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ABSTRACT 

 

Social media has changed the way people 

discover, evaluate, discuss, and remember 

brands. Brand communication is no longer a 

message created by a company and 

delivered to a passive audience. Consumers 

respond to posts, challenge claims, share 

experiences, recommend products, and 

create their own material around brands. 

This shift has made social media content 

marketing an important part of 

contemporary brand management. 

This conceptual study examines how social 

media content marketing may influence 

brand health through brand awareness, 

brand image, perceived quality, trust, 

engagement, loyalty, and advocacy. It draws 

on customer-based brand equity theory, 

relationship marketing, consumer 

engagement theory, and the uses and 

gratifications perspective. The analysis 

suggests that content quality alone does not 

determine brand outcomes. Relevance, 

authenticity, consistency, credibility, 

interaction, and the ability to address 

consumer needs are equally important. 

Useful and engaging content can strengthen 

awareness, brand associations, trust, loyalty, 

and positive word-of-mouth. Repetitive 

promotion, exaggerated promises, weak 

customer service, and a gap between online 

claims and actual performance can produce 

the opposite effect. 

‘The study proposes a framework in which 

social media content marketing shapes 

consumer responses, and these responses 

collectively influence brand health. It 

concludes by outlining implications for 

marketers and directions for future 

empirical research. 
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brand health, brand awareness, brand image, 

brand trust, consumer engagement, brand 

loyalty, brand equity 

 

A consumer can now encounter a brand 

without seeing a conventional 

advertisement. The journey may begin with 

a short video, followed by a glance at user 

comments, a visit to the company’s profile, 

a comparison of reviews, and eventually a 

purchase. Each step may occur on a 

different platform, yet together they form 

part of the consumer’s experience with the 

brand. 

Social media has made this process possible 

by allowing companies and consumers to 

exchange information quickly and publicly. 

Kaplan and Haenlein (2010) describe social 

media as internet-based applications that 

enable users to create and exchange content. 

Its importance, however, lies in more than 

the availability of another communication 

channel. Social media changes who 

participate in communication and how that 

participation takes place 

Consumers can reply to a company’s 

message, question its claims, reinterpret its 

meaning, recommend alternatives, or begin 

entirely new conversations about the brand. 

http://www.ijrrjournal.com/


Dr. Rahil Yusuf Zai. The influence of social media content marketing on brand health 

                                      International Journal of Research and Review (ijrrjournal.com)  551 

Volume 13; Issue: 8; August 2026 

Mangold and Faulds (2009) therefore 

describe social media as a hybrid element of 

the promotion mix. Companies 

communicate with consumers, but 

consumers also communicate with one 

another about companies and their products. 

Brand management becomes less 

predictable when communication is no 

longer controlled by one side. Content sits at 

the centre of this exchange. Brands publish 

product demonstrations, tutorials, customer 

stories, short videos, polls, behind-the-

scenes material, testimonials, and 

entertainment. Some posts are designed to 

support an immediate sale, but many serve a 

different purpose: they make a brand 

familiar, useful, credible, distinctive, or 

emotionally relevant. 

This approach is commonly described as 

social media content marketing (SMCM). 

Its defining feature is the attempt to offer 

value rather than rely only on direct 

promotion. That value may take the form of 

information, entertainment, inspiration, 

problem-solving, social connection, or 

community participation. 

The effects of such communication extend 

beyond individual posts. Repeated exposure 

may influence what consumers know about 

a brand, the associations they form, the 

quality they expect, the level of trust they 

place in it, and their willingness to 

recommend it. These outcomes are closely 

connected to brand health. 

Brand health is multidimensional. A healthy 

brand is generally recognizable, 

meaningfully differentiated, trusted, 

favorably regarded, and capable of 

sustaining valuable relationships with 

consumers. Awareness matters, but 

awareness without a positive reputation may 

have little value. Likewise, a brand can 

generate considerable online activity 

without developing loyalty or long-term 

preference. 

Keller’s (1993) customer-based brand 

equity model helps clarify this distinction. 

The model emphasizes brand awareness and 

brand associations as central components of 

consumer brand knowledge. Strong, 

favorable, and distinctive associations 

influence how consumers respond to a 

brand’s marketing activities. 

Social media content can shape these 

associations over time. A financial-services 

company that consistently explains complex 

topics in clear language may become 

associated with competence and reliability. 

A fashion brand that publishes imaginative 

visual content may be linked with creativity 

and style. During a crisis, open and timely 

communication may strengthen perceptions 

of honesty. 

Social media content marketing refers to the 

planned creation and distribution of material 

through social networking platforms to 

attract, inform, entertain, involve, and retain 

a defined audience. The concept combines 

two elements. Social media provides the 

setting for communication, while content 

provides much of its substance. 

A social media content strategy may 

include: 

- Educational posts. 

- Product demonstrations. 

- Short-form videos. 

- Customer testimonials. 

- User-generated content. 

- Brand stories. 

- Behind-the-scenes material. 

- Livestreams. 

- Polls and quizzes. 

- Infographics. 

- Influencer collaborations. 

- Community discussions. 

- Entertainment-based posts. 

What separates these activities from 

conventional advertising is the expectation 

that the audience will receive something 

useful or meaningful from the 

communication. A cosmetics company may 

publish a guide explaining how to use a 

product. A software firm may demonstrate a 

difficult feature in a short video. A clothing 

brand may offer styling advice instead of 

simply displaying a product and its price. 

The product remains present in each 

example, but the message is not limited to 

“buy this.” It helps the audience solve a 
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problem, learn something, enjoy an 

experience, or participate in a conversation. 

Kim and Ko (2012) identify entertainment, 

interaction, trendiness, customization, and 

word-of-mouth as important aspects of 

social media marketing activities. Their 

study of luxury fashion brands showed that 

these activities could influence customer 

equity. The implication is straightforward: 

the success of SMCM depends on more than 

the number of posts a company publishes. 

A brand may post several times a day and 

still offer little of value. Another brand may 

attract greater attention with a single 

carefully designed piece of content because 

it answers a question, tells a memorable 

story, or gives consumers something worth 

sharing. 

Participation also distinguishes social media 

content from one-way communication. 

Consumers can respond immediately, 

describe their experiences, raise concerns, 

recommend substitutes, and ask questions. 

A post is therefore not necessarily the end of 

communication. It may be the opening 

move in a much larger public conversation. 

 

Understanding Brand Health 

Brand health refers to the overall strength of 

a brand in consumers’ minds and within its 

competitive environment. It is not captured 

by one measure. Instead, it emerges from 

several connected outcomes. 

 

Brand awareness 

Awareness describes whether consumers 

can recognize or recall a brand. A brand 

must usually enter a consumer’s memory 

before it can enter the consideration set. 

Awareness is important, but it is only the 

starting point. 

 

Brand image 

Brand image concerns the associations 

consumers hold about a brand. These 

associations may involve quality, 

personality, lifestyle, price, reliability, 

innovation, social responsibility, or 

emotional meaning. 

 

Perceived quality 

Perceived quality reflects consumers’ 

judgments about the excellence or 

superiority of a product or service. It does 

not always correspond perfectly to objective 

quality. Content, reviews, demonstrations, 

and previous experiences can all influence 

how quality is perceived. 

 

Brand trust 

Brand trust is the belief that a brand is 

reliable, honest, and capable of fulfilling its 

promises. Trust becomes especially 

important online, where consumers may 

need to make decisions without physically 

examining a product. 

 

Brand loyalty 

Loyalty reflects a consumer’s willingness to 

continue choosing a brand. It may involve 

repeat purchases, preference, resistance to 

competitors, emotional attachment, or a 

willingness to remain with the brand despite 

attractive alternatives. 

 

Brand advocacy 

Advocacy occurs when consumers 

voluntarily recommend, defend, review, or 

promote a brand. It is a stronger form of 

response than passive awareness or 

occasional engagement. 

These dimensions influence one another. 

Positive experiences can strengthen trust; 

trust can encourage loyalty; loyalty can lead 

to advocacy; and advocacy can introduce 

the brand to new consumers. Brand health is 

therefore better understood as a developing 

relationship than as a collection of isolated 

metrics. 

Keller’s (1993) customer-based brand 

equity model explains why this relationship 

matters. Brand equity exists when 

consumers respond more favorably to a 

product or service because they know the 

brand. That knowledge consists primarily of 

awareness and associations. 

From this perspective, brand health reflects 

the accumulated effect of consumer 

perceptions, experiences, and interactions 

over time. Social media content matters 
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because it provides one of the most visible 

and continuous forms of brand experience 

available to consumers. 

 

Theoretical Foundations 

Customer-Based Brand Equity Theory 

Customer-based brand equity theory offers a 

useful explanation of how SMCM can affect 

brand health. Keller (1993) identifies brand 

awareness and brand image as central 

components of brand knowledge. 

Awareness concerns recognition and recall, 

while brand image concerns the associations 

stored in consumers’ memories. 

Social media content can influence both. 

Repeated exposure may make a brand easier 

to recognize, while informative and 

distinctive content can shape the 

associations attached to it. 

Consider a sports brand that regularly 

publishes training advice, athlete stories, 

recovery guidance, and motivational 

messages. Over time, consumers may 

connect the brand with discipline, 

performance, and an active lifestyle. These 

associations contribute to the brand’s 

meaning. 

The framework also draws attention to 

brand linkage. An entertaining post may 

receive thousands of views, but if viewers 

do not remember which brand produced it, 

its contribution to brand equity may be 

limited. Attention becomes valuable when it 

strengthens a meaningful connection 

between the content and the brand. 

 

Relationship Marketing 

Relationship marketing treats the customer 

relationship as an ongoing process rather 

than a series of isolated transactions. This 

perspective fits naturally with social media, 

where consumers can interact with brands 

before, during, and after a purchase. 

Consumers may join a brand community, 

ask questions, request assistance, offer 

feedback, or share experiences. These 

interactions can create familiarity and trust 

even when no immediate purchase occurs. 

Trust is central to this process. Ebrahim 

(2020) shows that social media marketing 

can influence brand equity and loyalty 

through brand trust. A thoughtful response 

to a customer’s question may not create an 

immediate sale, but repeated evidence of 

responsiveness can change how the 

consumer evaluates the brand. 

 

Consumer Engagement Theory 

Consumer engagement refers to the 

cognitive, emotional, and behavioral 

involvement that consumers develop with a 

brand. Social media supports all three 

forms. 

Consumers may think about a brand while 

comparing products, feel emotionally 

connected to its values, or act by sharing a 

post, writing a review, creating content, or 

participating in a discussion. 

Engagement matters because it turns 

consumers from observers into participants. 

Yet activity alone does not guarantee a 

positive outcome. A controversial post may 

generate thousands of comments while 

damaging the brand. Meaningful 

engagement occurs when consumers 

participate because the content interests 

them, helps them, expresses something 

important, or connects them with the brand 

and its community. 

 

Uses and Gratifications Perspective 

The uses and gratifications perspective 

views media users as active participants 

who select content to satisfy particular 

needs. On social media, those needs may 

include learning, entertainment, social 

interaction, self-expression, identity 

development, and community. 

This perspective helps explain why people 

may respond differently to the same post. A 

consumer searching for product information 

may appreciate a detailed tutorial, while 

another may prefer a humorous video or an 

inspiring customer story. 

Zollo et al. (2020) found that consumer 

benefits and brand experience help explain 

the relationship between social media 

marketing and customer-based brand equity. 

Their findings reinforce the idea that content 

should be evaluated through the experience 
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it creates for consumers, not only through its 

format or distribution. 

 

Dimensions of Social Media Content 

Marketing 

Informativeness 

Information is one of the clearest ways a 

brand can create value. Consumers often use 

social media to find reviews, comparisons, 

instructions, specifications, demonstrations, 

and answers to common questions. 

Useful information can reduce uncertainty 

and increase perceptions of competence. A 

brand that consistently helps consumers 

solve problems may become a trusted 

source of guidance. 

Accuracy is essential. A misleading 

explanation may attract attention at first, but 

credibility suffers once consumers identify 

the error or discover that the product does 

not perform as described. 

 

Entertainment 

Entertainment attracts attention through 

humor, surprise, emotion, music, creativity, 

or visual appeal. Kim and Ko (2012) 

identify it as an important component of 

social media marketing. Enjoyable content 

can encourage consumers to spend more 

time with a brand and share its posts. 

The challenge is to maintain a connection 

with brand identity. A company does not 

need to imitate every popular trend. 

Attention has long-term value only when it 

contributes to a meaningful perception of 

the brand. 

Interactivity 

Interactivity distinguishes social media from 

many traditional forms of communication. 

Brands can ask questions, conduct polls, 

answer comments, host live events, and 

invite suggestions. 

These activities give consumers a visible 

role in the communication process. When 

brands respond thoughtfully, they may 

appear more accessible and responsive. 

Over time, this can support engagement and 

trust. 

Interactivity also exposes a brand’s 

weaknesses. Slow, dismissive, or defensive 

responses may communicate indifference 

more powerfully than a polished 

promotional post communicates care. 

 

Relevance 

Consumers filter online information 

quickly. Material that fails to connect with 

their interests or circumstances is often 

ignored. 

Relevance requires an understanding of the 

audience’s concerns, routines, preferences, 

values, and expectations. It does not always 

require complex personalization. A message 

can be relevant simply because it addresses 

a problem the audience actually has. 

A product tutorial, for example, may be 

more useful than a generic post containing 

the consumer’s name but offering no 

meaningful assistance. 

 

Authenticity 

Authenticity refers to the extent to which 

consumers perceive brand communication 

as genuine and credible. Social media 

allows consumers to compare brand claims 

with reviews, comments, videos, and 

personal experiences. This makes 

exaggerated promises especially risky. 

Authentic content may include realistic 

product demonstrations, employee stories, 

customer experiences, behind-the-scenes 

material, transparent explanations, and 

honest acknowledgment of limitations. 

Trust develops when the brand’s claims 

align with what consumers experience. 

Authenticity is therefore not simply a 

communication style; it depends on the 

relationship between communication and 

organizational behavior. 

 

Consistency 

Consistency helps consumers build stable 

associations with a brand. It includes more 

than logos, colors, and visual identity. It 

also involves personality, tone, values, and 

the meaning communicated across 

platforms. 

A brand may adapt its format for different 

channels. The language used on Instagram 

may differ from the language used on 



Dr. Rahil Yusuf Zai. The influence of social media content marketing on brand health 

                                      International Journal of Research and Review (ijrrjournal.com)  555 

Volume 13; Issue: 8; August 2026 

LinkedIn, but the underlying character of 

the brand should remain recognizable. 

Inconsistency can create confusion. A 

company that presents itself as caring in one 

channel and dismissive in another may 

weaken trust even if both channels attract 

attention. 

 

Personalization 

Personalized content is adapted to a 

consumer’s interests, previous behavior, 

location, needs, or stage in the decision 

process. Recommendations, tailored 

messages, and customized product 

suggestions can make communication more 

useful. 

Personalization is not automatically the 

same as relevance. A message can be 

technically targeted yet still fail to address 

what the consumer needs. Effective 

personalization requires judgment, not 

merely data. 

Privacy also matters. When consumers feel 

that personalization has become intrusive, 

the perceived benefit may be outweighed by 

discomfort or suspicion. 

Social Value and Electronic Word-of-Mouth 

Some content becomes valuable because 

consumers want to share it. Electronic 

word-of-mouth includes reviews, 

recommendations, comments, ratings, 

discussions, and user-generated content. 

Mangold and Faulds (2009) emphasize that 

consumers themselves are active 

participants in social media communication. 

This activity is not fully controlled by 

brands. A successful campaign may 

generate positive discussion, while a 

disappointing experience may produce 

criticism that spreads quickly. 

Brands should therefore create content with 

the expectation that consumers will 

interpret, modify, and discuss it publicly. 

 

Brand Awareness 

Visibility is often the first contribution of 

social media content. Repeated exposure 

can improve recognition and recall, while 

shares and recommendations can introduce 

the brand to people outside its immediate 

audience. 

Godey et al. (2016) found that social media 

marketing efforts can influence brand equity 

and consumer behavior. Yet awareness 

should not be treated as the final objective. 

The more important question is what 

consumers remember about the brand after 

the content captures their attention. 

A post that is remembered as funny but not 

connected to the company may generate 

reach without strengthening awareness in a 

meaningful branding sense. 

 

Brand Image 

Every post communicates something about 

the brand, even when it does not explicitly 

mention a product. Visual choices, humor, 

language, themes, social causes, 

partnerships, and responses to customers all 

contribute to brand meaning. 

These signals accumulate. When they are 

coherent, consumers may develop a clear 

understanding of what the brand represents. 

Content planning is therefore not merely a 

social media task; it is part of brand 

management. 

A brand that repeatedly publishes calm, 

evidence-based explanations may be 

associated with expertise. Another that 

emphasizes playful visuals and community 

participation may develop a more informal 

and accessible image. 

 

Perceived Quality 

Consumers often cannot evaluate product 

quality directly before purchasing. Content 

can help them form expectations through 

demonstrations, tutorials, expert 

explanations, production stories, and 

customer experiences. 

These materials make quality claims more 

concrete. A video showing how a product is 

made may provide more convincing 

evidence than an unqualified statement that 

the product is “premium.” 

Still, content cannot permanently conceal 

poor performance. If actual experience 

contradicts the promise, the resulting gap 
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can damage both perceived quality and 

trust. 

 

Brand Trust 

Trust grows when consumers believe that a 

brand is reliable, honest, and capable of 

keeping its promises. Social media gives 

brands frequent opportunities to strengthen 

or damage that belief. 

Responding openly to criticism may 

increase confidence. Ignoring valid 

complaints may intensify suspicion. 

Publicly correcting a mistake may appear 

more credible than deleting unfavorable 

comments. 

Ebrahim (2020) highlights the role of trust 

in the relationship between social media 

marketing, brand equity, and loyalty. Trust 

is therefore one of the most important 

pathways through which SMCM may 

influence brand health. 

 

Consumer Engagement 

Content can encourage consumers to 

participate in brand-related activities. A like 

represents a basic form of engagement, 

while sharing, commenting, creating 

content, joining a brand community, or 

contributing to a discussion indicates deeper 

involvement. 

The quality of participation matters as much 

as its volume. A smaller community that 

actively discusses, uses, and recommends a 

brand may be more valuable than a large 

audience that rarely interacts beyond 

passive viewing. 

 

Brand Loyalty 

Loyalty is rarely created by one 

advertisement. It develops through repeated 

exposure, satisfactory experiences, trust, 

and perceived connection. 

Social media allows brands to remain 

present between transactions. Useful content 

provides continuing value, while interactive 

communication can reinforce familiarity and 

attachment. Consumers may also remain 

loyal because they identify with the brand’s 

personality, values, or community. 

The relationship is not one-sided. A brand 

may publish consistently, but loyalty 

depends on whether consumers find the 

relationship worthwhile. 

 

Brand Advocacy 

Advocacy occurs when consumers 

voluntarily speak on behalf of a brand. It 

includes recommendations, reviews, 

referrals, social posts, and defending the 

brand during criticism. 

Content can encourage advocacy when it is 

useful, entertaining, emotionally 

meaningful, or connected to the consumer’s 

identity. Consumers may share a post 

because it helps someone else, reflects their 

values, or allows them to express 

membership in a community. 

Advocacy extends the reach of brand 

communication without requiring the 

company to pay for every interaction. It can 

also carry greater credibility because the 

message comes from a consumer rather than 

the brand itself. 

 

Conceptual Framework 

This study proposes a framework linking the 

characteristics of social media content with 

consumer responses and broader indicators 

of brand health. 

Social Media Content Marketing 

- Informativeness. 

- Entertainment. 

- Interactivity. 

- Relevance. 

- Authenticity. 

- Consistency. 

- Personalization. 

- Social value and electronic word-of-

mouth. 

- Consumer Responses 

- Brand awareness. 

- Brand associations. 

- Consumer engagement. 

- Brand experience. 

- Brand trust. 

- Perceived quality. 

- Brand Health Outcomes 

- Positive brand image. 

- Brand equity. 
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- Brand loyalty. 

- Brand advocacy. 

- Positive electronic word-of-mouth. 

- Stronger consumer–brand relationships. 

The model does not assume that SMCM 

directly produces brand health in every case. 

Content first influences how consumers 

think, feel, and act. These responses then 

contribute to broader brand outcomes. 

Educational content may improve product 

understanding, which may increase 

perceived competence and trust. Greater 

trust may strengthen preference and loyalty. 

Interactive content may increase familiarity 

and emotional connection, while authentic 

customer stories may improve credibility 

and encourage advocacy. 

The framework is consistent with prior 

research. Kim and Ko (2012) connected 

social media marketing activities with 

customer equity. Godey et al. (2016) 

reported positive relationships between 

social media marketing, consumer 

responses, and brand equity. Zollo et al. 

(2020) emphasized consumer benefits and 

brand experience as mechanisms linking 

social media marketing with customer-based 

brand equity. 

 

Theoretical Implications 

This study brings together several 

perspectives that are often examined 

separately. 

Customer-based brand equity theory 

explains how content can shape awareness 

and associations. Relationship marketing 

highlights the importance of trust, 

continuity, and interaction. Consumer 

engagement theory shows how audiences 

participate cognitively, emotionally, and 

behaviorally. The uses and gratifications 

perspective explains why consumers seek 

different forms of content and why the same 

message may produce different reactions. 

Taken together, these perspectives suggest 

that content has no fixed effect independent 

of the audience. Its influence depends on 

how consumers use it, interpret it, and 

connect it with the brand. 

The paper also extends the discussion 

beyond narrow social media performance 

measures. Reach and engagement are 

relevant, but a stronger evaluation asks 

whether communication improves what 

consumers know, feel, believe, and do in 

relation to the brand. 

The framework further emphasizes 

mediation. Social media communication 

may influence brand health through 

consumer engagement, brand experience, 

trust, perceived quality, and brand equity. 

These mechanisms help explain why two 

campaigns with similar reach can produce 

very different effects on the brand. 

 

CONCLUSION 

Social media has made ongoing 

communication with consumers a central 

part of brand management. Its importance 

extends beyond building visibility. What 

consumers see, hear, share, and discuss 

online shapes the meanings they attach to a 

brand. 

This conceptual study argues that social 

media content marketing can contribute to 

brand health when it is informative, 

entertaining, relevant, interactive, authentic, 

consistent, and appropriately tailored to 

consumer needs. These qualities may 

strengthen awareness, brand image, 

perceived quality, engagement, trust, 

loyalty, and advocacy. 

The effects of SMCM are not automatic. 

Consumers interpret content through their 

own experiences, expectations, values, and 

conversations with others. A carefully 

planned post may fail to produce the 

intended meaning, while a customer’s 

comment may influence the brand more 

strongly than the original message. 

Effective SMCM therefore requires more 

than frequent publication or the pursuit of 

viral reach. It requires an understanding of 

the audience, a clear brand identity, useful 

communication, honest claims, meaningful 

interaction, and a willingness to respond 

when consumers challenge or reinterpret the 

message. 
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The framework developed here places 

consumer responses between SMCM 

activities and brand health. That relationship 

can be tested across industries, platforms, 

cultures, and time periods. Future empirical 

research can determine how strongly each 

content dimension contributes to brand 

outcomes and under what conditions those 

effects hold. 

A brand’s position is ultimately shaped not 

only by what it publishes, but also by what 

consumers believe after encountering it. 
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