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Abstract This study intends to find how Content Marketing Strategies (Videos, 
Podcast, and Content at social media) affect Engaging Digital Audiences. The 
researcher used the descriptive analytical approach to fit the type of the investiga-
tion and therefore reach this aim. Designed as a data collection tool, a questionnaire 
was submitted to many specialized arbitrators. The arbitrating professors offered 
changes; the questionnaire was delivered to the study sample—user of social media 
platforms—where 120 questionnaires were gathered and the researcher applied suit-
able statistical techniques using the SPSS program. The study produced some really 
significant findings, mostly on how Content Marketing Strategies (Videos, Podcast, 
and Content at social media) affect Engaging Digital Audiences. 

Keywords Content · Digital marketing · Videos · Image · Digital media 

1 Introduction 

From cave paintings to parchment, radio, television, the internet, artificial intelli-
gence, and more, content marketing has always been vital in guiding people about 
what is possible [1]. Content marketing was first basic, using early digital platforms 
and traditional media to reach consumers [2]. However, as technology has devel-
oped, tactics have changed as well; complex SEO techniques to increase visibility
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and interaction have evolved. This development shows a turn toward more inter-
active, user-centric content that not only informs but also interacts with and keeps 
viewers across many digital platforms [3]. Digital marketing has quickly become 
more important with the internet’s arrival and is altering how companies connect with 
their consumers. Tools like keyword research and analytics that this age has brought 
enable a more deliberate approach to content production. Marketers may now engage 
consumers more successfully and customize their material to fit consumer tastes, 
therefore greatly increasing brand exposure and visibility on digital channels [4]. 
Although its roots are in conventional advertising, content marketing has expanded 
enormously with the arrival of digital channels. From Benjamin Franklin’s early writ-
ings—which may be seen as a type of content marketing—to today’s sophisticated 
AI-powered campaigns—evolution has been distinguished by constant attempts to 
involve audiences with worthwhile material [5]. Content marketing is the pillar of 
successful marketing techniques in the digital terrain of today. Building brand aware-
ness, increasing traffic, and turning leads into consumers all depend on your audi-
ence being captivated by your content [6]. Drawing on above, this study came to find 
content marketing strategies: Guidelines for Invigorating Digital Audiences Crucially 
important to companies, marketers and content providers [7]. 

2 Theoretical Background 

2.1 Content Marketing Strategies 

In today’s digital age, traditional marketing is no longer sufficient to reach audiences 
and achieve the desired impact. Content marketing strategies have become the corner-
stone of building strong relationships with audiences, enhancing brand awareness, 
and increasing engagement and sales [8]. These strategies rely on providing valuable, 
relevant, and reliable content that meets the needs and interests of the target audience, 
rather than simply showcasing products or services [9]. With the rapid expansion of 
digital platforms such as Facebook, Instagram, TikTok, and YouTube, it has become 
imperative for digital marketers to adopt best practices in content production and 
distribution to ensure they reach the right audience, at the right time, and in the most 
appropriate manner. Today’s digital audiences are highly informed and selective, 
and are only influenced by content that creates real value, stirs emotions, or inspires 
decisions [10]. The revolutionary change from conventional advertising to digital 
dominance has changed how companies interact with their consumers [11]. More 
focused methods made possible by this digital change allow one to create mate-
rial that appeals by using keyword research and customer preference data. Engaging 
consumers through relevant, meaningful content becomes increasingly important for 
brand visibility and recognition as digital channels become the standard [12]. With 
newspapers, magazines, and pamphlets as main means of audience reach, print media 
set the groundwork for content marketing [13]. These early kinds of materials let
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companies interact with their nearby communities and highlight their brand identifi-
cation. Early digital platforms brought fresh chances for content distribution via the 
internet, which let companies quickly reach a worldwide audience [14]. 

2.2 Videos 

Videos provide an interactive and fun way to convey messages and educate your 
target audience, and can be used on platforms like YouTube and social networks to 
attract a wide audience to follow you, and then you can benefit From your audience 
in marketing your products and services [15]. Video marketing remains one of the 
most effective ways to engage with your audience, making it imperative for busi-
nesses to embrace the medium [16]. Central to video content, YouTube has become 
a hub for platforms like Instagram while social media networks like TikTok prior-
itize video in their algorithms, boosting engagement [17]. Short videos, with their 
concise and engaging nature, are particularly effective in today’s fast-paced digital 
landscape [11]. They drive repeat engagement, expand brand reach, and are ideal 
for quick tips, product demos, and authentic behind-the-scenes content. Further-
more, search engine marketing campaigns also benefit from Performance Max short 
videos, demonstrating their value across different digital channels [18]. 

2.3 Podcast 

Podcasts are one of the most prominent forms of digital audio content that have 
gained widespread popularity over the past decade [19]. They have become an effec-
tive tool in modern media, marketing, education, and knowledge transfer. Podcasts 
are audio episodes published online, and audiences can listen to them anytime, 
anywhere, making them a flexible medium that fits the fast-paced lifestyles of 
digital audiences. Podcast topics vary widely, covering areas such as politics, culture, 
health, entrepreneurship, technology, and entertainment. Furthermore, their produc-
tion requires less resources than traditional radio, allowing individuals and organiza-
tions to create their own programs and reach a specific, interested audience [20]. One 
of the most important features of podcasts is their conversational and intimate nature, 
where listeners feel they are in direct contact with the host, which enhances trust 
and emotional connection [21]. Studies indicate that podcast listeners exhibit higher 
levels of engagement and loyalty than users of other media, making them an effective 
tool for content marketing, building digital identities for brands, or spreading aware-
ness and community messages. Podcasts are audio content that can be listened to on 
the go, allowing for businesses to reach a specialized audience interested in specific 
topics [22]. Launching a podcast or webinar can establish your business as a leader in 
your niche, especially if you’re equipped to create and manage regular content [23]. 
Keep your podcast episodes short and engaging to keep listeners engaged and avoid
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spammy content. Consistency is key, so release episodes on a regular schedule that 
works for your audience [24]. Recording a video alongside your podcast can also be 
beneficial, allowing you to share compelling snippets on social media to extend your 
reach [25]. 

2.4 Content on Social Media 

Social media is a powerful tool for content marketing. While publishing content and 
interacting with the audience. Short posts, photos and videos can be used to reach a 
wider audience on different social networks [26]. Actively engaging with followers, 
responding to comments, and starting conversations humanizes the brand, builds a 
sense of community, and fosters sustained engagement [27]. Social media has become 
one of the most prominent platforms relied upon by individuals and organizations to 
communicate, exchange information, build relationships, and promote brands. With 
the increasing use of these platforms, “content” has become the primary driver of 
attracting attention and achieving the desired impact, whether commercial, social, 
or even political. Content published on social media varies between text, images, 
videos, short stories, and live broadcasts, and its success depends on its relevance to 
the target audience, its quality, and its timing, in addition to its use of attractive visual 
and linguistic elements. Powerful content is not limited to entertainment or marketing 
alone; it can contribute to awareness, education, and changing social behaviors. One 
of the most prominent characteristics of effective content on social media platforms 
is that it is short and to the point, using simple and understandable language. It must 
also be interactive, encouraging the audience to like, comment, and share. In addition, 
the use of appropriate hashtags contributes to enhancing its spread, and immediate 
interaction with followers creates a sense of closeness and trust. With advances in 
artificial intelligence and digital analytics, it’s now possible to accurately measure 
content performance through metrics such as view counts, engagement rates, and 
share counts. This data helps content creators develop their strategies and continually 
improve their messages. 

2.5 Digital Audiences 

The term “digital audiences” refers to individuals or groups who use digital media and 
online platforms to interact with content, whether through social media, websites, 
smartphone apps, or digital forums. This audience is characterized by character-
istics that differ from traditional audiences. It is highly interactive and selective, 
and participates in content production through comments, shares, ratings, and even 
creating its own content. Digital audiences are always online, have fickle preferences, 
and place great importance on the immediate value of content. Reaching them does 
not rely on traditional media channels, but rather on digital algorithms, behavioral
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analytics, and personalized targeting. This requires content creators and marketers to 
develop a thorough understanding of this audience’s behavior, in terms of their inter-
ests, usage patterns, and engagement with digital messages. Online media audiences 
are the varied collection of people that consume digital material on sites including 
social media, websites, and streaming services [28]. Demographics, hobbies, and 
behaviors divide these audiences so that content producers and marketers may more 
precisely target them using data analytics and tailored messaging [29]. Creating inter-
esting content and building brand loyalty in the modern environment depend on an 
awareness of online media users, motivated by digitalization [30]. 

2.6 Hypotheses Development 
Relationship Between Videos on Engaging Digital Audiences 
Examining Belem Barbosa José Ramon Saura Senka Borovac Examined Definition 
of Content Marketing and Its Affect on Online User Behavior [31]. Performance of 
marketing is not influenced by content marketing. Customer engagement influences 
digital marketing. Customer contact influences marketing performance [32]. Digital 
marketing influences marketing performance [33]. Digital marketing mediators the 
relationship between interaction customers and marketing performance; it does not 
mediate the relationship between content marketing and marketing performance [34]. 

Considering the findings of past studies, the researcher proposed the following 
hypothesis: 

H1. E-Videos has a positive impact on Engaging Digital Audiences at statistical 
significance level of α ≤ 0.05.

Relationship Between Podcast and Engaging Digital Audiences 
The Definition of Content Marketing and its Impact on Online User Behavior Road 
The research concluded that content marketing has no effect on digital marketing 
[35]. Content marketing has no effect on marketing performance [36]. Customer 
engagement influences digital marketing. Customer contact influences marketing 
performance. Marketing performance influences digital marketing. Digital marketing 
mediators the relationship between interaction customers and marketing perfor-
mance; it does not mediate the relationship between content marketing and marketing 
performance [37]. 

Considering the findings of past studies, the researcher proposed the following 
hypothesis: 

H2. E-Podcast has a positive impact on Engaging Digital Audiences at statistical 
significance level of α ≤ 0.05.
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Relationship Between Contents at Social Media and Engaging Digital 
Audiences 
Content marketing on social media platforms: a study of the impact of content 
creation methods on participants’ return on participation [38] looked at The study 
found that the combination of content creator influence, value creation effort conver-
sion rate, and product pricing determines the choice of value creation patterns. The 
period of co-creation dominance spans to attain a triple victory as the value creation 
effort conversion rate increases [39]. Furthermore, co-creation turns out to be bene-
ficial when content creators perform at the waist level and the value creation effort 
conversion rate surpasses a given level. Moreover, this work offers insightful anal-
ysis for content providers at several levels, guiding them in selecting value creation 
participants and patterns of value creation. 

Content Marketing in the Digital Age: Creating Engaging, Shareable Content That 
Grabs Attention, by [40] looked at According to the study findings, good graphics 
greatly raise audience involvement and stimulate material distribution. The results of 
this study highlight the need of using analytics for more successful marketing plans 
and of investing in premium visual material. 

Considering the findings of past studies, the researcher proposed the following 
hypothesis: 

H3. E-Content at social media has a positive impact on Engaging Digital 
Audiences at statistical significance level of α ≤ 0.05.

Content at social media has a positive impact on Engaging Digital Audiences at 
statistical significance level of α ≤ 0.05.

3 Research Methods 

Using survey research design—that is, a questionnaire—this descriptive quantitative 
study gathered data. By means of surveys, the researcher can get comprehensive 
knowledge about the attitudes and views of the participants [41]. The target group 
of this study is students of Applied Science University in Jordan; the study popu-
lation consists of users of social media sites (e.g., Facebook, YouTube, and Insta-
gram). Students at the Applied Science Private University received electronically 
distributed questionnaires to complete, gathering study data [42]. The questionnaire 
was distributed in this work using Google Forms. The data underwent a screening 
process looking for response bias, missing data, linearity, or multicollinearity.
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4 Testing the Study Hypotheses 

In this part of the study, we review hypothesis testing, where the main hypothesis was 
tested The sub-hypotheses emanating from it were analyzed using multiple linear 
regression Rely on the decision rules to accept or reject the following null hypothesis 
(Ho): 

H1: There is no statistically significant effect among Videos on Engaging Digital 
Audiences 

From the table above, we obtained a statistical significance level of 0.006-SG, which 
is less than 0.05. Accordingly, there are differences between the sample individuals 
regarding: Videos on Engaging Digital Audiences. Accordingly, we reject the null 
hypothesis and accept the alternative hypothesis, which indicates the presence of an 
effect among Videos on Engaging Digital Audiences as shown in Table 1. 

H2: There is no statistically significant effect among Podcast on Engaging Digital 
Audiences 

From the table above, we obtained a statistical significance level of 0.036-SG, which 
is less than 0.05. Accordingly, there are differences between the sample individuals 
regarding: Podcast on Engaging Digital Audiences. Accordingly, we reject the null 
hypothesis and accept the alternative hypothesis, which indicates the presence of an 
effect among Podcast on Engaging Digital Audiences as shown in Table 2. 

H3: There is no statistically significant effect among Content at social media on 
Engaging Digital Audiences 

From the table above, we obtained a statistical significance level of 0.036-SG, which 
is less than 0.05. Accordingly, there are differences between the sample individuals 
regarding: Content at social media on Engaging Digital Audiences. Accordingly, we 
reject the null hypothesis and accept the alternative hypothesis, which indicates the 
presence of an effect among Content at social media on Engaging Digital Audiences 
as shown in Table 3.

Table 1 Podcast 

Variable Sig Comments Hypothesis testing 

Podcast 0.036 There are statistically 
significant differences 

Reject the null hypothesis HO 
and accept the hypothesis H1 

Table 2 Content at social media 

Variable Sig Comments Hypothesis testing 

Content at social media 0.008 There are statistically 
significant differences 

Reject the null hypothesis 
HO and accept the 
hypothesis H1 
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Table 3 Videos 

Variable Sig Comments Hypotheses testing 

Videos 0.006 There are statistically 
significant differences 

Reject the null hypothesis HO 
and accept the hypothesis H1 

5 Conclusion & Discussions 

Content marketing strategies have become one of the most important tools in 
attracting and engaging digital audiences in the modern era, as companies and insti-
tutions have come to realize that traditional marketing alone is no longer enough 
to achieve success in the face of fierce competition in the digital market. Content 
marketing relies on creating and distributing valuable and relevant content for a 
specific audience, which enhances interaction and increases customer loyalty. Tools 
such as videos, podcasts, and social media content play a pivotal role in achieving this 
goal, as each of these tools offers a special feature that contributes to achieving the 
desired impact. Videos, for example, provide a rich experience and visual narrative 
capable of delivering the message quickly and effectively. More academic and applied 
studies on content marketing strategies and best practices for engaging digital audi-
ences are recommended, given the scarcity of current research in this area. Despite 
the importance of the topic in light of the rapid digital transformation and increased 
reliance on digital media for marketing, there is a clear lack of studies that focus on 
analyzing the actual impact of videos, podcasts, and social media content on audi-
ence engagement. Therefore, it is suggested that universities, research institutions, 
and major corporations be encouraged to support studies that explore this topic in 
depth. Such research should focus on developing theoretical models and practical 
practices based on real data, which contributes to providing insights that benefit 
researchers and practitioners alike. These studies can also fill knowledge gaps and 
provide a scientific framework for designing effective marketing strategies that keep 
pace with ongoing digital developments. 
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