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Abstract- This research examines the increasing
importance of social media marketing (SMM) and its
influence on customer engagement across various
digital channels. As internet access and mobile
device usage continue to surge, companies are
utilizing platforms like Facebook, Instagram,
Twitter, and LinkedIn to better connect with their
customers. The study assesses how different SMM
tactics—such as content generation, influencer
collaborations, interactive posts, and real-time
interactions with customers—impact consumer
engagement indicators, including likes, shares,
comments, and intention to purchase.

l. INTRODUCTION

Social media marketing has emerged as an essential
tool for businesses worldwide, influenced by rapid
technological growth and shifting consumer
behaviors. The growth of digital platforms, wider
internet connectivity, and the increasing use of mobile
devices have all played a role in the widespread
adoption of social media marketing. As companies
depend more on social networks to connect with
customers, they encounter challenges such as content
overload, fluctuating algorithms, and concerns over
data privacy. Issues like brief attention spans, the
spread of misinformation, and changing consumer
expectations further hinder engagement strategies,
making it challenging for businesses to sustain long-
term relationships with customers.

2004-2006: The advent of Facebook in 2004
represented a crucial milestone in digital
communication. Initially designed for college
students, the platform rapidly opened up to the wider
public, ushering in the age of social networking.
Companies gradually began to see the benefits of
social media for enhancing brand visibility, although
social media marketing was still in its early stages.

IRE 1708263

Orkut and MySpace also gained traction, providing
early illustrations of how user-generated content could
draw significant audiences.

2007-2010: The introduction of smartphones and
mobile internet access transformed how social media
was utilized. Platforms like Twitter (founded in 2006)
and Facebook became more user-friendly and
interactive. Businesses started leveraging these
platforms for customer service, announcements, and
casual interactions.  Nevertheless,  marketing
approaches were still largely experimental, and
organizations lacked systematic tools to gauge
engagement. Social media was mainly viewed as an
extension of traditional advertising rather than an
independent marketing vehicle.

2011-2013: This timeframe marked the rise of image
and video-centric platforms such as Instagram (2010)
and Pinterest (2011), which prioritized visual
narratives. Companies began to delve into content
curation, branding aesthetics, and partnerships with
influencers. Engagement evolved from simple likes
and follows to more dynamic interactions such as
comments, tags, and shares. Marketers began to
concentrate on content strategies that could forge
emotional bonds with consumers, including lifestyle
branding and community-driven narratives.

2014-2016: The development of business tools for
social media initiated a new phase. Facebook
introduced advertising targeting based on user
information, while platforms like LinkedIn and
Twitter launched features for promotional content.
Marketers were able to segment audiences according
to demographics, behaviors, and interests, which
transformed customer outreach. Companies started
focusing on metrics like reach, engagement rates,
impressions, and conversion rates. Customer
engagement became increasingly data-driven and
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quantifiable, setting the foundation for performance-
oriented marketing approaches.

2017-2019: Influencer marketing surged during this
period. Social media influencers—those with large or
specialized followings—became representatives for
brands. Micro-influencers gained traction thanks to
their greater engagement rates and perceived
authenticity. Platforms rolled out more real-time
features like Instagram Stories and Facebook Live,
enabling brands to connect with customers in a more
immediate and personal manner. However, challenges
such as fake followers, diminishing organic reach, and
algorithm adjustments began to complicate marketers’
efforts.

2020-2021: The COVID-19 pandemic changed the
digital landscape dramatically. With physical stores
closed and face-to-face interactions limited,
businesses relied heavily on social media to survive.
E-commerce integrations, live shopping, and online
community-building gained immense traction.
Customer engagement surged as people increased
their online time, looking for content, comfort, and
connection. Brands adjusted their messaging to
emphasize empathy, solidarity, and value-driven
content. Social media evolved beyond a promotional
tool, becoming a primary means for customer
interaction and retention.

2022-2023: As social media platforms became
flooded with content, consumer attention spans began
to diminish. In response, brands adopted short-form
content formats like TikTok videos and Instagram
Reels. Artificial intelligence and machine learning
became integral to targeting and personalization,
allowing businesses to deliver exceptionally relevant
content. However, issues like content fatigue, ad-
blocking, and privacy concerns led users to be more
selective about the content they engaged with.
Authenticity, transparency, and interactive content
became essential for driving engagement.

2023-2024: The focus shifted toward purpose-driven
marketing and socially responsible branding.
Consumers, particularly those from Gen Z, started
preferring brands that aligned with their values of
sustainability,  diversity, and ethics. Social
commerce—the merging of shopping and social
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media—gained traction through platforms like
Instagram Shop and Facebook Marketplace. Customer
engagement evolved beyond mere content interaction
to include direct purchases, reviews, and brand
advocacy. This period also witnessed the rise of Al-
generated content, virtual influencers, and
community-oriented platforms such as Discord and
Reddit.

2024-2025: The landscape of social media marketing
is being transformed by swift technological
innovations, including augmented reality (AR), virtual
reality (VR), and generative Al. Companies are
delving into immersive experiences and virtual shops
to enhance customer interaction. However, increasing
worries regarding mental health, misinformation, and
digital well-being are affecting how users engage with
content. The rise of regulatory frameworks and ethical
marketing practices is becoming more significant.
Nowadays, businesses are not only expected to
entertain and inform but also to foster authentic,
lasting relationships with  customers through
meaningful and personalized engagement strategies.

Il. LITERATURE REVIEW

A growing body of research has explored the factors
contributing to the rise of social media marketing
(SMM) and its implications for customer engagement.
This literature review compiles significant findings
from research concentrating on the ways SMM tactics
affect engagement, the psychological and behavioral
motivations behind customer interactions, and the
potential obstacles and suggestions for companies
aiming to enhance their presence on social media
platforms.

Numerous studies have looked into how social media
has changed traditional marketing into a more
interactive,  consumer-oriented ~ communication
method. Mangold and Faulds (2009) were pioneers in
identifying social media as a hybrid piece of the
promotional mix that combines company-directed
messaging with user-generated content. As platforms
such as Instagram, Facebook, Twitter, LinkedIn, and
TikTok become essential to everyday life for
consumers, marketers have adjusted by creating
content designed for the specific formats and cultures
of these platforms.
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Customer engagement, described by Brodie et al.
(2011) as a multifaceted concept that incorporates
cognitive, emotional, and behavioral involvement in
brand interactions, has become a focal point in recent
marketing discussions. Hollebeek et al. (2014)
highlighted that social media provides brands with a
chance to foster ongoing customer engagement
through dialogue rather than just one-way promotional
efforts. This engagement can manifest as likes,
comments, shares, mentions, story views, click-
throughs, and ultimately, purchases or brand
advocacy.

Studies show that the content strategy plays a crucial
role in determining engagement results. De Vries et al.
(2012) studied Facebook brand pages and found that
vivid, emotional, and interactive content—especially
videos, memes, contests, and live sessions—resulted
in greater engagement. Ashley and Tuten (2015) built
upon this by classifying content types as
informational, entertaining, and relational, concluding
that posts that are emotionally engaging and relatable
surpass overtly promotional messages. These insights
imply that customer engagement hinges more on
valuable communication than on direct marketing
pitches.

The social media platform itself also affects the
effectiveness of engagement strategies. Kaplan and
Haenlein (2010) explained that each social media
platform presents different features based on user
demographics and behavior patterns. For example,
TikTok is recognized for its virality and younger
audience, whereas Linkedln caters to professionals
and is more beneficial for B2B marketing. Brands that
customize their messaging to align with the norms and
expectations of different platforms can optimize their
engagement.

Behavioral and psychological factors are also
influential in how customers engage with brands on
social media. Prebensen et al. (2013) observed that
experiential value—including enjoyment, escapism,
and emotional satisfaction—has a positive relationship
with user engagement. Similarly, Dessart et al. (2016)
indicated that customers are more inclined to interact
with content that promotes self-expression, identity
development, or a sense of community. Emotional
storytelling, personalized interactions, and features
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that encourage participation (like polls or Q&A
sessions) cultivate a sense of connection, which
promotes deeper and more lasting engagement.

The significance of influencers and user-generated
content (UGC) has become more prominent in the
literature. Influencer marketing, as noted by Freberg et
al. (2011), utilizes the credibility and relatability of
digital figures to influence brand perceptions.
Influencers are perceived as more trustworthy than
conventional advertisements, particularly micro-
influencers who have focused audiences with high
engagement rates. UGC—such as customer reviews,
images, and testimonials—boosts credibility and
fosters a participatory culture around brands (Phelps et
al., 2004). Motivating consumers to co-create content
can dramatically enhance reach and engagement while
nurturing brand loyalty.

A different area of literature has examined how
personalization and data analytics influence customer
engagement. According to Kumar et al. (2016),
personalization driven by data insights enables brands
to provide content customized to users’ preferences,
locations, and browsing habits, leading to increased
engagement rates. Al-driven technologies like
chatbots and recommendation systems further
improve immediate interactions, allowing brands to
deliver smooth customer experiences and support.

Despite the potential advantages, various challenges
obstruct effective engagement through social media
marketing. One significant issue is content
oversaturation. Arora et al. (2019) noted that users are
inundated with thousands of brand messages each day,
making it progressively harder for individual posts to
grab attention. Algorithm changes on platforms such
as Instagram and Facebook also impact visibility,
compelling brands to spend more on paid advertising
to sustain reach.

Moreover, the literature emphasizes ethical concerns
regarding privacy, data usage, and trust. Tuten and
Solomon (2018) noted that data breaches and the
mishandling of personal information have diminished
consumer trust in social media platforms.
Consequently, users may be less inclined to interact
with brands they view as invasive or manipulative.
Brands must find a balance between personalized

ICONIC RESEARCH AND ENGINEERING JOURNALS 156



© MAY 2025 | IRE Journals | Volume 8 Issue 11 | ISSN: 2456-8880

marketing and maintaining transparency along with Purchase decisi N 140
ethical data management practices to foster urchase decision °
engagement.
Influencer trust freq | Never 72
The measurement of engagement presents another ]
obstacle. Although likes, shares, and views are Trust factor R‘;V'EWS by | 104
frequently employed metrics, they do not necessarily other users
indicate meaningful interaction or conversion. Calder
et al. (2009) advocate for a more comprehensive Influencer vs ads Not Sure 127
understanding of engagement that encompasses _
emotional connection and brand advocacy, suggesting Eersonahzed post Unlikely 127
that quantitative metrics alone may be inadequate for likely
assessing the effectiveness of social media campaigns.
On a broader scale, social media marketing plays a role Brand Neutral 131
in building long-term brand equity and customer FESpONSIVENEss
loyalty. Pansari and Kumar (2017) discovered that ]
engaged customers are more likely to demonstrate Received reply No 140
behaviors such as repeat purchases, brand referrals,
and constructive feedback. These actions not only Satisfactionlevel Neutral 131
increase customer lifetime value but also cultivate a
favorable brand image that attracts new users. Significantl
Perception impact y improves | 127
I.  METHODS perception
Emotion feeling Curiosity 124
Most Fre Unique
Column Common ue Respons Honest
Response q es Improvement focus | influencer 127
ney tie-ups
Age Group 18-24 124 | 3
IV. DISCUSSION OF FINDINGS
Ocuupation gusmess 72 4
wner 2. What is your age group?
City DelhiNCR | 124 | 3 s
o
Platform Instagram 124 | 3 '
Usage frequency Onceaday | 72 4
Finding: Most respondents are aged 18-24.
E
ngagement Frequently 124 | 3 . . . . L
frequency Discussion: Your audience is primarily Gen Z,
indicating that strategies should cater to their
Content type Behind the 131 | 3 preferences—authenticity, fast content, and mobile-
Scenes first experiences.
Content format Text posts 72 4
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3. What is your occupation?

264 responses

@ Student

@ Working Professional
Freelancer

@ Business Owner

@ Other

258% v

Finding: Majority are Business Owners.

Discussion: These users may have a dual role—both
as consumers and potential brand promoters. This
opens up B2B marketing opportunities as well.

4. In which city do you currently reside?

264 responses

@ Delhi NCR

@ Mumbai
Bengaluru

® Pune

® Other

Finding: Most respondents are from Delhi NCR.

Discussion: Your marketing campaigns might see
higher traction in metro cities. Consider regional
customization for further outreach.

5. Which social media platform do you use the most?
264 responses.

@ Instagram
@ Facebook

YouTube
@ Linksdin
® Other

Finding: Instagram is the most used.
Discussion: Instagram should be the central channel

for your marketing efforts—especially visual
campaigns, reels, and influencer tie-ups.

6. How often do you use social media?

264 responses
@ Muttiple times a day
@ Once aday
Afew times a week
@ Rarely

Finding: Users engage once a day.
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Discussion: There is regular daily interaction,
suggesting consistency in brand posting can maintain
visibility and engagement.

7. How frequently do you engage with brand posts (like, share, comment)?
264 responses

® Frequently

® Occasionally
Rarely

@ Never

Finding: Engagement is frequent.

Discussion: Your target users actively interact with
brand content, making it essential to keep it fresh,
interactive, and value-driven.

8. Which type of brand content do you engage with the most?
264 responses

@ Informational posts
@ Influencer collaborations
) Product offers & discounts
@ Memes or entertainment content
@ Bohind-the-scenes brand stories

Finding: Behind-the-scenes content is favored.

Discussion: Audiences prefer authentic, humanized
content over polished ads. BTS, employee stories, and
real operations build trust.

9. Which content format grabs your attention the most?
264 responses.

® Videos
@ images
) Stories (Instagram/Facebook)
@ PolisiQuizzes
@ Toxt posts

4

Finding: Text posts are most engaging.

Discussion: While surprising, this suggests concise,
relatable captions or meme-like posts may resonate
more than heavy visuals.
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10. Have you ever purchased a product after seeing it on social media?
264 responses

® Yes
® No
Not Sure:

Finding: Most users haven’t bought products via
social media.

Discussion: Awareness is present, but conversion is
low—there’s a gap between interest and action,
possibly due to lack of trust or unclear CTAs.

11. How often do you trust content shared by influencers?
264 responses

® Aways
@ Often
® Sometimes
@ Rarely
@ Never

Finding: Most users never trust influencer content.

Discussion:  Influencer fatigue or perceived
inauthenticity may be an issue. Micro-influencers or
real-user testimonials might be more effective.

12. What influences your trust in a brand on social media the most?
264 respanses

@ Transparency in content
® Reviews by other users

Influencer endorsements
@ Prompt brand responses
@ High-quality visuals

Finding: Reviews by other users drive trust.
Discussion: User-generated content and reviews are

powerful—brands should encourage and highlight
these in campaigns.

13. Do you believe influencer marketing is more effective than traditional advertising?

264 responses

Finding: Most are unsure.

@ Yes
®no
Not Sure:
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Discussion: There's skepticism about influencer
effectiveness. More transparency and measurable
value in campaigns could help.

14. How likely are you to engage with a personalized brand post (targeted to your preferences)?
264 responses

@ very likely

® Somewhat likely
Neutral

® Unlikely

@ very uniikely

Finding: Mostly unlikely.
Discussion: Current personalization methods might

not feel relevant or useful. Personalization must go
beyond generic targeting.

15. How important is brand responsiveness on social media?

264 responses
“ 258%

Finding: Responses are neutral.

@ Very important
@ Important

Neutral
@ slightly important
@ Not important

Discussion: This shows indifference or unmet
expectations—brands could improve response quality
and speed.

16. Have you ever received a direct reply from a brand on social media?
264 responses

® Yes
®No
® Not Sure

Finding: Most users have not received replies.

Discussion: There’s a missed opportunity for customer
engagement. Auto-replies or active social teams can
help.
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17. How satisfied were you with the brand's response?
264 responses

@ Very satisfied

@ satisfied
Neutral

@ Dissatisfied

@ Very dissatisfied

246% y

Finding: Satisfaction is neutral.

Discussion: Room for improvement—brands should
prioritize friendly, helpful, and timely responses.

18. How does a brand’s social media presence affect your perception of it?
264 responses.

@ Significantly improves perception

@ Somawhat improves perception
No change

@ Siightly negative

@ Very negative

=

Finding: It significantly improves perception.
Discussion: A good social media presence boosts
brand image—so consistent and strategic activity is
vital.

19. Which emotion do you most often feel when interacting with brand content?

264 responses

® Excitement

@ curiosity
Trust

@ Humor

@ Annoyance

Finding: Users feel curiosity.

Discussion: Curiosity is a great hook—campaigns
should build anticipation, mystery, or storytelling.

20. What should brands focus on to improve their social media strategy?
264 responses

P

Finding: Focus on honest influencer tie-ups.

Discussion: Transparency and authenticity are crucial.
Choose influencers whose values align with the brand
and communicate openly.
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Overall Findings
The study investigated trends in social media usage
and consumer engagement behaviors by analyzing
responses from a survey targeted at young adults,
mainly those aged 18 to 24. The majority of
participants were either business owners or employees
living in urban areas like Delhi NCR, and they
accessed platforms like Instagram daily. The results
provide valuable insights into how young users engage
with brands and how their decisions are influenced by
social media content.

e High Engagement and Frequent: Use of Social
Media: Participants access social media every day,
frequently interacting with brand posts through
actions such as liking, commenting, and sharing.
This suggests that social media plays a crucial role
in everyday life and discovering new brands.

o Preferred Platforms and Types of Content:
Instagram stands out as the favored platform
among users. They engage most actively with
behind-the-scenes content from brands and
surprisingly show a preference for text-based posts
over videos or images, indicating a desire for
authenticity and connection rather than polished
content.

e Trust and Purchasing Patterns: Despite high levels
of engagement, a majority of users have not made
purchases prompted by social media advertising.
Many express distrust towards influencer content,
and countless individuals question its effectiveness
when compared to traditional marketing methods.

e Factors Influencing Trust: Trust in brands is
primarily established through user reviews rather
than influencer promotions. This points to a trend
favoring peer validation and genuine user
experiences over marketing from celebrities.

e Limited Efficacy of Personalization: Users appear
disinterested in engaging with personalized brand
messages, suggesting that current personalization
strategies may not be effectively targeted or
appreciated by the audience.

e Interactions with Brands and Responsiveness: A
significant number of participants have not
received direct responses from brands and rate
their satisfaction with brand responsiveness as
average. This indicates a need for brands to
enhance two-way communication and customer
service on social media platforms.
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e Emotional Connection and Brand Perception:
Curiosity is the most commonly experienced
emotion when interacting with brand content.
Furthermore, a robust social media presence
considerably enhances how a brand is perceived,
underscoring the importance of consistent and
meaningful content.

e Suggestions for Improvement: Participants believe
that brands should emphasize genuine influencer
partnerships, reflecting a need for authenticity and
transparency in marketing strategies.

The findings depict a complex landscape of a digitally
engaged, yet cautious audience open to interaction.
Although social media is a potent channel for visibility
and engagement, its capacity to drive sales is hindered
by trust issues and emotional disconnect from
commercial messages. Brands must prioritize
authenticity,  responsiveness, and community
endorsement to transform engagement into loyalty and
conversions. The insights reveal both the opportunities
and responsibilities brands have in fostering trust and
delivering real value to younger demographics on
social media.

CONCULSION

The results of this study provide valuable perspectives
on the social media habits, brand engagement
interests, and trust dynamics of young digital
consumers. These perspectives can be applied to
enhance digital marketing approaches, inform content
creation, and shape brand communication strategies
that resonate with this active demographic.

Brands and marketing agencies can use this data to
craft more customized social media campaigns that
align with the platform preferences, content styles, and
emotional triggers of younger users. Companies can
gain an advantage by focusing on behind-the-scenes
content, community-centric storytelling, and peer-
driven endorsements, while reducing dependence on
traditional influencer promotions that may lack
authenticity.

The research also highlights the necessity of
enhancing customer interaction methods on social
media. Businesses can fortify consumer relationships
by boosting their responsiveness, encouraging two-
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way dialogue, and fostering genuine engagement
instead of merely transactional promotions. Utilizing
tools such as automated responses, sentiment
assessment, and user-generated content can help create
more immersive brand interactions.

Additionally, these results stress the significance of
initiatives aimed at building digital trust. Marketers
and platforms can work together to enhance
transparency in sponsored posts, uphold ethical
influencer collaborations, and showcase authentic user
testimonials. Educational initiatives to promote media
literacy and responsible digital engagement could also
be implemented in educational institutions and
workplaces.
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