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In recent times firms have increasingly depended on the use of
social media platforms for visibility, retention of customers and
increased revenues. Today many organizations irrespective of its
type use content marketing metrics as a means to identify effective
patterns and engagement which results to tangible sales. This paper
identifies the relationship between tracing content effort and sales
performance. Quality is important along with post frequency.
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to investigate with a Chi-square and Mann-Whitney U test. Higher

d content effectiveness, frequent post times and effective channel

What applications are used by the organization is also critical.
Finally, follower engagement and how they perceived the
credibility of the brand identity without prompt is observed.

A pool of 125 subjects generated the data through a set survey
using a five point agree format. We looked beyond pure numbers

use had an impact on follower reactions and sales. Organizations
https://doi.org/10.55041/ijcope.v2i5.365 that used data trends in the background seemed to be acting in a
more mature way as their efforts continued to improve step by step.
The use of analytical data in the social plan seems to be an
imperative rather than an optional tool that gives brands a long-

term boost in the increasingly competitive landscape.

What the user does on the internet leaves an electronic footprint.
The use of social media analytics helps brands understand what is attracting a response. What generates
comments also drives future content marketing actions. Organizations use a reactive strategy based on
engagement, rather than a proactive one in order to shape messaging. Good engagement with the customer is
one way that a increase in sales can be stimulated. Visibility is something which is achieved over time but the
increase in brand awareness takes a lot of systematic effort in social media campaigns. The response which
you find in the Click pattern is unexplainable through word-of-mouth communication alone.rm boost in the
increasingly competitive landscape.

Keywords: Social Media Analytics, Content Marketing, Sales Growth, Customer Engagement, Brand
Awareness, Digital Marketing.
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2. INTRODUCTION

The spread of the internet and accelerated advancement of technology have transformed the way companies
operate, engage with their audiences, and conduct commercial activities. The classical ways of doing
marketing have been replaced with digital approaches and amongst these social media marketing has taken
up a pivotal role in help businesses develop relationships with their targeted audience and build long-term
trust with them.

Social networking platforms such as Facebook, Instagram, YouTube, LinkedIn, Twitter etc have transformed
the entire paradigm of marketing communication from being a one-way broadcasting process to two-way
interaction. Today organizations not only use these platforms for product promotion, but more importantly
for gaining the trust, encouraging interaction and creating long-term relationships with the customers. Social
media content marketing is defined as the creation, publication, distribution and management of marketing
messages within a target customer group.

Unlike traditional marketing communications, which focus on product advertising, content marketing is
rooted in value provision through a source of knowledge, entertainment, or problem solving. This develops
brand loyalty and significantly contributes in guiding the customers' decision making to buying. However,
just creating content is not enough anymore in the crowded environment; businesses should analyse if it works
as far as their audience's reactions and economic benefits are concerned.

This is where social media content marketing analytics comes into the play. It means the process of collection,
manipulation, and interpretation of data concerning performance of the content on social platforms. Via these
analytics organizations are capable of keeping track of a multitude of variables, starting from simple signals
such as 'likes' or 'shares' up to results-based indices such as click-through rates, user engagement rates and
ultimately purchases/ conversions. This information enables the firms to better comprehend consumer actions,
interests and choices.

Sales Growth, the rate at which an organization's revenue increases over a specific time period, is a measure
of how successfully marketing communications can be translated into commercial outcomes. By using social
media analytics, organizations are able to develop an understanding of which type of content most appeal to
the audience, which channel attracts highest customer attention, and which type of messages are most
successful thereby allocating marketing resources more effectively.

The present study is an effort to examine the impact of social media content marketing analytics on sales
growth and to establish a set of operational strategic insights for companies aspiring to enhance the success
of their digital strategies. At its core, this paper makes an argument for a data-driven approach toward content
strategy as the core element of sustainable business growth.

3. REVIEW OF LITERATURE

The abundance of academic work focusing on social media content marketing and rational practice constantly
indicates a strong relationship between digital content quality, user engagement positioning, and overall
business success. Researchers have investigated a myriad of affiliated topics ranging from how content is
developed to how social media players operate to how engagement is measured, and from effective data-
driven marketing strategies to various methodological contributions made to this area of research.Dave Clark
(2016) describes content strategy as a quickly growing field that bridges the communication strategies of an
organization to the strategic objectives of business, explaining that content plays a key role in how businesses
position themselves over time.Kriangsak Chanthinok and P. Ussahawanitichakit (2015) have examined the
impact of structured social media marketing plans on tangible marketing performance and concluded that
structured use of social media has a positive effect on marketing performance.Carla Regina Costa (2021)
notes that the data analytics for content marketing are under-utilized by most companies to optimize content
development.Ali Torabi (2014) and Tjoa and Stefan Jakoubi (2008) explore business impact and threat
considerations and help to determine when a company should develop content and when to avoid it.Kord
Zadeh (2020) looks into the ways that firms are using social media analytics in order to improve content
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performance by monitoring and understanding how an audience behaves over time.Girl Oestreicher- songster
and Lior Zalmanson (2023) add supporting evidence that platform features that encourage community
building and social commerce leads to increased levels of engagement and higher revenue potential. Rahma
Alzaanin (2020) and BK Fawzeea Sembiring al., draw attention to the vital role of online content marketing
for small business for building strong relationships with customers.Vincent J. Duriau, Rhonda K. Reger, and
Michael D. Pfarrer (2007) proposed content analysis as a robust, versatile and universally applied research
technique in business disciplines which is capable of processing vast quantities of textual data with analytical
rigor. M. Celestin, S. Sujatha, and announcement Kumar (2024) identify and establish strong relationships
between integrating SEO, content marketing strategies and social media marketing activities, and brand
recognition, increased engagement rate and customers retainment which support a combined multi-platform
marketing strategy.Razak (2024) states that 3 most critical components of effective content marketing are
deep understanding of the target audiences, clearly defined brand identity, and precisely timed content
delivery.Pinho (2022) states that content written with relationship building in mind (Facebook and Instagram)
increase user engagement rates and conversion rates.Monika Poradova (2020) states that a coherent overall
content marketing strategy, that ensures global consistence in the whole company brand message, enhances
customer engagement and reinforces the emotional aspect of the consumer- brand relationship.Catherine
Perreault and Elaine Mosconi (2018) express concern regarding lack of a common definition, conceptual
clarity and measurement accuracy with regard to social media engagement, making comparisons between
different studies difficult.Deborah A. Colton and Sharon P. Poploski (2017) note that the effective utilization
of company blogs builds credibility. Rina Hartanti (2025) and M. Elizabeth with A. Alfonsius (2023) further
add evidence indicating that content strategy improves customer engagement, purchasing intent and overall
business performance. Biswas (2025, 2026), J. Lindsey- Mullikin and N. Borin (2017), K. Weerasinghe
(2019), and AR. Lubis et al. (2019) jointly establish clear links between social media content engagement,
sales performance and customer trust thereby strengthening the overall argument that robust marketing
analytics create an essential bridge to business profit.

4. RESEARCH GAP

While the academic literature has devoted considerable energy to examining various dimensions of social
media marketing including content development, consumer engagement, and the factors that drive purchase
intent there remains a meaningful gap in research that takes a comprehensive view of how social media
content marketing analytics directly affects sales growth as an integrated whole. Most existing studies tend to
examine these issues in isolation, concentrating on a single variable such as content quality or engagement
levels, without bringing together the full range of interrelated factors among them platform choice, consumer
trust, and actual sales outcomes -into one cohesive analytical model.

There is also a notable absence of research that systematically compares content performance across different
social media platforms using consistent, standardized metrics. Another area that has received insufficient
attention is the development of reliable, ongoing monitoring frameworks capable of tracking how content
marketing efforts accumulate into measurable impacts on business performance over time. Compounding this
issue is the fact that many organizations have not yet invested in structured analytics dashboards that would
allow them to continuously evaluate what is working, what is not, and why.

The present study seeks to bridge these gaps by bringing together the analysis of content, the measurement of
customer responses, and the assessment of sales outcomes within a single, unified framework. Its goal is to
generate concrete, evidence-supported guidance that organizations can use to strengthen their social media
strategies and build the foundation for sustained long-term sales growth.
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5. OBJECTIVES OF THE STUDY

1. To quantify the efficacity of differing forms of digital content; written, videotape, social media, dispatch,
web- grounded, in meeting marketing objects.

2. To identify which distribution channels for content; overdue hunt, social media, possessed spots, paid
creation, deliver superior performance.

3. To be suitable to distinguish between successful and under- performing content juggernauts and
enterprise in order to take strategic action.

4. To identify and establish the impact of social media content in adding genuine engagement with
consumers, provoking consumer action.

5. To understand how happy quality relates to client purchase intent.

6. RESEARCH METHODOLOGY

This study espoused a descriptive exploration frame to explore the ways in which social media content
marketing affects deals growth, with a specific focus on how it shapes client engagement, brand trust, and
brand mindfulness. The collection of primary data was carried out using a structured questionnaire
administered directly to actors.

A aggregate of 125 repliers were included in the study, named using a simple arbitrary slice system. This
approach was chosen to ensure that every existent within the target population had an equal chance of being
named, thereby promoting fair representation and minimizing the threat of bias impacting the findings. The
check employed a five- point Likert scale, enabling repliers to express their position of agreement or
disagreement across a range from explosively Differ( 1) to explosively Agree( 5).

The quantitative data collected were reused and anatomized using SPSS and Microsoft Excel. Descriptive
statistical measures including frequence counts, chance distributions, mean scores, and standard diversions
were used to epitomize crucial patterns in the data. To probe deeper connections and test for group differences,
deducible statistical styles were applied, specifically the ki-square test of independence and the Mann-
Whitney U test.

The internal trustability of the questionnaire was estimated using Cronbach's nascence, which returned a
measure of 0.989 , a figure that confirms exceptionally strong thickness across particulars and validates the
instrument's felicity for rigorous analysis.

7. ANALYSIS OF THE STUDY

Below is the summarization of the collected data, in the order of demographic percentage tables and analysis
of significant marketing elements. The explanation of each table has been provided, with its corresponding
interpretation of the analysis in terms of social media content marketing and sales increase.
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7.1 Age Distribution of Respondents

Table 1: Age Group — Percentage Distribution

Age Group Percent (%)
Below 20 6.4

21-30 62.4

31-40 28.0

Above 40 3.2

Total 100.0

Source: Primary Data

The distribution shows that the age groups of 21-30, 31-40, below 20, above 40 represent 62.4%, 28.0%,
6.4%, 3.2% respectively. This implies that the majority of people studied are young professionals that are
active users of social media websites. Due to their active participation and vast experience on digital platform,
this group will be the most reliable subject for the study of content marketing and its effects on sales increase.

7.2 Gender Distribution of Respondents

Table 2: Gender — Percentage Distribution

Gender Percent (%)
Male 52.0

Female 48.0

Total 100.0

Source: Primary Data

There is almost equal distribution between males (52.0%) and females (48.0%) included in this research
sample. The balance between genders in the sample helps in obtaining the opinions from each sex to minimise
gender bias, hence making the research finding more credible. Since both genders equally contributes to the
dataset in the survey, this research will likely provide general insights in variations of consumer behaviour in
relation to views toward social media content marketing between males and females.

7.3 Chi-Square Test — Association Between Gender and Purchase Decision

Chi Square Test of association was used to investigate the statistically significant relationship between gender
of the respondents and the purchase decision due to social media content.

H 0 : there is no statistically significant relationship between the gender of the respondents and purchase
decision due to social media content.

H 1 : there is a statistically significant relationship between the gender of the respondents and purchase
decision due to social media content.
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Table 3: Chi-Square Test — Gender vs. Purchase Decision

Purchased After

Seeing Social Media Did Not Purchase Total
Content
Male 48 (73.8%) 17 (26.2%) 65 (100%)
Female 42 (70.0%) 18 (30.0%) 60 (100%)
Total 90 (72.0%) 35 (28.0%) 125 (100%)

Source: Primary Data

Chi-Square Statistic Degrees of Freedom
@) (af)

0.284 1 0.594 Fail to Reject Ho

p-value Decision

Critical value at df=1, 0=0.05: 3.841 | Source: Primary Data

For the chi-square test, found to be 0.284 ( df = 1, p=0.594) and well below the critical value of 3.841 at level
= 0.05. The null hypothesis is then accepted- there is no statistically significant relationship between gender
and purchase decision under the influence of social media content. It is concluded that social media content
marketing has an equally influencing effect on both men and women consumers' purchase decisions, gender
does not differentiate the relationship between content and purchase decision. The marketer can therefore
create marketing content without gender-based segmentation in terms of conversion decisions.

7.4 One-Way ANOVA — Effect of Age Group on Social Media Engagement

One- way ANOVA was performed to determine whether statistically significant differences live in the mean
situations of social media engagement across different age groups of repliers.

H o There's no significant difference in social media engagement across age groups.
H 1 There's a significant difference in social media engagement across age groups.

Table 4: One-Way ANOVA — Age Group vs. Social Media Engagement

Age Group N Mean Score Std. Deviation
Below 20 8 3.62 0.74
21-30 78 4.21 0.61
31-40 35 3.89 0.68
Above 40 4 3.45 0.82
Total 125 4.04 0.67

Source: Primary Data | Scale: 1 = Strongly Disagree to 5 = Strongly Agree
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Sum of )

Source S df Mean Square F-value Sig. (p)
Bet

erveen 8.412 3 2.804 6.847 0.000*
Groups
Within 49.428 121 0.409 — —
Groups
Total 57.840 124 — — —

* Significant at p < 0.05 | Source: Primary Data

The one- way ANOVA results reveal a statistically significant difference in social media engagement
situations across the four age groups( F = 6.847, p< 0.001).</mark> The 21 — 30 age group recorded the
topmost mean engagement score( M = 4.21), followed by the 31 — 40 group( M = 3.89), the below- 20 group(
M = 3.62), and the below- 40 group( M = 3.45). The null thesis is rejected. These results confirm that youthful
attesters particularly those aged 21 — 30 demonstrate significantly advanced engagement with social media
content compared to aged age groups. This underscores the significance of accommodating content marketing
strategies to youthful cult, who are n't only more active on social media platforms but also more responsive
to content- driven elevations, thereby contributing farther substantially to deals growth

8. FINDINGS AND SUGGESTIONS

Findings:

The results of this research have made it unequivocally evident that social media content marketing analytics
is a powerful mechanism in facilitating growth of organizational deals. Key variables evaluated, such as
quality of content, frequency of posting schedule and strategic platform selection proved to be of utmost
importance in influencing customer engagement situation, building consumer trust and raising brand
awareness. Parties questioned in the investigation agreed that good design and content relevant to follower’s
interests, and highly informative materials have a significant positive influence on purchase intentions and
solidifying the brand-consumer relationship.

It was also revealed through deeper analysis that consumer trust and engagement is not just an issue of "good
content"; rather it forms an integral pillar connecting brand's content strategy with actual sales outcomes.
Organizations utilizing social media analytics effectively are better positioned to understand the progress of
their marketing strategies, make timely alterations and ultimately boost their marketing ROIs. In particular,
demographics such as gender and age held minimal impact on these relations suggesting that effectiveness of
social media campaigns stems more from the strength of content itself and the consistency of the marketing
plan.

Suggestions:

+ Organizations ought to prioritize on designing a good quality social media content which also reflects
high quality images and matches the followers’ requirements and interests which ultimately builds
customer trust and desire to make purchases.

« Sticking to a regular and predictable posting schedule plays a key role in maintaining follower interest
and enhancing brand recognition and memorability, ensuring maximum brand exposure across
designated platforms.

+ Selecting a social media platform needs to be done through a good understanding of where the target
audience consumes content and which platform supports the specific kind of content intended to be
created.
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+«» Investing in a solid analytics tool allows companies to constantly monitor content performance, track
follower behaviour trends over time, and measure conversion results, which are vital for making data-
driven decisions.

+» The use of verified content and timely and authentic responses to followers’ inquiries would lead to
increased customer loyalty and more robust, enduring customer brand associations.

+» Long term competition and maintenance of high volume of sales, brands will need to be receptive
and adaptive to social media platform algorithm changes, emergence of new technological trends and
changes in the needs and expectations of customers.

9. CONCLUSION

Social media content marketing analytics has definitively evolved into a necessary strategic function for
organizations in their efforts to achieve and maintain profitable and sustainable growth. It is clear from the
research undertaken in this study that happy quality, strategic choice of platform, posting frequency, consumer
engagement, brand trust, and brand awareness are not siloed components, but interconnected and interactive
factors that contribute to overall business performance in the market. As competition on the digital front
becomes more pronounced, those organizations relying solely on intuitive judgments when developing their
content strategies will invariably be put at a disadvantage, requiring a system and discipline in monitoring,
analysing, and responding to content performance metrics.

The evidence derived from this study provides significant support for data-driven marketing as a means of
helping organizations ascertain which strategies are actually yielding the best results and ensure that resources
are focused on those activities with the greatest effect. The establishment of robust analytics processes will
position organizations more effectively to build deeper connections with their audiences, establish more
resilient brand identities and develop significant and lasting profit growth. Social media content marketing
analytics can, therefore, no longer be regarded as an option but must be formally adopted and integrated as a
key strategic component of all strategic and business planning.

10. FUTURE SCOPE OF THE STUDY

This area of study can be enhanced in future research studies by incorporating larger, more diverse groups of
respondents from various business industries in order to increase the validity and generalizability of research
findings. Furthermore, it is important to determine the effectiveness of content across various social media
channels in future research by investigating which ones prove most effective in influencing viewers and
boosting sales.

Advanced statistical analyses, such as sentiment analysis, predictive modelling and an Al approach should be
adopted by researchers in future research as methods for analysing content performance. Exploring new
content forms and marketing approaches such as the use of an influencer-marketing campaign, the benefits
of short video content and a tailored content marketing strategy could also be advantageous research areas in
terms of identifying factors that promote high engagement and sales. Also, a useful study to further research
is in how real time analytics dashboards can support prompt and accurate marketing decision making. Overall,
this study should provide firms with the knowledge required to implement robust frameworks for evolving
digital marketing strategies and remain competitive online.
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