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Abstract
This study examines how different forms of digital content influence consumer brand engagement on social media platforms. In an increasingly competitive digital environment, content marketing has become a critical tool for brands to attract, retain, and engage online audiences. Understanding the effectiveness of various content elements is therefore essential for enhancing engagement outcomes. The study focuses on four key digital content marketing elements—Content Type, Interactivity, Content Relevance, and Media Type—as independent variables, and analyses their combined influence on Consumer Brand Engagement (CBE). Primary data were collected using a structured questionnaire comprising 20 items. A total of 250 responses were obtained from active social media users, primarily representing the youth demographic. The data were analysed using SPSS, applying Exploratory Factor Analysis (EFA) to identify the underlying dimensions of consumer engagement. The results of the analysis indicated that the dataset was suitable for factor analysis (KMO = 0.813; Bartlett’s Test of Sphericity p < 0.001). Five factors were extracted, collectively explaining 50.91% of the total variance. Reliability analysis demonstrated strong internal consistency, with a Cronbach’s Alpha value of 0.846. The findings reveal that content relevance, emotional and informational content types, and rich media formats significantly enhance consumer engagement levels. Additionally, interactivity elements such as sharing, reacting, and reposting were found to positively influence engagement behaviour. The study concludes that effective digital engagement is largely driven by visually appealing, relevant, and interactive content that encourages active user participation. This study offers valuable insights for digital marketers and content creators by highlighting key content attributes that can be leveraged to optimize engagement strategies across social media platforms.





Introduction
The rapid expansion of social media platforms has transformed the way brands communicate
with consumers and build long-term relationships. Digital content marketing has evolved from
one-way promotional messaging to a dynamic, interactive, and engagement-oriented strategy
where consumers actively respond to, share, and co-create brand content. In this digital
environment, consumer brand engagement has emerged as a critical indicator of marketing
effectiveness, influencing brand visibility, loyalty, and advocacy.
Content shared on social media platforms varies widely in terms of format, emotional tone,
relevance, and interactivity. Informational posts, entertaining visuals, emotionally appealing
narratives, and interactive features such as hashtags, links, mentions, and polls play a
significant role in shaping how audiences perceive and engage with digital content. With
increasing competition among digital media pages, influencers, and content creators,
understanding which content characteristics most effectively drive consumer engagement has
become essential for marketers and media organizations.
Prior research highlights that content quality, relevance, emotional appeal, and media richness
significantly influence engagement behaviours such as liking, commenting, sharing, and
recommending content. However, existing studies often examine these factors in isolation or
focus on large global brands, leaving limited empirical evidence on how multiple content
attributes collectively influence consumer brand engagement within youth-driven digital media
environments. Moreover, studies focusing on news-oriented or informational social media platforms remain relatively scarce.
Against this backdrop, the present study investigates how key digital content marketing
elements—content type, interactivity, content relevance, and media type—shape consumer
brand engagement on social media platforms. Using primary data collected from social media
users and applying Exploratory Factor Analysis (EFA), the study aims to identify the
underlying dimensions of content-driven engagement. By integrating multiple content
attributes into a single analytical framework, the research contributes to a more comprehensive
understanding of consumer engagement behaviour in digital ecosystems.
Literature Review
Digital content marketing has emerged as a central component of social media
communication strategies, enabling brands to engage consumers through informative,
entertaining, and interactive content. Prior research suggests that consumer brand engagement
on social media is not a passive outcome but a result of deliberate content design that
stimulates cognitive, emotional, and behavioural responses. Scholars have increasingly
examined how specific content attributes influence engagement behaviours such as liking,
commenting, sharing, and recommending digital content.
One of the most extensively studied dimensions of digital content marketing is content type.
Research indicates that informational and entertaining content significantly enhances
engagement by providing value and enjoyment to users. Studies have shown that
information-rich posts increase perceived usefulness, leading to higher levels of interaction,
while entertaining and emotionally appealing content fosters positive affect and deeper
audience involvement. Emotional tone has also been found to play a critical role in
engagement outcomes, with positive emotional content strengthening brand attachment and
advocacy, whereas negative emotional content may reduce engagement or generate adverse brand perceptions depending on the context.
Another important determinant of consumer engagement is interactivity, which reflects the
extent to which content encourages two-way communication and participation. Interactive
elements such as hashtags, mentions, polls, and embedded links enable users to actively
respond to content rather than merely consume it. Prior studies demonstrate that interactivity
enhances engagement depth by increasing user involvement, improving algorithmic visibility,
and strengthening consumer–brand relationships. Research also highlights that interactive
features contribute to higher engagement rates by facilitating feedback, conversation, and content sharing.
Content relevance has been identified as a crucial factor influencing whether consumers
perceive digital content as valuable. Relevant content aligns with users’ personal interests,
browsing preferences, and informational needs, making it more likely to capture attention and
generate engagement. Existing literature emphasizes that timely and context-specific content
significantly increases engagement, as consumers respond more positively to messages that
resonate with their current concerns or stage in the consumption journey. Relevance therefore
acts as a key mechanism through which digital content translates into meaningful consumer engagement.
The role of media type has also received considerable attention in engagement research.
Drawing on Media Richness Theory, scholars argue that rich media formats—such as videos,
images, reels, and carousels—enhance message clarity and emotional impact by conveying
information through multiple cues. Empirical studies consistently report that visually rich
content outperforms text-only posts in terms of likes, comments, and shares. While URL-
based content is effective in driving traffic and information-seeking behaviour, rich media
formats are more successful in capturing attention and sustaining engagement on social media platforms.
Consumer Brand Engagement itself has been conceptualized as a multidimensional construct
encompassing cognitive, emotional, and behavioural dimensions. Prior research suggests that
higher levels of engagement lead to favourable brand outcomes, including brand loyalty,
advocacy, and co-creation behaviours. Engagement is strengthened when digital content is
perceived as relevant, interactive, emotionally appealing, and visually rich, reinforcing the
interconnected nature of content attributes in shaping consumer responses.
Despite the growing body of literature on digital content marketing and consumer
engagement, several gaps remain. First, many existing studies examine content attributes in
isolation rather than integrating multiple factors within a single analytical framework.
Second, research focusing on youth-driven and news-oriented digital media platforms is
relatively limited, with most studies concentrating on global brands or influencer marketing
contexts. Third, there is a lack of empirical evidence from emerging digital environments that
explores how content type, interactivity, relevance, and media richness collectively influence consumer brand engagement.
Addressing these gaps, the present study adopts an integrated approach to examine the
combined influence of key digital content marketing elements on consumer brand
engagement. By employing Exploratory Factor Analysis (EFA) on primary data collected
from social media users, the study seeks to identify the underlying dimensions of engagement
and contribute to a more comprehensive understanding of content-driven consumer behaviour in digital ecosystems.
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Research Methodology
The present study adopts a quantitative research design to examine the influence of digital
content marketing elements on consumer brand engagement on social media platforms. A
descriptive and exploratory approach was employed, as the study aims to identify the
underlying dimensions of content-driven engagement using statistical techniques. The research
focuses on key content attributes, including content type, interactivity, content relevance, and
media type, and their relationship with consumer brand engagement.
Primary data were collected through a structured questionnaire administered online using
Google Forms. The target respondents comprised active social media users who regularly
interact with digital content across platforms such as Instagram, YouTube, and LinkedIn. A
non-probability convenience sampling technique was adopted due to accessibility and
voluntary participation of respondents. A total of 250 valid responses were collected and retained for analysis after data screening.
The questionnaire consisted of 20 items designed to measure the study variables. The items
covered dimensions related to content type (informational, entertaining, positive emotional,
and negative emotional content), interactivity features (hashtags, links, mentions, and polls),
content relevance, media type (rich media and URL-based content), and consumer brand
engagement. All items were measured using a five-point Likert scale ranging from 1 (Strongly
Disagree) to 5 (Strongly Agree). Measurement items were adapted from established literature
and modified to suit the context of social media–based digital content consumption.
The collected data were analysed using the Statistical Package for the Social Sciences (SPSS).
Reliability analysis was conducted to assess the internal consistency of the measurement scale.
Sampling adequacy was examined using the Kaiser–Meyer–Olkin (KMO) measure and
Bartlett’s Test of Sphericity. Exploratory Factor Analysis (EFA) with Principal Component
Analysis and Varimax rotation was applied to identify the underlying factor structure of the
variables influencing consumer brand engagement. This methodological approach enabled the
extraction of key dimensions that explain engagement behaviour in digital environments. Results and Data Analysis
The data collected from 250 valid responses were analysed using the Statistical Package for
the Social Sciences (SPSS) to examine the underlying factor structure of variables
influencing Consumer Brand Engagement on social media platforms. The analysis involved
reliability testing, assessment of sampling adequacy, and Exploratory Factor Analysis (EFA)
using Principal Component Analysis with Varimax rotation.
To assess the internal consistency of the measurement scale, reliability analysis was
conducted. The results indicate a Cronbach’s Alpha value of 0.846 for the 20-item
questionnaire, demonstrating a high level of internal consistency and confirming the
reliability of the scale for further statistical analysis (Table 1).
Sampling adequacy was evaluated using the Kaiser–Meyer–Olkin (KMO) measure and
Bartlett’s Test of Sphericity. The KMO value of 0.813 indicates meritorious sampling
adequacy, while Bartlett’s Test was found to be statistically significant (χ² = 1128.703, p <
0.001), confirming that the correlation matrix was suitable for factor analysis (Table 2).
Exploratory Factor Analysis was then performed to identify the underlying dimensions
influencing consumer engagement. Communality values ranged primarily between 0.44 and
0.64, indicating that all measurement items contributed adequately to the extracted factors.
As no item exhibited excessively low communalities, all items were retained for further analysis (Table 3).
Factor retention was guided by eigenvalues greater than one, cumulative variance explained,
scree plot examination, and interpretability of factors. Although the scree plot indicated a
dominant contribution from the initial components, a five-factor solution was retained as it
provided a more meaningful and theoretically consistent representation of the data. These
five factors together explained 50.91% of the total variance, which is considered acceptable in social science research (Table 4).
The rotated component matrix revealed a clear and interpretable factor structure (Table 5).
The first factor, labelled Content Quality and Relevance, comprised items related to clarity,
usefulness, relevance, and informational richness of content, indicating its strong influence on
consumer engagement. The second factor, Interactivity and Participation, included items
associated with reposting, commenting, and interactive responses, highlighting the role of
participatory features in engagement behaviour. The third factor, Media Type and
Engagement Behaviour, represented the impact of rich media formats such as images,
videos, and multimedia posts. The fourth factor, Emotional Content, reflected the influence
of emotionally driven content on user engagement. The fifth factor, Brand Interaction
Mechanisms, included elements such as hashtags and mentions, which enhance visibility and facilitate audience interaction.
Overall, the Exploratory Factor Analysis yielded a robust five-factor model explaining
consumer brand engagement on social media platforms. The findings validate the proposed
conceptual framework and demonstrate that engagement is shaped by a combination of
content quality, interactivity, media richness, emotional appeal, and brand interaction mechanisms.
Case Processing Summary Reliability Statistics N %
Cases Valid 250 100.0
Exclude 0 .0
da
Total 250 100.0
Cronbach's Alpha N of Items
.846 20
KMO and Bartlett's Test
Kaiser-Meyer-Olkin Measure of Sampling .813
Adequacy.
Bartlett's Test of Approx. Chi-Square 1128.70 Sphericity 3
df 190
Sig. .000
Communalities CT1 1.000 .505
CT2 1.000 .543
CT3 1.000 .465
CT4 1.000 .569
I1 1.000 .471
I2 1.000 .463
I3 1.000 .634
I4 1.000 .563
CR1 1.000 .477
CR2 1.000 .523
CR3 1.000 .542
CR4 1.000 .528
MT1 1.000 .589
MT2 1.000 .442
MT3 1.000 .639
MT4 1.000 .461
CBE1 1.000 .397
Initial Extraction
CBE2 1.000 .347
CBE3 1.000 .518
CBE4 1.000 .507
Extraction Method: Principal Component Analysis.
Component % of Variance Cumulative %
1 15.38% 15.38
2 10.67% 26.05
3 9.87% 35.93
4 9.39% 45.32
5 5.58% 50.91
Rotated Component Matrixa
Component MT3 .674
CR1 .656
CT3 .642
CR4 .589
CR3 .549
I1 .526
MT2 .478
CBE
I3 .759
1 2 3 4 5
CBE .635
CR2 .547
MT1 .727
MT4 .569
CBE .503
CT1 .496 .442
I2 .436
CT4 .708
CBE .639
I4 .671
CT2 -.449
Extraction Method: Principal Component Analysis.
Rotation Method: Varimax with Kaiser Normalization.a
a. Rotation converged in 7 iterations.
Discussion
The findings of the present study provide empirical support for the role of digital content
marketing elements in shaping consumer brand engagement on social media platforms. The
Exploratory Factor Analysis revealed a five-factor structure, indicating that engagement is
influenced by a combination of content quality and relevance, interactivity, media type,
emotional content, and brand interaction mechanisms.
Among these factors, content quality and relevance emerged as the most influential
dimension. This suggests that consumers are more likely to engage with content that is
informative, meaningful, and aligned with their interests. This finding is consistent with prior
studies that emphasize the importance of value-driven and relevant content in enhancing
consumer engagement. High-quality content appears to strengthen cognitive involvement,
thereby increasing the likelihood of interaction.
The role of interactivity and participation further highlights the importance of two-way
communication in digital environments. Features such as polls, mentions, links, and reposting
options were found to significantly enhance engagement behaviour. Interactive elements
encourage active user involvement, supporting earlier research that views engagement as a participatory rather than passive process.
The study also confirms the strong influence of media type on engagement outcomes. Rich
media formats, including images, videos, and multimedia posts, were found to attract greater
attention and stimulate higher engagement levels compared to text-only content. This
supports Media Richness Theory, which argues that richer communication formats improve message clarity and emotional impact.
Additionally, emotional content was identified as a distinct engagement driver. Content that
evokes emotions—whether positive or negative—tends to engage users more deeply,
reinforcing the importance of emotional appeal in digital storytelling. Finally, brand
interaction mechanisms such as hashtags and mentions were found to enhance content
visibility and discoverability, indirectly contributing to higher engagement.
Overall, the findings demonstrate that consumer brand engagement on social media is
multidimensional and driven by the combined influence of content-related attributes rather than a single factor.
Conclusion
The present study examined the influence of digital content marketing elements on consumer
brand engagement on social media platforms using Exploratory Factor Analysis. Based on
data collected from 250 social media users, the study identified five key factors—Content
Quality and Relevance, Interactivity and Participation, Media Type, Emotional Content, and
Brand Interaction Mechanisms—that collectively explain consumer engagement behaviour.
The results highlight that content which is relevant, informative, interactive, emotionally
appealing, and visually rich is more likely to generate higher levels of consumer engagement.
The strong reliability and sampling adequacy values further confirm the robustness of the
measurement model and the validity of the findings.
In conclusion, the study reinforces that consumer brand engagement is a complex and
multifaceted construct shaped by multiple content attributes. The insights derived from this
research offer valuable implications for digital marketers and content creators seeking to
design effective content strategies, enhance audience interaction, and strengthen engagement outcomes on social media platforms.
Limitations and Future Research
Despite its contributions, the study has certain limitations. First, the sample size was limited
and based on convenience sampling, which may restrict the generalizability of the findings.
Second, the study focused exclusively on social media content, limiting comparisons across
other digital or traditional marketing platforms. Third, the reliance on self-reported
questionnaire data may introduce response bias.
Additionally, the study employed only Exploratory Factor Analysis. Future research could
apply advanced statistical techniques such as Confirmatory Factor Analysis (CFA) or
Structural Equation Modelling (SEM) to further validate the proposed model. The cross-
sectional nature of the data also limits the ability to capture changes in engagement behaviour over time.
Future studies may extend this research by conducting longitudinal analyses, examining
multiple social media platforms, and incorporating additional variables such as influencer
involvement, brand personality, user-generated content, or platform algorithm effects to gain



a deeper understanding of consumer brand engagement in digital environments.
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