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ABSTRACT
As the digital ecosystem changes, building relationships with customers using content marketing becomes an important practice for
organizations. Unlike advertisements, where products and services have a direct focus on selling the product, and crafting an enticing message
to 'persuade' the consumer to make a purchase, content marketing approaches advertising creatively to forge a relationship with the
prospective customer and/or existing customer, by providing 'value' and/or 'relevance' and/or 'useful' and/or 'entertaining' and/or 'informative'
content (includes sponsored articles) that customers can use to make an informed decision about a product or service. Using the dimensions
of quality, relevance, interactivity, and consistency, the purpose of this research study is to quantify the impact of content marketing on
customer engagement by assessing the impact of the mentioned dimensions. Content marketing (use of digital advertisements) and customer
engagement relationships and/or the influence of demographic variables (moderators) were measured using a structured questionnaire and
analyzed using descriptive, correlational, and two-way ANOVA statistical techniques. In conclusion, it is prudent to posit that content
marketing is an important part of a programmer's marketing activities that can increase customer engagement, and that demographic variables
(moderators) such as age and education, can influence the patterns of engagement. The practical and theoretical findings of this study can
help marketers implement and optimize content marketing to enhance customer engagement and loyalty, and to develop and/or increase the
long-term equity of a brand.
1. INTRODUCTION
The widespread use of digital technology and the internet have transformed marketing. Organizations find themselves in environments with
constant connectivity and rapid flow of information. They also have highly informed customers. Marketing also has the challenge of using
the numerous platforms that their consumers use and where they consumers have direct interactions with the brands. These platforms include
social media, websites, blogs, mobile apps, and video sharing.
Traditional marketing has also faced other challenges in marketing such as TV and print ads, and direct selling. Intrusive marketing, where
consumers and Marketing use ads, and consumers in turn use ad blockers and interact with only the ads they find valuable. This makes it
frustrating, and marketers need to shift there.
One of these strategies is content marketing, which has been gaining popularity. In order to develop a successful, sustainable and long-lasting
relation with the customer, the goal of content marketing, is to develop the trust, and to meet the customer's needs and interests.
Customer engagement has become a crucial component of marketing research and practice. Engagement is a customer's cognitive, emotional,
and behavioral involvement with a particular brand. An engaged customer is someone who interacts with brand content, becomes a part of
the community, shares brand information, and emotionally connects with the brand. Brands must understand what drives customer
engagement, as it is highly correlated with brand loyalty, customer advocacy, and customer lifetime value. Content marketing is becoming
more important in the business world, but there are very few studies that show the direct impact of content marketing on customer
engagement, especially in the new digital marketplaces. This study aims to analyze and understand the impact of content marketing and how
it relates to customer engagement with consideration to the impact of demographic variables.
2. OBJECTIVES OF THIS STUDY
The objectives of the present study are as follows:
1. To study what impact do content marketing practices have on customer engagement.
2. To study the relationship of the key content factors—quality of the content, relevance, interactivity, and consistency—with customer
engagement.
3. To study how do demographic variables like age, gender, and education impact customer engagement.
4. To study how to develop effective and result oriented content marketing strategies to enhance engagement.
3. NEED FOR THE STUDY
Different sectors in the industry spend billions on content generation and digital marketing strategies. A lot of businesses, however, continue
to use basic metrics that do not capture the absence of depth in customer engagement. Metrics such as feelings, trust, engagement, and
advocacy, are some that often capture the depth of customer engagement, and yet, are often neglected. Besides, content marketing reactions
are not the same. Several factors including age, education, and digital literacy, among others, affect the perception, understanding, and
engagement of content. In the absence of evidence, marketers run the risk of using one size that fits all strategies, which may be ineffective
for their desired audience context. Conducting this research will be crucial in providing evidence to support the claims on the effectiveness
of content marketing and the resultant customer engagement. It will further support evidence-based decision making and content strategy
optimization, by determining the content characteristics that hold the most influence and how they differ among the various classified
demographics.
4. LITERATURE REVIEW
4.1 The Concept and Progression of Content Marketing
Formerly, content marketing revolved around storytelling for the purpose of marketing the brand. Now, it includes the integration of the
internet, consumer psychology, and analytical data. In marketing, the purpose is to attract and retain the consumer by creating and sharing
valuable content. This is a definition of content marketing that has been provided by Pulizzi (2012).
The most recent research highlights the importance of personalization, omnichannel presence, and measurable results as benchmarks for
modern best practices in content marketing.
4.2 Customer Engagement as a Theoretical Construct
The most important component of customer engagement research is the establishment of a framework containing the cognitive, emotional
and behavioral elements of the engagement project. (Hollebeek, 2011). Cognitive engagement is the formation of interest and attention,
emotional engagement is the establishment of trust and feelings of attachment, and behavioral engagement is the level of active participation,
sharing and commenting, as well as brand advocacy.
4.3 Content Quality and Customer Engagement
Content of a certain quality is decisive in the formation of perceptions and engagement behavior of consumers. The brand's trust and
credibility, its elevation to the rank of the most authoritative, is based on high quality, informative, and well-presented content. Quality
content leads to higher engagement and trust and encourages consumers to interact repeatedly and stay engaged for a longer period.
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4.4 Role of Content Relevance
Content relevance is the most accurate definition of the relationship between content and the consumer's needs, personal preferences and
situational context. The personalization and targeting of content to the consumer's situation eliminates unnecessary cognitive effort and
increases the perceived usefulness of the content and therefore increases engagement. Relevance is one of the most reliable predictors of
consumer engagement with digital content.
4.5 Interactive Content and Participation
A high-level dual communication is promoted between brands and consumers through interactive content which includes videos, polls,
quizzes, infographics and social media. The engagement level of consumers is motivated/higher to a dual level through content interactivity.
Consumers are further engaged when they can actively participate in the process instead of justreceiving information as passive participants.
4.6 Keeping Messaging About Content the Same
Staying the same in your message tone, the content of the message, and visual presentation of your Content builds trust and improves brand
recognition. When consumers receive messages thatare not the same, they become confused and start engaging less. Keeping everything the
same helps to reinforce the same brand message not just on one platform, but on several.
4.7 Use of Storytelling for Brand Emergence and Positive Emotional Connection
Brand storytelling helps consumers identify with the brand and the emotional connection and Positive engagement with the brand is
strengthened when that brand tells an emotional story.
4.8 Digital Mediums Marketing and the Type of Engagement that Comes with Them
Google Ads and Online Advertisements pave the way for quick engagement, while OnlineBlogs and Email subscriptions foster a more in-
depth type of engagement.
4.9 Understanding Consumer Digital Behavior is Important
Digital consumers are not passive. They actively seek information and evaluate it based on notonly relevance but also credibility and value.
Understanding Digital Consumer Behavior is themost effective way to develop a content-based strategy that resonates with your target
audience.
4.10 Challenges in Measuring the Effect of Content Marketing
Due to the issue of attribution and the reliance on metrics with a short-term vantage point, themeasurement of the engagement posed a
challenge. Scholars highlight the importance of measurement of engagement that is cognitive, emotional, and behavioral in a
multidimensionalframework.
5. RESEARCH METHODOLOGY
5.1 Research Method
In this case, a quantitative method is best for examining the variables of interest and objective analysis of the relationship between marketing
and customer engagement.
5.2 Research Design
For this paper, research design is both descriptive and analytical. The combination is appropriate for the relationship the variables have and
the order of the attributes from the data collected. Descriptive research will help describe the order of the respondents and their perceptions
of the marketing practice, while analytical research will provide the necessary order of cause and effect in attributes of the marketing practice
and the engagement of the customers.
5.3 Sample Selection
From the collected data after screening and validation, there were \[insert number \] usable responses for the analysis.
5.4 Research Variables
Independent variable: Quality of Content, Relevance, Interactivity, Consistency
Dependent variable: Customer Engagement
Moderating Variable: Age, Gender, Education
6. RESEARCH DESIGN
In this case, the research analyzes and describes the data. The descriptive technique is needed to systematically analyze the relationship and
discover the pattern of the collected data. Use of analytical research will provide the order of engagement of customers and the attributes of
the marketing practice.
The research is cross-sectional, as it captures data from respondents at one time only. This type of research allows the researcher to determine
current attitudes of consumers and how they interact with the content of digital marketing. The research assesses the hypotheses and draws
relevant conclusions by using research methods such as correlation and two-way Analysis of Variance (ANOVA).
In the study, correlation is used to determine whether and how the dimensions of content marketing and customer engagement are related.
Two-way ANOVA is used to determine if the demographic characteristics (age, gender, level of education, etc.) of the consumers and the
content marketing work together to produce different levels of customer engagement. The use of these two methods combined increases the
strength and credibility of the study's findings.
7. HYPOTHESIS DEVELOPMENT
Following the analysis of the literature and the conceptual model of the study, the following hypotheses are intended to determine the
relationship between content marketing and customer engagement:

e  Hi: Customer engagement is positively influenced by content marketing.

e  Ha: Customers' level of engagement is affected by how relevant the content is.

e Hs: The level of engagement of customers is affected by the quality of the content.

e H.: Better content interactivity will produce better customer engagement.

e  Hs: Customer engagement varies significantly based on demographic variables such as age, gender, and education.
These hypotheses stem from previous research studies that underscore the importance of building content that is both valuable and engaging,
which subsequently solidifies customer- brand relationships. Validating formulated hypotheses empirically allows the study to counter check
theoretical assumptions.
DATA ANALYSIS AND RESULTS
8.1 Descriptive Statistics
Obtaining a summary of the demographic details of the respondents, perceptions, and overall feedback of the respondents on the content
marketing practices were analyzed descriptively. Measures such as mean, standard deviation, and frequency distributions were chosen to
summarize the responses regarding the content quality, relevance, interactivity, consistency and customer engagement.
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Digital content marketing has been favorably perceived by the respondents. The mean scores pertaining to the relevance and quality of
content were relatively high suggesting that the audience perceived the brand content to be useful and informative. The mean scores regarding
customer engagement variables reflects the active participation of the users in the content that is being digitally marketed.

Table 8.1 Descriptive Statistics of Study Variables (N = 200)

Variables Mean||Standard Deviation | Minimum | Maximum
Content Quality 412 (|0.63 2.10 5.00
Content Relevance 4.25 ||0.58 2.30 5.00
Content Interactivity {|3.98 ||0.71 2.00 5.00
Content Consistency  ||4.05 ||0.65 2.20 5.00
Customer Engagement|(4.18 ||0.60 2.40 5.00

Interpretation:

The mean score of customer engagement (4.18) is indicative of a high level of engagement that respondents have on marketing content
practices.

8.2 Correlation Analysis

The correlation analysis revealed both the strength and direction of the relationships among content marketing attributes and customer
engagement. A positive statistically significant correlation was found among content quality and customer engagement. The greater the
quality of the content, the greater the customer engagement and the greater the emotional engagement of the customers.

The positive correlation between content interactivity and customer engagement describes the value of content having two-way
communication (e.g., activities, participatory content). The positive correlation results affirm the hypothesis of the considerable importance
of content marketing and the value of customer engagement.

Table 8.2

Correlation between Content Marketing Attributes and Customer Engagement

Variables Customer Engagement ||Sig. (2-tailed)
Content Quality 0.684** 0.000
Content Relevance |0.721** 0.000
Content Interactivity |0.659** 0.000
Content Consistency [0.612** 0.000

Note: Correlation is significant at the 0.01 level

Interpretation:

The positive and strong correlation coefficients confirm a strong relationship between customer engagement and all aspects of content
marketing. The importance of content relevance in fostering engagement is expressed in the very high correlation (r = 0.721).

8.3 Two-Way ANOVA

To determine whether the demographic factors along with content marketing elements affect customer engagement, a Two-way Analysis of
Variance (ANOVA) was used. The analysis of engagement levels indicated that age and education among the demographic factors had a
substantial impact.

The study revealed that the interaction effects of age and relevance of the content are statistically significant; thus, age groups react differently
to relevance of content. Younger consumers seem to be more responsive to content that is visually and interactively more engaging, as
opposed to older consumers, who are more responsive to content that is more informational and value-based. The level of education of
respondents also seems to moderate the engagement behavior, where academically more qualified respondents are shown to engage more.
This means that the demographic variables factor to shape outcomes of customer engagement, thus affirming the validity of audience
segmentation in content marketing.
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Effect of Age and Content Relevance on Customer Engagement
Table 8.3
Two-Way ANOVA — Tests of Between-Subjects Effects

Source Sum of Squares| df |Mean Square F Sig.
Age Group 12.864 2 |6.432 9.218 ||0.000
Content Relevance 18.475 1 [18.475 26.487||0.000
Age = Content Relevance |[6.381 2 |3.190 4,573 [|0.011
Error 132.840 194(0.685
Total 170.560 199
Interpretation:

The ANOVA results indicate that both age and content relevance have a statistically significant effect on customer engagement. The
significant interaction effect (p < 0.05) suggests that engagement levels vary across age groups depending on content relevance.

Effect of Education and Content Quality on Customer Engagement
Table 8.4
Two-Way ANOVA — Education Level and Content Quality

Source Sum of Squares| df |Mean Square F Sig.
Education Level 9.562 2 4781 6.834 |(0.001
Content Quality 21.398 1 21.398 30.597|(0.000
Education x Content Quality |5.214 2 2.607 3.728 ||0.026
Error 133.386 194(0.687
Total 169.560 199
Interpretation:

Education level significantly influences customer engagement, and the interaction between education and content quality further confirms
that better-educated consumers show higher engagement with high-quality content.

9. DISCUSSION

The study's findings are an affirmation of the existing theoretical and empirical studies on content marketing and customer engagement. The
positive content marketing and customer engagement relationship attributed to value-based content is an affirmation of content marketing's
role in building strong relationships between consumers and the brand.

Content relevance and quality are the two major factors that influence engagement, as consumers trust and engage with content that is
accurate, well organized, and informative. Relevance of content also determines responsiveness of the consumers with regards to the content,
as aligned interests and preferences are the primary drivers of consumer engagement. On the other hand, interactivity is crucial as it promotes
active participation of consumers and ensures that engagement is not passive.

Building on the results of the study, it is evident that the significant impact of demographic factors means that consumer engagement varies
from segment to segment. A consumer's age and level of education affect the way the consumer views and engages with the content, and so
designers of content strategies need to develop personalized strategies for different groups. Marketers need to develop strategies for content
marketing that will apply to their target audiences in the ever-changing digital world.

10. RECOMMENDATIONS

To increase consumer engagement in content marketing, the following recommendations are proposed based on the results of the study.

1. Organizations must produce valuable content that is informative and of high quality.

2. Content strategies should focus on personalization and relevance

3. Marketers must use interactive content, such as videos, polls, quizzes, and social media interactions, to encourage consumer engagement
4. Consistency of message, tone, and branding of content should be maintained across digital platforms to reinforce the brand

5. Content strategies must be informed by demographics to ensure continued engagement of different consumer groups.

6. Content performance should be evaluated on a regular basis using a combination of qualitative and quantitative measures of engagement.
11. CONCLUSION

The current research states that content marketing is vital for customer engagement in digital spaces. If organizations focus on content that
is of good quality, relevant, interactive, and consistent, they are able to create a deep cognitive, emotional, and behavioral engagement in
consumers.

The research provides insights about the moderating influence of demographic variables, specifically how customer engagement is a function
of the individual’s age and level of education. Given these insights, the segments of the audience and the personalization of the content
should be adjusted to in order to achieve the desired levels of engagement.
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ELSEVIER

This research provides a starting point for future research in customer engagement and content marketing. Future research in this area can be
done using larger samples, longitudinal studies, and/or a single qualitative framework. This will provide additional research opportunities to
study how the patterns of consumer engagement change.
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