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Social Media Marketing and Commercial Performance of Small and Medium Sized Enterprises: The Beauty Sector in Cameroon


ABSTRACT: 
Aim: To investigate the relationship between social media marketing (SMM) and commercial performance (CP) of Small and Medium-Sized Enterprises (SMEs) in the beauty sector of Cameroon. 
Study design: A cross-sectional descriptive and analytical design, adopting quantitative and hypothetico-deductive approaches were used.
Place and duration: Beauty salons in four major towns of Cameroon (Yaounde, Douala, Bafoussam and Limbe) from May to June 2025.
Methodology: A convenience sampling method was used to select beauty SMEs, who responded to a self-administered questionnaire, designed to collect data on their use of social media platforms and influencers for marketing, and commercial performance of their businesses. 
Results: Some 185 beauty business owners including 140(75.7%) female and 45(24.5%) males participated in the study. About 63% and 19.5% of participants agreed or strongly agreed to using social media platforms, meanwhile 58.4% and 12.4% agreed or strongly agreed with engaging social influencers for marketing. There were significant associations between commercial performance and the usage of social media platforms (mean scores = 4.05±0.57; t = 97.07; P = 0.000), and engagement with social media influencers (mean score = 3.80±0.66; t = 78.84; P = 0.000) respectively. Social media platforms predictors of improved commercial performance were found to be daily promotional posting which alone explained 22.4% of variance in CP (F=89.29; P<0.001). When associated with competitive advantage, customer community building, and social media analytics, the variance increased to 30.70 (F=36.695; P < 0.001).  Equally, social media influencers predictors were found to be: influencer-driven community building accounting alone for 18.43% of variance in CP (F=67.56; P<0.001), and together with website traffic growth, explained 19.88% of variance in CP (F = 37.336; P < 0.001).
Conclusion: Both social media platform use and social media influencer engagement are significant and complementary drivers of commercial success. We therefore recommend to the beauty sector SMEs to develop a comprehensive social media marketing strategy, including daily posting of promotional information, and building customer communities with the support of social media influencers, to boost their commercial performances.
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1. INTRODUCTION 
 The beauty industry has experienced unprecedented growth in recent years, driven by increasing demand for skincare, hair care, and cosmetics products. This growth has been fueled by rising incomes changing lifestyles, and growing awareness by customers of beauty and wellness products (Fongnzossie Fedoung et al., 2018). In this sector, small and medium-sized enterprises (SMEs), account for 40% of the market worldwide (Awati, 2011), and constitutes over 90% of the Cameroonian economy (The State of Small Business in Cameroon. 2019).
However, SMEs in the beauty sector face intense competition, not only from established brands but also from new entrants and online retailers (Papadopoulos et al., 2020). In recent years, social media has emerged as a pivotal force(Kapoor et al., 2018), reshaping how beauty products are marketed, consumed, and perceived unlike traditional marketing strategies, which are often expensive, time-consuming, and offer limited opportunities for customer engagement (Charoensukmongkol & Sasatanun, 2017). 
The rise of digital marketing with emphasis on social media platforms like Instagram, Facebook, Whatsapp and Tiktok have allowed brands, both large and small, to connect directly with consumers (Adegbuyi et al., 2015; Muchori & Reid, 2025; Quraishi & Kumar, 2025; Wantchami et al., 2020a), as they provide businesses with an opportunity to build brand awareness, drive website traffic, and generate sales (Fletcher & Griffiths, 2020). Effective social media marketing can help SMEs in the beauty sector to differentiate themselves from competitors, build customer loyalty, and ultimately drive commercial performance(Bashar et al., 2012; Tarazona-Montoya et al., 2024). Commercial performance refers to the achievement of desired business outcomes, goals, and objectives within a specific market or industry context (Primasiwi et al., 2021). It encompasses various aspects of an organization's operations, including financial, operational, organizational, and individual performance (Maduekwe & Kamala, 2016). Commercial performance involves the effective utilization of resources, skills, and abilities to produce desired results, efficiency, and quality (Gräve, 2019). It is a critical concept in the business world, as it enables organizations to evaluate their success, identify areas for improvement, and make informed decisions to drive growth and profitability (Maduekwe & Kamala, 2016; Wantchami et al., 2020a).
There is a growing phenomenon, where consumers now rely heavily on beauty influencers for product recommendations, making these partnerships a crucial part of marketing strategies (Brooks et al., 2021). Beauty brands are 41% more likely to be discovered through social media adverts and 47% more likely through brand updates on social media pages (Lopes & Casais, 2022). Many studies show that social media marketing has positively improved commercial performance, with examples in Kenya (Zakwan Fadil Bakri, 2023), Nigeria (John & Xiangxing, 2025; Titilayo & Samour, 2025), and Uganda(Kikawa et al., 2022),  where significant positive correlation between robust social media engagement metrics and increased sales growth were seen. These emphasize the pivotal role of social platforms in the growth of SMEs. However, SMEs also face a number of challenges embracing social media marketing including issues with: content creation, and audience targeting(Keasey et al., 2025), which limits their ability to maximize social media's full potential. Furthermore, they face challenges are related to: technological infrastructure, government regulations and cultural values(Coleman et al., 2016) as well as corruption, low and stagnant per capital income (Fongnzossie Fedoung et al., 2018).
For SMEs in Cameroon, particularly those of the beauty sector, the commercial performance is of great importance, as SMEs make up the backbone of the economy in developing countries(Surya et al., 2021). The 2024 report by Data reportal, indicates internet usage in Cameroonian rose to 12.73 million, signifying a large digital presence and a good base for businesses to explore digital marketing for improvement of commercial performance (Afanya & Nkene Ndeme, 2025). This opportunity has been fully embraced given a sharp growth of social media influencers (SMIs) in the country in recent years (Nkemta, 2025). 
Currently, many SMEs in the beauty sector worldwide are also embracing social media marketing strategies (Ardyan & Putra, 2022). In Cameroon however, many beauty SMEs rely on informal marketing strategies and word-of-mouth to attract customers, which may not be sufficient in a highly competitive market (Wantchami et al., 2020b). While some beauty businesses have successfully integrated social media into their marketing mix, others struggle to generate engagement, convert followers into customers, and sustain long-term brand growth.  
Considering the above challenges faced by SMEs in the beauty sector, we set out to respond to the question: what is the influence of social media marketing on the commercial performance of SMEs in the beauty sector in Cameroon? We hypothesized that the usage of social media platforms (Facebook, TikTok, WhatsApp and Instagram) and engagement with social media influencers (SMIs) have a positive impact on commercial performance of beauty SMEs in Cameroon. Our main objective, therefore, was to assess the influence of social media marketing (usage of social media platforms and engagement with social media influencers) on the commercial performance of SMEs of the beauty sector in Cameroon. This study will contribute valuable insights to the broader discourse on digital marketing strategies specifically social media marketing for SMEs in the Cameroon economy.
2.  LITERATURE REVIEW
This part focuses on the guiding theories and models used in this study and the empirical literature of digital marketing and commercial performance.
2.1. Theories and models
2.1.1. Attention, Interest, Desire, and Action (AIDA) by Elias St. Elmo Lewis, 1898
The AIDA model(Hanlon, 2025) is a well-established marketing framework that describes the stages a customer goes through when making a purchasing decision. The AIDA model is highly relevant to social media marketing and commercial performance for SMEs in the beauty sector, as it provides a framework for understanding how to effectively engage with customers and drive sales through social media platforms  (Iivari et al., 2020). By applying the AIDA model to social media marketing, SMEs in the beauty sector can grab the attention of potential customers through eye-catching visuals and compelling headlines on platforms like Instagram and Facebook (Alraja et al., 2020). Once they have gained attention, SMEs can generate Interest by providing more information about their beauty products and services through social media posts, videos, and stories (Hassan et al., 2015). To create Desire, SMEs can use social media influencers and customer testimonials to showcase the benefits and results of their beauty products and services. Finally, to drive Action, SMEs can use social media advertising and shopping features to make it easy for customers to make a purchase (Gunawardane et al., 2022). 
2.1.2. Theory of Planned behavior by Icek Ajzen, 1985
The Theory of Planned Behavior (TPB) is a widely used psychological theory that explains how attitudes, beliefs, and intentions influence human behavior. TPB can be applied to social media marketing and commercial performance by understanding how consumers' attitudes, subjective norms, perceived behavioral control, and behavioral intentions influence their actual behavior (Ajzen, 1991). Consumers with positive attitudes towards social media marketing are more likely to engage with content, share it, and make purchases. Subjective norms, such as social pressure from friends, family, or influencers, and perceived behavioral control, such as ease of use and accessibility, also play crucial roles (Chepkemoi et al., 2018). By understanding the TPB, businesses can develop effective social media marketing strategies, including targeted advertising, influencer partnerships, and user-friendly platforms, to improve commercial performance (Zakwan Fadil Bakri, 2023).
2.2. A review of the relationship between social media marketing and commercial performance
Social media marketing  is the use of social media by businesses to promote goods and services (Sufian et al., 2020). Various studies reveal that digital marketing using social media platforms have significantly increased and improved commercial performance (Afanya & Nkene Ndeme, 2025; Muchori & Reid, 2025; Quraishi, 2025; Wantchami et al., 2020a). For instance, incorporation of social media in advertising helps SMEs boost their awareness of customer perspectives and strengthen their customer relations, thereby having a significant impact on their business performance(Salamah et al., 2022). 
2.2.1. Social media platforms and commercial performance 
Social media platforms are channels that many businesses use to interact with potential customers (Gunawardane et al., 2022). It is essential to understand that by leveraging platforms like Instagram, Facebook, Tiktok and WhatsApp, beauty SMEs can showcase products, share tutorials, and interact with customers, driving sales and revenue growth (Chen & Lien, 2017). Yupelmi and colleagues have warned that to maximize the impact of social media marketing on commercial performance, beauty SMEs must measure and optimize their efforts (Yupelmi et al., 2023). This involves tracking key performance indicators like engagement rates, website traffic, and sales conversions, and adjusting social media strategies accordingly (Gräve, 2019). By doing so, beauty SMEs can drive sales, revenue growth, and competitiveness, ultimately achieving improved commercial performance (Aisjah et al., 2023). These insights collectively contribute to understanding the multifaceted nature of social media platforms and its significance in contemporary business strategies.
2.2.2. Social media influencers (SMIs) and commercial performance
Secondly, social media influencer marketing strategy, is the engagement with individuals who have built a significant following on social media platforms such as Instagram, YouTube, TikTok, and blogs (Keasey et al., 2025), piggybacking on their online presence to promote products, services, or ideas to their audience, often sharing personal experiences, opinions, and expertise. SMIs often specialize in various niches, including beauty, fashion, lifestyle, and more (Alves de Castro et al., 2022). Consequently, SMIs could constitute important partners of SMEs in the beauty sector to improve commercial performance. By partnering with them, SMEs can increase brand awareness, reach a targeted audience, and drive sales (Tiwari, 2021). Influencers' recommendations and reviews can build trust and credibility with potential customers, who often look to social media for product information and inspiration (Brooks et al., 2021). Moreover, influencers can provide valuable feedback and insights to SMEs, helping them refine their products and marketing strategies (Kao et al., 2017). Overall, collaborating with SMIs can be a highly effective way for SMEs in the beauty sector to expand their customer base, boost revenue, and stay competitive in a crowded market. This argument lays ground on our second sub hypothesis which is, Influencer marketing has a positive influence on commercial performance of SMEs of the beauty sector in Cameroon.
3. METHODOLOGY 
3.1. Research Design
This research adapted a cross-sectional descriptive and analytical design to evaluate the influence of social media marketing on commercial performance of SMEs in the beauty sector in Cameroon. A quantitative approach epistemologically rooted in positivism as well as a hypothetico-deductive approach were adopted review of the relationship between social media marketing and commercial performance to lead our work. 
3.2. Target Population and sampling of the study
We targeted small and medium-sized enterprises actively involved in the beauty sector in Cameroon, based in the cities of Yaounde, Douala, Limbe and Bafoussam respectively, where about 75% of SMEs in Cameroon operate according to the National Institute of Statistics, 2016 report. This study used the convenience sampling method, to select SMEs from different beauty sub-sectors including cosmetics, hairdo salons, and skincare.
3.3. Study period
The field data collection for this study took place from March 2025 to July 2025, from the drafting of the research proposal to through data collection and analyses. 
3.4. Data collection procedure
A structured self-administered questionnaire was distributed to owners and managers of beauty small and medium sized enterprises in the towns of Douala, Yaoundé, Bafoussam and Limbe in Cameroon. The questionnaire (Table 1) had four sections (related to general information on the business, usage of social media, engagement of social media influencers and appreciation of commercial performance). It adopted a 5-point Likert-scale response where the responses ranged from strongly disagree (scored 1) to strongly agree (scored 5) developed by Likert (1932). 

	Table 1: Questionnaire

	Question No
	Section 1: General information
	Responses
	
	
	

	Qn 1
	Gender (Male/Female)
	
	
	
	
	

	Qn 2
	Age (in years)
	
	
	
	
	

	Qn 3
	What is your position in the enterprise? (Owner/ Manager/ Employee)
	
	
	
	
	

	Qn 4
	What is the number of staff in your enterprise?
	
	
	
	
	

	Qn 5
	Status or legal form of your enterprise?
	
	
	
	
	

	Qn 6
	In which town is your business located?
	
	
	
	
	

	Qn 7
	Does your business have the capacity to serve more clients than the existing ones?
	
	
	
	
	

	Qn 8
	Does your business have a formal marketing section?
	
	
	
	
	

	Qn 9
	How long has your business effectively engaged in digital marketing
	
	
	
	
	

	
	Section 2: Usage of Social Media platforms
	Strongly disagree (1)
	Disagree (2)
	Neutral (3)
	Agree (4)
	Strongly agree (5)

	Qn 10
	I use digital marketing channel does for my beauty business enterprise
	
	
	
	
	

	Qn 11
	I have allocated a percentage of the business budget to digital marketing
	
	
	
	
	

	Qn 12
	Social media platforms have increased brand awareness for my beauty business
	
	
	
	
	

	Qn 13
	I post promotional content on social media daily to drive sales for my beauty products/services.
	
	
	
	
	

	Qn 14
	Our social media campaigns are strategically planned to align with clear marketing goals for each social media platform
	
	
	
	
	

	Qn 15
	Social media platforms have helped me build a community of loyal customers for my beauty business.
	
	
	
	
	

	Qn 16
	At least 50% of my customers were acquired through social media marketing efforts.
	
	
	
	
	

	Qn 17
	I engage with my followers/customers on social media by responding to comments and messages always to encourage customer loyalty.
	
	
	
	
	

	Qn 18
	Social media analytics is very important in measuring the success of my beauty business's marketing efforts.
	
	
	
	
	

	Qn 19
	Social media platforms provide my beauty business with a competitive advantage in the market.
	
	
	
	
	

	Qn 20
	We have consistent posting schedules across all social media platforms.
	
	
	
	
	

	Qn 21
	My beauty business has seen a significant increase in sales revenue since using social media platforms for marketing.
	
	
	
	
	

	
	Section 3: Engagement of Social Media influencers
	Strongly disagree (1)
	Disagree (2)
	Neutral (3)
	Agree (4)
	Strongly agree (5)

	Qn 22
	Do you believe that partnering with social media influencers can increase brand awareness for my beauty business?
	
	
	
	
	

	Qn 23
	Do you believe that influencer marketing can drive significant sales revenue for my beauty products/services?
	
	
	
	
	

	Qn 24
	Collaborating with influencers can helped me reach a wider audience for my beauty business.
	
	
	
	
	

	Qn 25
	Influencer endorsements can improve the credibility and reputation of my beauty brand.
	
	
	
	
	

	Qn 26
	I have seen a significant increase in website traffic since partnering with social media influencers.
	
	
	
	
	

	Qn 27
	Influencer marketing can help me build a community of loyal customers for my beauty business.
	
	
	
	
	

	Qn 28
	Partnering with influencers can increase customer engagement with my beauty brand on social media.
	
	
	
	
	

	Qn 29
	Influencer marketing can provide a higher return on investment (ROI) compared to other marketing strategies for my beauty business.
	
	
	
	
	

	Qn 30
	Influencer marketing can play a crucial role in driving business growth and revenue for my beauty business
	
	
	
	
	

	
	Section 4: Commercial Performance of business
	Strongly disagree (1)
	Disagree (2)
	Neutral (3)
	Agree (4)
	Strongly agree (5)

	Qn 31
	Our beauty business has experienced a significant increase in sales revenue over the past year.
	
	
	
	
	

	Qn 32
	Our beauty products/services have consistently received positive reviews and ratings from customers.
	
	
	
	
	

	Qn 33
	We have seen a steady growth in customer loyalty and retention rates for our beauty business.
	
	
	
	
	

	Qn 34
	We have been able to maintain a competitive edge in the beauty industry through effective marketing strategies and a strong presence online.
	
	
	
	
	

	Qn 35
	Our sales target is clearly defined and communicated.
	
	
	
	
	

	Qn 36
	We have seen a significant return on investment (ROI) from our marketing efforts for our beauty business.
	
	
	
	
	

	Qn 37
	Our beauty business has been able to expand its product/service offerings due to increased demand.
	
	
	
	
	

	Qn 38
	Our pricing strategy, sales, promotions and discounts have led to increased sales volumes.
	
	
	
	
	

	Qn 39
	Our sales channels are diversified, and effective and our team collaborates with the marketing.
	
	
	
	
	

	Qn 40
	We are confident that with effective marketing strategies and consistency, our beauty business will continue to experience growth and success in the next year.
	
	
	
	
	



3.5. Estimation Methodology 
Estimation of coefficients using the Ordinary least square (OLS) 
The Ordinary Least Squares (OLS) method is a widely used statistical technique for estimating the relationship between a dependent variable and one or more independent variables. For this study the independent variable is Social Media Marketing and the dependent variable is Commercial Performance. When analyzing an economic phenomenon, we aim to represent it through the behavior of variables, recognizing that each economic variable may be influenced by other variables. By identifying these relationships, we can establish a mathematical connection between them. To fully understand an economic phenomenon, it's essential to consider multiple explanatory variables that influence a single endogenous variable (the variable being explained). In complex economic systems, interdependence among various elements is common, allowing explanatory variables to impact the explained variable. The linear regression equation estimated for this study will be: 
CPi = β0 + β1SMP + β2SMI + ∑(1=3) βiXi + εi 
where;
· CPi = the dependent variable Commercial Performance
· SMP = Social Media Platforms
· SMI = Social media Influencers which are the independent variables,
· 𝑋𝑖 = A set of control variables such as; Partnership, Personal company, Owner, and manager
· β0 is the intercept, β1 and β2 are the slope coefficients, with i = 3…n
· εi is the error term.
More specifically, regression analysis helps understand how the typical value of the dependent variable changes when any one of the independent variables is varied, while the other independent variables are held fixed.

3.6. Data management and analysis
The filled questionnaires were collected daily, verified for errors and completeness. At the end of the collection period, the filled questionnaires   were compiled, sorted and coded. The data was entered into excel spreadsheet then exported to the Statistical Package for Social Sciences (SPSS) version 20 software for analysis.
In this study, the independent variable was social media marketing, determined by social media platforms usage and engagement of social media influencers and the dependent variable was commercial performance. Descriptive statistics including proportions and means were performed. The overall means for social media platform usage, engagement of social medial influencers and commercial performance were interpreted using the 5-point Likert scale where; strongly disagree was scored from 1 - 1.5, disagree from 1.6 – 2.5, neutral from 2.6 – 3.5, agree from 3.6 – 4.5, and strongly agree from 4.6 – 5. The student t-test was used to assess the relationship between social media marketing usage and commercial performance. To identify social media platforms and social influencers predictors of commercial performance of beauty businesses, ANOVA analyses were performed by inputting factors of social media platforms usage and then factors of social media influencer marketing as independent variables and commercial performance as dependent variable. To generate the model equation for estimation of commercial performance, we employed the ordinary least square (OLS) method for estimation of coefficients whereby, a linear regression analysis was carried out, inputting commercial performance as dependent variable and elements of social media platform and social media influencers marketing as independent variables, with level of significance set at P = 0.05 and confidence interval at 95%. 
4. RESULTS
4.1. General characteristics of the study sample
Table 2 below shows the general characteristics of the sample studied. One hundred and eighty-five (185) beauty business owners participated in the study including 140 (75.7%) female and 45(24.5%) males. Majority (80%) of the respondents were 21–30-year age range, followed by the 31years+ (15%), and the 15-20-year age range (5%). Many respondents were either owners (63.8%) or managers (34.1%). About 92% of the enterprises employed less than 6 staff, qualifying them as Very Small Enterprises (VSE), meanwhile 5.9% counted 6-20 staff categorizing them as Small Sized Enterprises (SSE) and 2.2% had 20 or more staff, qualifying as Medium Sized Enterprises (MSE). The majority (89.7%) were personal enterprises, 5.4% were Private Limited Companies (LLC) and 4.9% were public limited companies (SA= Societe Anonyme). Most of the enterprises surveyed were in Yaounde (80.5%) followed by the Limbe (7.6%), Douala (5.9%), and Bafoussam (5.9%) respectively. Regarding functional capacity, 82.2% of the enterprises had the capacity to attend to more than one client at a time. In terms of marketing strategies 86.5% used social media meanwhile 13.5% relied on other digital marketing forms like websites. The longevity of social media usage was more than a year for 63.2% of the enterprises.
	[bookmark: _Toc203327440]Table 2: Characteristics of study sample

	Variable
	Category
	N
	%

	
	Total
	185
	100.0%

	Gender
	Female
	140
	75.7%

	
	Male
	45
	24.3%

	Age
	15-20yrs
	9
	4.9%

	
	21-30yrs
	148
	80.0%

	
	31yrs+
	28
	15.1%

	Position
	Manager
	63
	34.1%

	
	Owner
	118
	63.8%

	
	Staff
	4
	2.2%

	Number of staff
	<6
	170
	91.9%

	
	6-20
	11
	5.9%

	
	20-100
	4
	2.2%

	Form of Enterprise
	Personal
	166
	89.7%

	
	SA
	9
	4.9%

	
	LLC
	10
	5.4%

	Location (Region)
	Yaoundé
	149
	80.5%

	
	Limbe
	14
	7.6%

	
	Douala
	11
	5.9%

	
	Bafoussam
	11
	5.9%

	Has capacity to serve more clients
	Maybe
	16
	8.6%

	
	No
	17
	9.2%

	
	Yes
	152
	82.2%

	Has a formal marketing section
	No
	100
	54.1%

	
	Yes
	85
	45.9%

	Duration of Digital Marketing practice
	<1yr
	68
	36.8%

	
	1-2 yrs
	70
	37.8%

	
	3-5 yrs
	36
	19.5%

	
	>5yrs
	11
	5.9%

	Digital marketing Channel used
	Social media
	160
	86.5%

	
	Web
	25
	13.5%



4.2.  Usage of Social Media platforms and Influencers
Table 3 shows the overall distribution of the responses of our participants regarding the usage of social media platforms, and engagement of social media influencers. There were a 62.7% agreement and 19.5% strong agreement to using social media platforms for business marketing among our participants, which were greater than the overall disagreement rate of 2.2%. Again, the overall rate in agreement and strong agreement to the engagement of social media influencers among our participants were 58.4% and 12.4% respectively. However, 25.4% were neutral and 3.8% disagreed with using social media influencers for marketing.  
	[bookmark: _Toc203327444]Table 3: Summary table of the main variables

	Main variables
	Level of participants’ agreement
	N
	%
	95%CI

	
	
	
	
	Lower
	Upper

	Total
	
	185
	100.0%
	
	

	Overall Usage of Social Media Platforms
	Disagree
	4
	2.2%
	0.6%
	4.7%

	
	Neutral
	29
	15.7%
	10.8%
	21.7%

	
	Agree
	116
	62.7%
	55.7%
	69.7%

	
	Strongly Agree
	36
	19.5%
	14.0%
	25.9%

	Overall Engagement of Social Media influencers marketing
	Disagree
	7
	3.8%
	1.5%
	7.6%

	
	Neutral
	47
	25.4%
	19.3%
	32.3%

	
	Agree
	108
	58.4%
	50.9%
	65.6%

	
	Strongly agree
	23
	12.4%
	8.0%
	18.1%



4.3. Effect of Social Media Marketing on Commercial Performance (Table 4).
The effect of the usage of social media platforms and social media influencers on commercial performance of businesses were explored (Table 4). The mean score of commercial performance was assessed against the mean scores of social media platform usage and the engagement of social influencers for marketing respectively. Based on the overall mean score ranges defined earlier (strongly disagree: 1 - 1.5, disagree: 1.6 – 2.5, neutral: 2.6 – 3.5, agree: 3.6 – 4.5, and strongly agree: 4.6 – 5), on average, the participants were agreed on the positive effects of the usage of social media platforms (mean score, 4.05) and the engagement of social media influencers (mean score, 3.80) on the commercial performance of their beauty business. 
The assessment of the strength of the effect of social media platforms and social influencers marketing on commercial performance of beauty businesses, using the student t-test (Table 4) revealed highly significant values of 97.074 and 78.843 respectively, both with P-values of 0.000.   Therefore, social media marketing has a significant positive influence on commercial performance of SMEs of the beauty business in Cameroon. 

	Table 4. Effect of social marketing on Commercial performance assessed by the student t-test

	 
	N
	Mean scores
	Std. Deviation
mean
	Std. Error Mean
	95% CI of the mean
	t-test value
	Degree of freedom
	P-value

	
	
	
	
	
	Lower
	Upper
	
	
	

	Social media platforms
	185
	4.05
	0.57
	0.04
	3.97
	4.13
	97.074
	184
	0.000

	Social Media Influencers
	185
	3.80
	0.66
	0.05
	3.70
	3.89
	78.843
	184
	0.000



4.4.  Predictors of commercial performance.
The ANOVA analyses were performed by inputting factors of social media platforms usage and then factors of social media influencer marketing as independent variables and commercial performance as dependent variables, for the purpose of identifying predictors of commercial performance. 
The outcome (Table 5) shows a series of four hierarchical regression models of how different social media platform–related factors explain variance in commercial performance. In Model 1, where F (1, 183) = 89.287, p < .001, and the regression sum of squares (SS) is 22.411, the predictor, Qn 13 (daily posting of promotional content) alone explains 22.41% of variance in commercial performance. Therefore, posting promotional content daily on social media platforms is a strong and statistically significant predictor of commercial performance. The model fits the data well and provides a robust baseline. In Model 2 where F (2, 182) = 59.526, p < .001, the regression SS increases to 27.027, while residual variance decreases. Adding Qn19 (competitive advantage through social media platforms) therefore significantly improves the model. Together, daily promotional posting and competitive advantage explain more variance in performance than Model 1 alone. In Model 3: F (3, 181) = 44.465, p < .001, the explained variance continues to increase (Regression SS = 28.998). The inclusion of Qn 15 (building a loyal customer community) further strengthens the model as it remains highly significant. Model 4 where F (4, 180) = 36.695, p < 0.001 provides the best-fit model, as it explains the largest proportion of variance (Regression SS = 30.698) and leaves the least unexplained variance. The full model, incorporating daily promotional posting, competitive advantage, customer community building, and social media analytics (Qn 18), provides the best overall fit. The ANOVA confirms that these platform-related factors jointly and significantly predict commercial performance.
	Table 5: Best-fit model for social media platform predictors of commercial performance (ANOVA)

	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regressionb
	22.411
	1
	22.411
	89.287
	.000b

	
	Residual
	45.933
	183
	.251
	
	

	
	Total
	68.345
	184
	
	
	

	2
	Regressionc
	27.027
	2
	13.514
	59.526
	.000c

	
	Residual
	41.318
	182
	.227
	
	

	
	Total
	68.345
	184
	
	
	

	3
	Regressiond
	28.998
	3
	9.666
	44.465
	.000d

	
	Residual
	39.347
	181
	.217
	
	

	
	Total
	68.345
	184
	
	
	

	4
	Regressione
	30.698
	4
	7.675
	36.695
	.000e

	
	Residual
	37.646
	180
	.209
	
	

	
	Total
	68.345
	184
	
	
	

	a. Dependent Variable: PERFORMANCE

	b. Predictors: (Constant), *Qn 13

	c. Predictors: (Constant), Qn 13, Qn19

	d. Predictors: (Constant), Qn 13, Qn 19, Qn 15

	e. Predictors: (Constant), Qn 13, Qn 19, Qn 15, Qn 18


*See Table 1 for full designation of Qn
Table 6 presents ANOVA results for models examining the effect of social media influencer marketing activities on commercial performance. Model 1: F (1, 183) = 67.556, p < .001 indicates that Qn 27 (building a loyal community through influencer marketing) explains a significant amount of variance in performance (regression SS = 18.472). Influencer marketing that fosters a loyal customer community is therefore a statistically significant and meaningful predictor of commercial performance. In Model 2, the best-fit model, where F (2, 182) = 37.336, p < 0.001, and the regression SS increases to 19.883, while unexplained variance decreases, reveals that adding Qn 26 (increased website traffic through influencer marketing) significantly improves the model. Together, influencer-driven community building and website traffic growth provide a strong and significant explanation of commercial performance.
	Table 6: Best-fit model for social media influencer predictors of commercial performance (ANOVA)

	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regressionb
	18.427
	1
	18.427
	67.556
	0.000b

	
	Residual
	49.917
	183
	0.273
	
	

	
	Total
	68.345
	184
	
	
	

	2
	Regressionc
	19.883
	2
	9.942
	37.336
	0.000c

	
	Residual
	48.462
	182
	0.266
	
	

	
	Total
	68.345
	184
	
	
	

	a. Dependent Variable: PERFORMANCE

	b. Predictors: (Constant), Qn 27

	c. Predictors: (Constant), Qn 27, Qn 26


*See Table 1 for full designation of Qn
We deduce that social media platform strategies explain a substantial proportion of variance in commercial performance, especially when analytics, engagement, and competitive positioning are combined. Influencer marketing activities also significantly predict performance, particularly through community building and increased website traffic. Overall, both platform use and influencer engagement are statistically robust and complementary drivers of commercial success.
4.5. Equation for estimation of commercial performance.
A linear regression analysis inputting commercial performance as dependent variable and elements of social media platform and social media influencers marketing as independent variables, with level of significance set at P = 0.05 and confidence interval at 95%, the best fit model was obtained as shown in table 7. 
	Table 7:  Linear regression equation estimation for commercial performance

	Best fit Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.
	95.0% Confidence Interval for B

	
	B
	Std. Error
	Beta
	
	
	Lower Bound
	Upper Bound

	(Constant)
	1.218
	0.235
	
	5.191
	0.000
	0.755
	1.681

	*Qn13
	0.187
	0.047
	0.273
	4.000
	0.000
	0.095
	0.280

	Qn19
	0.085
	0.056
	0.099
	1.498
	0.136
	-0.027
	0.196

	Qn15
	0.146
	0.054
	0.181
	2.680
	0.008
	.038
	0.253

	Qn18
	0.113
	0.048
	0.155
	2.381
	0.018
	0.019
	0.207

	Qn27
	0.179
	0.048
	0.235
	3.733
	0.000
	0.084
	0.274


*See Table 1 for full designation of Qn
The equation for brut estimating commercial performance in the beauty SMEs in Cameroon is therefore:

With adjusted coefficients, the enhanced equation for estimating commercial performance is given by: 

Our findings therefore show that commercial performance of beauty SMEs depends on several social media platform and social media influencer factors including: Posting of promotional contents, leverage for competitive advantage in the market, leverage for building loyal customer communities, analytics for measuring success in business. 

5. DISCUSSION 
5.1. Influence of Social Media Platforms on Commercial Performance
Our study reveals a significant positive influence of social media platforms marketing on the commercial performance of SMEs in the beauty sector in Cameroon. This finding is consistent with previous studies that have highlighted the importance of social media in business marketing in Cameroon(Afanya & Nkene Ndeme, 2025; Wantchami et al., 2020a) and elsewhere in Africa(Muchori & Reid, 2025; Quraishi & Kumar, 2025; Titilayo & Samour, 2025). In Cameroon, Facebook, TikTok, WhatsApp, and Instagram are the most widely used social media platforms(Nkemta, 2025). Most participants in our study used these platforms to post promotional contents, for building loyal customer communities, for business analytics, and for improving their competitiveness in the market. Social media platforms provide businesses with opportunities to reach a large customer base (Adegbuyi et al., 2015; Muchori & Reid, 2025; Titilayo & Samour, 2025). Given that we have observed from our results that about 91.9% of the beauty sector SMEs are the very small category, social media platforms come as a more affordable way to market themselves and gain a larger market share.
The study's findings also suggest that social media platforms are effective tools for promoting products and services, interacting with customers, and building brand loyalty. This corroborates the study by Irawan (Irawan et al., 2022) which found that social media marketing activities, such as posting product information and responding to customer inquiries, can enhance customer engagement and loyalty. Similarly, Samadi (Samadi et al., 2023) found that social media platforms can be an effective channel for businesses to communicate with customers and promote their products. Our study also highlight the importance of selecting the right social media platform for business marketing which is similar to the finding by (Khoirina & Sisprasodjo, 2018) who showed that Instagram was the most effective platform for promoting beauty products, while Facebook was more effective for promoting services. Overall, the results of this study suggest that social media platforms are essential tools for beauty SMEs in Cameroon to promote their products and services, interact with customers, and build brand loyalty.
5.2. Influence of Social media Influencers Marketing on Commercial Performance
Equally, our study show that influencer marketing strategies play a crucial role in promoting the commercial performance of SMEs in the beauty sector in Cameroon. This finding is consistent with previous studies that have highlighted the effectiveness of influencer marketing in promoting business products and services,  where influencer marketing strategies such as sponsored posts and product reviews, are effective in promoting beauty products and services(Alves de Castro et al., 2022). Furthermore,  influencer marketing can increase brand awareness and credibility by up to 40% (Brooks et al., 2021).
The outcome of our study also highlights the importance of selecting the right influencers for business marketing. We showed that influencers with a large following and high engagement rates are more effective in promoting beauty products and services. This finding is consistent with previous studies that have highlighted the importance of selecting the right influencers for business marketing (Yupelmi et al., 2023). In conclusion, the results of this study suggest that influencer marketing strategies are essential tools for beauty SMEs in Cameroon to promote their products and services, enhance brand awareness and positive reputation, and build customer loyalty. 
5.3. Evaluation of Commercial Performance of SMEs in the Beauty Sector
The introduction of social media marketing has significantly improved the commercial performance of beauty SMEs in Cameroon as shown on Table 2 as many of the respondents agree to how much growth and improvement they experienced over the past year. Social media platforms such as Facebook, Instagram, and WhatsApp have provided beauty SMEs with opportunities to reach a large customer base, due to the fact that these platforms provide easier ways for them to sell their products and services like boosting posts so as to increase engagements and partnership sites like Facebook, Instagram and Tiktok market place where they can easily sell and customers make easy purchases as well which serves to increase brand awareness, and drive website traffic and sales. This supports a study done by (Kwayu et al., 2018) which affirms how enterprises improve when they add social media to their marketing strategies. As a result, many beauty SMEs in Cameroon have reported an increase in sales revenue, customer engagement, and brand loyalty since adopting social media marketing strategies.
The improvement in commercial performance can be attributed to the ability of social media marketing to enhance customer engagement and experience as businesses interact with customers, respond to their inquiries, and provide them with personalized services. This has led to an increase in customer satisfaction, loyalty, and retention, ultimately resulting in improved commercial performance as customer growth is a key commercial performance indicator. For instance, a study by (Gräve, 2019) found that social media marketing can enhance customer engagement and loyalty by up to 25%. The use of social media marketing has also enabled beauty SMEs in Cameroon to reach new increases in sales and profit and expand their market share proving the commercial performance indicators are effective (Sufian et al., 2020). As a result, many beauty SMEs in Cameroon have reported an increase in market share, sales revenue, and customer base since adopting social media marketing strategies. This has ultimately contributed to the improvement in their commercial performance.
6. CONCLUSION
Our study has contributed significantly to the understanding of the relationship between social media marketing and commercial performance of Small and Medium-sized Enterprises (SMEs) in the beauty sector of Cameroon. Our study has shown that social media marketing has a significant positive impact on the commercial performance of SMEs in the beauty sector of Cameroon, with strong associations seen with elements like daily postings of promotional contents, leveraging for competitive advantage in the market, leveraging for building loyal customer communities, and analytics for measuring success in business. 
 As recommendation for beauty SMEs owners and managers, it is necessary to develop a comprehensive social media marketing strategy, foster partnerships and collaborations especially with social media influencers and monitor and evaluate social media performance using the available indicators. The government should simplify business registration processes and provide more accessible training and capacity-building programs. Future research could investigate the effects of social media marketing on specific aspects of commercial performance, such as sales revenue or customer loyalty, and explore the role of other social media platforms, such as Twitter or YouTube, in beauty SMEs' marketing strategies.
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