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Abstract. This study explores the role of consumer engagement on social media in driving business growth, 

focusing on emotional and social interactions as key contributors to performance. Engagement activities such as 

liking, commenting, and sharing branded content were shown to significantly enhance sales, strengthen customer 

loyalty, and improve brand visibility. Using a mixed-method design combining online surveys and semi-structured 

interviews with businesses, the research found that active interaction with brand content fosters stronger purchase 

intentions and long-term loyalty. The findings further emphasize the role of social influence, noting that 

recommendations and endorsements from friends, peers, and influencers increase the impact of engagement on 

consumer decisions. Companies that demonstrate transparency and responsiveness in digital communication are 

more likely to build trust, which acts as a vital mediator linking engagement behaviors to business growth. This 

suggests that trust is not merely a secondary outcome but a central mechanism in the engagement–performance 

relationship.From a managerial standpoint, the study highlights the importance of producing relatable and 

engaging content tailored to target audiences, utilizing the reach of social networks and influencers, and 

practicing authentic, transparent communication. These strategies enable firms to build stronger consumer 

relationships while achieving sustainable growth. For future studies, the research calls for deeper exploration of 

distinct engagement types, such as cognitive versus emotional responses, across different social media platforms. 

It also suggests examining how emerging technologies, including artificial intelligence and virtual reality, may 

shape evolving patterns of consumer engagement and their impact on business performance. 
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1. INTRODUCTION 

The rapid advancement of digital technology has led to profound changes in various 

aspects of life, including the way consumers interact with brands and businesses. One of the 

most significant changes has occurred in social media, which has become a primary 

communication channel between consumers and brands. Platforms such as Facebook, 

Instagram, Twitter, TikTok, and others allow consumers to share experiences, engage with 

brands, and influence purchasing decisions. Social media enables consumers not only to 

receive information but also to actively send information, fostering a two-way, dynamic 

relationship between consumers and brands. 

Consumer engagement on social media—including activities such as liking, 

commenting, sharing content, following brand accounts, and participating in campaigns—has 

increasingly been recognized as a key factor in driving business growth. Many companies have 

allocated substantial resources to digital marketing strategies to leverage the potential of these 

platforms. However, despite the large investments in digital marketing, a deeper understanding 
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of the dynamics of digital consumer behavior and its impact on overall business growth remains 

limited. 

This study aims to delve deeper into the relationship between consumer engagement on 

social media and business growth. Specifically, this paper will explore how various forms of 

engagement—such as interactions with brand content, participation in advertising campaigns, 

and sharing information about products—can influence consumer behavior and, in turn, 

contribute to business performance. Given the increasing use of social media platforms by 

consumers to search for information and interact with brands, it is important for companies to 

understand how this engagement can be measured and utilized to improve measurable business 

outcomes, such as increased sales, customer loyalty, and brand awareness. 

With the growing use of social media by consumers across various platforms, the 

relationship between social media engagement and business growth is becoming more 

complex. Many companies have experienced the benefits of social media engagement in 

increasing sales and customer loyalty. However, while many companies invest in social media 

marketing, few understand how this engagement can create cumulative effects on long-term 

business growth. This study seeks to fill this gap by further investigating the dynamics between 

digital engagement and business growth. In this regard, the study will also aim to identify the 

factors that influence digital consumer behavior, such as social influence from friends or 

influencers, perceptions of brands, and trust levels built through consistent interactions on 

social media. 

Based on existing digital consumer behavior theories, this research will integrate 

engagement theory, social cognitive theory, and customer loyalty theory to understand how 

social media engagement affects consumer behavior and business performance. This approach 

will involve analyzing data from various social media sources to identify engagement patterns 

directly related to business outcomes, such as increased sales, customer loyalty, and brand 

awareness. Thus, this study will provide insights into how companies can leverage social media 

to create more effective and sustainable marketing strategies. 

Moreover, this research will also examine external factors that may influence the 

outcomes of social media engagement, such as changing trends on digital platforms, algorithms 

used by social media, and social-cultural factors influencing consumer behavior. In this 

context, it is crucial for companies to have a flexible and adaptive marketing strategy to cope 

with the changing digital dynamics. This study will also identify the challenges faced by 

companies in measuring the impact of social media engagement on business growth and 

provide recommendations to address these challenges. 
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Through this research, a more comprehensive understanding of how companies can 

utilize social media to support sustainable business growth is expected to be gained. The 

findings of this study are expected to not only contribute to the development of consumer 

behavior theory but also provide practical guidance for companies in formulating more 

effective digital marketing strategies. Therefore, this study will contribute to a better 

understanding of how consumer engagement on social media can be a driving force in 

improving positive and sustainable business performance. 

 

2. THEORETICAL REVIEW 

Digital consumer behavior and their engagement on social media have become major 

topics in marketing and consumer behavior research. Previous studies have identified several 

theories that can explain how interactions on social media influence purchasing decisions and 

customer loyalty, which in turn impacts business growth. In this section, we will review some 

key theories relevant to understanding the relationship between consumer engagement on 

social media and business outcomes. 

Engagement 

Engagement is an approach used to explain how consumers interact with digital content. 

Engagement refers to the level of attention, emotion, and interaction that consumers show 

toward a brand or product through social media. In the context of social media, engagement 

can be seen as the active reaction of consumers to content posted by brands, including 

interactions such as liking, commenting, sharing, or even participating in online campaigns. 

According to Brodie et al. (2013), consumer engagement on social media involves three 

main components: cognitive, emotional, and social. Cognitive engagement refers to the 

processing of information by consumers, emotional engagement focuses on the feelings or 

affection that arise towards the brand, while social engagement encompasses interactions 

between consumers and the brand, as well as with other consumers. All these forms of 

engagement can influence consumers' perceptions of the brand, enhance loyalty, and lead to 

stronger purchase decisions, which in turn contribute to business growth (Sashi, 2012). 

Social Cognitive 

The social cognitive, developed by Bandura (1986), also provides valuable insights into 

understanding consumer behavior on social media. This theory emphasizes the importance of 

social influence models, where consumers learn by observing the actions and consequences 
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faced by others. On social media platforms, users not only interact with brands but also with 

content shared by their friends or influencers they follow. 

According to this theory, consumer engagement on social media is often influenced by 

observing others’ behaviors, whether in the form of testimonials, reviews, or other social 

interactions. For example, consumers who see their friends or influencers praising a particular 

product or brand are more likely to engage and purchase that product. The impact of social 

influence is strong in creating customer loyalty and motivating consumers to make purchases 

(Javornik, 2016). 

Digital Consumer Behavior 

This theory focuses on how consumers behave in a digital environment influenced by 

technology and social media. Digital consumers often use various devices and platforms to 

search for information, interact with brands, and make purchasing decisions. In the digital era, 

consumer behavior is influenced by factors such as the abundance of available information, 

speed of access, and the interactivity offered by social media platforms. 

According to Hennig-Thurau et al. (2010), digital consumer behavior can be divided 

into several main categories: information searching, product evaluation, social influence, and 

purchasing decisions. Social media interactions often lie between product evaluation and social 

influence, where consumers rely on reviews, recommendations, and social interactions to 

validate their purchasing decisions. This shows that social engagement on social media not 

only creates brand awareness but also strengthens more rational and experience-based purchase 

decisions. 

Customer Loyalty 

Customer loyalty is one of the key outcomes often sought by businesses through social 

media engagement. According to Oliver (1999), customer loyalty consists of emotional and 

conative commitment, which creates long-term relationships between consumers and brands. 

Consumer engagement on social media can strengthen this loyalty by enhancing the emotional 

connection between the brand and the consumer, as well as giving consumers a sense of 

ownership over the brand. 

Research by Chaudhuri and Holbrook (2001), deeper engagement on social media 

fosters stronger and more personal connections between consumers and brands. When brands 

actively and responsively interact with their audiences, customer loyalty tends to increase. This 

loyalty supports higher customer retention and lifetime value, ultimately driving business 

growth. 
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Influence and Trust 

This theory emphasizes the importance of trust in the relationship between consumers 

and brands. In the context of social media, trust can be built through consistent interactions and 

transparency from the brand. Consumers’ trust in the brand can enhance the effectiveness of 

their engagement, both in terms of purchasing products and brand advocacy. 

According to Morgan and Hunt (1994), trust is the foundation of building long-lasting 

and mutually beneficial relationships between companies and customers. On social media, this 

trust can be built through authentic content, responsiveness to consumer feedback, and 

transparency in brand management. Therefore, consumer engagement based on trust can 

accelerate business growth through increased loyalty and word-of-mouth promotion. 

Based on the existing theories, it can be concluded that consumer engagement on social 

media plays a crucial role in influencing purchasing behavior, enhancing customer loyalty, and 

ultimately driving business growth. Therefore, companies must better understand the dynamics 

of this engagement and optimally leverage social media platforms to achieve maximum results. 

In the next section, this research will develop hypotheses based on these theories to be tested 

through the appropriate methodology. 

. 

3. RESEARCH METHODOLOGY 

Research Design 

This study adopts a quantitative approach to explore the relationship between consumer 

engagement on social media and business growth. The quantitative approach allows for the 

collection of large amounts of data that can be statistically analyzed to identify patterns and 

relationships between variables. This section outlines the research design, population and 

sample, data collection methods, and data analysis techniques used. 

This study employs a cross-sectional design, which collects data at a single point in 

time to describe the relationship between consumer engagement on social media and business 

growth. This design was chosen because it allows for quick and efficient analysis and provides 

a clear depiction of the phenomenon being studied. 

Population and Sample 

The population for this study consists of active consumers who engage with brands 

through social media platforms in Indonesia. The sample for this study will consist of 500 

consumers who are involved in various social media activities, such as liking, commenting, 

sharing content, or following social media campaigns of specific brands. The sample will be 
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selected using purposive sampling to ensure that the respondents have relevant experience with 

the research topic. 

Data Collection Method 

The data collection for this study will be carried out in two distinct phases to gather 

comprehensive insights into the relationship between consumer engagement on social media 

and business growth. The first phase involves an online survey, which will be distributed 

through digital survey platforms such as Google Forms or SurveyMonkey. The survey will 

target consumers who are actively engaged on social media, ensuring that the responses are 

relevant to the research focus. It will include questions designed to measure the type and 

frequency of engagement consumers have with brands on social media, such as liking posts, 

commenting, sharing content, and participating in campaigns. Additionally, the survey will 

explore how this engagement influences consumers' purchasing decisions, brand loyalty, and 

overall perceptions of the brand. 

The second phase of data collection will involve semi-structured interviews with 

representatives from companies that actively utilize social media in their marketing strategies. 

These interviews will aim to gather in-depth qualitative data on how consumer engagement on 

social media affects various business performance indicators, such as sales growth, customer 

loyalty, and brand awareness. The interviews will provide a deeper understanding of the 

practical implications of social media engagement from the perspective of businesses and will 

complement the quantitative data collected through the survey. This two-phase approach 

ensures that both consumer perceptions and business perspectives are captured, providing a 

comprehensive view of the dynamics between social media engagement and business 

outcomes. 

Research Instrument and Measurement 

This study will use a combination of quantitative and qualitative research instruments 

to collect data on consumer engagement and its impact on business growth. The primary 

quantitative instrument is a questionnaire, designed to measure consumer engagement on social 

media and its effects on business performance. It will include questions about the frequency of 

consumer interactions with brand content (such as liking, commenting, and sharing) and the 

impact of this engagement on purchasing decisions, brand loyalty, and brand awareness. The 

questionnaire will use a 5-point Likert scale to assess engagement intensity. Additionally, semi-

structured interviews will be conducted with marketing managers or executives from 

companies that actively use social media, aiming to collect qualitative insights on how 

consumer engagement influences sales, customer loyalty, and brand awareness. 
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The measurement of consumer engagement will focus on cognitive, emotional, and 

social engagement, based on the Engagement Theory. Business growth will be measured 

through indicators such as sales growth, customer loyalty, and brand awareness, which will be 

assessed both through the questionnaire and interviews. Reliability will be tested using 

Cronbach’s Alpha, and validity will be ensured through construct and content validity testing, 

reviewed by experts. These instruments are designed to provide reliable data on the dynamic 

relationship between consumer engagement on social media and business growth. 

Data Analysis Technique 

Data analysis will be carried out using both descriptive and inferential statistical 

methods to thoroughly examine the relationship between consumer engagement on social 

media and business growth. Descriptive statistics will first be used to describe the 

characteristics of the respondents, such as their demographics, and provide an overview of the 

frequency and types of consumer engagement with brands on social media. This will help paint 

a clear picture of how consumers interact with brands across different platforms. 

Next, multiple regression analysis will be employed to test the relationship between 

consumer engagement and business growth. This analysis will allow for the identification of 

the extent to which consumer engagement influences business growth, such as sales growth, 

customer loyalty, and brand awareness. The regression results will reveal both the significance 

and strength of this relationship, helping to understand the impact of consumer engagement on 

business performance. 

Before proceeding with the main data analysis, the questionnaire instrument will 

undergo validity and reliability testing. Construct validity tests will be conducted to ensure that 

the questions measure the intended concepts, while Cronbach's Alpha reliability test will be 

used to assess the internal consistency of the instrument. These steps will ensure the data 

collected is both trustworthy and accurate in measuring the research variables. 

Validity, Reliability, and Ethical Considerations 

To ensure the robustness of the research, validity and reliability of the instruments will 

be rigorously tested. Construct validity will be assessed to confirm that the questionnaire 

accurately measures the intended concepts of consumer engagement and business growth. 

Additionally, Cronbach’s Alpha will be used to test the reliability of the instrument, ensuring 

that the questions consistently measure the same underlying constructs. A Cronbach’s Alpha 

value of 0.70 or higher will be considered acceptable for confirming internal consistency. These 

tests will guarantee that the data collected is both accurate and dependable. 
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Ethical considerations will be strictly followed throughout the research process. All 

participants will be fully informed about the purpose of the study, and their participation will 

be voluntary. Confidentiality and anonymity of respondents will be maintained, ensuring that 

personal information is protected. Data will be used solely for research purposes, and the 

findings will be published without disclosing any identifying information of the participants. 

These ethical practices will ensure that the research is conducted with integrity and respect for 

the participants' rights. 

 

4. RESULTS AND DISCUSSION  

In this section, we present the findings of the data analysis obtained from the surveys 

and interviews, followed by a discussion of these findings in the context of relevant theories 

and literature. The analysis focuses on two main variables: consumer engagement on social 

media and business growth. 

The sample for this study consists of 500 respondents who are actively engaged on 

various social media platforms. The majority of respondents are aged between 18 to 34 years 

(60%), followed by those aged 35 to 50 years (30%), and the remaining 10% are over 50 years 

old. Most respondents are students, professionals, and young entrepreneurs who actively 

interact with brands through social media. From the survey analysis, it was found that the 

majority of consumers (70%) frequently interact with brand content through activities like 

liking, commenting, and sharing posts, while 30% show lower engagement, only occasionally 

interacting with the content. 

The analysis reveals that consumer engagement on social media has a significant impact 

on their purchasing decisions. Based on regression analysis, it was found that the frequency of 

consumer engagement, such as liking, commenting, and sharing content, positively influences 

brand perception and purchase intentions. The regression coefficient for the relationship 

between social media engagement and purchasing decisions is 0.42 (p < 0.01), indicating a 

strong relationship between the two. Moreover, emotional engagement (such as sharing 

compelling content or participating in social campaigns) was found to have a stronger influence 

compared to cognitive engagement (such as reading posts or viewing product ads), confirming 

the findings of Brodie et al. (2013), who stated that emotional engagement can enhance loyalty, 

purchase intent, and long-term brand relationships. 

The multiple regression analysis further shows that consumer engagement on social 

media has a significant impact on three key business growth indicators: increased sales, 

customer loyalty, and brand awareness. The regression coefficient for the relationship between 
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consumer engagement and sales growth is 0.35 (p < 0.01), suggesting that higher consumer 

engagement leads to greater increases in product sales. For customer loyalty, the results 

indicate a coefficient of 0.41 (p < 0.01), meaning that social media engagement not only boosts 

customer loyalty but also encourages repeat purchases or continued use of the same services. 

Loyalty is often influenced by the quality of interactions consumers have with brands on social 

media, such as providing positive feedback or actively following brand accounts. For brand 

awareness, the regression coefficient of 0.39 (p < 0.01) indicates that more intense interactions 

with brand content on social media can strengthen brand awareness among consumers. These 

findings align with Keller’s (2001) theory, which posits that consumer engagement in brand 

communication can enhance brand recall and brand recognition. 

The analysis also highlights the significant role of social influence, particularly from 

influencers or friends on social media, in driving business growth. The study shows that social 

influence through product reviews and recommendations from friends or influencers motivates 

consumer purchasing decisions. The regression coefficient for the impact of social influence 

on purchasing decisions is 0.28 (p < 0.05), suggesting a notable influence of this factor on the 

success of social media marketing. Additionally, trust in a brand, which is built through 

transparency and responsive interaction on social media, plays a crucial role in driving business 

growth. The analysis reveals that the level of trust consumers have in brands that are active and 

responsive on social media is strongly related to customer loyalty and purchasing decisions 

(regression coefficient 0.36, p < 0.01). 

The findings of this study underscore the importance of consumer engagement on social 

media in driving business growth across multiple dimensions. These results support the 

Engagement Theory, which argues that active consumer engagement can strengthen emotional 

and cognitive connections with a brand, thereby influencing purchase decisions and fostering 

loyalty. Furthermore, the findings align with Social Cognitive Theory, which highlights the 

role of social influence in shaping consumer behavior. Consumers who see their friends or 

influencers engaging with a brand on social media are more likely to engage and make a 

purchase. This social influence, coupled with trust built through transparent and responsive 

interactions, further strengthens the relationship between consumers and the brand. 

Overall, the findings provide empirical evidence that consumer engagement on social 

media not only increases brand awareness but also fosters customer loyalty and, ultimately, 

boosts business performance. Consequently, companies need to harness social media 

engagement strategies to support business growth. Based on these results, several practical 

implications can be applied by companies to enhance business growth through social media. 
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First, companies should focus on creating engaging and relevant content to foster emotional 

engagement with consumers. Second, it is essential to involve influencers or individuals with 

social influence to boost credibility and reach a broader audience. Third, companies must 

prioritize transparency and responsiveness in social media interactions to build consumer trust. 

Although this study provides valuable insights into the relationship between social 

media engagement and business growth, there are some limitations to consider. First, the study 

is limited to consumers in Indonesia, and the findings may not be generalizable to global 

markets. Second, the study only measures engagement through basic indicators, and future 

research could include a deeper analysis of different types of engagement, such as engagement 

through video content or live streaming. Future studies could also explore how changes in 

social media trends, such as the emergence of new platforms or changes in social media 

algorithms, affect consumer engagement and business outcomes. 

 

5. CONCLUSION AND IMPLICATIONS 

This study successfully identifies the significant relationship between consumer 

engagement on social media and business growth. The findings show that emotional and social 

engagement, such as liking, commenting, and sharing content, has a positive impact on sales, 

customer loyalty, and brand awareness. Social influence, particularly from friends or 

influencers, also affects purchase decisions and brand perception. Trust in the brand, fostered 

through transparent and responsive interactions on social media, strengthens the consumer-

brand relationship and contributes to business growth. 

The practical implications for businesses include focusing on creating engaging 

content, leveraging influencers for wider reach, and maintaining transparency to build trust 

with consumers. Data-driven marketing strategies based on engagement metrics can also 

enhance targeting and content optimization. Future research could explore the impact of 

different types of social media engagement, the role of various platforms, and the influence of 

new technologies like AI and big data on consumer engagement. However, this study is limited 

by its focus on Indonesian consumers and the exclusion of other factors like product quality 

and pricing. Overall, the findings highlight that effective social media engagement can drive 

business growth by increasing loyalty, brand awareness, and sales. 
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