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Impact of Content Marketing via Social Media on
Audience Interaction with Content

(A field study on sample of Facebook users)

Abstract
Impact of Content Marketing via Social Media on Audience Interaction
with Content

(A field study on sample of Facebook users)

This research aims to explore the impact of content marketing on customer
engagement with the content published on social media (Facebook). Given
the nature of the initial research problem, which requires describing the
characteristics of an existing phenomenon, a descriptive approach was
used to characterize the study variables and achieve an accurate and
comprehensive scientific description of the content marketing phenomenon.

The study was applied to fourth—year students in the Faculty of Economics,
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specializing in Business Management, Marketing, and E-commerce, with
a convenient sample consisting of 70
individuals.

The study reached several conclusions, the most important of which are:
the sample group showed great interest in content that provides useful
information, but there is a neutral attitude towards the format of the content,
as well as the company's information and its personalities. The types of
interaction with the content can be ranked from most interactive to least as
follows: sharing, commenting, and then liking. The study concluded that the
characteristics of content marketing could be classified into three factors:
content attractiveness, information richness, and
communication.

The study made several recommendations, including the importance of
providing educational (guiding) content for the target audience, and crafting
texts in a professional style that includes keywords to increase Vvisitor
interaction with and sharing of the

page.
Keywords: Marketing, Content Marketing, Interaction, Sharing,

Commenting, Like
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Extraction Method: Principal Component Analysis.
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Extraction Method: Principal Component Analysis.

Rotation Method: Varimax with Kaiser Normalization.

a. Rotation converged in 6 iterations.
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