IARJSET ISSN (O) 2393-8021, ISSN (P) 2394-1588

(@ International Advanced Research Journal in Science, Engineering and Technology
Impact Factor 8.066 :: Peer-reviewed & Refereed journal :: Vol. 12, Issue 4, April 2025
DOI: 10.17148/IARJSET.2025.12482

A STUDY ON IMPACT OF CONTENT
CREATION IN DIGITAL MARKETING
PLATFORM

SAKTHI ESWARI.V MBA!, Dr.R. Priyadharshini?

Department of management studies, School of Management Studies, Vels Institute of Science Technology and
Advanced Studies (VISTAS), Pallavaram, Chennai.!
Assistant Professor, Department of Management Studies, School of Management Studies, Vels Institute of Science
Technology and Advanced Studies (VISTAS), Pallavaram, Chennai.?

Abstract: This study examines the changing landscape of content creation and its crucial influence on shaping digital
marketing strategies. As digital platforms increasingly serve as the main points of contact between brands and consumers,
the need for authentic, engaging, and strategically crafted content is more critical than ever. The research delves into how
various types of content—such as video storytelling, social media initiatives, blog posts, and infographics—impact
consumer engagement, brand image, and purchasing decisions. In today’s highly competitive digital environment,
content has evolved beyond a mere communication tool to become a powerful force for building influence, trust, and
value.

The research adopts a multi-faceted approach to assess the effects of content strategies on marketing performance
indicators like customer acquisition, retention, and conversion rates. It also explores regional and global patterns,
emphasizing the role of mobile accessibility, expanding internet reach, and evolving digital consumer behaviors in
driving the need for innovative, data-informed content strategies. Additionally, the study highlights the growing role of
emerging technologies, particularly artificial intelligence, in transforming content creation through automation and
personalization. It identifies key challenges in current digital marketing practices, especially in effectively incorporating
new technologies into content development workflows. The aim is to provide actionable insights for businesses seeking
to leverage content as a strategic resource to strengthen their digital footprint and adapt to future marketing trends.
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l. INTRODUCTION

Digital Marketing

Digital marketing refers to the use of online platforms and electronic devices to promote and sell products or services. It
encompasses all marketing efforts that leverage the internet. With the rapid advancement of mobile technology and
widespread internet access, digital marketing has become a crucial aspect of modern business strategies. In contrast to
traditional marketing channels like print media, television, or radio, digital marketing offers real-time engagement,
precise audience targeting, and efficient performance tracking.

Key Areas of Digital Marketing:

1. Search Engine Optimization (SEO):
Optimizing websites to improve their visibility in search engine results, making it easier for potential customers to
discover your business.

2. Content Marketing:
Creating and distributing valuable and relevant content—such as blogs, videos, and infographics—to attract, engage, and
retain a clearly defined audience.

3. Social Media Marketing (SMM):

Utilizing platforms like Facebook, Instagram, LinkedIn, and Twitter to promote brands, engage with users, and build
online communities.
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4. Email Marketing:
Communicating directly with subscribers through email to share news, promotional offers, and informative content,
strengthening customer relationships.

5. Pay-Per-Click Advertising (PPC):
Launching paid campaigns where advertisers pay a fee each time a user clicks on their online ads.

6. Affiliate Marketing:
Collaborating with affiliates who promote a company’s products or services and earn a commission for every sale
generated through their efforts.

7. Influencer Marketing:
Partnering with social media influencers to endorse products or services, leveraging their reach and credibility to access
broader audiences.

8. Mobile Marketing:
Engaging with consumers through mobile apps, SMS marketing, and mobile-optimized websites to enhance accessibility
and user experience.

Content Creation

Content creation involves developing and sharing valuable, relevant, and engaging materials such as blog posts, videos,
social media updates, and infographics to capture and retain the attention of a specific audience. It plays a critical role in
content marketing, aiming to educate, entertain, and persuade consumers while fostering brand loyalty and trust.

Types of Content:

1. Blog Posts & Articles:
Written materials offering useful information, practical advice, or expert insights tailored to audience interests.

2. Videos:
Engaging formats such as explainer videos, tutorials, customer testimonials, and live broadcasts, known for driving higher
levels of interaction.

3. Social Media Content:
Short-form posts, reels, stories, memes, and infographics created for platforms like Instagram, Facebook, LinkedIn, and
Twitter to boost audience engagement.

4. Infographics:
Visually striking designs that simplify and present complex data or concepts in an easily digestible manner.

Statement of the Problem

As digital technologies rapidly evolve, content creation has become a key driver for boosting brand visibility, enhancing
customer engagement, and achieving business success. However, organizations face significant challenges in
consistently producing impactful, personalized, and high-quality content that meets the shifting demands of online
audiences.Despite widespread recognition of the value of content marketing, there remains a noticeable gap in effectively
adopting emerging technologies — particularly artificial intelligence — to enhance content personalization, automate
production, and optimize marketing outcomes.This study aims to explore the influence of content creation on digital
marketing performance, identify the current challenges faced in content strategy implementation, and suggest innovative
approaches to strengthen brand recognition, boost consumer interaction, and adapt to changing digital marketing trends

OBJECTIVES:

1.To study on impact of content creation in digital marketing platforms

2..To explore how this company can integerate Al tools to enhance content personalization and streamline content
production.

3..To Improve customer engagement, brand recognition, and loyalty through strategic content.

4.To analyse the need in Adapting emerging trends such as Al, video marketing, and interactive content .

5. To Explore the role of content in improving SEO.
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1. REVIEW OF LITERATURE

Doris (2020) — Enhancing Online Business Promotion StrategiesThis master's thesis explores various methods for
promoting businesses on the internet. It assesses the effectiveness of digital marketing techniques such as social media
engagement, search engine optimization (SEQ), and online advertising. The research provides insights into how
businesses can increase their online presence and customer engagement

Podobnik et al. (2014) — Web 2.0 and Social Media MarketingThis paper discusses the impact of Web 2.0 technologies
on marketing, with a focus on both global trends and a case study in Croatia. It highlights how user-generated content
and social networking platforms have transformed business strategies and customer interactions.

Massumu (2022) — Enhancing Business Administration in the Digital AgeThis research investigates how digital
transformation is influencing business administration. It discusses automation, data analytics, and strategic approaches
to modern business management.

Bilan (2020) — Blogging as a Modern ProfessionThis dissertation explores blogging as a career, analyzing how bloggers
monetize their content and engage with audiences. It discusses digital marketing strategies, collaborations with brands,
and the evolving role of social media in content creation.

Apablaza Campos & Codina (2018) — Social Media Live Streaming AnalysisThis paper explores the role of live
streaming on social media, presenting a case study and an analytical framework for evaluating its effectiveness in digital
marketing and audience engagement.

RESEARCH GAPS:

The integration of content creation into digital marketing strategies has been a key focus for businesses seeking to
improve their online presence and engagement with audiences. Research has long supported the importance of content
in fostering customer relationships, driving brand awareness, and ultimately enhancing sales and conversions.Studies
have emphasized the growing importance of content marketing as an essential strategy for businesses in the digital space.
Content creation play a vital role in digital marketing platform . Content creation is the best way to strengthen client’s
digital presence. Content creation is multifaceted covering various aspects such as website content writing, digital
marketing campaign, and engaging visual content.

Content creation offers professional writing services for websites, books, brochures, and e-learning materials ensuring
that content aligns with client’s brand identity and business objectives. The structured format of content creation were
HOOK, Main content, Call to Action. Additionally, their digital marketing services integrate content marketing strategies
aimed at boosting audience engagement through social media, blogs, and other online platforms.

There is notable shortage of research on effectively fusing Al into content creation for digital marketing. While Al has
the potential to enhance streamline content production its practical application in this filed reminds under explored,
limiting a deeper understanding of how to leverage it for optimal marketing strategies.

To study on impact of content creation in digital marketing platform , and how content creation influences the company’s
digital marketing strategies, performance and audience engagement.

1. RESEARCH METHODOLOGY

RESEARCH DESIGN
A descriptive research design was adopted , using structured surveys to measure preceptions numerically

DATA COLLECTION
. Instrument : structured questionnaire
o Format : Likert scale

DATA ANALYSIS

° Software : SPSS
. Tests :

> Chi square

> Correlation
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> Anova
> Regression
Chi-Square Tests
Value df Asymp. Sig. (2-
sided)

Pearson Chi-Square 49.5459 12 .000
Likelihood Ratio 19.525 12 077,
Linear-by-Linear Association .182 1 .670
N of Valid Cases 202
a. 12 cells (60.0%) have expected count less than 5. The minimum
expected count is .02.

Statement:

A Chi-Square test was conducted to examine the association between two categorical variables using a sample of 202
valid cases. The test results include Pearson Chi-Square, Likelihood Ratio, and Linear-by-Linear Association statistics.

Variables:

1.Age Group

2.The frequency of content updates positively affects my perception of the brand

Hypotheses:

. Null Hypothesis (Ho): There is no significant association between the two categorical variables (they are
independent).

. Alternative Hypothesis (Hi): There is a significant association between the two categorical variables (they
are not independent).

Interpretation:

. Pearson Chi-Square Value: 49.545

. Degrees of Freedom (df): 12

. Asymptotic Significance (2-sided): p =.000

. Since the p-value is less than 0.05, we reject the null hypothesis, indicating a statistically significant

association between the two variables.
Result:It accepts the Alternative hypothesis.

Correlations

EducationalQualif] Thefrequencyofco
ication ntentupdatespositi
velyaffectsmyperc
eptio
Pearson Correlation 1 .000
|EducationalQualification Sig. (2-tailed) .999
N 202 202
Pearson Correlation .000 1
The_frequencyofcontentupdgtes Sig. (2-tailed) 999
positivelyaffectsmyperceptio
N 202 202

Statement:
The relationship between users' educational qualification and their perception that the frequency of content updates
positively affects their perception is being examined using Pearson correlation.

Variables:
1.Education qualification
2.The frequency of content updates positively affects my perception of the brand

Hypotheses

. Null Hypothesis (Ho):

There is no significant relationship between educational qualification and perception of content update frequency.
HO:r=0H_0: r = 0HO:r=0

© IARJSET This work is licensed under a Creative Commons Attribution 4.0 International License 537


https://iarjset.com/
https://iarjset.com/

IARJSET

International Advanced Research Journal in Science, Engineering and Technology
Vol. 12, Issue 4, April 2025
10.17148/IARJSET.2025.12482

ISSN (0O) 2393-8021, ISSN (P) 2394-1588

)
&2)

Impact Factor 8.066 :: Peer-reviewed & Refereed journal 3z

DOl:

. Alternative Hypothesis (H:):
There is a significant relationship between educational qualification and perception of content update frequency.
H1:#£0H_1:1r\ne OH1:r(1=0

Interpretation:

. Pearson Correlation Coefficient (r):
r=0.000r = 0.000r=0.000 — This indicates no linear relationship between the two variables.
. Significance (Sig. 2-tailed):

p=0.999p = 0.999p=0.999 — This p-value is much greater than 0.05, suggesting the result is not statistically
significant.

o Sample Size (N):
N=202N = 202N=202
Result:

It accepts the Alternative hypothesis.

REGRESSION:
ANOVA?
IModel Sum of Squares df Mean Square F Sig.
Regression .007 1 .007 .012 9129
1 Residual 112.057 200 560,
Total 112.064] 201
a. Dependent Variable: Age
b. Predictors: (Constant), Contentmarketingbringsmorevaluecomparedtotraditionaladve
Coefficients?
[Model Unstandardized Coefficients Standardized t Sig.
Coefficients
B Std. Error Beta
(Constant) 1.755 121 14.487 .000,
Contentmarketingbringsmore .007 .066 .008 A11 912
valuecomparedtotraditionalad
ve

a. Dependent Variable: Age

Statement:
This analysis examines whether perception of content marketing bringing more value than traditional advertising
significantly predicts age of respondents using a simple linear regression.

Variables:
1.Age
2. Content marketing brings more value compared to traditional advertising methods.

Hypotheses:

. Null Hypothesis (Ho):

Perception that content marketing brings more value than traditional advertising does not significantly predict age.
HO:p=0H_0: \beta = 0HO:=0

. Alternative Hypothesis (Hi):
Perception that content marketing brings more value than traditional advertising significantly predicts age.
H1:p#0H_1: \beta \ne OH1:p0=0

Interpretation:

o Unstandardized Coefficient (B) = 0.007
° Standard Error = 0.066
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. t-value = 0.111

o p-value (Sig.) =0.912

The coefficient for the predictor variable is not statistically significant (p > 0.05), indicating that changes in
perception of content marketing value do not significantly affect age.

Result:

Since the p-value is 0.912, which is far above the threshold of 0.05, we fail to reject the null hypothesis. Thus, we
conclude that perceived value of content marketing compared to traditional advertising does not significantly
predict age.

ANOVA
EducationalQualification
Sum of Squares df Mean Square F Sig.
|Between Groups 10.287 4 2.572 4.896 .001
\Within Groups 103.480 197 .525
Total 113.767 201

Statement

This one-way ANOVA is conducted to determine whether there are statistically significant differences in the
dependent variable (not specified, but likely a perception or rating scale) across different educational qualification
groups.

Variables:
1.Education qualification.
2.Content marketing brings more value compared to traditional advertising methods.

Hypotheses

. Null Hypothesis (Ho):

There is no significant difference in the dependent variable among the different educational qualification groups.
HO:pl1=p2=p3=p4=p5H _0:\mu_1 =\mu_2 =\mu_3 =\mu_4 = \mu_5HO0:pu1=p2=p3=pd=u5

. Alternative Hypothesis (H:):

At least one group mean is significantly different from the others.

H1:At least one piH_1: \text{At least one } \mu_i \ne \mu_jH1:At least one pil 1=yj

Interpretation

. Between Groups Sum of Squares: 10.287

Within Groups Sum of Squares: 103.480

Degrees of Freedom (df): Between = 4, Within = 197

F-value = 4.896

p-value (Sig.) =0.001

Since the p-value is 0.001 (< 0.05), the result is statistically significant, meaning the differences between the groups
are unlikely due to chance.

Result
We reject the null hypothesis. There is a statistically significant difference in the dependent variable across different
educational qualification groups.

Findings:

1. Crafting content plays a crucial role in improving brand reputation and boosting user engagement on digital
platforms.

2. Regularly updating content helps build stronger audience trust and encourages brand loyalty.

3. Although Al adoption for content creation is limited, it shows great potential for future growth.

4. Content types like social media updates and video clips generate higher audience interaction compared to others.
5. A person’s education level does not significantly influence how they perceive the importance of frequent content
updates.

6. Age differences do not notably affect how people value content marketing over traditional advertising.

7. Educational background shapes how individuals evaluate the effectiveness of content marketing strategies.

8. Modern consumers favor content that is personalized, interactive, and optimized for mobile devices.
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9. Organizations still struggle to seamlessly integrate Al into creative content production.
10. Using structured formats like "Hook—Main Body—Call to Action" enhances audience interest and improves
conversion rates.

Suggestions:

Allocate more investments toward Al-based personalized content to boost targeting accuracy and efficiency.
Maintain a consistent schedule for content updates to retain user attention and strengthen brand presence.
Enhance customer engagement by incorporating interactive elements like live videos, surveys, and contests.
Design content primarily for mobile users to cater to the growing smartphone-driven audience.

Develop tailored content strategies to resonate with audiences across different educational backgrounds.
Collaborate with social media influencers to extend the brand’s digital footprint and build credibility.

Use data analytics to track content performance and refine marketing strategies accordingly.

Implement emotional storytelling through videos to create deeper connections with audiences.

Offer continuous training for marketing teams on Al tools and automation technologies.

0. Focus on creating structured, visually engaging content to enhance SEO results and user retention.

BoOoo~NoO~WONE

V. CONCLUSION

The study clearly highlights that content creation has become a vital pillar in shaping digital marketing strategies. In
today’s highly competitive online environment, high-quality, well-structured, and regularly updated content is essential
for building brand reputation, engaging audiences, and driving business success.

While content creation formats such as videos and social media posts have shown remarkable influence in increasing
consumer interaction, the integration of advanced technologies like artificial intelligence remains underutilized. There is
a significant opportunity for businesses to embrace Al for personalized content creation, automation, and performance
optimization.

Moreover, the findings reveal that although educational background influences perceptions of content marketing
effectiveness, factors like age do not significantly impact consumer attitudes toward content value. This reinforces the
need for brands to develop universally appealing content strategies that are adaptable across diverse audience segments.
To stay competitive, businesses must invest in continuous innovation, prioritize mobile-first and interactive content
strategies, leverage data-driven insights, and equip marketing teams with the latest digital skills. Strengthening these
areas will allow companies not only to enhance customer satisfaction but also to secure long-term success in the evolving
digital marketplace.

REFERENCES

[1]. Massumu, E. E. (2022). Improving the business administration approaches in the context of digital transformation
(Master's thesis, Sumy State University).

[2]. Podobnik, V., Ackermann, D., Grubisic, T., & Lovrek, 1. (2014). Web 2.0 as a foundation for Social Media
Marketing: global perspectives and the local case of Croatia. In Cyber Behavior: Concepts, Methodologies, Tools,
and Applications (pp. 103-130). IGI Global.

[3]. Doris, N. S. (2020). Improving approaches to promoting business on the Internet (Master's thesis, Sumy State
University).

[4]. Sener, B. (2004). Enhancing the form creation capabilities of digital industrial design tools (Doctoral dissertation,
Loughborough University).

[5]. Apablaza Campos, A., & Codina, L. (2018). Social Media Live Streaming: case study and design of an analysis
matrix. Cuadernos. info. 2018;(43): 161-80.

© IARJSET This work is licensed under a Creative Commons Attribution 4.0 International License 540


https://iarjset.com/
https://iarjset.com/

