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Abstract

The objective of this study was to test and validate a digital social media marketing model aimed at explaining its role in developing
strategic intelligence in small and medium-sized enterprises (SMEs) in Tehran Province. This applied research adopted a descriptive—
survey design using a quantitative approach. The statistical population consisted of senior, middle, and operational managers of 1,974
SMEs in Tehran Province (25,890 managers in total). Based on Cochran’s formula, a sample of 379 respondents was selected. Data were
collected using a researcher-developed questionnaire adapted from Hosseinzadeh et al. (2025). Reliability was confirmed through
Cronbach’s alpha and composite reliability (CR>0.7), and validity was verified using AVE>0.5 and the Fornell-Larcker criterion. Data
were analyzed through Partial Least Squares Structural Equation Modeling (PLS-SEM) using Smart PLS4. All structural paths were
statistically significant at the 95% confidence level (t>1.96, p<<0.001). The strongest path coefficient was related to digital organizational
resources and capabilities (3=0.862), followed by digital strategic awareness ($=0.837). The R? values for endogenous constructs ranged
from 0.328 to 0.743, indicating acceptable to strong explanatory power. Model fit indices (SRMR=0.090; NFI=0.910) confirmed
adequate overall model fit. The proposed digital social media marketing model demonstrates satisfactory explanatory and predictive power
and provides an integrated framework for enhancing strategic intelligence in SMEs.
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Extended Abstract

Introduction

The rapid expansion of digital technologies and the pervasive diffusion of social media platforms have
fundamentally transformed the competitive landscape of contemporary markets. Social media marketing is no
longer a supplementary promotional tool but a strategic infrastructure that shapes customer engagement, brand
positioning, and data-driven decision-making processes (Dwivedi et al., 2021). The evolution of digital
marketing has emphasized the need for organizations to integrate interactive platforms into their strategic
architecture rather than treating them as isolated communication channels (Chaffey & Ellis-Chadwick, 2019).
In this context, social media platforms serve as dynamic ecosystems for co-creating value, capturing behavioral
data, and generating actionable market intelligence.

Scholarly attention has increasingly shifted from descriptive explorations of social media tools to conceptual
and empirical investigations of social media marketing strategy as a multidimensional construct (Li et al.,
2021). A structured social media marketing strategy involves goal alignment, platform selection, content
orchestration, engagement management, analytics deployment, and performance measurement. Empirical
evidence demonstrates that the strategic deployment of digital marketing initiatives significantly enhances

SME performance indicators, including growth, competitiveness, and market expansion (Chen et al., 2023).



Furthermore, research on start-ups highlights that social media usage contributes to performance improvement
through the mediating effect of brand image and strategic positioning (Bruce et al., 2025).

The theoretical foundations of social media effectiveness are grounded in social interaction theory, which
posits that engagement quality and perceived relational value determine marketing outcomes (Chen &
Camillus, 2020). Activities on social media influence social identification, perceived value, and satisfaction,
which in turn shape behavioral responses (Chen & Lin, 2019). Consumer engagement has been confirmed as
a mediator between social network marketing and purchase intention (Toor et al., 2017), while brand
awareness operates as a mediating mechanism in digital purchase decisions (Simamora, 2025). These findings
indicate that social media marketing generates both cognitive and behavioral effects that extend beyond short-
term sales outcomes.

In the digital era, social media marketing has evolved from a discretionary activity into a strategic necessity
(Khanom, 2023). Organizations operating under economic uncertainty increasingly rely on social media
frameworks to maintain market visibility and relational continuity (Othman & Maarek, 2025). Even resource-
constrained organizations adopt social platforms as cost-efficient communication tools (Marthinus et al.,
2025). Simultaneously, technological advancements such as Al-driven campaign optimization and machine
learning analytics enhance marketing precision and strategic adaptability (Talha, 2025). Personalized
recommender systems further illustrate how digital infrastructures convert user data into customer value and
competitive advantage (Behera et al., 2019).

Despite these advancements, existing research predominantly concentrates on marketing performance metrics
rather than on the development of strategic intelligence. Strategic intelligence, conceptualized as an
organizational capability that enables environmental scanning, analytical insight, and adaptive decision-
making, has been shown to strengthen SME resilience in times of global crises (Cameron et al., 2023).
Marketing activities contribute to customer value creation and competitive positioning when aligned with
broader strategic frameworks (Misra et al., 2022). However, integrative models linking social media
marketing capabilities to strategic intelligence development remain limited. Although digital marketing models
for start-ups and digital ventures have been proposed (Mirmohammadi Shektaei et al., 2025), and platform-
based social media strategies have been examined (Rosario & Dias, 2023), few studies empirically test a
comprehensive framework that systematically connects digital social media marketing dimensions with
strategic intelligence outcomes in SMEs.

Given these gaps, this study seeks to design and empirically test a digital social media marketing model aimed
at enhancing strategic intelligence in small and medium-sized enterprises. By integrating digital capabilities,
marketing competencies, organizational learning, and strategic alignment within a unified framework, the
study contributes to bridging the divide between operational marketing activities and strategic decision-making
processes.

Methods and Materials



This research employed an applied, descriptive-survey design using a quantitative approach. The statistical
population consisted of senior, middle, and operational managers of small and medium-sized enterprises
located in Tehran Province. According to official statistics, 1,974 SMEs were active in the region, comprising
a total managerial population of 25,890 individuals. Using Cochran’s formula, a sample size of 379
respondents was determined.

Data were collected through a researcher-developed questionnaire adapted from a validated doctoral
dissertation instrument. The questionnaire measured constructs including digital organizational resources and
capabilities, digital strategic awareness, integration between social media marketing and strategic intelligence,
social media marketing capabilities, digital barriers and challenges, and strategic learning and adaptability.
Reliability was assessed using Cronbach’s alpha and composite reliability. Convergent validity was examined
through Average Variance Extracted (AVE), and discriminant validity was evaluated using the Fornell-
Larcker criterion. Data analysis was conducted through Partial Least Squares Structural Equation Modeling
(PLS-SEM) using Smart PLS4 software.

Findings

The measurement model demonstrated satisfactory reliability and validity. All factor loadings exceeded the
acceptable threshold of 0.40. Cronbach’s alpha and composite reliability values were above 0.70 for all latent
constructs, confirming internal consistency. AVE values exceeded 0.50, indicating adequate convergent
validity. Discriminant validity was confirmed through the Fornell-Larcker criterion, as the square roots of
AVE for each construct were greater than their inter-construct correlations.

The structural model exhibited acceptable explanatory power. R2 values ranged from 0.328 to 0.743 across
endogenous constructs, indicating moderate to strong predictive capacity. Predictive relevance (Q?) values
confirmed satisfactory predictive performance. Model fit indices demonstrated acceptable overall fit, with
SRMR below 0.10 and NFI above 0.90.

All hypothesized structural paths were statistically significant at the 95% confidence level (t > 1.96, p <0.001).
The strongest path coefficient corresponded to digital organizational resources and capabilities (f = 0.862),
followed by digital strategic awareness (p = 0.837). Strategic integration between social media marketing and
strategic intelligence also exhibited a substantial positive effect (B = 0.678). Strategic learning and adaptability
(B = 0.637), digital barriers and challenges (B = 0.613), and social media marketing capabilities ( = 0.573)
demonstrated significant contributions to strategic intelligence development. These results collectively support
the robustness of the proposed model.

Discussion and Conclusion

The findings underscore the central role of digital organizational resources and capabilities in fostering
strategic intelligence within SMEs. Digital infrastructure, analytical skills, and technological readiness form
the foundational architecture through which data from social media platforms can be transformed into strategic

insights. Without adequate digital maturity, marketing activities remain tactical rather than strategic.



Digital strategic awareness emerged as a critical cognitive dimension. Managerial understanding of digital
trends, consumer behavior analytics, and technological opportunities enables organizations to interpret social
media data in a forward-looking manner. Awareness transforms raw information into meaningful intelligence,
reinforcing the idea that strategic intelligence is both technological and cognitive.

The integration of social media marketing with strategic intelligence processes represents a pivotal mechanism
within the model. When marketing activities are aligned with strategic planning cycles, analytics outputs
inform high-level decision-making. This integration reduces the gap between operational marketing execution
and long-term strategic formulation, thereby enhancing organizational agility.

Social media marketing capabilities contribute significantly to intelligence development by strengthening
customer engagement, interaction quality, and content effectiveness. These capabilities serve as conduits for
capturing rich behavioral data. Meanwhile, strategic learning and adaptability amplify the organization’s
ability to interpret feedback loops and adjust strategies dynamically. Learning-oriented SMEs can leverage
digital interactions to refine competitive positioning continuously.

Although digital barriers and challenges were significant, their influence suggests that limitations in financial
resources, digital literacy, or organizational culture may hinder optimal implementation. Overcoming such
constraints requires structured investments in digital competencies and the cultivation of an innovation-
oriented mindset.

Overall, the proposed digital social media marketing model demonstrates strong explanatory and predictive
capacity in enhancing strategic intelligence within SMEs. By integrating digital resources, strategic awareness,
marketing capabilities, and adaptive learning into a unified framework, the study offers a comprehensive
approach to bridging marketing execution and strategic decision-making. The model provides both theoretical
advancement and practical direction for SMEs seeking sustainable competitive advantage in increasingly data-

driven environments.
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