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Abstract

The contemporary market positions social media marketing as a powerful
mediator between  effective digital engagement, data interpretation
opportunities, and startup growth. Hence, the present research aims to provide a
dynamic model for startup growth supported by social media marketing in a
descriptive-applied manner. Through in-depth semi-structured interviews, the
researchers developed and validated a conceptual framework with the data-
based method. The statistical population includes experts and managers of
startups, digital technology specialists, and social media marketers, amon
whom 13 people were selected and participated in this study through purposefu
sampling. The number of samples follows the rule of saturation. To analyze the

data, the open, closed and selective coding method was used. The findings of
the research show that concepts were identified in the form of a central
category, 13 main categories, 32 sub-categories and 137 concepts or open
codes. The causal conditions including social media marketing identity drivers,

survival and sustainability drivers, and online interaction drivers, background
conditions encompassing comprehensive identification of the effects of media
outreach on startups, and social media marketing imPIementation, intervening
conditions. Consisting of technological uncertainty, low financing campaigns
and lack of powerful media marketing strategy, strategies consisting of
promotion of positioning, and connective tissue, and consequences includin

network co-creation, value chain promotion and startup development were a

categorized. Startups use social media in the modern business environment to

reach customers and stakeholders to innovate and compete in the dynamic
business environment.
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1. Introduction

With the support of digital technology and online platforms, social
media has created a great revolution in the way information is transmitted
and the way people communicate. In particular, the increasing popularity
of social media has influenced entrepreneurial behavior. In fact, the use
of social media marketing has significantly changed the way companies
communicate with their customers. Consumers who use digital resources
in the purchasing process usually rely on the use of social media.
Therefore, this research aims to identify the growth categories of startups
with the support of social media marketing and to determine the causal,
contextual, and intervening relationships, strategies and consequences
based on the paradigm model.

2. Literature Review

Startups have been affected by the emergence of social media
networks which give them the opportunity to create networks with.
Therefore, startups use social media to communicate, transforming their
business operations. Mujahid and Mubarak (2021) argued that the
dynamic business environment affects start-ups in the early stages of
operations. Social media platforms provide features that can be used to
share ideas in the marketplace and find possible solutions to problems
(Fernandez-Miguels et al., 2020, p. 3). Casalo et al. (2020) state that
social media helps entrepreneurs interact with customers at a lower cost
and higher efficiency. Therefore, social networks help to communicate
with the masses through sharing information and building trust through
instant feedback (Amoa et al., 2020: 390).

3. Methodology

This research adopts a mixed qualitative approach, focusing on textual
data rather than numerical data, which is examined in general systematic
reviews and meta-analysis. The statistical population includes experts
and managers of startups and digital technology specialists and social
media marketers, among whom 13 people participated in this study. The
number of the sample followed the rule of saturation. To select the
sample, the purposeful sampling method and chain reference type
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(snowball) were used. In this research, the data were documented by
recording and taking notes at the same time as the interviews were being
conducted. Of course, by implementing the content of the interviews in
the form of a text file, the analysis and coding of the data was done. The
findings of this research were analyzed through Maxqgda 10 software. In
order to provide a framework for the growth of startups with the support
of social media marketing based on the analysis of selected articles, the
data theory approach of the Strauss and Corbin Foundation was used. In
this approach, the sub-categories are linked to a central category in a
series of relationships, and the relationships between them with the main
category are defined under a model called the paradigm model, which is
an expression of causal conditions, background and intervening
conditions, strategies and the consequences. In this research, to ensure
the validity of the instrument, the participant control method was used,
and to ensure the reliability, the retest and the intrasubject agreement
method were used.

4. Results

To analyze the data, open, closed and selective coding was used. After
analyzing and reviewing the interviews, the findings revealed concepts in
the form of a central category, 13 main categories, 32 sub-categories and
137 concepts or open codes. The causal conditions include: identification
drivers of social media marketing, survival and sustainability drivers, and
online interaction drivers that either directly affect social media
marketing in the growth of startups or create and develop the
phenomenon in a way. Background conditions encompass
comprehensive identification of the effects of media outreach on startups,
and the implementation of social media marketing without which the
realization of social media marketing for the growth of startups is not
possible; These conditions provide the basis for special conditions, in
which strategies to manage, control and respond to the phenomenon
occurs. The intervening conditions consist of technological uncertainty,
low funding campaigns and lack of strong media marketing strategy
which tend to facilitate or limit action/reciprocal action in a specific
context. Each of these conditions form a spectrum whose impact varies
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from very far to very close. The strategies include improving positioning,
and connective tissue, a set of measures that are taken to manage,
administer or respond to the phenomenon under investigation, and the
consequences encompass network co-creation, value chain improvement
and startup development, the same outputs or results of actions and
reactions. The relationships between the categories are presented based
on the paradigm model after evaluation and verification by the research
participants.

5. Discussion

Social media marketing can be identified as one of the fastest growing
and most influential aspects of doing business, reinventing new forms
and levels of engagement. It is a well-documented fact that social media
is, to a large extend, responsible for increasing business performance.
Businesses, including startups, use social media in the modern business
environments to reach customers and stakeholders and to innovate and
compete in a dynamic business environment. Social media marketing
offers startups a practical and strategic solution that covers many
challenging growth components. When used in a startup environment,
social media marketing strategies enable dynamic, iterative actions that
enhance growth.

6. Conclusion

This review is designed to present the possibilities of using social
media marketing for startups in a holistic perspective, linking startup
challenges and dynamic elements of social media marketing strategies to
how, at full capacity, all social media can influence startup growth.
Given the complexity of such work, this framework only outlines the
potential for overall broad impact. Considering the proposed research
model and the identified categories, it is necessary for managers to pay
special attention to social media for the growth of startups with the
support of social media marketing in order to improve productivity,
maintain competitive advantage, achieve goals and continue their
survival and success.
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Table 2. Causal conditions of the growth model of startups with the support of

social media marketing
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Table 3. The background conditions of the growth model of startups with the
support of social media marketing
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Table 4. Intervening conditions of startup growth model with social media
marketing support
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Table 5. Growth model strategies for startups with social media marketing support
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Table 6. Consequences of the growth model of startups with the support of social
media marketing
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Table 2. Paradigm model of startup growth with social media marketing support

6 35 4o 9 S
sloa ) 38586 5 g | (S dlgie & olpe |y eler! sladiloy b1
gl o)ligd 9 w300 JSB 1) Jols 1 s ol 5 JISS1 4538 olulid ) 5 canS plosl
Jstue @b a5 b slonl claaily, 45 ool ditwe Wol8 conbly Sy ) 45 sl 03,8
2 wslan claails, 5 bolobul ales 5 byl g s HI 5 s 5,Slas Lil3dl
o )3 <uldy 5 gl slp olaied 5 plytde 4 uyted Gy opte Bgeas b
sis 4 ) bolobel slanl bals, oyl ) oozl S o osliul Lgy S geus
8 camse Sy |y 580 e 0 sloade I (gl & Syl 5 (las ool S
sale) 2Lk slagplil wgde oslitul gilubly bowe o )3 &5 (olKin 5 a0
o oyl Gan 45 o SaS Ay 4 45 85 o Jlub |, odigd S5 g Ly loludl (elazs]

*Y)



fV—‘N.Uo.uo NF¥ ,y_l-'—Vf L;’L.H Y’b)w AN 8,92 59 0% S 0
- 1]

oelazz] slaails; bk Slady b olo)linl 45) (s oo 3l by (caldl)ly Jbo s s
AL ol slans Cuans 4y )il (sloogedd et (sl ysrbg (sl yglid &5 bl I ol
Dy5 (2 )8 oo 290 ool B 3 g dlie pl 3 pedge (ul it

P Eydse Ko slonl gladils) bk GKast o boylnl i eslinal o5 L]
3l 5 sl 5 scagn oS o Jolb oxd plulis 13, oS e e Sy Jlo
Gy oy slacdls Lm;aic;:)b.ul bwy Lb L;C—LQJ.}\ sbals, « g 0 u;)u Jolas
ol guaod (YoV)) s claadl b a5 was odlitwl 3¢5,y cus lis ¢ (gy9lls
al> yo yd wlg o ol liwl o oplpogde alos,S slulid Lol wyiwd 5 byt <8 lie
olicless 5 Y b3 @ byl cutp g Oledbl pjy clp sl clasle, 5| g
AL Gy ol il 4 elonl gladley & d5d e (5t A8 elitl
San g sl s glinly 3 a5 S 5, LU lyde b b whoss Jyag oles
Vg bolobul bug sl cbale, clopyil | soliwl dbase .l (Y-VY)
ol (VoY) o) 5 0o Slalllas b gunes a5 LS sbow|  disucogn glp ol )

W algle oolpl 4 dnwg g Ay 4 oliwed lp g s S0 g by bolokl
) el alolid 93 (M) Jelge latin) bl elezal slaail, 1 oslizl (ulpls 55
el cloile, bl cojlussly 5 ol bl s elein] elaails, bl 03,55 b
S5lg5y Oldlas b gumod d)lge cpl a5 29 oo odlaiw] Wby oS e | Colos (gl a5 AL
il 105,38 Bl o Gl &5 el Salle Jelse ise )3 .l (V4YY)
Jolos Olgis 4 390 o (00l sl 08 Jleinl b alaiymeS (g)glid cumlad pas oy
S5 3 (YVIY) ylSon g ipslo 5 (Vo7 ) JL8l g 18T (cloaiily b a8 48 o fos 008 Sgasee
25 (0 )18 b,

Se Oy slaal Gladils) o8 a8 o0 (g pSaons adlhe ol o bsyaly 5w )
5 Lol (i)l g abol (ly boloslial Gy Slls i) 6 Sl Slads 5
clp bl b, clapyil Wiy e bololnl (plply ius dien <l
ol 53 oo 4 jiny ©lodd (gl (S ploj cpyieliss > (LI Gl e 4 (255l
e (Sl g culie @lbls,)l 481 g5lulely Jlgs Jolye a5 slool 5l aiS oolil As)y ¢ gob
) sl e iy sl & Slojl bl a3l polaie &) phuwgST slasl plo g Gl yuie

(#A)



Ol)Se2 5 GbL,T (58T @gilS RO Ll WS (6132 (2 sl ]

b Jgil abye ) Lty Co e () (eloia] lailo) Ll gl bl (o 2 ogMe 29
el il gl U gmas (Y2+) iS5 Snisble Sllllas &8 108

g St i ilom gy Lelean sladile, j) w5l e oIl dadsly dls o 5
ol 0 oIl (gl als e ol > elais] (sladiloy byl S odlizal ool ¢ g4
W g S drwgi 4 leMbl g S ST sl 4 1y 5 sl (Y2YY) (soilgsny lalllas b guon oS
Ohler g o> Slllas sliwly 13 3590 (] g 23S (0 SIS 5 S il allo 5 255 5
Gy weleinl bl 1 ool adbs o) sl oll  cized ol (Y+Y-)
sails) 5l bololinl plo S oo odliul 8 Gliisd 5 plhyiie 4 (3] sl
5 e Slasd 5 el Copte S o ealitl S50 L)L 5 sl sl olez]
sladils) @bl Olis dlaime b bk Glagid oails; s & (Sowl clas
oo (YY) o hlKen g ggiyla (slaanl b a5 3,135 o 1l wis &V guase dloul oS elazs
Ll Lol
&35 Ohbleiudy

@ il glas > slenl gladils, [l i elanl sbale, plos > Jlb g
(ol dajls elely cilisie ()8 S (0 398 e |y Al sladie o cunl ()90
=054 04 Sl slacud b plad | wilgny U Wy o (sloinl sbaailn) glgl Elpw 4y g 48Me
Oyl eudae isu ol Cund Jla e slan! sladile, ool pas a8 (g)lo
RWRTAPES

Sl 5l 35 (b Glyiie b Laily) Wl g Loz dad ()b jtie b Ly (gjlwdinge 5 )|
Siinfaljg, clbasl s Jloyl Wlo b sy 5 Ablgice byl Casl I35y oYU
Sl o oy 1) gl b S oolitul esdd b iie 4 ohg cblpiin § wladss «l)
WDgds D> yhgyd Linlisl cuel g Wyl &S5 ¢Syl

bl 55y oyt ol 3 el (sladiloy (B iclie lyize (el 9 A5
2lad Sl dbml o (elainl sl LL)IL (ng sbrogsd Jol5 slac)lee 553k
S gt (eloinl saile) G > Clesd IS STl ]y o)l Wl (o Sy sl

S5 & Sl Gl e O Ll gl 155 jlien slunl claals; by
S S5 iy & ) eleiz] (sladiloy (I8 cilisce (glaog S odlitl g el «( 0y b
ot Sl s plyiel drng 0,5 JSE 5FGme g & bobjlial 3 (ul (ol ax e
g2 dalgd sl elen] glaails) 5l )by



fV—‘N.Uo.uo NF¥ ,y_l-'—Vf L;’L.H Y’b)w AN 8,92 59 0% S 0
- 1]

“ g Slles 3503 5930 b Wl e OBkl iy Sloss lyetl 5 (231 53]
el 1) 065 gy loss plyite el (31055 » e alote (sblse bl g (o
Sy pLl b puBglanl 5 (b yde cogdll ()b yiie

b slel giloaslud o islaal claails) 2blk @) (Ll @y gjlwasd
il S e bl Lo b a5 auly oy b 5,8 45 0 e o 5 )y, b)) sl )
Sl &5 b RS Sy sl dg Jolis Sl oo S yite glie Loy ST cpl il
oo Nlgi o g canl I Jlaw Ll eloin] gjlwased il ,S0uSs slugy b iolen
298 bl ) g S (gl @y slapien

g o olall wjen o g M glagpliel g bedkl e jes
A o oy |y Sl bl G cuiBge g polis Sl Clel) elos

o] Cliudisd g ey dgase
dagl fle 5o il s bls gl cul (Koo bo Slidss ¢ Sladss 5 o ke
ol b global ek e Sl Baiws bl bws & Gyl 293 (6)l50
G iy bJlie ol il aih Lol glacdgie cul (Ses Blo g (UbES (slalas
o g 35 sl Al oo @lio (o ptod D)l (L) 4 0 puiiie SV oS
@ (g yod il pogMe (> b olll (sauild slaply 4 ofg ) (oo g |,
B sl slaal Galey by pudlinl » e Jlub L)L ojex 53 0ps 3l
el S @ly 2 oad Wl Lol & cuwl ul )l Cudgime (gl S 90
R P S O O VP S - U E S M N [
crl Bam & lonl I sl wly dnngs elaizl (sl aly oLl 03358 b 5l e
oy bololwl ad, 5 el cbalo, bk ,8b 5l (M Bud S ) Guiss
ojo onl Jl i (elenl laailo) L)k slasplil polic plad 3)90 55 355 Cliios
sl sl glaale; 2blil ) eslimal Vsl Sl pp ool 258 Slideos
s yole 5 il Gl il & wul oas Shb mels o5sd K 5 ol bl
Sy Comly ool bl a8 badpe o 4 ]y slaa] laailo) obliL slacs3l il
2 Wl e wlonl gloails) den (oS Cud )l b igSy &5 day gaoge (ul & alagl

(¥+)



Ol)Se2 5 GbL,T (58T @gilS RO Ll WS (6132 (2 sl ]

b ity b Cgzle ol ) o (S & a2 b WIS 3l Gl s,
3 alenlady S oo ym oS 39 slatiy Sl e 00] Dliiod S o s ) IS 035005
23] plagiin 9 09 Lol Guios Lol e (lgie & eloiz] by 2b)l3k sk

355 8l,] b il Lo )3 o 5 (6,

)l
95585 JloS ewlantly Mol gyglaox 3 1) p5Y (5 lSon oS adlllas 350 231 solos |

&8l o)l
Wyl 28l o)l digSoun B g



fV—‘N.Uo.uo NF-¥ ,y_l-'—Vf Lf?t"f‘ Y’b)w AR 8,92 59 0% S 0
I

References

Adab, A; Qazi Nouri, S. S; Shahvardi, H. (2017). Strategies to improve the
value chain of Iran's steel industry from the perspective of the
innovation system. Science and Technology Policy, 4(11), 2-16. [In
Persian]. doi: 10.22034/jstp.2018.10.4.539552

Akbari Arbatan, G; Abbasi, R; Talari, M. (2022). Identifying the antecedents of
resilience facing tourism businesses under economic sanctions. Tourism
and Development,11(1),259-276.[In Persian].doi: 10.22034/JTD.2021.
266569.2231

Akter, B., Igbal, A. (2020). Failure factors of platform start-ups: a systematic
literature review, failure factors of platform start-ups. Nord. J. Media
Manag, 1(3),433-459.https://doi.org/10.5278/njmm.2597-0445. 6090.

Amoah, J., Nutakor, F., Li, J., Jibril, A. B., Sanful, B., & Odei, M. A. (2021).
Antecedents of social media usage intensity in the financial sector of an
emerging economy: A PLS-SEM Algorithm. Management &
Marketing. Challenges for the Knowledge Society, 16(4), 387-406.
https://doi.org/10.2478/mmcks-2021-0023

Afolabi, A. (2015). Social media marketing; The case of Africa. (Unpublished
doctoral dissertation). Carleton University, Ontario, Canada, 1-88.
http://dx.doi.org/10.13140/RG.2.2.20612.73609/1

Asur, S., and Huberman, B.A. (2010). Predicting the future with social media.
In Proceedings of the 2010 IEEE/WIC/ACM International Conference
on Web Intelligence and Intelligent Agent Technology. 1, pp.492-499.
http://dx.doi.org/10.1109/WI-1AT.2010.63

Appelbaum, S.H., Calla, R., Desautels, D., Hasan, L.(2017). The challenges of
organizational agility (part 1). Ind. Commer. Train. 49(1), 6-14.
https://doi.org/ 10.1108/ICT-05-2016-0027

Bruce, E., Shurong, Z., Akakpo, A., & Oppong, J. (2022). Impact of social
media on start-up survival: Qualitative evidence from Ghana. J. Manag.
Econ. Ind. Organ, 6(2), 48-69. https://doi.org/10.4236/tel.2012.22029

Bland, D.J., Osterwalder, A. (2020). Testing Business Ideas: A Field Guide for
Rapid Experimentation. John Wiley & Sons, Inc, Hoboken, New Jersey,
1-368.

(¥7)


https://doi.org/10.5278/njmm.2597-0445
https://doi.org/10.2478/mmcks-2021-0023

Ol)Se2 5 GbL,T (58T @gilS RO Ll WS (6132 (2 sl ]

Bohnsack, Ren’e, Liesner, Meike Malena, (2019). What the hack? A growth
hacking taxonomy and practical applications for firms. Bus. Horiz. 62
(6), 799-818. ISSN 0007-6813. https://doi.org/
10.1016/j.bushor.2019.09.001.

Casal6, L. V., Flavian, C., & Ibafiez-Sanchez, S. (2020). Influencers on
Instagram: Antecedents and consequences of opinion leadership.
Journal of business research, 117, 510-5109.
doi:10.1016/j.jbusres.2018.07.005

Chylinski, M., et al. (2020). Augmented reality marketing: a technology-
enabled approach to situated customer experience. Australas. Mark. J.
28 (4), 374-384. doi:10.1016/j.ausmj.2020.04.004.

Creswell, J.W. (2007). Qualitative inquiry & research design: Choosing among
five approaches. Sage Publications, 1-552.

Conway, T., Hemphill, T. (2019). Growth hacking as an approach to producing
growth amongst UK technology start-ups: an evaluation. J. Res. Mark.
Entrep. 21 (2), 163-179. doi:10.1108/JRME-12-2018-0065.

Corral de Zubielqui, G., Jones, J. (2020). How and when social media affects
innovation in start-ups. A moderated mediation model. Ind. Mark.
Manag. 85, 209-220. doi:10.1016/j.indmarman.2019.11.006

Cambria, E., Grassi, M., Hussain, A. and Havasi, C. (2012). Sentic Computing
for social media marketing, Multimedia Tools and Applications, 59(2),
pp.557-577. doi:10.1007/511042-011-0815-0

Dethine, B., Enjolras, M., Monticolo, D. (2020). Digitalization and SMEs’
export management: impacts on resources and capabilities. Technol.
Innov. Manag. Rev. 10 (4), 18-34. doi:10.22215/TIMREVIEW/1344.

Dwivedi, Y.K., Ismagilova, E., Rana, N.P., et al. (2021). Social media adoption,
usage and impact in business-to-business (B2B) context: a state-of-the-
art literature review. Inf. Syst. Front, 25(3), 971-993.
doi:10.1007/s10796-021-10106-y.

Ferndndez-Miguélez, S. M., Diaz-Puche, M., Campos-Soria, J. A., & Galan-
Valdivieso, F. (2020). The impact of social media on restaurant
corporations’ financial performance. Sustainability, 12(4), 1-14.
doi:10.3390/su12041646

(¥¥)


https://doi.org/%2010.1016/j.bushor.2019.09.001
https://doi.org/%2010.1016/j.bushor.2019.09.001
https://doi.org/10.1007/s10796-021-10106-y

fV—‘N.Uo.uo NF¥ ,y_l-'—Vf L;’L.H Y’b)w AN 8,92 59 0% S 0
- 1]

Fanelli, R.M. (2021). Barriers to Adopting New Technologies within Rural
Small and Medium Enterprises (SMEs). Soc. Sci, 10(11), 1-15.
doi:10.3390/s0csci10110430

Fischer, E., & Reuber, A. R. (2011). Social interaction via new social media:
(How) can interactions on Twitter affect effectual thinking and
behavior?  Journal of Business Venturing, 26(1), 1-18.
doi:10.1016/j.jbusvent.2010.09.002.

Hartono, B.D., Yusuf, B.P., Arifiati, A. (2020). Implementation of digital
marketing strategies through social media marketing, supply chain
management and online sales of bill chilly product. Available at: Int. J.
Supply Chain Manag. 9 (4), 348-354
https://ojs.excelingtech.co.uk/index.php/1JSCM/article/view/5262.

Hamdi, S., Silong, A. D., Rasdi, R. M., & Omar, Z. B. (2015). Moderating
effect of Technology Uncertainty on Relationship between Innovation
Speed and Product Success: A Survey in Malaysian Biotechnology
Industry. International Journal of Management, 6(8), 375-383.

Hagiginasab, M. Kamyabi, R. (2020). Evaluating the brand position of cosmetic
products from the point of view of consumers using the perceptual map
technique. Modern Marketing Research, 10(4), 151-172. [In
Persian].doi:10.22108/nmrj.2020.122898.2114

Hessels, J., van Gelderen, M., & Thurik, R. (2008). Drivers of entrepreneurial
aspirations at the country level: the role of start-up motivations and
social security. International Entrepreneurship and Management
Journal, 4(4), 401-417. doi:10.1007/s11365-008-0083-2

Hitchen, E.L., Nylund, P.A., Ferr’as, X., Mussons, S.(2017). Social media: open
innovation in SMEs finds new support. J. Bus. Strateg. 38, 21-29.
doi:10.1108/JBS- 02-2016-0015.

Ho, J., Pang, C., Choy, C. (2020). Content marketing capability building: a
conceptual framework. J. Res. Interact. Mark. 14 (1), 133-151.
doi:10.1108/JRIM- 06-2018-0082.

Jibril, A. B., Kwarteng, M. A., Chovancova, M., & Pilik, M. (2019). The impact
of social media on consumer brand loyalty: A mediating role of online
based-brand community. Cogent Business & Management, 6(1), 1-19.
doi:10.1080/23311975.2019.1673640

(¥%)


https://doi.org/10.1016/j.jbusvent.2010.09.002
https://ojs.excelingtech.co.uk/index.php/IJSCM/article/view/5262
https://doi.org/10.1108/JRIM-%2006-2018-0082
https://doi.org/10.1080/23311975.2019.1673640

Ol)Se2 5 GbL,T (58T @gilS RO Ll WS (6132 (2 sl ]

Kaplan, A. M., & Haenlein, M. (2010). Users of the world, unite! The
challenges and opportunities of social media. Business Horizons, 53(1),
59-68. doi:10.1016/j.bushor.2009.09.003

Kim, N.L., Shin, D.C., Kim, G. (2021). Determinants of consumer attitudes and
re-purchase intentions toward direct - to - consumer (DTC) brands. In:
Fashion and Textiles, 8(8), 1-22. do0i:10.1186/s40691-020-00224-7.

Kalaiselvi, S. (2021). The Indian start up Ecosystem: Drivers, challenges and
pillars of support. GEDRAG & ORGANISATIE REVIEW, 34(4), 386-
402.

Giardino, C., Bajwa, S.S., Wang, X. (2015). Key challenges in early-stage
software startups key challenges in early-stage software startups. In:
International Conference on Agile Software Development, 1-12.
doi:10.1007/978-3-319-18612-2.

Kaur, K., Kumar, P. (2020). Social media usage in Indian beauty and wellness
industry: a qualitative study. TQM J. 33 (1), 17-32. doi:10.1108/TQM-
09-2019- 0216.

Kitchenham, B. A, & Charters, S. (2007). Guidelines for performing Systematic
Literature Reviews in Software Engineering. Technical Report EBSE
2007-001. Keele University and Durham University Joint Report, 1-65.

Grant, M.J. and Booth, A. (2009) A Typology of Reviews: An Analysis of 14
Review Types and Associated Methodologies. Health Information &
Libraries Journal, 26, 91-108. doi:10.1111/j.1471-1842.2009.00848.x

Leidner, D.E, (2018). Review and Theory Symbiosis: An Introspective
Retrospective. J. Assoc. Informat. Syst. 19 (6), 552-567.
doi:10.17705/1jais.00501

Laudon, K. C., Traver, C. G (2016). E-commerce 2016: Business, technology,
society. Pearson, 1-912.

Marins, P., Teberga, F., Oliva, F.L., 2017. Identification, analysis and treatment
of risks in the introduction of new technologies by start-ups.
Benchmarking Int. J1, 25(5): 1363-1381. doi:10.1108/B1J-06-2017-
0156/full/html.

(Vo)


https://doi.org/10.1016/j.bushor.2009.09.003
https://doi.org/10.17705/1jais.00501

fV—‘N.Uo.uo NF¥ ,y_l-'—Vf L;’L.H Y’b)w AN 8,92 59 0% S 0
- 1]

Mujahid, M. S., & Mubarik, M. S. (2021). The bright side of social media:
Social media platforms adoption and start-up sustainability. Frontiers in
Psychology, 12, 1-11. doi:10.3389/fpsyg.2021.661649

Moi, L., & Cabiddu, F. (2021). An agile marketing capability maturity
framework. Tourism management, 86(3), 1-11.

Olanrewaju, A.T., M.A. Hossain, Whiteside, N. and Mercieca, P. (2020). Social
media and entrepreneurship research: A literature review. International
Journal of Information Management, 50, pp.90-110.
doi:10.1016/j.ijinfomgt.2019.05.011

Okrah, J., Nepp, A., & Agbozo, E. (2018). Exploring the factors of startup
success and growth. The business & management review, 9(3), 229-
237.

Pugliese, R., Bortoluzzi, G., & Balzano, M. (2021). What drives the growth of
start-up firms? A tool for mapping the state-of-the-art of the empirical
literature. European Journal of Innovation Management, 25(6), 242-
272. doi:10.1108/EJIM-03-2021-0163

Rizvanovi¢, B., Zutshi, A., Grilo, A., & Nodehi, T. (2023). Linking the
potentials of extended digital marketing impact and start-up growth:
Developing a macro-dynamic framework of start-up growth drivers
supported by digital marketing. Technological Forecasting and Social
Change, 186, 1-24. doi:10.1016/j.techfore.2022.122128

Sullivan, Y.W. and Koh, C.E. (2019). Social media enablers and inhibitors:
Understanding their relationships in a social networking site context.
International Journal of Information Management, 49, pp.170-189.
doi:10.1016/j.ijinfomgt.2019.03.014

Sengar, A. S. (2021). The impact of social media on business growth and
performance in India. Asian Journal of Research in Business Economics
and Management, 11(12), 27-31. doi:10.5958/2249-7307.2021.00074.8

Sohail, M. S., Hasan, M., & Sohail, A. F. (2020). The impact of social media
marketing on brand trust and brand loyalty: An Arab perspective.
International Journal of Online Marketing (IJOM), 10(1), 15-31.
doi:10.4018/1J0M.2020010102

Strauss, A., & Corbin, J. (1998). Basics of qualitative research techniques, 1-
400.

(V%)


https://doi.org/10.3389/fpsyg.2021.661649
https://doi.org/10.1016/j.ijinfomgt.2019.05.011

Ol)Se2 5 GbL,T (58T @gilS RO Ll WS (6132 (2 sl ]

Sullivan, Y.W. and Koh, C.E. (2019). Social media enablers and inhibitors:
Understanding their relationships in a social networking site context.
International Journal of Information Management, 49, 170-189.
doi:10.1016/j.ijinfomgt.2019.03.014

Sukumar, A., Jafari-Sadeghi, V., & Xu, Z. (2021). The influences of social
media on Chinese start-up stage entrepreneurship. World Review of
Entrepreneurship, Management and Sustainable Development, 17(5),
559-578..d0i:10.1504/WREMSD.2021.10040052

Wolfswinkel, J. F, Furtmueller, E, Wilderom, C. P. M, (2013). Using Grounded
Theory as a Method for Rigorously Reviewing Literature. Eur. J.
Informat. Syst. 22 (1), 45-55. doi.:10.1057/ejis.2011.5

Zarei, A, & Taheri, G. (2018). Examining the customer's belonging to the brand
community, with a reflection on the antecedents of the co-creation of
customer brand value in online brand communities. Brand
Management, 6(17), 1-50. [In Persian]. https://sid.ir/paper/526487/fa

(¥Y)



