order to demonstrate this effect, the researchers
conducted six advertisements (ads) that varied between
personal marketing funded by the business owners and
marketing by social media influencers. The results of
the study proved that ads had an impact on advertising
engagement, but the results also demonstrated that
social media users tend to save funded ads more than
those issued by influencers.

Nisberg [23], in his study, aimed to demonstrate the
impact of marketing through influencers on customers’
perceptions of the brand being marketed. In his study,
the researcher used the mixed approach (gquantitative
and qualitative) by conducting two interviews and one
questionnaire with 109 respondents. The results of the
study proved that marketing through influencers played
an effective role in increasing attention to the
marketing processes of many brands and organizational
businesses, depending on the credibility of influencers
and the number of followers they had, which draws

attention to advertisements, thus leading to increased
profits for the MSMEs being advertised.

[24] aimed to determine the impact of marketing
through influencers on social media on a sample of
young people between the ages of 15 and 24 years. The
guantitative approach was used through an electronic
guestionnaire that was distributed to the sample in
order to determine the degree of their awareness of
marketing through influencers and how these
influencers could change their attitudes and purchasing
trends. The study proved that young people in the
target age group are greatly affected by marketing
through influencers, and they are fully aware that the
influencers they follow have the ability to change their
purchasing trends dramatically.

Based on above argument, the researcher was able
to develop hypotheses that were proved later through
the collection of primary data and their analysis. The
hypotheses included:

2.5.1. Main Hypothesis

Ho: Influencer marketing has an impact on
promoting women-owned micro, small, and medium
enterprises (MSMESs) from the perspective of Kuwaiti
women.

2.5.2. Sub-Hypotheses

Hol: Resonance has an impact on promoting
women-owned micro, small, and medium enterprises
(MSMESs) from the perspective of Kuwaiti women.

Ho2: Reach has an impact on promoting women-
owned micro, small, and medium enterprises (MSMEs)
from the perspective of Kuwaiti women.

Ho3: Relevance has an impact on promoting
women-owned micro, small, and medium enterprises
(MSMEs) from the perspective of Kuwaiti women.

Promoting Women-Owned

MSMEs

study. The questionnaire was developed by the

Influencer Marketing
Resonance—
Reach— //
Relevance—"""_ |
Fig. 3 Sub-hypotheses
3. Methods

3.1. Methodological Approach

In order to achieve the main aim and objectives of
the current study, the quantitative approach was
utilized. This is a means of research that depends on
numerical data from respondents in order to explain a
certain phenomenon that formulates the main problem
of the research.

3.2. Tool of Study
A questionnaire was adopted as the main tool of

researcher with the aid of previous literature [3, 5, 6]. It
included two main sections; the first presented
demographics of the study sample (age, qualification,
experience and income) while the other contained
statements related to study variables (resonance, reach,
and relevance) based on a 5-point Likert scale: (1)
Strongly disagree; (2) Disagree; (3) Neither agree nor
disagree; (4) Agree; (5) Strongly agree.

3.3. Population and Sampling
The population of study consisted of women-owned
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MSMEs in Kuwait. A purposive sample of 150 women
was chosen to represent the population. The
guestionnaire was uploaded online through Google
Forms and distributed randomly on social media
websites in order to collect primary data. Eight weeks
after posting it online, 133 women had responded to the
questionnaire properly and in a way that could be
processed statistically. This indicated a response rate of
88.6%, a statistically accepted ratio.

3.4. Data Screening and Analysis

Primary data collected from the questionnaires were
entered into SPSS software and processed to reach
numerical results that were later explained and
highlighted. Cronbach’s alpha was run on the
guestionnaire to check its consistency and reliability.
Alpha = 0.959 reflects a high level of consistency,
since it is greater than 0.60.

4. Analysis and Results

4.1. Demographic Results

Frequency and percentages were calculated for
sample individuals’ demographics; the results of the
analysis indicated that the majority of respondents were
women within the age range of 25 to 30 years old,
making up 45.1% of the total sample, followed directly
by women within the age range of 31 to 36 years old,
making up 41.4%. The majority of the respondents
indicated that they had an income range of less than
$3000 per year, making up 59.4% of the total sample.
Those who had between two and five years of
experience in owning micro and small projects made
up 48.9% of the total sample, and those who held an
MA degree made up 78.9% of the total sample.

Table 1 Demographic results

Age Income Experience Qualification
f % f % f % f %
25-30 60 451 $ 3000- 79 59.4 2-5 65 48.9 BA 25 18.8
31-36 55 414 $5499-$9999 15 11.3 6-9 57 429 MA 105 78.9
37+ 18 135 $10000+$14999 26 19.5 10+ 11 8.3 PhD 3 2.3
$20000+ 13 9.8
Total 133

4.2. Questionnaire Analysis

In examining responses towards the questionnaire
statements, analysis showed that all statements were
well-received, as they all scored higher than the mean
of scale. Among the study variables it appeared that
resonance was the most positively answered variable,
scoring a mean of 3.88/5.00, compared to the least
positively answered questionnaire variable, which was
reach, scoring a mean of 3.27/5.00.

Deeper in the analysis, it appeared that all
statements scored higher than the mean of the scale.
For example, the statement "My business is mainly
based on marketing" scored the highest mean of
4.53/5.00 compared to the least positively answered
statement "l trust influencers with word-of-mouth
approach," scoring a mean of 3.19/5.00 but still
positive as it was higher than the scale mean.

Table 2 Questionnaire analysis

Statement Mean  Std. Deviation
1. The degree of customer engagement with the content is what attracts me 4.10 1.02
2. Having customers contacting me means that the influencer is valid and did the job 3.84 1.27
3. I depend on the level of engagement more than the number of followers an influencer has  3.77 1.24
4. | pay attention to influencers’ preferences before choosing them 3.83 121
5. | tend to depend on influencers’ experience before hiring them to market my products 3.88 1.11
Resonance 3.88 1.05
6. I prefer influencers who are followed by celebrities 3.38 1.44
7. I trust influencers who have the word-of-mouth approach 3.19 151
8. I trust influencers with whom | can interact directly, not through their managers 3.22 1.43
9. I do not care if | hired an influencer who is not known on an international level 3.33 1.39
10. Internationally known influencers attract me to hire them 3.23 1.43
Reach 3.27 1.30
11. I tend to choose influencers who are interested in what | provide 341 1.27
12. I prefer influencers who know the nature of the products | provide 3.57 1.33
13. I do not care about the interests of an influencer as long as they have many followers 414 1.17
14. Most influencers reach me more easily than I reach them 4.25 1.08
15. The main idea of an influencer for marketing is credibility 4.00 1.13
Relevance 3.87 .96
16. My business is mainly based on marketing 4.53 .95
17. I do not have the luxury of owning a premise, so | need influencers to market for me 3.24 1.29
18. I always look for affordable marketing ideas 3.95 1.09
19. I cannot deal with expensive marketing strategies, so | choose influencers 3.79 1.27
20. Dealing with influencers positively influenced my business 3.35 1.23
MSMEs 3.77 .95
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4.3. Hypotheses Testing

Ho: Influencer marketing impacts promoting

women-owned MSMESs
perspective.

from Kuwaiti women's

Table 3 Testing main hypothesis

Coefficients
Model Unstandardized Standardized t Sig. R R-Square
Coefficients Coefficients
B Std. Error Beta
1 Constant 721 244 2.954 .004 776% .602
Resonance .012 .100 .013 119 .906
Reach -146  .079 -.198 -1.843 .068
Relevance .899 .090 .904 10.016 .000

Multiple regression was employed, and the F-value
was significant at 0.05; the correlation coefficient (r =
0.776) indicates a positive and strong association
between the variables. Thus, influencer marketing
impacts promoting women-owned MSMEs from

Kuwaiti women's perspective.

4.3.1. Sub-Hypotheses
Hol: Resonance impacts promoting women-owned
MSMEs from Kuwaiti women's perspective.

Table 4 Testing the first sub-hypothesis

Coefficients
Model Unstandardized Standardized t Sig. R R-Square
Coefficients Coefficients
B Std. Error Beta
1 Constant 1.882 .269 7.000 .000 5372 .288
Resonance 487 .067 537 7.282 .000

Linear regression was employed, and the F-value
was significant at 0.05; the correlation coefficient (r =
0.537) indicates a positive and medium association
between the variables. Thus, resonance impacts

promoting women-owned MSMEs from Kuwaiti
women's perspective.

Ho2: Reach impacts promoting women-owned
MSMEs from Kuwaiti women's perspective.

Table 5 Testing the second sub-hypothesis

Coefficients

Model

Unstandardized Coefficients  Standardized Coefficients  t Sig. R R-Square
B Std. Error Beta
1 Constant ~ 2.598 197 13.207  .000 489° .240
Reach .360 .056 489 6.425 .000

Linear regression was employed, and the F-value
was significant at 0.05; the correlation coefficient (r =
0.489) indicates a positive and medium association
between the variables. Thus, reach impacts promoting

women-owned MSMEs
perspective.

Ho3: Relevance impacts promoting women-owned
MSMEs from Kuwaiti women's perspective.

from Kuwaiti women's

Table 6 Testing the third sub-hypothesis

Coefficients
Model Unstandardized Standardized t Sig. R R-Square
Coefficients Coefficients
B Std. Error Beta
1 Constant .824 .223 3.696 .000 .766° .586
Relevance .761 .056 .766 13.629 .000

Linear regression was employed, and the F-value
was significant at 0.05; the correlation coefficient (r =
0.766) indicates a positive and high association
between the variables. Thus, relevance impacts
promoting women-owned MSMEs from Kuwaiti
women's perspective.

5. Discussion
For the study's aim, a quantitative approach was

utilized, and 133 women who owned MSMEs in
Kuwait responded to a self-administered online
questionnaire distributed on social media websites
through Google Forms. SPSS was utilized to tackle the
collected primary data; multiple and linear regression
were used to test the hypotheses. The author reached
the following findings:

- Women in Kuwait appeared to have a high
level of awareness regarding online marketing and the
usage of social media websites for marketing issues;



93

- The main hypothesis was accepted, and it
appeared that influencer marketing impacts promoting
women-owned micro, small, and medium enterprises
(MSMEs) from Kuwaiti women's perspective with a
correlation coefficient of 0.776;

- All other sub-hypotheses were also accepted.
The strongest variable was relevance, which has an
impact on promoting women-owned micro, small, and
medium enterprises (MSMESs) from Kuwaiti women's
perspective with a correlation coefficient of 0.766;

- In the second rank, the hypothesis "Resonance
has an impact on promoting women-owned MSMEs
from Kuwaiti women's perspective" appeared to be
influential with a correlation coefficient of 0.537;

- Finally, results indicated that reach impacts
promoting women-owned MSMEs from Kuwaiti
women's perspective with a correlation coefficient of
0.489.

The study proved that influencer marketing is a
valid and most used technique among women owning
their businesses in Kuwait due to its ability to present a
good marketing approach for businesses not convinced
with conventional marketing methods or those seeking
fast marketing results. Furthermore, the study proved a
significant impact of marketing through influencers on
the marketing of MSMESs owned by women in Kuwait,
and the highest impact was on the extent to which the
influencer's interests are related to the nature of the
products and services offered by these projects
agreeing with Wahid and Asiati [20]. Marketing
through influencers in Kuwait is well-known, and
many project owners use it, especially those who tend
to do individual marketing by dealing directly with the
influencer without needing a marketing company or
association with marketing organizations that may
complicate matters further.

The relevance variable was the strongest in the
ability to market the products or services. The extent of
the content's relevance to the brand, service, or product
significantly impacts the extent to which individuals
will to deal with it. It was noted through the study that
advertising content has a major role in attracting
consumers, just as the influencer has a role. The study
proved that the influencer is not the only contributor to
marketing a brand, service, or product, but the content
also has a great impact; e.g., it is not logical for a
young influencer to market cosmetic products or
clothes for women and vice versa; it is not normal to
see a female influencer shopping for beard care
products. Therefore, the content must be in harmony
with the influencer required to do marketing. This is
very important and has an effective role in persuading
consumers of the product or service and pushing them
to use it [21, 22].

This study found that women who run micro or
small projects, whether from their homes or from small
offices in their neighborhoods, rely heavily on online
influencers with a wide social media reach. By creating

marketing campaigns as part of their comprehensive
integrated marketing strategy, these women collaborate
with influencers in a variety of ways to raise awareness
on branding, increase potential customer signups, or
increase site visits, through methods such as creating
product themes and ads, generating likes, posting brand
content, brand ads, embed ads, and sponsored content,
or a combination of these methods, as was mentioned
earlier by [23] and [24].

6. Conclusion and Recommendations

The advantage of marketing through influencers is
that it allows for the sharing of videos, photos, live
broadcasts, and creative content in order to market a
specific product or brand through individuals with a
large social reach. While the effects of this strategy
may not be immediately visible, the influencers make
an impact by integrating the product or service into
their daily lives and creating content about it, which in
turn is viewed by millions of individuals who may
want to simulate the lives of these individuals. Thus,
the plan to create engagement with the brand is
achieved by targeting a particular audience that views
the marketing content online via their favorite
influencers.

The current study focuses on this interesting
phenomenon regarding MSMEs owned by women in
conservative Kuwaiti society as opposed to more
‘progressive’ ones, as the impact of these types of
projects in establishing a more active role for women in
society and reducing the level of unemployment in
many simple Kuwaiti local communities is clearly
visible. This has reduced the burden on the state of
Kuwait when it comes to supporting the elderly, the
uneducated, or individuals who are unable to work, as
the Kuwaiti woman—who was previously lacking in
resources to set up a business—has become the owner
of a rewarding project that provides services to the
community. It also gives the woman a strong morale
boost, as she is now able to contribute to the
development of the local community through her
achievements. On the other hand, the present research
focused on licensed and approved MSMEs. However,
future research must shed light on the unregistered or
licensed small home projects that represent the
informal "hidden" economics concept.

Based on the results and conclusion, the researcher
presented the following recommendations:

- Paying attention to the idea of the owner of the
advertising content (the advertiser or the influencer)
because this controls the form of the content; if the
influencer is the owner, the content, its publication
dates, or the length of its stay on social networking
sites cannot be controlled.

- Obtaining the influencer’s permission in the
event of re-exploit the content, and therefore the need
to agree before broadcasting the sponsored content.

The present study was limited to MSMEs in
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Kuwait, licensed and registered through the Kuwaiti
government, and their earnings are scored as a part of
gross domestic product (GDP). The study reached a
perspective that such projects stand a chance, but this
chance depends on governmental and local support
through influence marketing.
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