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Objective: This study aimed to examine the effect of influencer marketing and its dimensions on
customer value co-creation among purchasers of Oriflame products through Instagram.
Methodology: This applied study employed a quantitative, descriptive-survey, correlational, and
cross-sectional design. The statistical population comprised followers of Instagram influencers who
had purchased Oriflame beauty products. A total of 384 respondents were selected through
convenience sampling. Data were collected using a 17-item closed-ended questionnaire rated on a
five-point Likert scale. Face validity was confirmed by 10 experts in marketing and online sales,
while instrument reliability was supported by a Cronbach’s alpha coefficient of 0.87. Data were
analyzed using SPSS and AMOS, with normality assessment and exploratory factor analysis
employed for inferential analysis. Findings: Exploratory factor analysis supported an eight-
dimensional structure encompassing influencer characteristics, influencer responsibilities,
prerequisites for co-creation, co-creation components, implementation of co-creation, co-creation
methods and tools, benefits of value co-creation, and co-creation outcomes. Factor loadings across
the eight dimensions were acceptable, and all extracted communalities exceeded 0.50. The
explained variance of the identified dimensions generally ranged from approximately 56% to 70%,
indicating satisfactory factorial validity. Collectively, the inferential results supported the relevance
of all eight dimensions to strengthening customer value co-creation within the context of influencer
marketing. Conclusion: Influencer marketing can facilitate customer value co-creation through the
appropriate selection of influencers, stronger customer interaction, suitable communication
infrastructures, participatory methods and tools, and systematic management of relationships
among customers, influencers, and producers. Businesses may therefore enhance customer
participation, loyalty, and jointly created value by developing coherent and sustained influencer
marketing strategies.

Keywords: Influencer Marketing; Value Co-Creation; Social Media; Instagram; Customer.



https://www.dmbaj.com/
https://doi.org/10.61838/dmbaj.469
https://creativecommons.org/licenses/by/4.0/
https://orcid.org/0000-0003-3423-4967
https://orcid.org/0000-0002-5601-6891
https://orcid.org/0009-0000-5993-0171
http://creativecommons.org/licenses/by/4.0
https://portal.issn.org/resource/ISSN/3041-8933

m) Aso Ali Sabunchi et al. Dynamic Management and Business Analysis 6:5 (2027) 1-23
EXTENDED ABSTRACT
Introduction

The rapid expansion of digital technologies, social media platforms, and online communication
channels has substantially transformed the nature of contemporary marketing. Organizations increasingly
operate in environments where customers are no longer passive recipients of promotional messages but
active participants in communication, evaluation, content creation, and market interaction. This shift has
encouraged firms to move beyond conventional one-way marketing approaches and develop interactive
strategies that enable closer relationships with customers. In this context, marketing capabilities have
become increasingly important for generating sustainable competitive advantage and improving firms’
ability to respond to changing customer expectations (Lotfifard Shokarloo et al., 2024). Likewise, the
alignment of business, information technology, and marketing strategies can facilitate organizational
responsiveness and improve the effectiveness of market-oriented activities in digitally mediated
environments (Al-Surmi et al., 2020).

Social media represents one of the most important environments in which these changes have
occurred. It provides organizations with opportunities to communicate directly with customers, receive
immediate feedback, observe customer preferences, and engage users in activities related to brands and
products. Social media marketing can contribute to brand-related outcomes by strengthening corporate
capabilities and facilitating customer value co-creation (Fazel & Harandi, 2024). In addition, digital
environments can support the identification and exploitation of organizational and entrepreneurial
opportunities by increasing access to information and enabling new forms of market engagement
(Jafarzadeh et al., 2023). Consequently, social media should not be viewed merely as a promotional channel;
rather, it can operate as an interactive infrastructure through which firms, customers, and other actors
jointly exchange information and contribute to market value.

One of the most prominent developments within social media marketing is influencer marketing.
Influencers act as intermediaries between brands and audiences and can affect customer perceptions
through credibility, expertise, reputation, communication style, and perceived similarity to followers.
Previous research has shown that influencer characteristics can influence purchase intention through
attitudinal and psychological mechanisms (Movahednia et al., 2024). Influencer endorsement can also affect
users’ purchase intentions through brand attitudes (Gholami et al., 2021), while influencer marketing has
been associated with the formation of brand image (Ghorbani & Maleki, 2021). Moreover, research on
Instagram-based influencer marketing indicates that influencer marketing is a multidimensional
phenomenon in which the role of influencers, the characteristics of social media environments, and the
nature of audience interaction should be considered simultaneously (Jahanshahi & Rahimpour, 2023).

Although influencer marketing is often examined in relation to promotional effectiveness and
purchase behavior, its potential role in customer value co-creation is broader. Value co-creation refers to
processes through which customers and organizations jointly contribute to the creation, modification, and
realization of value. Rather than considering customers merely as final consumers, value co-creation
recognizes them as active actors who can provide knowledge, experiences, ideas, criticism, and
suggestions that may improve organizational offerings. Research in business-to-business marketing has
demonstrated that value co-creation is multidimensional and depends on interaction, participation, and



appropriate relational mechanisms among involved actors (Afrand Khalilabad et al., 2020). Customer value
itself is also closely linked to the broader quality of organizational relationships and stakeholder
satisfaction (Ardestani, 2020), while customer relationship management emphasizes the importance of
identifying customer differences and developing ongoing value-generating relationships (Greenberg,
2019).

From a market-oriented perspective, organizations are expected to continuously identify customer
needs, collect market information, and use such information to improve products and marketing decisions
(Perry, 2014). Influencer marketing can support this process because influencers are positioned between
firms and customers and can facilitate both outward and inward information flows. They can communicate
brand information to customers while simultaneously communicating customer experiences, preferences,
complaints, and expectations to firms. Therefore, influencer marketing may function not only as a
promotional mechanism but also as an interactive structure that supports customer participation in value
formation.

Recent studies have further emphasized that value co-creation should not be treated as an automatic
result of interaction. Theoretical developments have highlighted the need to clarify who participates in
value co-creation, under what conditions, and through which mechanisms value is created (Re & Magnani,
2026). Similarly, value co-creation mechanisms require intentional design and management, including
clearly defined actor roles and structured interaction processes (You, 2025). Empirical evidence also
indicates that value co-creation practices can strengthen brand loyalty through mechanisms such as
affective commitment and psychological brand ownership (Wang & Yang, 2025). In service contexts,
customer participation in designing and validating services has also been shown to support a more accurate
understanding of customer value (Turunen, 2025). In digital brand environments, the antecedents and
outcomes of value co-creation depend on both platform characteristics and the quality of interaction
between users and organizations (Tran et al., 2025).

Accordingly, examining influencer marketing through a value co-creation perspective requires an
integrated consideration of influencer characteristics, influencer responsibilities, organizational
prerequisites, co-creation components, implementation processes, participatory methods and tools,
benefits, and outcomes. Therefore, the present study aimed to examine the impact of influencer marketing
on customer value co-creation among purchasers of Oriflame products on Instagram.

Methods and Materials

The present study was applied in purpose and quantitative in approach. It employed a descriptive-
survey and correlational design and was cross-sectional in terms of data collection. The statistical
population consisted of followers of well-known and influential individuals on Instagram who had
purchased Oriflame beauty products based on influencer recommendations or descriptions. Because the
exact size of the population was unknown and relatively large, a sample of 384 respondents was selected
using convenience sampling.

Data were collected through an online closed-ended questionnaire. The questionnaire consisted of
two sections. The first section measured demographic characteristics, including gender, age, educational
level, and history of purchasing Oriflame products. The second section contained 17 items measuring
eight main dimensions: influencer characteristics, influencer responsibilities, prerequisites for co-creation
in influencer marketing, components of co-creation in influencer marketing, implementation of co-
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creation, methods and tools of co-creation, benefits of value co-creation, and outcomes of value co-
creation. All items were measured on a five-point Likert scale.

Face validity was assessed by 10 experts in marketing and online sales, and the questionnaire was
revised and confirmed before distribution. Instrument reliability was evaluated using Cronbach’s alpha,
which was 0.87, indicating satisfactory internal consistency. Data were analyzed using descriptive and
inferential statistics. Descriptive analyses included frequency distributions and measures of central
tendency and dispersion. Inferential analyses included assessment of data normality and exploratory factor
analysis. Statistical analyses were conducted using SPSS and AMOS.

Findings

The inferential findings supported the factorial structure of all eight dimensions examined in the
study. Before exploratory factor analysis, the skewness values of all questionnaire items were examined
and were found to fall between -1 and +1, indicating acceptable univariate normality.

For the dimension of influencer characteristics, both items demonstrated satisfactory factor
loadings of 0.826 and 0.843, while extracted communalities were 0.682 and 0.711. The factor explained
approximately 70.39% of the variance, indicating strong factorial representation.

For influencer responsibilities, the factor loadings were 0.757 and 0.800, with extracted
communalities of 0.572 and 0.641. This dimension explained approximately 62.38% of the variance.

Regarding the prerequisites for value co-creation, the two items had factor loadings of 0.757 and
0.774 and communalities of 0.573 and 0.600. The cumulative explained variance was approximately
59.82%.

For the components of value co-creation, the factor loadings were 0.748 and 0.809, and the
corresponding extracted communalities were 0.559 and 0.655. The dimension explained approximately
56.47% of the variance.

For the implementation of value co-creation, factor loadings were 0.718 and 0.861, while
communalities were 0.515 and 0.742. This dimension accounted for approximately 69.87% of the
variance.

The methods and tools of co-creation dimension included three items, with factor loadings of
0.833, 0.841, and 0.811. Their extracted communalities were 0.682, 0.711, and 0.723, respectively. This
factor explained approximately 70% of the variance and demonstrated one of the strongest factorial
structures among the dimensions examined.

For the benefits of value co-creation, factor loadings were 0.767 and 0.801, and extracted
communalities were 0.566 and 0.656. The explained variance was approximately 62%.

Finally, for the outcomes of value co-creation, factor loadings were 0.793 and 0.801, with
communalities of 0.568 and 0.606. The cumulative explained variance was approximately 59%.

Overall, all extracted communalities exceeded 0.50, and factor loadings were within acceptable
ranges. The results therefore supported the adequacy of the eight-dimensional structure and indicated that
all dimensions contributed meaningfully to explaining customer value co-creation in the context of
influencer marketing.

Discussion and Conclusion

The findings indicate that influencer marketing should be understood as a multidimensional
mechanism for customer value co-creation rather than merely as a promotional technique. The confirmed



factorial structure demonstrates that value co-creation depends on a combination of influencer-related,
organizational, relational, and operational conditions.

The strong results for influencer characteristics suggest that the effectiveness of value co-creation
begins with the selection of an appropriate influencer. Credibility, reputation, communication ability,
product relevance, and social influence are important because customers are more likely to interact with
and respond to individuals whom they perceive as trustworthy and relevant. An influencer who lacks
credibility may generate exposure but may not create the level of trust required for meaningful customer
participation.

The results regarding influencer responsibilities further show that influencers should not be limited
to product endorsement. They can act as communication intermediaries between customers and producers.
Their responsibilities may include introducing products, explaining strengths and weaknesses,
encouraging follower participation, identifying customer concerns, and transferring market information
to organizations. This intermediary role can transform influencer marketing into a two-way
communication system.

The findings also emphasize that co-creation requires organizational prerequisites. Appropriate
digital infrastructure, active social media channels, effective customer communication systems, and
structured coordination between companies and influencers are required to ensure that customer
contributions can be collected and used. Without such infrastructure, customer comments and interactions
may remain fragmented and may not produce managerial value.

The confirmation of customer, influencer, and producer roles as key elements also highlights the
multi-actor nature of value co-creation. Effective co-creation requires clarity concerning the
responsibilities, relationships, and mutual expectations of these actors. Firms should therefore design
mechanisms that facilitate the flow of information among customers, influencers, and organizational
decision-makers.

Implementation was also shown to be an important dimension. Customer participation does not
emerge automatically from social media interaction. Organizations must actively build trust, motivate
participation, develop long-term communication programs, and integrate customer feedback into research,
development, marketing, and product design.

The strong factorial results for methods and tools demonstrate that the operational mechanisms of
participation are equally important. Firms may use direct customer involvement, product customization,
electronic word-of-mouth, market research, targeted communication, customer feedback systems, and
collaborative product development to increase participation. These methods can help translate social
media interaction into actionable knowledge.

The confirmed benefits and outcomes of value co-creation indicate that this approach can create
value for both customers and producers. For customers, participation may increase satisfaction, perceived
importance, attachment, and loyalty. For firms, the outcomes may include improved product quality,
greater alignment with market needs, lower marketing and production costs, increased customer retention,
stronger word-of-mouth, higher market share, and improved profitability.

In conclusion, influencer marketing can become an effective strategic mechanism for customer
value co-creation when it is supported by appropriate influencer selection, clearly defined influencer
responsibilities, adequate organizational infrastructure, structured participation processes, suitable tools,
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and long-term relationship management. Firms should therefore move beyond viewing influencers only
as advertising channels and instead integrate them into broader customer relationship, market learning,
and value co-creation systems.
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