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Abstract 

With the rapid increase in the usage of social media platforms, marketers have 

realized the importance of using social media marketing to attract and retain their 

target audience. However, considering the number of brands on social media it is 

difficult for a company to reach to its potential target audience and generate their 

interest. Therefore, marketers are focusing on generating content which can appeal 

to its target audience and ultimately grab their attention in the crowd. Also, strong 

mailto:umer.ramzan@lbs.uol.edu.pk


JIBC December 2018, Vol. 23, No.3 - 2 -  
 
 
 
 

content enables a company to build its credibility on the internet and gets strong 

search ranking on Google. This study aims at investigating the influence of content 

based social media marketing on customer loyalty and customers’ motivation to 

share content by generating customer trust and engagement. To investigate the 

consequences of content based social media marketing 200 respondents, who are 

active users of social media platforms, were selected to complete the survey, 

consists of 49 questions. The results of the survey revealed that content marketing 

plays a significant role in generating consumer trust and engagement which 

ultimately leads to customer loyalty and motivates consumers to share the content. 

The study provides insights to digital marketers to create a content which is creative, 

original, and must include the element of appeal in order to engage consumers with 

the brand and spread positive word of mouth in the online community. 
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INTRODUCTION 

 

Consumers these days are spending a significant amount of their time on 

social media platforms. Consequently, social media plays a key role in brands and 

firms marketing budget, which includes different marketing activities like advertising 

on social media and marketing communications. As firms increase their activities on 

social media the role of content marketing is also getting important due to these 

activities. Content marketing generates such kind of content that increase target 

audience engagement and through the campaign that they implement they drive the 

desired goals of the marketer. 

This draws the attention towards the nature of the content that works best for 

firms. Basically, content marketing can be seen as a strategic approach that targets 

on developing that kind of content which is relevant, consistent and eye-catching to 
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grab and maintain a relevant audience and ultimately generate a profitable customer 

move. So content marketing is a strategic approach which shows that social media 

feeds are not meant to be posting things without any reasons. There should be a 

clear focus on what you want to achieve and how the social media content will lead 

you towards your defined objectives and digital marketing strategy. 

Consumer behavior and psychology are also very important aspects of this 

topic which has addressed in ways like the content of marketing activities increase 

engagement of customers and also capture their attention. This paper also emphasis 

on the content sharing which is also known as viral marketing. Content sharing takes 

place when the marketer develops such kind of electronic content such as a site or a 

video aims for brand building. Then this content is made available to the internet 

users then they decide after watching the content that whether they find it worth 

sharing with their friends or not. If the content gets forwarded and many social media 

users receive it and then they also share it then it has the potential to reach a huge 

group of internet users at an exponential rate [1]. 

This paper highlights the importance of content in online marketing which is 

most of the time neglected by companies. Content can create a strong impact on the 

customers it can urge them to share it with others as well as it increases customer 

engagement and trust which eventually make more loyal customers. This research is 

significant because it focuses on the content of the social media which can help 

brands and companies to engage more and more customers and can also have a 

sight of their needs and wants. 

 

Following are the objectives that will be addressed in this study (Figure 1): 

1. To examine the impact of content based social media marketing on customer 

engagement and customer trust 

2. To examine the impact of customer engagement and customer trust on 

customer loyalty and customer’s willingness to forward content 

3. To examine the mediating effects of customer engagement and customer 

trust between content based marketing and customer loyalty and motivation to 

forward content 
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Figure 1: Co-relation of Customer engagement, trust, loyalty and willingness to 

forward content. 

  

 

 

 

 

 

 

 

 

 

LITERATURE REVIEW 

 

Content-Based Social Media Marketing 

 

Digital content marketing and e-marketing are two overlapping terms as they 

resemble in their operations content marketing digitally occurs through online 

channels. It does not come under e-marketing strictly because digital content is not 

only marketed through e channels. E-marketing is a component of marketing 

communications and it comes with other elements of marketing communications like 

advertising and public relations [2]. Content should provide the relevant information 

which the prospect is looking for, it should explain the audience about processes and 

expertise of your firm , it must show concerns towards the solution of the prospect's 

problems and should address their needs and it should position your company a 

unique provider as compare to the competitors [3]. 

 

Informational content: The informational content of the content based social 

media marketing specifies the information that is presented to the customers. The 

primary purpose of an online content to the academic researchers should provide the 
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general information about the company its operations products and details like this to 

its customers and target audience. For the effectiveness of content according to a 

study information is the second most component for that. Information part of a 

content-based social media marketing should not provide any false information as it 

will lose the customer’s trust and it should be specific, relevant valuable and 

informative. Informational aspect is an important component of the effectiveness of 

content and it is also necessary from the perspective of customer trust and 

engagement [4]. 

 

Interactivity: Degree to which the communication system can allow one or 

more end users to communicate as senders or receivers alternatively with one or 

many other users or communication devices, either in real time (as in video 

teleconferencing) or on a store-and-forward basis (as with electronic mail), or to seek 

and gain access to information on an on-demand basis where the content, timing, 

and sequence of the communication is under control of the end user, as opposed to 

a broadcast basis [5]. 

 

Customer’s Engagement 

 

Social media marketing agencies promise to drive engagement with the 

clients and on this basis, they are contracted by companies on their required 

financial arrangements. Previously it was considered that engagement is basically 

huge no of followers who follow the website of social media appearance of a 

company or brand so companies were only focusing on increasing the traffic on their 

pages by paying heavily for ads. Later on, they realized that it's not only about 

following there should be some action from the consumers (like, comment, sharing) 

these actions shows customer’s engagement. As a result, the attention of industry 

shifted from acquiring the no of social media followers to designing an attractive 

content that urges them to act on their page or social media platform for better 

engagement and reach. 

Though the industry has realized about the importance of social media 

content they are still unaware that which content works best for which kind of 
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business and in what ways, which kind of content will generate their desired 

engagement and how it will attract the customers [6]. So marketers also need to find 

out what customers want and which make them like or comment on the sites. 

 

Customer’s Trust and Customer Loyalty 

 

Trust is defined as when someone counts on another person’s trustworthiness 

and honesty during a transaction. Trust is said to be the intensity and firmness of 

feeling based on ambiguous evidence. Trust is an influential ingredient for the 

formation, expansion and, maintenance of on-going relationships between 

consumers and marketers. Trust is a key component for company’s growth, stability, 

and profitability. Although trust is a foundation for developing an imperative 

relationship, it also works as a fundamental and authentic part of the development of 

company’s performance. Because of the increasing issues, while having transactions 

online, e-trust has come to play a vital role in loyalty [7]. 

Building customer relationships and experiences that are long-term in nature 

holds the key in today’s dynamic business world. The strategies of brands must 

revolve around that along with prompt responses to the desires and needs of the 

customers and generation of engagement at multiple touchpoints by utilizing content 

marketing. To make customers stay loyal to your brand, you need strong and 

enhanced positive engagement with them [8]. 

Customer loyalty is when a customer spends his time with your brand, pay 

frequent visits and don’t switch to other brands and also refer you brands to other it 

shows that they are loyal to your brand. For developing loyalty content plays an 

important role. If you present your content on digital media to tell your brand’s story 

whether through your social media account or through your website or blog wherever 

you put it online you are considered to be a publisher. Instead of avoiding this truth, 

you should endorse the crucial influence of your content marketing plan and you 

need to present a strategy to regulate and measure its efficiency [9]. A recent survey 

conducted by marketing professionals to have a clear understanding of how and in 

what way content is more powerful and effective in content marketing programs. 



JIBC December 2018, Vol. 23, No.3 - 7 -  
 
 
 
 

Right content can attract customers and also helps in building a loyal customer base 

[10]. 

Motivation to Forward Content 

 

Considering the word of mouth as an exchange between two determinants 

signify a need to understand the procedure elaborating the conveyance of 

information from the individual to individual. There are different motivations that urge 

a social media user to forward the content. 

A three-dimensional theory of interpersonal behavior is proposed by Schmutz 

specifically which he called FIRO (Fundamental interpersonal relations orientation). 

He stated that people involved in a certain kind of communication that is 

interpersonal because they are motivate to show one or more of their needs that are 

personal which includes: inclusion (seek attention by becoming part of a group), 

affection (concern and appreciation for others), and control (in social environment 

need for the exertion of power) but it’s not clear that how these motivations are 

linked to forwarding the content online [11]. 

 

HYPOTHESIS DEVELOPMENT 

 

There is a powerful influence of content whether it is informational or 

operational it aids to increase customer engagement. Content should be valuable to 

engage with customers for a strong impact. It needs to be keenly relevant, 

informative, attractive, inspiring, inspecting, humorous or otherwise engaging in 

some solid manner. Various type of content drives various type of engagement. 

Reliable content when executed properly through a pre-decided framework or 

strategy helps to get social media engagement. 

 

H1: Content-based Social media marketing such as Informational contents, 

Operational contents, and Interactivity positively influence customer engagement.  

Trust is a critical aspect of the formation, development, and preservation for 

building a long-term relationship between consumers and marketers. Trust plays an 

important role for businesses which are operating online because it motivates them 
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to make an online purchase and most importantly it reduces uncertainty which is 

faced by most of the customers while having an online encounter [12]. 

When it comes to digital marketing content is an effective way for building the 

trust of the customers because it’s difficult for customers to believe what a company 

is promising whether it will provide the same thing or deliver the same promise or 

there will be a difference among the promise and the delivery. For building the trust 

first of all like informational content should be clear and relevant so that customers 

can find it authentic and something on which they can put their trust [4]. Content-

based social media marketing positively influence customers trust because it’s based 

on the trust which creates the effectiveness of social media content and customer 

trust [13]. 

 

H2: Content-based Social media marketing such as Informational contents, 

Operational contents, and Interactivity positively influence consumer trust.  

Firms must have a social media encounter between company and customers 

before customer engagement actually happened for having a trustworthy 

relationship. In order to engage the customer with a brand, it is vital for companies to 

establish a social media dialogue in the first place that may ultimately lead to a 

trusting relationship. By engaging with existing and new customers using right kind of 

social media strategy helps in building a strong trusted relationship. So, it posits that 

there is a positive relationship between customer engagement and trust. 

 

H3 (a): Customer engagement positively influences customer trust.  

Marketers now understand that by building a loyal customer base will benefit 

them in long-term. Customer engagement and customer loyalty are highly correlated 

[14]. By increasing customer engagement and loyalty there are more chances for 

customers to spread a positive word of mouth by using social media and this loyalty 

will positively effect the brand. So, customer engagement positively influences 

customer loyalty [15]. 

 

H3 (b): Customer engagement effect customer loyalty in a positive manner. 

Various theories have purposed to explain about why we engage in 
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interpersonal relationships. Denes et al. 2017 proposed a three-dimensional model 

to explain a person motivation to forward the content is because they want to fulfill 

their need for attention in a group (inclusion) they need to be appreciated (affection) 

and they need to exert power on their social environment(control). So by forwarding 

content, there is something behind which motivates to share that content [16] 

(Menezes 2013). Internet usage is also related to forwarding the content which 

means the more a person is socially engaged the more likely he will be to forward 

that online content [17]. Similarly the more time a person will spend on social media 

the more engaged he will be and ultimately he will be more motivated towards 

forwarding an online content [18]. It shows that customer engagement positively 

influences the motivation to forward content. More the engagement there will be 

more chances to forward the content. 

 

H3 (c): Customer engagement positively influences MTFC.  

Consumer trust, or confidence in a product or brand, is a huge factor in 

sparking conversations, influencing consumer purchasing decisions and their 

motivation to forward content. To help build online consumer trust and generate 

positive conversations around your brand online, you need an online presence and a 

share of voice. The most successful online marketing strategies develop that 

presence to build awareness and trust with key target customers. Once the trust is 

developed then the customer will be motivated to spread the brand to others and this 

motivation is because of the trust that is being developed and is positively influencing 

the customer motivation to forward content. 

 

H4 (a): Customer trust positively influences customer motivation to forward content. 

Considering that online encounters and transactions create lots of 

ambiguities for consumers but trust is an action for swap. Trust in the digital 

platform is known as e trust is believed to enhance customer loyalty, but factual 

recognitions are limited. We trust is said to have a direct impact on loyalty [19. 

On digital platforms, loyal customers are considered to be highly valuable. For 

developing a loyal customer base quality of e-service influence loyalty through 

trust and satisfaction. Trust helps in building loyalty and it happened because of 
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quality of service. Considering this fact we can say that customer loyalty is 

positively influenced by customer trust. 

 

H4 (b): Customer trust positively influences customer loyalty. 

What makes customers forward the content is when the customer is engaged 

with the brand and is concerned about it and the other case is they are highly 

satisfied with the brand and they want to share the information of the brand with the 

other customers too. While dealing online content sharing is easier and it increases 

the customer loyalty as they become loyal to the brand their concern shows that 

because by telling others they are basically showing their loyalty towards the brand. 

It shows a positive significant relationship between these two variables [20]. 

 

H5: Customer motivation to forward content positively influences customer loyalty. 

Content should be supportive and very clear so that there should be no 

ambiguity in the customers mind. Because customers feel hesitate while making an 

online purchase so by providing the relevant content and by building the loyalty this 

concern of customers can be eliminated. Customer engagement plays a major role 

in building that equity so customer engagement acts as a mediator between content-

based social media marketing and customer loyalty. 

 

H6 (a): Customer engagement act as a mediator between content-based social 

media marketing and customer loyalty. 

Marketers find inspiration personalities on social networks and connect them 

in such manner that encourage them to forward their content online [21]. Many 

research shows that more engagement will emphasis more on sharing the word of 

mouth or forwarding the content. The type of content influence the customer’s 

behavior of forwarding that message. More engaging, relevant, accurate and 

consistent content is king. Social media is not formal to only post boring and out 

dated content people now want variety and innovation they are fed up with the boring 

content. When the content is highly creative or most relevant to the customer they 

will definitely want to share it with others and it will lead them to forward that content. 

In a similar manner, higher the engagement online higher the chances of forwarding 
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the content. So, all these things are interconnected customer engagement act as a 

mediator between content-based social media marketing and customer motivation to 

forward content. 

 

H6 (b): Customer engagement act as a mediator between content-based social 

media marketing and motivation to forward content.  

Social media helps in finding out customer requirements and what they want 

from the brand and to make a strategy to offer a solution for their problems. All this 

can happen by providing content that gives all the solutions to customer problems 

and meets their expectations. Trust can be converted into loyalty by showing 

transparency in the content. Relevant content supporting the promise helps to create 

trust and that trust matters a lot in building the loyalty. So, trust positively influences 

the relationship between content-based social media marketing and customer 

loyalty. 

 

H7 (a): Customer trust mediates the relationship between content-based social 

media marketing and customer loyalty. 

For building a certain level of trust there should be transparency of content 

means there should be no false information given or anything which creates 

uncertainty among the customers. Clear, relevant and transparent content helps in 

building trust and that trust leads to forward the content .e trust positively influence 

the relationship between content-based social media marketing and motivation to 

forward content. 

 

H7 (b): Customer trust mediates the relationship between content-based social 

media marketing and customer motivation to forward content. 

 

METHODOLOGY 

 

To address the research questions, the study used a content analysis to get 

the information about the social media marketing inputs. In the past, this approach 

was considered to be effective for understanding a different kind of contents like print 
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ads, TV commercials, indoor and outdoor advertising, and websites. Though create 

strategies of different media are not addressed in terms of their effectiveness it is 

effective in investigating the strategies used by brand and social media channels. 

 

Data Collection 

 

This research is related to content-based social media marketing so for that 

data survey that was conducted in different places with those people who are the 

users of social media. The survey was administered from undergraduate, graduate 

and masters and above who use social media. It was written in English language 

and communicated. For the data collection, the structured questionnaire of 5 Likert 

scales was used and it took 3 weeks for the collection of data from the respondents. 

The questionnaire consists of 49 questions for measuring the results of different 

variables and each variable has 7 to 11 questions. 

 

Research Instruments and Constructs 

 

 The research instrument should be like that which cover all areas of your 

research and describe each and everything related to research. The research 

instrument is the one which is used for gathering the data from the target population 

which is for research analysis. Research instrument should properly explain the 

concept of the idea and should convey the meaning of that idea to the respondents 

while conducting data collection from them for a valid response. The constructs 

should be chosen according to the variables and must clarify these variables so that 

they will measure the same data that the researcher wants to study. The constructs 

were measured by using the five-point Likert scale from Not at all important to Very 

important 

 

DATA ANALYSIS 

 

Sample Profile 

The figures about the collected data for the research are shown in the Table 1 
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below. Tables 2 and 3 are classified into different sections, giving the detailed 

information about variables used in the research. Exactly 250 questionnaires is 

distributed among the prospects to collect the data, of which 200 questionnaires are 

considered valid. The response rate results in 79.8%. 

According to the collected data sample, 200 respondents are found to be 

active participants in online communities, out of which 122 are male and 78 are 

female. These statistics show that males are more active participant’s online social 

media platforms. 

 

Descriptive Analysis and Testing of Hypothesis 

 

The descriptive analysis gives the important and valid details about the data 

and helps the researcher to analyze the data in various aspects. Preliminary analysis 

is involved in this. It gives details about no of respondents, max and min value 

means value and standard deviation, mean gives the important information that how 

much strength is the result of any particular question. 

 

Reliability Statistics 

 

The Cronbach’s alpha values show that approximately should exceed the 

cutoff value that is 0.7 and it gives evidence about acceptance of the reliability 

among items, and average variance explains that all constructs were higher the 

cutoff level i.e. 0.5 and it indicates that average convergent validity for our measures 

is simple. 

 

Table 1: Constructs Reliability. 

Variables Items Cronbach’s Alpha 

OC 10 .972 

IF 7 .957 

INT 11 .973 

CE 7 .957 

ET 7 .958 
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EL 3 .936 

MTFC 4 .938 

 

The Cronbach’s alpha value of OC, IF and INT is 0.972, 0.957 and 0.973 

which shows that items have relatively high internal consistent. And the value of CE 

and ET is 0.957 and 0.958 which is also greater than 0.7 and it depicts that the items 

are highly consistent in this variable too. Value of EL is 0.936 which also shows the 

consistency of data and the value of MTFC also have more than 0.7 value i.e. 0.938 

so these variables are also having highly consistent data. 

 

Table 2: Direct Hypothesis. 

Hypothesis (based on) Beta Significant Status 

Customer engagement .947 .000 Acceptance 

Customer trust .650 .000 Acceptance 

Customer engagement and trust .391 .000 Acceptance 

Customer engagement and loyalty .660 .000 Acceptance 

Customer engagement Motivation to forward 

content 

.181 .000 Acceptance 

Customer trust and loyalty .367 .000 Acceptance  

Customer trust and motivation to forward content .796 .000 Acceptance 

 

Table 3: Indirect Hypothesis. 

Hypothesis (based on) Beta Significant Status 

Customer engagement and loyalty .130 .000 Acceptance 

Customer engagement and motivation to forward 

content 

.291 .000 Acceptance 

Customer trust and loyalty .928 .000 Acceptance 

Customer trust and motivation to forward content .945 .000 Acceptance 
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RESULTS AND DISCUSSIONS 

 

The results of the study highlight the importance of content-based social 

media marketing and its ultimate impact on customer loyalty and motivation to 

forward content. Also, it can be seen that customer engagement and customer trust 

play a significant role in establishing this relationship. There is a positive relationship 

between content-based social media marketing and customer engagement and 

customer trust. Both relationships are found to be significant having a p value of 

0.000. Furthermore, customer engagement and customer trust partially mediate the 

relationship between content-based marketing and customer loyalty and content-

based marketing and motivation to forward content. 

Several academic implications can be drawn from the results of this study. 

The results of this research showed that the content of social media marketing 

activities plays a significant role in improving e-marketing effectiveness. As 

suggested in the previous literature, companies must make the valuable information 

available to users through internal search engines. Information must be right, up-to-

date and relevant to the customers’ requirements [22]. According to the findings, this 

hypothesis is accepted. 

Findings also contribute that there is a positive relationship between social 

media marketing content and e-marketing effectiveness through consumer trust. 

Corbitt et al. [23] stated that consumers are likely to make online purchases if they 

are able to trust an online channel. In an online environment, trust is a key 

component that enhances customer loyalty and their commitment towards a brand 

[12]. 

Our findings also show the mediating effects of customer engagement and 

trust on the content of social media and customer loyalty and customer motivation to 

forward content. They both enhance the relationship between these variables 

because increased engagement due to the relevant and required content can 

increase customer loyalty and when the content is actual and according to what a 

company or brand promises with what customer want from the brand and what they 

are looking forward to a sense of trust is created between the brand and customers 

which eventually increase the no of loyal customer and also customers will be 
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interested in sharing the content. So both this hypothesis are also accepted showing 

that customer engagement increases loyalty and customer motivation to forward 

content and also e-trust increases loyalty along with the motivation to forward 

content.  

The study was basically conducted to check the impact of content-based 

social media marketing on customer loyalty and their motivation to forward the 

content and to check the mediating effects of customer engagement and e trust in 

support of above-mentioned relations of variables. This study has investigated the 

relationship between the variables. The correlation analysis is produced which 

shows a positive correlation between content-based social media marketing and all 

the other variables. The analysis of data is given in the above mentioned table in the 

previous section which results are very encouraging. The reliability analysis also 

gave the satisfactory results as the Cronbach's alpha value of all the constructs is 

above than 0.7. Testing of hypothesis shows that there is a significant positive 

relationship between a maximum of proposed hypothesis as the results show the 

significant value of direct hypothesis less than 0.5 so it shows that the results are 

quite encouraging and satisfactory. 

The above-mentioned analysis supports our research and it shows that 

content-based social media marketing is a strong mechanism which positively 

influences customer loyalty and motivation to share the content with others, the 

sense is that when the content is impacting full and attractive it will definitely catch 

the attention and engagement of customer and trust will increase their loyalty with 

their motivation to forward content. Results show satisfactory response towards our 

research and many previous studies support this argument. 

 

IMPLICATIONS 

  

There are several implications of content-based social media marketing if 

implemented properly with the right strategy and technique it can offer the following 

benefits: 

Firstly, content should gain attention and generate leads. Secondly, online 

channels must try to increase their customer traffic by generating engaging and 
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useful content. It will ultimately encourage buyers to purchase online and will result 

in increased sales for the company. Thirdly, content-based marketing can be useful 

for companies to increase awareness for their brand and develop online community 

to strengthen image of the brand and establish customer loyalty. 

 

LIMITATIONS 

 

This study has some limitations that should be taken into account when 

drawing conclusions. In this research, we focused on the importance of content 

based social media marketing in generating trust and consumer engagement. 

Further research could include other factors that influence consumer decision 

making and trust in digital environment, such as website design, security, design 

dimension etc. Another limitation of this study comes from the chosen population and 

sample. All the respondents were selected from a single metropolitan city. Whereas, 

respondents from other part of the world may have different reasons to form trust in 

a digital environment. Future research can conduct an expoloratory study first to 

identify the reasons people engage or disengage with a brand in online setting and 

then test the significance of each factor empirically.  

 

CONCLUSION 

 

Content-based social media marketing is vital for companies these days due 

to increased usage in social media platforms. It has a significant impact on customer 

engagement and trust. The analysis of the study indicates that informational, 

operational, and interactivity influence engagement and trust positively. This 

contributes that firm’s win from sharing their image identity and data about their 

social exercises via web-based networking media. Furthermore, customer 

engagement and trust helps in building a loyal customer base and also motivate 

them to share the content. There is a challenge for marketers to be more active 

about their social media posting and what they present online. One contribution from 

our research is that these strategies work when content is right and does not present 

any false information as if the information given in the content is not true or 
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misleading then there will be trust issues. In addition, our results are also suggesting 

that to gain the attention of target audience there prevails a strong competition 

because of these media tactics. Consumers in return are aware that without their 

contribution or their actions the content would not work and it will not provide them 

their desire results. This study will help in improving content-based social media 

marketing techniques by firms on social media sites and, also contributes to building 

customer trust and engagement.  
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