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Abstract 
 
This study explores the intersection of self-presentation and entrepreneurial 
marketing, focusing on social media and influencer collaborations. Drawing on 
qualitative insights from Kuwaiti consumers and the case of Boutiqaat, a 
Kuwaiti e-commerce platform. It highlights how aligning marketing strategies 
with consumer identities fosters engagement and growth. The research 
identifies key opportunities in cultural alignment, authentic partnerships, and 
data-driven personalization while addressing challenges such as market 
saturation and privacy concerns. Introducing the ALIGN Framework, this 
study provides actionable steps for entrepreneurs to leverage self-presentation 
in marketing strategies, offering a practical roadmap for building trust, 
sustaining growth, and thriving in competitive digital marketplaces. 

 
 
 
Introduction 
Social media has transformed consumer behavior, particularly in the 

fashion and beauty industry.1,2,3 Platforms such as Instagram and Snapchat 
have become spaces where consumers interact with influencers, brands, and 
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each other, shaping their purchasing decisions and self-presentation.4,5 
While entrepreneurial businesses leverage social media to target niche 
audiences,6,7  the strategic alignment of marketing efforts with consumer self-
presentation remains underexplored. This gap highlights the need for a 
deeper understanding of how self-presentation influences purchasing 
behavior and how entrepreneurial businesses can effectively harness this 
dynamic.  

Entrepreneurial marketing bridges entrepreneurship and marketing, 
emphasizing a dynamic, opportunity-driven approach to market 
engagement. It is characterized by seven key dimensions: proactiveness, 
calculated risk-taking, innovativeness, opportunity focus, resource 
leveraging, customer intensity, and value creation.8 This perspective is 
particularly relevant in the contemporary social media landscape, where 
businesses leverage resources, build emotionally resonant connections with 
customers, and create value through innovative approaches to consumer 
engagement. Influencer marketing, as a tool within this framework, enables 
businesses to connect with consumers on a personal level by aligning 
products with their identities and preferences. 

This study explores how entrepreneurial businesses use influencer 
marketing to resonate with consumers’ self-presentation, drawing on 
qualitative insights from 26 Kuwaiti consumers and the case of Boutiqaat, a 
Kuwaiti e-commerce platform. Founded in 2015 by Kuwaiti entrepreneur 
Abdulwahab Alessa, Boutiqaat is a leading e-commerce platform in the 
Middle East that integrates social media influencers into its core business 
model.9,10 The platform’s mission is to be the largest online distributor of 
cosmetics and beauty products in the Gulf Cooperation Council (GCC) states 
and the wider Middle East.11 By blending influencer marketing with e-
commerce, Boutiqaat has redefined the region’s digital shopping experience. 

Boutiqaat exemplifies how entrepreneurial marketing strategies can 
integrate influencer collaborations to create personalized shopping 
experiences that reflect consumers’ desired self-presentation.12,13 By allowing 
influencers to curate virtual boutiques tailored to their audiences, Boutiqaat 
has achieved remarkable success, including a valuation of $500 million within 
its first 18 months of a major investment.14,15 This case highlights immense 
potential of aligning entrepreneurial marketing with self-presentation to 
drive growth in highly competitive industries. 

Through a practical framework, this paper offers actionable insights for 
entrepreneurs seeking to navigate the intersection of self-presentation, social 
media influence, and digital marketing. It underscores the importance of 
strategic influencer collaboration, consumer-centric approaches, and 
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technology-driven personalization, providing a roadmap for success in a 
dynamic marketplace. 

 
Understanding Consumer Self-Presentation  
This study draws on qualitative insights from 26 Kuwaiti women, aged 23 

to 53 (average age: 32, median age: 30). Participants represented a mix of life 
stages and roles: 13 were single, 12 married, and one divorced; and nine were 
mothers. This diversity ensured a broad spectrum of perspectives on self-
presentation and consumption habits. Semi-structured interviews were 
conducted in person and chosen for their ability to capture detailed 
insights.16   

In the context of fashion, beauty, and influencers, women’s self-
presentation plays a critical role in shaping their purchasing decisions and 
social interactions.17,18 In collectivist cultures like those in the GCC countries, 
women’s self-presentation is closely tied to cultural and social norms. 
However, exposure to western culture and advertisements introduces new 
influences, therefore women navigate the tension between preserving their 
cultural identity and embracing global trends.19 This makes their self-
presentation decisions complex and revealing. This study provides rich and 
detailed insights into the ways women’s self-presentation, cultural identity, 
and influencer marketing interact to shape consumption behavior. 

Our findings show that social media is a key touchpoint in participants’ 
lives with Instagram ranked highest, followed by TikTok, Snapchat, and X in 
terms of daily engagement. This aligns with the findings of other studies 
aiming to examine the influence of social media marketing in Kuwait.20 Such 
engagement underscores the pivotal role of social media in shaping 
participants’ self-presentation and consumption choices. 

It is not a surprise therefore that social media is a cornerstone of 
Boutiqaat’s marketing strategy. Platforms like Instagram, Snapchat, and 
YouTube are instrumental in shaping consumer behavior in Kuwait and the 
broader Gulf region.21 Instagram dominates as the most influential platform 
for Kuwaiti consumers, allowing Boutiqaat to effectively target its audience 
and drive engagement. Snapchat and YouTube also contribute significantly, 
particularly in showcasing product demonstrations and creating relatable 
content.22 

As an e-commerce platform, Boutiqaat’s primary audience spans the 
GCC, including Kuwait, Saudi Arabia, Bahrain, Qatar, the UAE, and Oman. 
Kuwait accounts for 26.16% of the platform’s web traffic, followed by Saudi 
Arabia at 18.38% and the UAE at 9.76%.23 The platform appeals 
predominantly to tech-savvy young adults, with the largest age group of 
visitors falling between 25 and 34 years old.24 This demographic aligns with 
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the influencer-focused nature of the platform and the participants of this 
study. 

This social media presence aligns with Social Media Theory, which 
emphasizes the importance of establishing a strong brand identity and 
engaging with consumers directly.25 Boutiqaat leverages these platforms to 
connect influencers with their audiences, creating a sense of trust and 
relatability that encourages purchasing behavior.26 Kuwaiti consumers trust 
influencers who reflect their own cultural values and personal styles.27 

While specific purchasing power metrics are not publicly available, 
Boutiqaat’s extensive product range and diverse influencer base suggest a 
broad appeal across various income levels. The platform collaborates with 
influencers whose audiences span different social and economic groups, 
thereby maximizing its market penetration.28 

A recurring theme in participants’ responses was the influence of social 
media personalities. Many gravitated toward influencers who shared similar 
looks, lifestyles, or experiences. 

 
“… Nowadays I'm really attracted to her makeup. Specially for dark skin. 
It's amazing to be honest. So I'm watching her a lot nowadays …” 

 
“… When I see her, she affects me a lot, she is so beautiful, I would just buy 
…” 
 
These insights reveal how influencers act as intermediaries between 

brands and consumers. By reflecting consumers’ self-presentation styles, 
influencers create authentic connections that drive purchasing decisions. 
Besides highlighting consumer behavior, these insights reveal opportunities 
for entrepreneurial businesses to align their strategies with evolving 
consumer preferences. 

Boutiqaat’s strategy demonstrates an awareness of this need to reflect 
authenticity and connection between consumers’ and influencers. As shown 
in Figure 1, Boutiqaat’s platform is highly curated, influencers curate their 
own virtual boutiques, showcasing products that align with their personal 
style. Consumers, in turn, are drawn to these curated collections because 
they trust the influencers’ taste and see their own self-presentation reflected 
in the products on offer. 
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Figure 1. Boutiqaat app interface showcasing celebrity-curated boutiques, a 
variety of brands, weekly editorial content, and the latest beauty trends.  
 

 
 
Source: Retrieved from http://hyena.ai on December 6, 2024. 

 
Entrepreneurial businesses can capitalize on these behaviors by aligning 

marketing strategies with consumers’ self-presentation styles.29 This 
alignment is particularly impactful in e-commerce platforms like Boutiqaat, 
where local influencers drive engagement by reflecting the tastes and 
preferences of their audiences. 

 
“… for example the Kuwaiti bloggers, Masha Allah, their style is so nice, I 
mean for example for me Dalalid for me is top, I like seeing her …” 
 
“… In social media. A few fashionistas. I mean I like the style of Ahood 
Alenzi from the Kuwaiti fashionistas. I like her style.” 
 
Participants also emphasized how influencers’ curated content motivates 

their purchasing decisions. 
 
“Yes, yes, like I would like it because I saw it on someone or she put together 
an outfit that I liked, I could go buy it because of that.” 
 
“… sometimes I see products, people would post them, like they had a big 
effect on them, in a positive way, So I would think to myself of giving it a 
chance, trying it out …” 
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These responses highlight how influencers translate the abundance of 
social media content into actionable choices, resonating with consumers’ 
self-presentation goals. Consumers actively curate their identities online,30 

favoring products and brands that align with their desired self-image,31 

creating awareness and preference for marketed brands.32 Among the vast 
options on social media, what resonates most with a consumer’s identity 
stands out and becomes actionable. 

Consumers often select brands and products that reflect or enhance their 
self-presentation.33 The psychological mechanism of identification leads 
consumers to adopt behaviors and preferences like those of influencers they 
admire.34,35 This identification fosters brand preference and can significantly 
impact purchasing decisions.36 

 
“I love fashion content, a lot … I realized that they do influence me when I 
see them. I see and I buy.” 
 
“… for example, the community of skincare in Tiktok or, for example, 
certain makeup artists, I like them, I like their style. For example, I'd be 
more willing to buy based on their recommendation …” 
 
For entrepreneurial businesses, identifying how consumers’ self-

presentation aligns with social media content is key to developing targeted 
marketing strategies.37,38 Consumers are often more likely to purchase 
products that fit into their personal identity, and businesses that collaborate 
with influencers who embody those styles can gain a competitive edge.39 
Alessa, the founder of Boutiqaat, envisioned a platform that transcends 
traditional online shopping by integrating influencers' curated selections, 
catering to consumers' desire for ease and connection.40  

Some participants expressed that they follow international influencers 
rather than local ones, adapting their style as it suits them. 

 
“Yes there is… they are foreigners. In social media. A few fashionistas …” 
 
“… especially foreigners when it comes to skincare, I watch a lot of YouTube 
reviews …” 
 
However, this connection between self-presentation and consumption is 

not limited to global influencers. Many consumers also trust local or regional 
influencers more than global celebrities.41 
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“In Kuwait there is an influencer too, … she is, I can say my role model in 
fashion.” 
 
“… so I go to that account, I don’t necessarily buy the same piece, but I think 
that’s great we have this is Kuwait. Let me buy it, something local I mean 
…” 
 
This trust in local influencers, who share cultural and stylistic similarities 

with their audience, strengthens the bond between consumers and brands. 
Self-presentation, or the way individuals curate and display their identity 
through fashion and beauty, plays a significant role in purchasing 
decisions.42,43 In the context of social media, this form of self-expression 
becomes highly visible, shaped by the influencers and content that 
consumers engage with daily.44,45 By understanding the self-presentation 
styles of their target audience, businesses can tailor their marketing efforts 
to align with consumer identities. Social media influencers, who already have 
established relationships with their followers, offer businesses a valuable tool 
to reach niche segments and impact their purchasing decisions. 

 
Social Media Influence and Purchase Decisions 
Social media not only shapes consumer tastes but also amplifies their 

purchasing behavior.46 Within this shift to social media-driven consumption 
patterns influencers act as intermediaries between businesses and 
consumers, promoting products that align with their personal styles.47,48 In 
Kuwait, where platforms like Instagram and Snapchat dominate daily 
interactions and purchasing decisions, this shift is evident in the success of 
companies like Boutiqaat.49 The frequent monthly purchases by respondents 
from Boutiqaat highlight how social media advertising directly influences 
consumer habits:50 

 
“… it made me buy more, maybe there are more things that I liked. Piqued 
my interest as they say.” 
 
“They gave me more options. They give me more ideas … yes, options and 
more ideas.”  
 
Influencers play a critical role in the visual and interactive ecosystem of 

social media, with their curated content making products more appealing.51 
This aligns with findings that influencers positively impact e-commerce 
success by reshaping consumer perceptions and positively impacting their 
purchase decisions.52,53 For Boutiqaat, the use of influencers and data-driven 
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marketing has been instrumental in building a model that not only aligns 
with local tastes but also encourages repeated purchases.54 

Our findings further show that modifying purchasing intent through the 
influence of social media occurs in three main forms: discovering new 
products, being convinced of their value through credibility and 
presentation, and taking advantage of promotional offers. Participants 
highlighted these factors as ways social media influencers impact their 
behavior. 

For many consumers, social media is less about actively contributing 
content and more about consuming it,55 using advertisements and influencer 
recommendations as a gateway to new products.56 Participants often shared 
how viewing influencers they identify with, led to discovering new products 
that align with their personal preferences and self-presentation goals that 
they would not have considered otherwise. 

 
“… if I want to know new things I would know from social media.” 
 
“Yes, like if they talk about something that I didn't know about, and then I 
want it.” 
 
Beyond discovering new products, consumers are often convinced of their 

value through the credibility and authenticity of the influencers promoting 
them. Consumers use social media to find products that fit their current or 
desired self-presentation, particularly in terms of body type, style, and 
preferences. Influencers who reflect these attributes become trusted sources, 
making their recommendations more impactful than traditional 
advertisements.57,58,59 Influencers can be convincing to consumers especially 
when they are authentic60 and credible.61 

 
“… I look at the girls who have the same body type as me, and I look at what 
looks good on them … If it looks good on them then I would try it …” 
 
““There are those influencers, like she would for example talk up something 
and we would go try it out. Like it would be a useful product… and she 
marketed it in a good way, we would go buy it …” 
 
Another key factor influencing purchase decisions is the frequent use of 

discounts and promotions shared by influencers. Participants emphasized 
how such offers, often shared on platforms like Instagram and Snapchat, 
positively impacted their buying habits. 
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“… sometimes they post discounts, they post a lot of website discounts. I 
mean I benefited a lot from snap and Instagram when it comes to discounts 
…” 
 
“If there is something I want they post for example a discount code…So I 
would order it. I mean I get it for a good price. It made a huge difference 
with me.” 
 
Promotional offers not only capture consumer interest but also enhance 

perceptions of value, driving higher engagement and purchase intent. For 
businesses, this behavior presents an opportunity to create targeted 
campaigns that use influencers to highlight products in a way that resonates 
with specific consumer segments.  

These three aspects of product discovery, credibility, and promotional 
offers, underscore the multifaceted impact of influencers on purchasing 
behavior. This direct and positive influence is a cornerstone of 
entrepreneurial marketing strategies that leverage social media to connect 
with consumers.62 The success of Boutiqaat in Kuwait exemplifies how 
businesses can integrate these dynamics into their marketing efforts to 
achieve significant growth.63 

Boutiqaat prioritizes data-driven personalization. By leveraging advanced 
segmentation and dynamic retargeting, the platform identifies key user 
behaviors—such as cart abandonment and tailors advertisements 
accordingly. These efforts have led to higher conversion rate for retargeted 
users, a 28% reduction in cost per order (CPO), and a 12% increase in average 
order value (AOV).64 These metrics emphasize Boutiqaat’s ability to use 
mobile technology and personalization to drive sales and build customer 
loyalty. 

Overall, social media has made it easier for consumers to connect with 
products that fit their self-presentation. Entrepreneurial businesses can 
leverage this consumer behavior by collaborating with influencers whose 
self-presentation aligns with their target audience, hence driving their 
purchasing decisions.65 This presents an opportunity in entrepreneurial 
marketing to craft marketing strategies that focus on self-presentation, using 
influencers as collaborators in entrepreneurial marketing efforts. 

 
Entrepreneurial Marketing and Influencer Collaboration 
Entrepreneurial marketing emphasizes innovation, risk-taking, and 

proactive opportunity seeking.66 The widespread usage of social media is 
significantly transforming entrepreneurial marketing. A key component of 
this transformation is the rise of influencer marketing, where entrepreneurs 
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collaborate with social media influencers to enhance brand image, reach 
wider audiences, and drive sales. Specifically, platforms like Facebook and X 
support engagement, information exchange, collaboration, and operational 
coordination, thereby enhancing the firms' strategic agility.67 

Platforms such as Facebook, Instagram, and X have become indispensable 
tools for entrepreneurs, enabling them to communicate directly with 
customers, partners, and other stakeholders.68 For Boutiqaat, influencer 
partnerships are central to success. In collaborating with over 1,100 
influencers including lifestyle personalities, actresses, singers, and football 
players, Boutiqaat taps into their personal credibility and audience 
engagement.69,70 These influencers independently manage their curated 
virtual boutiques, adding or removing products at their discretion. Unlike 
traditional advertising, influencers on Boutiqaat are not paid to promote 
specific items, which enhances the authenticity of their 
recommendations.71,72 

It is the connection between consumers and influencers that drives their 
sales. By allowing influencers to curate their own collections, Boutiqaat gives 
consumers a personalized shopping experience that feels authentic. 
Participants mentioned feeling inspired by these influencers’ styles, which 
leads them to purchase the marketed products. 

 
“… there are a lot of girls in Kuwait now who post blogs, fashion blogs…I 
feel like it's inspiration. It inspires me to buy this thing or to try the style …” 
 
“… sometimes I see products, people would post them, like they had a big 
effect on them, in a positive way. So, I would think to myself of giving it a 
chance, trying it out.” 
 
Although specific percentages of revenue derived from influencer-

curated boutiques are not disclosed, the platform’s rapid growth highlights 
the impact of this strategy. Boutiqaat’s approach has proven to be highly 
effective. Within 18 months of a major investment, the platform achieved a 
$500 million valuation,73,74,75 illustrating the power of influencer-driven 
marketing in the e-commerce space. The platform also generates $132.7 
million in annual revenue,76 cementing its position as a major player in the 
e-commerce industry. 

Boutiqaat’s focus on cultural and stylistic alignment between influencers 
and their audiences resonates strongly in the GCC region, where local 
influencers understand local consumer preferences.  
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“… because they fit with our style and they know our taste, us Kuwaitis, our 
styles and tastes are close …” 
 
“… like for example for abayas I would watch Kuwaitis and Saudis, because 
that is always they're kind of thing …” 
 
Boutiqaat’s success lies in its ability to align its marketing with the self-

presentation of its consumers. The platform recognized early on that people 
buy what resonates with how they want to present themselves. Influencers 
play a crucial role in this process by showcasing products in a way that makes 
them feel accessible and relevant to their followers’ everyday lives.77  

In emerging markets, entrepreneurs use social media in their marketing 
due to perceptions of its ease of use, potential performance benefits, and 
social influences.78 This accessibility allows entrepreneurs to engage in 
marketing strategies at a significantly lower cost than traditional methods.79 
Participants in this study also highlighted the role of social media’s 
accessibility and ease of use in influencing their purchasing behavior. 

 
“It's very affecting…buying something that you don't even need just because 
you like it. And you didn't even consider buying it but you saw the ad and 
you thought huh. And it’s easy, and cheap, and with one click.” 
 
“… they relieve me.  some things I don't have the time to go buy so I order 
them.  They relieved me in that aspect …” 
 
These insights underscore how social media aligns with the principles of 

entrepreneurial marketing, particularly resource leveraging and opportunity 
focus.80 By capitalizing on the affordability and widespread accessibility of 
social media platforms, entrepreneurs can effectively target niche markets 
while building emotionally resonant connections with customers. This 
dynamic, opportunity-driven approach allows entrepreneurial businesses to 
align their marketing efforts with consumers’ self-presentation goals, using 
influencers to bridge the gap between products and consumer identities.81,82 
Understanding this alignment is crucial for developing targeted and 
impactful marketing strategies. 

Collaborating with influencers is an entrepreneurial strategy that allows 
brands to reach these targeted audiences authentically,83,84 and easily. 
However, the management of authenticity is a significant consideration. 
Authenticity and credibility affect discerning consumers, while transparency 
and disclosures improves engagements with them.85 
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“… I don't believe them a lot anymore. Because they usually get paid for it 
…” 
 
“… I noticed some bloggers that they do a lot of commercials for products. 
It gets too much, and I'm like, they're trying hard …” 

 
Building and maintaining trust is particularly important for 

entrepreneurial ventures that aim to sustain consumer loyalty and 
differentiate themselves in competitive markets. Entrepreneurs also benefit 
from the long-term effects of social media marketing, particularly when 
leveraging communities on platforms like Facebook.86 Social media 
endorsements can positively affect consumers' purchase intentions over 
time, mediated by brand image and differentiation.87 For entrepreneurial 
businesses, this suggests that while influencer marketing can have immediate 
impacts, its effectiveness can also sustain in the long run, contributing to 
brand loyalty and ongoing business performance. 

Social media platforms help entrepreneurs in many ways. They could 
reach wider audiences, build brand image, and mobilize resources. 
Influencer marketing, when managed authentically, can significantly 
enhance their customer engagement and drive business performance. The 
long-term effects of influencer collaborations also suggest sustainable 
benefits for brand loyalty and market positioning. Thus, social media 
marketing, particularly with influencer collaboration, is a key strategic 
approach for modern entrepreneurs and entrepreneurial marketing. This 
alignment between consumer self-presentation and influencer promotion 
sets the stage for entrepreneurial marketing success, as seen in the case of 
Boutiqaat. The company's innovative model positions it for future growth 
and potential expansion into new markets.88  

Looking ahead, Boutiqaat plans to expand its influence with the goal of 
reaching a $1 billion valuation.89 These ambitions align with the platform’s 
innovative approach to blending technology, influencer marketing, and 
regional expertise. Based on the above study, we capture Boutiqaat’s 
innovative entrepreneurial marketing blueprint and develop the ALIGN 
framework that explains their success and can be used as basis for potential 
replication.  

 
The ALIGN Framework 
Boutiqaat exemplifies how entrepreneurial marketing strategies can 

leverage influencer collaborations, mobile technology, and cultural insights 
to drive substantial growth. By aligning with consumers’ self-presentation 
goals and leveraging advanced personalization techniques, the platform has 
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redefined e-commerce in the Middle East. Its innovative approach offers a 
blueprint for other businesses seeking to integrate social media influence 
into their operations: 

• Influencer-Driven Model 
 Boutiqaat empowers influencers to create their own virtual boutiques, 

showcasing products they personally endorse. This model leverages 
the trust and rapport influencers have with their followers. 

• Technological Infrastructure 
 The platform boasts a user-friendly interface that seamlessly blends 

shopping with social engagement. Advanced algorithms personalize 
recommendations, enhancing the consumer experience. 

• Marketing Strategy and Growth 
 By tapping into the influential power of influencers, Boutiqaat rapidly 

expanded its market presence. The platform's focus on local tastes and 
cultural nuances contributed to its strong resonance with consumers 
in the Gulf States. 

 
Considering the findings from our study we offer a practical framework 

for businesses seeking to leverage self-presentation in their entrepreneurial 
marketing strategies. The ALIGN framework (See Figure 2) offers a 
structured approach for entrepreneurs to enhance their digital marketing 
efforts by focusing on influencer partnerships, personalized experiences, and 
consumer engagement.  

 
Figure 2. The ALIGN Framework for Entrepreneurial Marketing 

 



Leveraging Social Media for Entrepreneurial Marketing  
 

     

  Rutgers Business Review      Vol. 10, No. 1  23 
 

To operationalize this framework, the following checklist translates its 
components into practical steps that entrepreneurs can readily implement 
(see Table 1). 

 
Table 1. Checklist for Implementing the ALIGN Framework 

Assess and Collaborate with Relevant Influencers 

☐ Identify influencers whose personas align with your brand values and target 
demographics. 

☐ 
Vet influencers for authenticity, engagement, and cultural alignment to ensure 
effective partnerships. 

☐ 
Prioritize influencers who resonate with consumers’ self-presentation goals to 
enhance trust and connection. 

Leverage Authentic and Personalized Experiences 

☐ 
Empower influencers to showcase products in ways that feel authentic and relatable 
to their audience. 

☐ 
Use data analytics to tailor product recommendations to individual consumer 
preferences. 

☐ 
Focus on storytelling-driven campaigns to create emotional resonance with your 
target audience. 

Invest in Technology for Seamless Integration 

☐ Develop a mobile-friendly platform that combines usability with social engagement. 

☐ 
Incorporate AI tools for personalized recommendations and dynamic behavior 
tracking. 

☐ Strengthen cybersecurity measures to protect consumer data and build trust. 

Gauge Trends and Adapt Strategies 

☐ Monitor consumer preferences and social media trends in real time. 

☐ 
Collect and analyze feedback from reviews, surveys, and social media interactions to 
refine strategies. 

☐ 
Stay agile, adopting emerging platforms or adjusting campaigns based on shifting 
consumer demands. 

Nurture Ongoing Relationships 

☐ 
Engage regularly with influencers and consumers to maintain authenticity and 
relevance. 

☐ 
Offer loyalty programs, exclusive promotions, and interactive content to build long-
term relationships. 

☐ 
Foster community engagement by aligning brand initiatives with consumer values 
and interests. 

 
For managers, this actionable checklist highlights the importance of 

connecting marketing strategies with consumers’ self-presentation and 
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behavior. Practitioners should carefully select influencers that authentically 
align with target demographics, as this congruence fosters trust and ensures 
marketing efforts resonate with consumer identities. Incorporating advanced 
personalization tools allows businesses to tailor recommendations to 
individual preferences, increasing customer retention and repeat purchases. 

Technological infrastructure is a critical enabler of these strategies. 
Mobile-first platforms equipped with AI and secure data management 
capabilities streamline shopping experiences and enhance operational 
efficiency. Managers should prioritize investment in these tools to remain 
competitive while building consumer trust. 

The fast-paced nature of social media requires agility in responding to 
shifting trends. Continuous monitoring and real-time adjustments ensure 
campaigns remain relevant and effective, enabling businesses to stay ahead 
in highly competitive markets. Finally, fostering enduring relationships with 
influencers and consumers alike is essential for sustained growth. 

Collaborative partnerships that adapt alongside changing market 
demands ensure that influencer messaging remains authentic and consistent, 
reinforcing consumer trust and loyalty. The ALIGN Framework offers a 
comprehensive strategy for entrepreneurial businesses to achieve sustainable 
growth by effectively navigating the intersection of self-presentation, social 
media influence, and digital marketing. 

 
Challenges and Limitations 
The ALIGN Framework provides a useful structure for leveraging self-

presentation in digital marketing, however, it would be diligent to be aware 
of some possible challenges. One key challenge lies in maintaining 
authenticity. Over-commercialization of influencer endorsements, especially 
when influencers appear more interested in paid partnerships than in 
genuine connections, can erode consumer trust. 

Cultural nuances pose another challenge. In regions like the Gulf States, 
consumer preferences vary widely, and businesses must balance global 
trends with local tastes. Missteps in cultural sensitivity risk alienating target 
audiences and tarnishing brand reputations. Additionally, complying with 
regulations on social media advertising and influencer disclosures is 
essential, as strict legal frameworks can limit the scope of collaborations.90 

Another limitation is resource limitations. Smaller businesses may find it 
difficult to access top-tier influencers or advanced personalization tools, 
often resulting in a strategic pivot toward micro-influencers who better 
engage niche audiences. Meanwhile, the market saturation of influencer 
content reduces overall effectiveness, as consumers grow less responsive to 
the constant stream of endorsements.  
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Long-term sustainability is another concern. Trends evolve rapidly on 
social media, making it hard to maintain momentum and relevance. Relying 
on only a few influencers leaves businesses vulnerable if those relationships 
falter, emphasizing the need for diversification and adaptability. Finally, the 
growing reliance on data-driven personalization raises ethical questions 
around consumer privacy. Strict data protection measures and adherence to 
privacy regulations are paramount to maintaining trust. 

By acknowledging these challenges—ranging from authenticity and 
cultural fit to regulatory constraints, resource limitations, market saturation, 
sustainability, and privacy concerns—businesses can take proactive steps to 
refine their influencer marketing strategies. This balanced understanding 
helps firms navigate complex markets more effectively, ultimately enhancing 
the impact and credibility of their digital marketing collaborations. 

 
Conclusion and Practical Implications 
This study highlights the critical role of self-presentation in shaping 

consumer behavior and its implications for entrepreneurial marketing 
strategies. Social media has transformed how consumers engage with brands, 
with influencers becoming powerful intermediaries who align products with 
their audiences' identities and aspirations. The case of Boutiqaat exemplifies 
how entrepreneurial ventures can harness this dynamic by combining 
cultural alignment, authenticity, and personalization to drive engagement 
and foster loyalty. 

The findings reveal that successful entrepreneurial marketing strategies 
rely on understanding and leveraging the connection between consumer self-
presentation and purchasing decisions. Influencers play a pivotal role in 
translating these aspirations into tangible actions by offering trusted 
guidance and curated experiences. Boutiqaat’s innovative approach 
demonstrates how businesses can use this alignment to build stronger 
connections with their audiences, resulting in measurable growth and 
sustained consumer trust. However, these strategies also require businesses 
to navigate challenges such as cultural nuances, market saturation, and the 
need for authenticity in influencer collaborations. 

To operationalize these insights, the following practical 
recommendations can guide entrepreneurial businesses in integrating self-
presentation into their marketing strategies: 

• Develop a deep understanding of the target audience's self-
presentation.   
Businesses must identify the styles, preferences, and identity cues that 
define their consumers. Leveraging social media analytics, consumer 
feedback, and market research can uncover valuable insights to guide 
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campaign development. Cultural nuances should also be considered, 
especially in diverse markets where preferences vary significantly. 

• Build relationships with influencers who authentically align with the 
brand and audience. 
Trust is critical in influencer marketing, and collaborations should 
focus on influencers who naturally resonate with the cultural and 
personal values of the target demographic. Long-term partnerships 
with trusted influencers can foster credibility and sustain consumer 
engagement. 

• Empower influencers to create personalized shopping experiences.  
Allowing influencers to curate product collections or design 
campaigns tailored to their audience enhances authenticity and trust. 
Consumers are more likely to connect with recommendations that 
feel genuine and aligned with their aspirations. 

• Utilize advanced technology to personalize marketing efforts.  
AI-driven tools can be used to tailor product recommendations, track 
consumer behavior, and improve the overall shopping experience. 
Prioritizing user-friendly platforms that integrate social engagement 
and secure data management will build trust and enhance consumer 
satisfaction. 

• Stay agile and responsive to emerging trends.  
The fast-paced nature of social media requires businesses to monitor 
evolving preferences and adjust their strategies accordingly. Feedback 
mechanisms, such as reviews and social listening, can provide 
actionable insights to refine campaigns and maintain relevance. 

• Address challenges such as market saturation and ethical concerns 
proactively.  
Over-commercialization can reduce the impact of influencer 
campaigns, making authenticity and transparency essential. 
Additionally, businesses should navigate data privacy regulations 
carefully to maintain trust while leveraging personalization tools. 

 
By aligning marketing strategies with consumer self-presentation, 

entrepreneurial businesses can create meaningful connections, foster long-
term loyalty, and achieve sustained growth. The lessons from Boutiqaat offer 
a valuable roadmap for navigating the dynamic and competitive digital 
landscape.  
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