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 ABSTRACT 

This study explored the impact of social media influencer marketing on consumer behavior and brand perception 

in Tunisia through two case studies: “Yousr Ferjani and Natura Siberica” and “Study Abroad With Samy Chaffai.” 

Using qualitative methods and thematic analysis, the research examined influencers' content strategies, 

engagement, and audience response. Findings show that authenticity, cultural relevance, and strategic use of 

content formats across platforms are key to successful influencer campaigns. Influencers who align with the 

promoted brand and remain transparent foster greater trust and engagement. The study offers valuable insights for 

optimizing influencer marketing in the Tunisian context.  
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Tunus'ta Sosyal Medya Influencer Pazarlaması: Influencer Kampanyalarının Kapsamlı Bir 

Nitel Analizi 

 

ÖZ 

Bu çalışma, Tunus'ta sosyal medya fenomen pazarlamasının tüketici davranışı ve marka algısı üzerindeki etkisini, 

“Yousr Ferjani ve Natura Siberica” ile “Study Abroad with Samy Chaffai” kampanyaları üzerinden incelemiştir. 

Nitel yöntem ve tematik analiz kullanılarak içerik stratejileri, etkileşim düzeyleri ve hedef kitle tepkileri analiz 

edilmiştir. Bulgular, özgünlük, kültürel uyum ve çok yönlü içerik stratejilerinin kampanyaların başarısında 

belirleyici olduğunu ortaya koymuştur. Şeffaf ve marka ile uyumlu fenomenlerin daha fazla güven ve etkileşim 

sağladığı görülmüştür. Çalışma, Tunus bağlamında etkili fenomen pazarlamasına dair önemli çıkarımlar 

sunmaktadır. 
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GENİŞLETİLMİŞ ÖZET  

Amaç ve Kapsam:  

Bu araştırmanın amacı Tunus'taki sosyal medya influencer pazarlama kampanyalarının derinlemesine nitel 

analizini yürütmektir. Çalışma, influencer'ların kitleleriyle nasıl etkileşime girdiğini ve bu etkileşimlerin tüketici 

davranışını ve marka algısını nasıl şekillendirdiğini anlamaya odaklanmaktadır. WorldWide Studies'den Samy 

Chaffai ve Natura Siberica'dan Yousr Ferjani olmak üzere iki önemli influencer'ın kampanyalarını inceleyerek, bu 

araştırma, Tunus'un benzersiz sosyo-kültürel bağlamında influencer pazarlama stratejilerinin etkinliğini 

keşfetmeyi amaçlamaktadır. Çalışma, kültürel alaka, özgünlük ve sosyal medya platformlarında içeriğin stratejik 

kullanımı gibi faktörleri göz önünde bulundurarak, bu bölgedeki influencer pazarlamasının dinamiklerini 

tanımlamayı ve açıklamayı amaçlamaktadır. 

Yöntem: 

Bu araştırma nitel bir yaklaşım benimseyerek Yousr Ferjani ve Samy Chaffai'nin kampanyalarını incelemek için 

vaka çalışması analizini kullanmaktadır. Çalışma, küresel olarak influencer pazarlamasının evrimini ve Tunus'taki 

belirli tezahürlerini inceleyen ayrıntılı bir literatür incelemesine dayanmaktadır. Veriler, kampanya materyalleri, 

sosyal medya gönderileri ve hedef kitle etkileşimleri gibi ikincil kaynakların bir kombinasyonu ve bu influencer'lar 

tarafından üretilen içeriğin tematik analizi yoluyla toplandı. Analiz, içerik stratejisi, hedef kitle katılımı ve 

kampanyaların marka algısı ve tüketici davranışı üzerindeki genel etkisi gibi temel yönlere odaklandı. Nitel 

yöntem, influencer'ların kişisel markalarının ve özgünlüğünün pazarlama çabalarının başarısına nasıl katkıda 

bulunduğuna dair ayrıntılı bir anlayış sağlamıştır. 

Bulgular: 

Bulgular, Tunus'taki influencer pazarlama kampanyalarının başarısı için özgünlük ve kültürel alaka düzeyinin çok 

önemli olduğunu ortaya koymaktadır. Hem Yousr Ferjani hem de Samy Chaffai, kitlelerini etkilemek için kişisel 

anlatılarını ve güvenilirliklerini etkili bir şekilde kullanmışlardır. Yousr Ferjani'nin Natura Siberica için yaptığı 

kampanya, kitlenin ilgisini sürdürmek ve etkileşimi artırmak için Instagram Reels ve TikTok videoları gibi çeşitli 

içerik formatlarını kullanmanın önemini vurgulamıştır. Benzer şekilde, Samy Chaffai'nin eğitim kampanyası, 

onların beklentileriyle uyumlu değerli ve bilgilendirici içerikler sağlayarak kitlesiyle yankı bulmuştur. Çalışma, 

etkileyicilerin takipçileriyle kişisel düzeyde bağlantı kurma becerisiyle birleşen stratejik içerik oluşturmanın, 

tüketici güvenini oluşturmada ve satın alma kararlarını etkilemede önemli bir rol oynadığını bulmuştur. 

Sonuç ve Tartışma:  

Araştırma, Tunus'ta influencer pazarlamasının, kitlenin kültürel ve sosyal bağlamına göre uyarlandığında en etkili 

olduğu sonucuna varmıştır. Bu kampanyaların başarısı, özgünlüğün, stratejik içerik planlamasının ve kişisel 

markası tanıtılan ürün veya hizmetle uyumlu olan etkileyicilerin dikkatli bir şekilde seçilmesinin önemini vurgular. 

Çalışma ayrıca, özellikle tüketicilerin giderek daha bilgili ve seçici olduğu Tunus gibi bir pazarda pazarlama 

hedeflerine ulaşırken özgünlüğü koruma zorluklarını da vurgular. Bu araştırmadan elde edilen içgörüler, benzer 

kültürel bağlamlarda etkileyici pazarlamayı kullanmayı hedefleyen markalar için değerli rehberlik sağlar. 

Gelecekteki araştırmalar, bu tür kampanyaların marka sadakati ve tüketici davranışı üzerindeki uzun vadeli etkisini 

farklı bağlamda araştırabilir. 
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1. INTRODUCTION 

Social media has revolutionized communication and marketing, with influencer marketing standing out 

as a particularly effective strategy. Influencers leverage their credibility on platforms like Instagram and 

TikTok to engage audiences and promote products in a way that feels authentic (Lou & Yuan, 2019; 

Sanny et al., 2020). In Tunisia, where digital engagement is growing rapidly, this approach is 

increasingly influential. 

With about 66% of Tunisians active on social media as of 2021 (DataReportal, 2021), the country 

presents a unique landscape for studying influencer marketing. Local influencers, who cater to a diverse 

range of interests, have become central to marketing strategies, offering valuable insights into consumer 

engagement and brand perception (Jaziri, 2019). 

This article explores the evolution of influencer marketing in Tunisia, focusing on two case studies: 

“Study Abroad With Samy Chaffai” and “Yousr Ferjani (YoTips) and Natura Siberica.” By analyzing 

these campaigns, the research addresses key questions about the effectiveness of influencer strategies 

and provides practical recommendations for brands operating in similar markets. 

1.1. Purpose of the Study 

The purpose of this study is to investigate the impact and effectiveness of influencer marketing within 

the Tunisian market. By examining the strategies and outcomes of influencer campaigns, the study aims 

to uncover the factors contributing to successful influencer collaborations and their influence on 

consumer behavior. Specifically, it seeks to analyze how influencers in Tunisia engage their audiences, 

the authenticity of their promotions, and the implications for brands seeking to leverage this marketing 

strategy. 

1.2. Problematic 

Despite the global success of influencer marketing, there is limited research focused on its application 

and impact in emerging markets such as Tunisia. The rapid growth of social media in Tunisia presents 

a unique opportunity to explore how local influencers affect consumer engagement and brand 

perceptions. Understanding these dynamics is crucial for brands aiming to optimize their influencer 

marketing strategies in this context. The key issues addressed in this study include the effectiveness of 

different influencer strategies, the role of cultural and contextual factors, and the challenges faced by 

brands and influencers in this evolving market. 

1.3. Research Questions 

- How has influencer marketing evolved in Tunisia, and what strategies and tactics characterize 

successful campaigns? 

This question aims to map out the development of influencer marketing in Tunisia, identifying key 

trends and strategies that define effective campaigns. 

- Who are the key social media influencers in Tunisia, and what impact do their campaigns have 

on audience engagement and brand outcomes? 

This question seeks to identify leading influencers and assess how their campaigns influence consumer 

engagement and brand success. 

- What insights can be drawn from case studies of influencer campaigns in Tunisia regarding best 

practices and challenges in this emerging market? 

This question focuses on deriving actionable insights from specific campaigns, highlighting best 

practices and potential obstacles faced by influencers and brands. 

The research adopts a qualitative approach, utilizing in-depth case studies to provide a nuanced 

understanding of influencer marketing in Tunisia. This design is justified for several reasons: 

- Contextual Richness: Qualitative methods allow for a detailed exploration of the cultural and 

contextual factors influencing influencer marketing in Tunisia. By examining specific case 
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studies, the research captures the complexities and subtleties of influencer strategies and their 

outcomes. 

- In-depth Insights: Case studies of selected influencer campaigns provide comprehensive 

insights into the strategies, execution, and impact of marketing efforts. This approach enables a 

thorough analysis of how influencers engage their audiences and the effectiveness of their 

campaigns. 

- Emerging Market Focus: Given the limited existing research on influencer marketing in Tunisia, 

a qualitative approach is well-suited to uncover new patterns and insights specific to this market. 

The findings will contribute to a deeper understanding of influencer marketing dynamics in an 

emerging context. 

- Practical Implications: By focusing on real-world case studies, the research offers practical 

recommendations for brands and influencers, helping them navigate the challenges and 

opportunities within the Tunisian market. 

This design ensures a comprehensive analysis of influencer marketing, providing valuable insights that 

can inform both academic understanding and practical marketing strategies. 

To resume, this research aims to provide a comprehensive analysis of influencer marketing in Tunisia, 

highlighting the evolution of this practice, the key players involved, and the strategies that drive 

successful campaigns. Through the case studies and analysis presented, the research offers a detailed 

look at the unique characteristics of influencer marketing in this market, contributing both to academic 

literature and practical marketing strategies. 

2. LITERATURE REVIEW 

2.1. Social Media Marketing 

Social media platforms, such as Facebook, Instagram, Twitter, and LinkedIn, are digital spaces where 

users create, share, and interact with content. These platforms facilitate the formation of virtual 

communities and enable real-time communication. Social media’s core concepts include user-generated 

content, network building, and interactive engagement, which collectively transform how individuals 

and businesses communicate and connect (Kaplan & Haenlein, 2010). 

In the realm of business marketing, social media has become a pivotal tool for brands aiming to enhance 

their reach and engage directly with consumers. It allows businesses to execute targeted marketing 

strategies, build brand loyalty, and foster customer relationships. Social media enables brands to 

communicate messages effectively, drive traffic to websites, and gather actionable insights through 

consumer interactions and feedback (Tuten & Solomon, 2017). 

Measuring the success of social media marketing efforts involves analyzing various metrics and 

analytics. Key performance indicators include engagement rates (likes, comments, shares), reach (the 

total number of unique users who see the content), and impressions (the total number of times content 

is displayed). Tools for social media analytics help track these metrics, providing valuable data that 

helps brands assess the effectiveness of their campaigns and refine their strategies (Chaffey, 2019). 

2.2. Influencer Marketing 

Influencers are individuals with the ability to affect others’ purchasing decisions due to their expertise, 

authority, or relationship with their audience. Social media influencers specifically utilize platforms like 

Instagram, YouTube, and TikTok to build and engage large followings. Their influence stems from their 

perceived credibility and their ability to integrate promotional content into their personal brand 

authentically (Freberg et al., 2011). 

Influencer marketing has transitioned from traditional celebrity endorsements to a broader range of 

influencers, including micro and macro influencers. Initially dominated by high-profile celebrities, the 

field now includes influencers with smaller, more niche audiences who often achieve higher engagement 

rates through personalized interactions. This evolution reflects a shift towards more targeted and 

authentic marketing approaches (Brown & Hayes, 2008). 
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Social media influencers are categorized based on their reach and niche focus. Mega-influencers have 

extensive followings and significant influence, while macro-influencers have large audiences but not at 

the celebrity level. Micro-influencers, with smaller yet highly engaged followings, and nano-influencers, 

who cater to very niche groups, also play crucial roles. Each type offers different benefits depending on 

campaign goals and target audience (Arora et al., 2020). 

Effective influencers are characterized by credibility, relatability, and authenticity. Their ability to 

connect with audiences is enhanced by their perceived honesty and relevance. Influencers vary in their 

content style, engagement frequency, and interaction levels, which all contribute to their impact on 

marketing campaigns. The alignment between influencer traits and brand values is critical for successful 

collaborations (Hwang & Zhang, 2018). 

Successful influencer marketing strategies involve selecting influencers who align with the brand’s 

values and objectives. Tactics include sponsored posts, collaborations, giveaways, and influencer 

takeovers. Brands often leverage influencers’ unique styles and deep audience connections to create 

authentic and compelling content. Effective campaigns are characterized by clear goals, well-defined 

metrics, and strategic content integration (Lou & Yuan, 2019). 

2.3. Impact of Influencer Marketing on Consumer Behavior 

Trust and credibility are fundamental to the effectiveness of influencer marketing. Influencers who are 

perceived as trustworthy and knowledgeable can significantly impact consumer attitudes and behavior. 

Their endorsements are often viewed as more credible compared to traditional advertisements, leading 

to greater influence on consumer decision-making (Sanny et al., 2020). 

Relatability and identification with influencers enhance their effectiveness. Consumers are more likely 

to engage with influencers who they feel are similar to themselves or who embody desirable attributes. 

This connection fosters stronger engagement and can lead to more impactful marketing outcomes 

(McCracken, 1989). 

The perceived authenticity of influencer content is crucial for successful marketing. Content that appears 

genuine and aligns with the influencer’s personal brand tends to resonate more with audiences. High-

quality content that maintains this authenticity can drive higher engagement and influence consumer 

perceptions positively (Marwick, 2015). 

Influencer marketing can significantly affect consumer purchase intent and behavior. Effective 

campaigns can enhance brand visibility, drive engagement, and influence purchasing decisions by 

presenting products in a relatable and persuasive manner. The integration of products into influencers’ 

content in a natural way contributes to these outcomes (Evans et al., 2017). 

3. METHODOLOGY 

3.1. Research Design  

The research design for this study is exploratory, descriptive, and qualitative. This approach is well-

suited to address the complexities of influencer marketing in Tunisia, allowing for a nuanced 

examination of the subject. 

- Exploratory: This study seeks to uncover new insights into the influencer marketing landscape 

in Tunisia, focusing on emerging trends and strategies. 

- Descriptive: The research provides detailed descriptions of the execution, strategies, and 

outcomes of specific influencer marketing campaigns. 

- Qualitative: By focusing on qualitative methods, the research delves into the subjective 

experiences and effects of influencer marketing, rather than relying on numerical data. 

The chosen methodology is highly compatible with the research subject as it provides a comprehensive 

understanding of influencer marketing practices within the Tunisian context. Qualitative methods are 

particularly suited for exploring the dynamic and context-specific nature of social media influencer 

campaigns, which is crucial for capturing the subtleties of how influencer marketing operates in Tunisia. 
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3.2. Qualitative Methods  

The qualitative component involves case studies and content analysis to explore the context and content 

of social media influencer campaigns. This qualitative analysis aims to provide a contextual 

understanding of influencer marketing trends and strategies in Tunisia and a detailed examination of 

specific Tunisian influencer campaigns. 

- Case Study: A detailed examination of influencer marketing trends and strategies in Tunisia was 

conducted to identify key themes, trends, and strategies employed by influencers and brands. 

This in-depth research provided insights into the current practices and effectiveness of 

influencer marketing in the Tunisian context. 

- Campaigns Analysis: A detailed campaigns analysis was performed by analyzing the content 

and the execution of two successful specific campaigns conducted by well-known influencers 

in Tunisia to understand the strategies and content used by influencers. This approach is selected 

for its ability to offer a detailed examination of these campaigns’ execution and outcomes. 

Study of Campaign 1: “Study Abroad With Samy Chaffai” London Edition 

Study of Campaign 2: “Yousr Ferjani (YoTips) and Natura Siberica” 

Each campaign study provides a comprehensive view of the campaign’s objectives, strategies, 

execution, and results. This method is chosen to uncover detailed insights into the influencer marketing 

practices and their effectiveness in the Tunisian market. 

3.3. Selection of the Campaigns 

The selection of the two campaigns is based on their prominence and relevance in the Tunisian 

influencer marketing landscape. These campaigns are chosen for their distinct approaches and outcomes, 

providing valuable examples of different strategies and their impacts. The cases are selected to represent 

a range of influencer marketing tactics and provide insights into their effectiveness. 

3.4. Data Collection  

Regarding the case study about the influencer marketing trends and strategies in Tunisia, the information 

was gathered through a comprehensive review of literature, industry reports, and analysis of publicly 

available data from social media platforms. 

For the campaigns analysis, social media posts, influencer content, and consumer interactions were 

collected for this qualitative analysis. Specific criteria, such as the popularity of influencers and the 

relevance of content, were used to select the data. 

Data collection involves analyzing various aspects of the selected campaigns: 

- Campaign Materials: This includes examining promotional content, social media posts, and 

other marketing materials related to the campaigns. 

- Engagement Metrics: Analysis of engagement metrics such as likes, views and comments to 

assess the campaign’s impact. 

3.5. Data Analysis  

Data analysis is conducted qualitatively, focusing on thematic analysis to identify patterns and themes 

within the campaign materials and engagement metrics. 

- Thematic Analysis: This involves coding and categorizing data to uncover key insights related 

to campaign strategies, influencer roles, and marketing outcomes. The analysis aims to interpret 

how different elements of the campaigns contribute to their success or challenges. 

- Campaign Evaluation: Evaluating the effectiveness of the campaigns based on their objectives, 

strategies, and results. This includes assessing the alignment of the campaigns with their 

intended goals and the overall impact on the target audience. 

3.6. Validity and Reliability  

Ensuring validity and reliability in qualitative research involves establishing trustworthiness and 

credibility. This includes: 
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- Triangulation: Using multiple data sources to verify findings and enhance the robustness of the 

analysis. 

- Transparency: Documenting the data collection and analysis processes to ensure clarity and 

consistency in the research. 

3.7. Ethical Considerations 

Ethical considerations were taken into account to ensure the integrity and confidentiality of the research. 

All data were collected from publicly available social media posts, ensuring that no private information 

was accessed or used without consent. The analysis focuses on publicly shared content and engagement 

metrics. 

As there are no direct interactions with participants, the focus is on maintaining ethical standards in the 

analysis and reporting of campaign data. 

3.8. Limitations 

The study acknowledges potential limitations, such as the focus on only two case studies which may not 

capture the full spectrum of influencer marketing practices in Tunisia. Additionally, the analysis is based 

on available campaign materials and engagement metrics, which may not provide a complete picture of 

the campaigns’ impact. 

4. ANALYSIS AND INTERPRETATION 

This part of the article examines two influencer marketing campaigns: “Study Abroad With Samy 

Chaffai” London Edition and “Yousr Ferjani (YoTips) and Natura Siberica.” The analysis focuses on 

strategies, effectiveness, and impacts on consumer trust, engagement, brand perception, and market 

outcomes. It uses thematic analysis to evaluate content strategy, engagement metrics, audience reach, 

and consumer trust. 

4.1. Campaign 1: “Study Abroad With Samy Chaffai” London Edition 

4.1.1. Overview of the Campaign  

The “Study Abroad With Samy Chaffai” campaign aimed to promote WorldWide Studies’ educational 

programs. Leveraging Samy Chaffai’s influence, the campaign sought to increase inquiries and 

enrollments by presenting study abroad opportunities in a manner that was relatable and engaging. Samy 

Chaffai, a well-known social media personality, utilized his platform to highlight the benefits of studying 

abroad through personal anecdotes and informative content. 

4.1.2. Objectives of the Campaign  

- Raise Awareness: The campaign aimed to elevate awareness about WorldWide Studies’ 

educational offerings. 

- Build Trust: Establish consumer trust regarding the value and credibility of studying abroad 

opportunities. 

- Increase Inquiries and Enrollments: Drive higher engagement with the educational programs 

and facilitate increased student enrollments. 

4.1.3. Thematic Analysis  

Content Strategy and Execution: 

- Multifaceted Approach: The campaign employed a diverse array of content formats, including 

Instagram Reels, Stories, TikTok videos, and live sessions. This multifaceted approach catered 

to various content preferences and maximized audience engagement. 

- Authenticity and Relatability: Samy Chaffai’s personal storytelling, including his own 

experiences and excitement about studying abroad, added a layer of authenticity that enhanced 

the campaign’s credibility. 
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Engagement Metrics: 

- Instagram Reels: The Reels achieved high engagement, with notable metrics such as 650,000 

views for the London campuses reel, indicating significant audience interaction. 

- TikTok Videos: While engagement on TikTok was somewhat lower compared to Instagram, it 

still garnered substantial interest, exemplified by 80,000 views for the London campuses video. 

- Instagram Stories: Stories proved effective for real-time engagement, featuring interactive 

elements and direct links to the WorldWide Studies website, which facilitated immediate 

audience action. 

Audience Reach: 

- Broader Demographic Reach: The campaign successfully reached a wide range of 

demographics by leveraging multiple platforms and employing cross-promotional strategies, 

thereby expanding its audience base 

Impact on Consumer Trust: 

- Building Trust: Transparent communication and personal storytelling significantly contributed 

to building consumer trust. The campaign’s authenticity was a key factor in enhancing trust. 

- Influencer Credibility: Samy’s established reputation as a trusted content creator played a 

pivotal role in the campaign’s effectiveness, reinforcing the message and encouraging audience 

engagement. 

Outcomes: 

- Increased Brand Visibility: The campaign’s strategic content dissemination led to heightened 

online visibility for WorldWide Studies. 

- Enhanced Inquiries: Direct links and compelling calls to action contributed to increased 

inquiries and potential student enrollments. 

4.2. Campaign 2: “Yousr Ferjani (YoTips) and Natura Siberica” 

4.2.1. Overview of the Campaign 

The “Yousr Ferjani (YoTips) and Natura Siberica” campaign focused on boosting Natura Siberica’s 

brand visibility and driving product adoption in Tunisia. By leveraging YoTips' engaging and relatable 

content, the campaign aimed to enhance brand recognition and foster consumer trust in Natura Siberica’s 

products. 

4.2.2. Objectives of the Campaign 

- Increase Brand Visibility: Enhance Natura Siberica’s presence and recognition within the 

Tunisian market. 

- Foster Consumer Trust: Build and reinforce consumer trust in the efficacy and quality of Natura 

Siberica’s products. 

- Drive Sales and Product Adoption: Utilize influencer marketing to stimulate sales and 

encourage product adoption through effective content and engagement strategies. 

4.2.3. Thematic Analysis 

Content Strategy and Execution: 

- Multifaceted Approach: The campaign utilized a variety of content formats, including Instagram 

Reels, Stories, and TikTok videos. The focus was on unboxing experiences and trendy, visually 

appealing content. 

- Authenticity and Visual Appeal: Yousr Ferjani’s personal stories, coupled with high-quality 

visuals, effectively resonated with her audience, enhancing the campaign’s authenticity and 

appeal. 

Engagement Metrics: 

- Instagram Reels: The reel achieved significant engagement, with notable metrics such as 1.7 

million views for the Eye Patches reel, indicating a high level of audience interaction. 
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- TikTok Videos: TikTok video also performed well but with slightly less engagement compared 

to Instagram, as seen with 660,000 views for the Eye Patches video. 

- Instagram Stories: Stories were highly effective, featuring personal routines, promotional codes, 

and interactive content that drove deeper engagement and consumer interaction. 

Audience Reach: 

- Extensive Multi-Platform Presence: The campaign reached a broad audience through its 

strategic use of Instagram and TikTok, effectively engaging diverse segments of the market. 

Impact on Consumer Trust: 

- Building Trust Through Authentic Engagement: Personal and transparent communication by 

YoTips built strong consumer trust. Her credibility and genuine endorsements played a crucial 

role in reinforcing trust in Natura Siberica’s products. 

- Enhancing Credibility: Yousr’s established reputation and personal connection with her 

audience significantly enhanced the campaign’s effectiveness. 

Outcomes: 

- Increased Brand Visibility: The campaign successfully elevated awareness and visibility of 

Natura Siberica among Tunisian consumers. 

- Enhanced Consumer Trust: The authentic presentations and educational content contributed to 

strengthened consumer trust. 

- Driven Inquiries and Sales: Effective use of promotional codes and purchase links facilitated 

increased inquiries and sales. 

4.3. Interpretation of Results  

The analysis of the two campaigns provides valuable insights into the effectiveness of influencer 

marketing in Tunisia: 

- Authenticity and Relatability of Influencers: Authentic and relatable content is crucial for 

success. Both campaigns demonstrated that influencers' genuine content fosters trust and 

enhances campaign effectiveness. 

- Strategic Use of Multiple Content Formats and Platforms: Utilizing a diverse range of content 

formats across multiple platforms ensures broad reach and maximizes engagement. The 

strategic approach to content distribution is essential for effective influencer marketing. 

- Established Credibility of Influencers: The pre-existing trust and credibility of influencers 

significantly enhance campaign effectiveness. Established influencers bring added value 

through their reputation and relationship with their audience. 

- Impact on Consumer Trust and Behavior: Influencer marketing has a substantial impact on 

consumer behavior. Effective campaigns shape brand perception and influence purchasing 

decisions. 

- Effectiveness in Driving Brand Visibility and Sales: High engagement levels and direct calls to 

action contribute to increased brand visibility and sales. Both campaigns successfully leveraged 

these elements to achieve their objectives. 

- Comparative Insights: The tailored strategies for different target audiences underscore the 

importance of personalized content. Adapting strategies to specific audience needs and 

preferences enhances overall effectiveness. 

5. CONCLUSION AND RECOMMENDATIONS 

5.1. General Conclusion 

This research provides a thorough examination of social media influencer marketing in Tunisia, with a 

focus on two key case studies: the “Yousr Ferjani and Natura Siberica” campaign and the “Study Abroad 

With Samy Chaffai” campaign. The study aimed to explore how these campaigns leveraged influencer 

marketing strategies to achieve their objectives and engage their target audiences within the unique 

cultural landscape of Tunisia. 
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The literature review established a solid theoretical foundation by exploring the global evolution of 

influencer marketing and its relevance in the Tunisian context. It highlighted key themes such as 

authenticity, credibility, content strategy, and audience engagement. These elements were crucial in 

understanding the effectiveness of influencer marketing within Tunisia's social and cultural framework. 

The analysis of the two campaigns revealed that authenticity and relatability are central to the success 

of influencer marketing in Tunisia. Samy Chaffai’s campaign, which focused on educational content 

and personal narratives, successfully increased inquiries and enrollments by resonating with students’ 

aspirations. Yousr Ferjani’s campaign for Natura Siberica, on the other hand, effectively promoted 

beauty and lifestyle products through a mix of visually appealing content and personal engagement, 

enhancing brand visibility and consumer trust. 

Key findings indicate that the success of these campaigns was driven by the influencers' ability to 

connect personally with their audiences, the strategic use of multiple content formats across platforms, 

and the influencers' established credibility. These factors not only influenced consumer behavior but 

also strengthened brand perception and engagement. 

5.2. Recommendations  

Based on the findings, several recommendations can be made for optimizing influencer marketing 

campaigns in Tunisia: 

- Prioritize Authenticity and Relatability: Brands should collaborate with influencers whose 

personal brand aligns with their products or services. Authentic content fosters genuine 

connections with the audience, enhancing trust and engagement. 

- Adopt a Multifaceted Content Strategy: Utilizing a mix of content formats—such as Instagram 

Reels, Stories, and TikTok videos—ensures a broader reach and caters to different audience 

preferences. 

- Leverage Influencer Credibility: Partnering with influencers who have a strong reputation and 

history of producing trustworthy content can significantly enhance the effectiveness of 

campaigns. 

- Monitor and Adapt Engagement Metrics: Tracking real-time feedback and interactions allows 

for timely adjustments to strategies, ensuring sustained engagement and relevance. 

- Address Content Fatigue: To maintain audience interest, regularly refresh content and explore 

new creative approaches to prevent diminishing returns. 

- Incorporate Consumer Education: Providing detailed information about products or services 

enhances consumer understanding and confidence, influencing purchasing decisions. 

- Use Promotional Incentives: Discount codes and limited-time offers can drive immediate 

consumer action and boost campaign impact. 

- Conduct Post-Campaign Evaluations: Regular assessments of campaign effectiveness help 

refine future strategies and optimize overall impact. 

To conclude, this research has thoroughly examined the intricate dynamics of influencer marketing in 

Tunisia, providing valuable insights into the strategies, challenges, and outcomes of campaigns in this 

unique context. The findings emphasize the importance of authenticity, cultural relevance, and strategic 

content creation in crafting successful influencer marketing campaigns. By addressing the research 

questions and objectives, this study has contributed to a deeper understanding of the role of influencers 

in shaping consumer behavior and brand perception in Tunisia. 
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