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Abstract:

In today's digitized world, social media is one of the most powerful platforms for communication,
promotion, and brand building. In this regard, modern-era businesses are still engaging their customers on
the platform of social media via Instagram, Facebook, YouTube, X, or Twitter in order to reaffirm their
brand presence. This study wants to know the relation between social media engagement and brand loyalty,
and how online interactions build a long-term relationship between brands and their customers. The
research also aims at analysing how various engagement activities such as liking, comments, shares,
feedback, influencer engagement, and community engagement build customer perception and loyalty
towards a brand. Among other things, it sums up the dimensions of customers that create emotional
attachment, satisfaction, and trust through continuous digital interactions. The data in this research have
been obtained by using a structured questionnaire and analysed to have gained insight into how social-
media-driven relationships drive repurchase and word-of-mouth activity. According to the results of this
study, if the brand is more responsive and engages with its audience, customers will feel valued and,
accordingly, this will establish trust and increase their satisfaction and loyalty. It aids in understanding
various concepts of digital marketing strategy and focuses on continuous and meaningful engagement
towards the building of long-term brand loyalty in a competitive virtual market.

Keywords: Social Media, Customer Engagement, Brand Loyalty, Digital Marketing, Online Trust,
Customer Satisfaction, Brand Relationship, Consumer Behaviour, Brand Awareness, Influencer
Marketing, Online Branding, Social Interaction, Customer Retention, Relationship Marketing.
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INTRODUCTION

Nowadays, social media has grown from being just
a channel of communication to becoming a strong
tool in the marketing arsenals of companies around
the world. Social media platforms, including but not
limited to Instagram, Facebook, YouTube, and X,
change how companies reach their consumers. They
allow brands not only to promote their products and
services but also create direct contact with
customers by adding to the development of better
and stronger relationships and trust.

Now that this millennium has started, a
business is beginning to shift toward digital
marketing strategies as the target customers have
started spending considerable time on the Internet.
Social media contact is one of the key drivers of
marketing for a company. Social media helps a
brand interact with customers through likes,
comments, sharing, and message communication.
This will help them clearly perceive customer
preference, increase satisfaction, and fortify brand
loyalty.
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Brand loyalty can be defined as the
emotional attachment and commitment a customer
feels towards a particular brand. In this regard,
customers repeat their purchase behaviour for the
same brand, believing in its quality, service, and
values. Holding on to customer loyalty today is
much more difficult than it has ever been. Hence,
companies adopt creative social media campaigns,
influencer partnerships, and interactive content to
keep their customers connected and attached
emotionally to their brands.

The research will, therefore, establish the
effect of social media engagement on brand loyalty,
focusing on how consistency in digital interaction
influences customers' behaviour and decision-
making. Some of the determinants that were
responsible for the development of long-term
loyalty include responsiveness, quality of content,
online trust, and customer satisfaction. It also tries
to establish if customer engagement with the brand
pages and online communities has any influence on
repeat purchases and positive word-of-mouth
promotion. The sudden expansion in the field of
online marketing has turned consumer engagement
behaviour into an indispensable part of analysis that
needs to be observed for any business enterprise.
This study can be considered an attempt to
emphasize how brands should meaningfully interact
with their audiences and how this relationship could
be continued for the long-term sustainability of a
business.

LITERATURE REVIEW

Social media has emerged as one of the
most influential marketing channels these days.
Several researchers have investigated the effects of
digital engagement on consumer loyalty and
perceptions regarding the brand. Indeed, earlier
studies have identified that customers who
frequently engage with a brand through social
media develop more emotional attachment and trust,
leading to repeat purchases and brand advocacy.

Bilgin (2018) further exemplifies social
media marketing activities, including content
posting, customer response, and influencer
promotions, as means that contribute to raising
brand awareness and loyalty. It also emerges that
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brands with higher levels of engagement have better
retention levels among customers. In this respect,
the study by Laroche et al. (2012) identifies that
social media-based interactions between customers
and brands result in a positive relationship between
the two, especially when communications are
perceived to be personal and genuine.
In another study, Naylor, Lamberton, and West
(2012) explained that social media builds a
community where customers can share opinions
and feedback. This sense of community strengthens
a customer's psychological connection with a brand.
They also discussed that social media gives them a
voice, which makes customers feel that they are
heard and acknowledged, and that is where loyalty
stems.

Mangold and Faulds (2009) stated that
social media is a hybrid component of promotion. It
combines traditional marketing and real-time
consumer involvement. The results of their study
indicated that symmetric communication via social
media platforms empowers consumers and
enhances consumer satisfaction.

More recently, the study by Ismail (2017)
pointed out that effective engagement strategies
include rapid responses, entertaining content, and
emotional storytelling, which help in developing the
brand relationship in the long run. Social media
platforms act as an open space for communication
and experience sharing, allowing customers to
develop much deeper bonds with the brand. Based
on the review of related literature, it can be
established that customer engagement through
social media plays an important role in the building
and nurturing process of brand loyalty. The more a
brand connects with the customer, listens to them,
and then responds over social platforms, the
stronger the relationship gets.

PROBLEM STATEMENT

In today's digital competitive environment,
the extent to which businesses rely on social media
for engaging with customers and promoting their
brands is intense. Even though social media has
made communication fast and effortless, every
brand is not really able to convert engagement into
loyalty. Many consumers may follow the brands
online but stay less committed to them over a long
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period of time. The issue basically lies in
deciphering the way in which social media-based
interactions are influencing the emotional
connection, trust, and long-term relationship a
customer may have with a brand. This research
Endeavor tends to find the linking factors between
social media engagement and brand loyalty,
analysing how businesses can use digital platforms
effectively in reinforcing their customer base.

SCOPE, LIMITATIONS, AND METHODOLOGY
This study focuses on assessing how social
media engagement influences brand loyalty among
active users of platforms such as Instagram,
Facebook, and YouTube, examining engagement
behaviours, including likes, comments, shares, and
content interaction, and their association with trust,
satisfaction, emotional connection, and loyalty. The
scope is limited to consumers within a specific
demographic  group, using a  structured
questionnaire  to  capture  perceptions  and
behavioural responses. However, the study is
constrained by a relatively small, convenience-
based sample, reliance on self-reported data, and an
exclusive focus on selected major social media
platforms, which may limit generalisability. Data
were collected through an online survey using a
five-point Likert scale, employing descriptive
statistics,  reliability  tests, correlation, and
regression analysis to measure the strength and
direction of relationships among variables. This

quantitative  approach  provides a  clear
understanding of how engagement behaviour
contributes  to  loyalty  formation,  while

acknowledging the contextual boundaries of the
sample and design.

OBJECTIVES OF THE STUDY

The purpose of the research is to identify the
relationship between consumer engagement with
social media and their subsequent level of brand
loyalty. This research will specifically seek to
achieve the following:

1. Evaluate the degree of customer
engagement of brands on social networking
sites.
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2. To assess how social media interactions
impact customers' trust and satisfaction.

3. To find out how consistent online
engagement serves to enhance brand loyalty.

4. The quality of content and responsiveness of
the brand were studied to understand its
effect on customer perception.

5. To recommend, to their companies, methods
through  which there could be an
improvement in customer relationship using
effective social media strategies.

HYPOTHESIS FORMULATION

Hypothesis: This is a statement that reflects
a probable explanation of how two or more
variables may relate to each other. It allows the
researcher to test and verify the proposed
connection based on data collected.
The purpose of this study is to find the relationship
between social media engagement and brand
loyalty. The research will be based on the
assumption that the customer activities on social
media, like liking, commenting, sharing of posts,
and other ways of interacting with the content of the
firm, have an effective impact on their trust and
satisfaction, leading to better loyalty towards the
brand.

Based on the above understanding, it is
hypothesized that:

Ho : There is no significant relationship
between social media engagement and brand
loyalty among customers.

Hi:There is a strong positive relation
between customers' social media engagement and
brand loyalty.

CONCEPTUAL METHODOLOGY

The conceptual framework illustrates how
social media engagement influences brand loyalty
through key mediating factors. Social media
engagement, treated as the independent variable,
includes dimensions such as content quality,
responsiveness, frequency of interaction, influencer
promotion, and community-building activities.
These engagement behaviours shape consumers’
perceptions and drive deeper psychological
responses. The mediating variables, trust,
satisfaction, emotional connection, and customer
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engagement, play a crucial role in explaining how
online interactions translate into loyal behavioural
outcomes. When consumers perceive brands as
responsive, authentic, and consistently engaging,
they are more likely to develop trust and

satisfaction, which strengthen emotional attachment.

These mediators ultimately contribute to the
dependent variable, brand loyalty, reflected through
repeat purchases, positive advocacy, and long-term
commitment to the brand. Overall, the framework
demonstrates a clear pathway showing how
effective social media engagement can build
stronger, more loyal customer relationships.

CONCEPTUAL FRAMEWORK
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majority of respondents belonging to the Below 25
age group (46.7%) and the 25-34 group (33.3%).
Educational levels are dominated by UG (36.7%)
and PG respondents (41.7%), indicating that most
participants are either pursuing or have recently
completed higher education. Additionally, students
make up 50% of the total sample, followed by
academicians (16.7%) and finance professionals
(13.3%).

This concentration of younger, academically
inclined respondents is important for interpreting
the study’s results, as the findings will primarily
reflect the views and behaviours of individuals who
are active on social media, digitally literate, and

f N y N engaged with brands online. Consequently, the
s;::":::;":ﬂ"g:::; EOATORS DE:Z[:?’:\;: T:LE results represent consumer behaviour patterns
typical of emerging adults, who are known to
pinnd >— o | ke display higher social media engagement and
R * Emotional Gonnection « Emotional Connection evolving perceptions of brand loyalty.
e D « Customer Engagement < Regest Pisthass
+ Community Building ey
8 ) L ) Table 2. Descriptive Statistics of Key Variables
Variable Mean SD
Table 1. Demographic Profile of Respondents Social Media 3.89 0.62
Variable Category Frequenc | Percentag | Engagement ’ ’
e(%)
Age Below 25 0 167 | Tt 402 0.58
25-34 20 33.3 Satisfaction 3.76 0.71
35-44 8 133
45-54 3 5.0 Emotion.al 368 0.66
Above 55 1 1.7 Connection
Education | UG 22 36.7 Brand Loyalty 3.95 0.64
PG 25 41.7
M.Phil 6 10.0 The  descriptive  results show  that
PhD 4 6.7 respondents rated all five constructs positively, with
Other 3 5.0 mean scores ranging from 3.68 to 4.02 on a five-
Occupatio | Student 30 50.0 point scale. Trust recorded the highest mean (M =
n 4.02, SD = 0.58), indicating that respondents
Academicia 10 16.7 generally feel confident in the reliability and
n credibility of the brands they engage with on social
Finance 8 13.3 media. Brand Loyalty followed closely (M = 3.95,
Professional . i
Business 7 17 SD = Q.64),‘ suggesting that partlclpaqts show
Owner strong 1nt§nt10ns to continue supporting and
Govt. 3 33 recommending preferred brands.
Employee . ) .
The demographic profile is skewed towards a ~ Satisfaction (M =3.76, SD = 0.71) displays
younger, student-heavy population, with the the highest standard deviation among the variables,

indicating notable variation in how different
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respondents perceive their overall satisfaction levels
with brands on social media. Social Media
Engagement (M = 3.89, SD = 0.62) remains high,
reflecting active interaction patterns with digital
brand content.

Emotional Connection, while still positive
(M = 3.68, SD = 0.66), shows the lowest mean
among the constructs. This implies that although
respondents engage with brands and trust them,
they may not yet feel deeply emotionally attached
to these brands.

Overall, the results indicate that respondents
express the strongest positive perceptions toward
Trust and Brand Loyalty, while Emotional
Connection appears to be the least developed
dimension. The relatively higher variability in
Satisfaction suggests that personal experiences with
brands differ more widely across individuals.
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measure respondents’ emotional and behavioural
engagement with brands on social media.

Both Trust (o = .78) and Satisfaction (a
.80) exceed the recommended threshold of a
.70, indicating good reliability. These values
confirm that the constructs are measured with
sufficient accuracy and that the items within each
scale are highly aligned with their intended
theoretical dimensions.

Overall, the robust Cronbach’s a values
across all constructs confirm that the multi-item
scales used in the questionnaire are both reliable
and internally consistent. This strengthens the
foundation for subsequent statistical analyses, such
as correlations and regressions, since reliable
constructs increase confidence in the validity and
stability of the observed relationships.

Y

Table 4. Correlation Matrix (Pearson’s r)

Table 3 Variable 1 2 3 4 5
52111;1;381)1}3 Analysis  (Cronbach’s a) (Ideal 1 Social
;T Media , 62 | SBFE | 55%E | (QF*
Construct No. of Cronbach’s Engagement
Items a
2. Trust .627%% , 64%% | 60%* | 66%*
Social Media 8 .82
Engagement 3. . . 58k | @4%* 57k | JkE
Satisfaction ’
Trust 4 78 4 Emotional
. Emotiona
. S5k | .60%* | 5T , .68#%
Satisfaction 4 .80 Connection
Emotional Connection 5 .83 5. Brand 69%*% | GE%% | T1Hk | 8%
Loyalty ’ ) ) ) ’
Brand Loyalty 6 .88 -
Note. p < .01 (2-tailed).
Interpretation:
Interpretation:
a > .70 indicates good internal consistency; All  variables show strong, positive

a > .80 is excellent.

The results of the reliability analysis
indicate that all five constructs demonstrate strong
internal consistency, with Cronbach’s o values
ranging from .78 to .88. Brand Loyalty shows the
highest reliability (o = .88), demonstrating excellent
consistency among the items measuring loyalty-
related behaviours. Emotional Connection (o = .83)
and Social Media Engagement (a = .82) also fall
well within the excellent range, confirming that the
items used to assess these constructs consistently

correlations (r = .55-.71), supporting the model.

The correlation matrix shows consistently strong,
positive, and statistically significant associations
among all five constructs, with Pearson’s r values
ranging from .55 to .71 (p < .01). Social Media
Engagement demonstrates a strong relationship
with Brand Loyalty (r = .69), indicating that higher
levels of online interaction and brand-related
activity are closely linked with greater loyalty
intentions. Similarly, Satisfaction shows the highest
correlation with Brand Loyalty (r = .71),
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highlighting that positive customer experiences
significantly reinforce loyalty.

Trust also correlates strongly with both
Satisfaction (r = .64) and Brand Loyalty (r = .66),
confirming that confidence in the brand is a
foundational element for long-term loyalty.
Emotional  Connection  exhibits = meaningful
associations with the other constructs (r = .55-.68),
demonstrating that emotional attachment enhances
both engagement behaviours and loyalty outcomes.

Overall, these strong and positive
correlations provide robust support for the
conceptual model. They indicate that Engagement,
Trust, Satisfaction, and Emotional Connection are
not only interrelated but together exert substantial
collective influence on Brand Loyalty. This
confirms the theoretical expectation that social
media engagement and relationship-building
variables operate in a mutually reinforcing manner
to shape loyal consumer behaviour.

Table 5. Regression Results (DV = Brand Loyalty)
Predictor B t-value p-value
Social 34 4.21 <.001
Media

Engagement

Trust 22 2.95 .004
Satisfaction .28 3.89 <.001
Emotional .26 3.47 .001
Connection

The regression results demonstrate that all four

predictors,  Social Media Engagement, Trust,
Satisfaction, and Emotional Connection,
significantly influence Brand Loyalty among

respondents. Social Media Engagement emerges as
the strongest predictor (B = .34, t = 4.21, p < .001),
indicating that higher levels of online interaction
with brand content substantially increase the
likelihood of customers remaining loyal. This
shows that active participation through likes,
comments, shares, and brand-related activities
meaningfully enhances loyalty outcomes.
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Satisfaction is the next most influential
factor (B = .28, t = 3.89, p < .001), underscoring the
importance of positive customer experiences in
shaping continued brand preference. Customers
who feel satisfied with the brand’s performance,
communication, and service quality exhibit a
significantly higher intention to stay loyal.

Emotional Connection also plays a
meaningful role (B = .26, t = 3.47, p = .001),
suggesting that brands capable of creating
emotional resonance, through storytelling,
personalization, and identity alignment, are more
likely to cultivate long-term loyalty.

Trust, while comparatively less strong than
the other predictors, still shows a significant
positive effect (B = .22, t = 2.95, p = .004). This

confirms that confidence in brand integrity,
authenticity, and reliability is essential for
sustaining loyal behaviour.
SUMMARY OF FINDINGS

The study examined the influence of Social
Media Engagement, Trust, Satisfaction, and

Emotional Connection on Brand Loyalty among 60
respondents. The demographic profile indicated a
younger, student-dominated sample with strong
digital usage patterns, making it suitable for
evaluating social media—driven consumer behaviour.
Descriptive results revealed consistently positive
perceptions across all constructs, with Trust (M =
4.02) and Brand Loyalty (M = 3.95) emerging as
the strongest dimensions.

Reliability analysis confirmed high internal
consistency for all scales (a = .78-.88), ensuring
that the constructs were measured accurately.
Correlation analysis showed strong, positive, and
statistically significant relationships among all
variables (r = .55-.71, p < .01), demonstrating that
higher levels of engagement, trust, satisfaction, and
emotional bonding are closely associated with
increased brand loyalty. Regression results further
validated the conceptual model, revealing that all
four predictors significantly influence Brand
Loyalty. Social Media Engagement was the most
influential predictor (B = .34, p <.001), followed by
Satisfaction (B = .28, p < .001), Emotional
Connection (B = .26, p =.001), and Trust (B = .22, p
= .004). These findings confirm that brand loyalty

ISSN : 2581-7175

©IJSRED: All Rights are Reserved

Page 861



International Journal of Scientific Research and Engineering Development-— Volume 8 Issue 6, Nov- Dec 2025

is shaped by a combination of behavioural,
emotional, and relational factors cultivated through
social media interactions.

IMPLICATIONS OF THE STUDY

The results offer several meaningful
implications for marketers, brand managers, and
small businesses:

1. Social Media Engagement is a strategic lever
for loyalty.

Brands that maintain active, interactive, and
visually appealing social media platforms can
significantly ~ strengthen  customer  loyalty.
Engagement strategies, such as personalized posts,
quick responses, interactive polls, and community-
building activities, play a critical role in retaining
customers.

2. Satisfaction remains a core foundation for
loyalty.

Positive customer experiences, timely
service, and authentic communication enhance
satisfaction, which in turn drives long-term loyalty.
Businesses must ensure consistent quality across
both online and offline touchpoints.

3. Emotional Connection differentiates strong
brands.

Storytelling, brand personality, relatable
content, and emotional resonance contribute to
deeper loyalty. Brands that create meaning beyond
functional value are more successful in developing
repeat customers.

4. Trust reinforces long-term relationships.

Transparent communication, reliable service,
and ethical practices shape customer trust. As trust
significantly influences loyalty, brands need to
prioritize honesty, data privacy, and consistency in
their digital presence.

5. Integrated social media strategy is essential.
The findings suggest that loyalty emerges
when engagement, satisfaction, trust, and emotional
bonding are addressed collectively rather than in
isolation.  Businesses must integrate these
dimensions into a coherent social media strategy.
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CONCLUSION

The study concludes that social media plays
a pivotal role in shaping brand loyalty, especially
among younger, digitally active consumers. All
four constructs, Engagement, Trust, Satisfaction,
and Emotional Connection, serve as significant
drivers of loyalty, proving that brand loyalty is a
multidimensional construct influenced by both
rational and emotional factors. Social Media
Engagement emerged as the strongest predictor,
demonstrating the importance of interactive,
dynamic, and customer-centric social media
practices. The findings provide strong evidence that
brands seeking to build loyalty must invest in
consistent engagement, cultivate trust, ensure
satisfactory experiences, and develop emotional
resonance with their audiences.

FUTURE RESEARCH DIRECTIONS

Future studies can extend this research by
incorporating larger and more diverse samples that
include working professionals, older age groups,
and consumers across different regions to enhance
generalizability.  Industry-specific = comparisons,
such as fashion, electronics, or FMCG, may reveal
variations in how social media influences brand
loyalty across sectors. Longitudinal designs would
also be valuable to observe how engagement and
loyalty evolve over time as brands modify their
digital strategies. Additionally, future research may
explore moderating or mediating variables such as
influencer credibility, perceived value, or brand
experience to uncover deeper mechanisms linking
engagement and loyalty. Employing advanced
statistical techniques like Structural Equation
Modelling (SEM) and complementing quantitative
findings with qualitative insights can provide a
more holistic understanding of how social media
behaviours shape long-term brand relationships.
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