~ Y International Journal for Multidisciplinary Research (IJFMR)

IJFMR E-ISSN: 2582-2160 e Website: www.ijfmr.com e Email: editor@ijfmr.com

The Influence of Short-Form Video Content on
Consumer Engagement: A Study of Emerging
Trends in Digital Marketing

Dr Kinjalkumar Narendrabhai Mistri

Associate Professor — HOD (BBA), School of Management and Computer Science, KN University,
Gota, Ahmedabad

Abstract:

In today's digital era, the Internet plays an indispensable role in daily life, significantly influencing
how consumers interact with brands. The rise of online marketing—encompassing tools like email,
web marketing, and social media marketing—has revolutionized traditional advertising by enabling
dynamic, two-way communication between businesses and consumers. With the shift toward digital
platforms, marketers focus on leveraging the Internet to promote products and services, offering
numerous benefits such as cost-effectiveness, broad reach, and real-time engagement. However, this
digital transformation also presents challenges, including maintaining authenticity and addressing the
limitations of online marketing tools.

This research investigates how short-form video content, as a modern digital marketing trend, drives
consumer engagement. It explores the evolving dynamics of brand-consumer interactions,
emphasizing the importance of storytelling, personalization, and community-building in fostering
loyalty. The study highlights how platforms like social media enable consumers to actively
participate in brand narratives, providing valuable feedback and driving engagement.
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Introduction

Short-form video content has emerged as a transformative tool in digital marketing, revolutionizing
how businesses engage with consumers. Platforms like Instagram Reels, and YouTube Shorts have
popularized this format, allowing brands to deliver impactful messages in 15 to 60 seconds. These
videos leverage creativity and immediacy to capture attention, foster emotional connections, and
encourage consumer interaction. Unlike traditional advertising, short-form videos emphasize
authenticity and relatability, making them a powerful medium for building brand loyalty and shaping
consumer perceptions. With mobile technology and widespread internet access driving this trend,
brands of all sizes now use short-form videos as a cost-effective and engaging marketing strategy.

This research examines the influence of short-form videos on consumer engagement by exploring
personalization, storytelling, and community-building. These videos exemplify the shift in digital
marketing from promotional messaging to creating meaningful, interactive experiences. By
investigating how short-form videos drive consumer behavior and foster brand loyalty, this study
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highlights their role as a cornerstone of modern marketing. Additionally, it addresses the challenges
and opportunities for businesses integrating short-form content into their strategies, offering valuable
insights into leveraging this dynamic medium effectively.

Problem Statement

1. Consumer attention spans are shortening, making traditional advertising less effective.

2. Marketers face challenges in understanding how short-form video content influences consumer
behaviour and engagement.

3. Businesses struggle to integrate short-form videos into cohesive and measurable marketing
strategies.

Purpose of the Study

1. To analyze the influence of short-form video content on consumer engagement in digital marketing.

2. To explore the impact of storytelling, personalization, and authenticity in short-form video
campaigns.

3. To provide actionable insights for creating effective short-form video marketing strategies.

Significance of the Study

Addresses the growing importance of short-form video content in modern marketing.

Helps businesses align marketing strategies with evolving consumer preferences.

Fills academic knowledge gaps on the role of short-form videos in digital marketing.

Offers practical strategies for marketers to remain competitive in a dynamic marketplace.
Highlights the importance of innovative tools in building sustainable brand-consumer relationships.

a s wNE

Literature Review

e Short-form video content has rapidly become a dominant force in digital marketing, reshaping how
brands interact with consumers. The rise of platforms like TikTok, Instagram Reels, and YouTube
Shorts has made these video formats an effective tool for engaging younger, tech-savvy audiences.
Research by Kaplan &Haenlein (2010) highlights the growing importance of digital marketing and
how social media platforms have allowed for more direct and personalized engagement with
consumers. Short-form videos, typically ranging from 15 seconds to one minute, offer brands the
chance to capture attention quickly and efficiently, often leading to higher engagement rates than
traditional advertising formats (Goh, Heng, & Lin, 2013).

e Studies indicate that short-form videos are effective because of their interactive nature and ability to
foster emotional connections with viewers. Tuten and Solomon (2017) emphasize that these videos
enable more meaningful consumer interactions, as users can directly engage with content through
likes, comments, and shares. Additionally, the involvement of influencers in short-form video
marketing has amplified its impact. According to Cunningham & Craig (2021), influencers help
build trust and authenticity, making brand messages more relatable and fostering deeper consumer
relationships.

e The role of personalization and storytelling is also crucial in enhancing consumer engagement.
Research by Zhou & Zhang (2020) and Keller &Parameswaran (2019) shows that brands can
build stronger emotional ties with consumers by tailoring video content to individual preferences and
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leveraging storytelling to make brand narratives more compelling. Despite these advantages,
challenges remain, as brands must consistently create creative and engaging content to stand out in a
crowded digital space (Zhang & Zhao, 2020). Additionally, new engagement metrics like video
views, completion rates, and engagement rates are emerging to better measure the effectiveness of
short-form videos, moving beyond traditional metrics such as likes and shares (Lemon &Verhoef,
2020).

Research Objectives

1. To examine the role of short-form video content in increasing consumer engagement on social media
platforms.

2. To identify key elements (length, style, platform) that contribute to the success of short-form videos
in marketing campaigns.

3. To analyze the impact of short-form video content on consumer behavior, including purchase intent
and brand loyalty.

4. To explore emerging trends in short-form video marketing and predict future developments.

Research Questions

1. How does short-form video content influence consumer engagement and brand perception in digital
marketing?

2. What role do personalization, storytelling, and authenticity play in the effectiveness of short-form
video marketing?

3. How do consumers respond to short-form video content compared to traditional digital marketing
formats?

4. Which digital platforms are most effective for leveraging short-form video content to drive consumer
engagement?

5. What are the key challenges and opportunities businesses face when integrating short-form videos
into their marketing strategies?

Hypotheses

e H1: Short-form video content on social media platforms positively influences consumer engagement.
e H2: Consumer engagement with short-form video content leads to increased brand loyalty.

e H3: The use of personalized content in short-form videos enhances consumer engagement.

Research Methodology

e Approach: A mixed-method approach combining qualitative and quantitative methods will be
used to understand the influence of short-form video content on consumer engagement.

e Research Design: A Descriptive and Exploratorydesign to analyze consumer behaviorand
perceptions through surveys.

Sampling

e Target Population: Digital marketing professionals, social media users, and consumers actively
engaging with short-form video content on platforms like Instagram, and YouTube.

e Sample Size: A sample of 100 respondents to ensure statistical significance.
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e Sampling Technique: Stratified random sampling to include various demographics (age, gender,
occupation, and geographic location) and ensure diverse representation.

Data Collection
e Primary Data:Surveys - Online questionnaires targeting consumers and marketing professionals.
e Secondary Data:Literature review of previous studies, industry reports, and marketing analytics.

Scope of the Study

Geographical Scope:

e The study will primarily focus on global trends in short-form video content and its influence on
consumer engagement across popular platforms such as Instagram, and YouTube.

e It will include data from various regions, including North America, Europe, Asia, and emerging
markets where short-form video content is gaining popularity.

Industry Scope:

e The research will cover a wide range of industries, including retail, entertainment, fashion, food &
beverage, and technology, to examine how different sectors use short-form videos to engage
consumers.

e It will also explore the role of short-form video content in both B2C (business-to-consumer) and
B2B (business-to-business) marketing strategies.

Time Scope:

e The study will analyze trends from the past 3-5 years, focusing on the rapid growth of short-form
video content and its increasing importance in digital marketing strategies.

e It will assess both the immediate and long-term impacts on consumer engagement, as well as the
evolving trends in the use of short-form videos.

Content Scope:

e The research will cover various aspects of short-form video content, including its effectiveness in
storytelling, brand authenticity, consumer interaction, and emotional appeal.

e It will explore the different types of short-form video formats, such as product demonstrations,
behind-the-scenes content, and influencer collaborations.

Utility of the Study

For Businesses and Marketers:

e The study will provide actionable insights into how businesses can use short-form video content to
improve consumer engagement, brand loyalty, and sales.

e It will guide businesses in adapting their marketing strategies to leverage short-form videos
effectively, including selecting appropriate platforms, crafting compelling content, and measuring
campaign success.

e The research will also highlight the challenges businesses face in adopting short-form video
strategies, offering recommendations to overcome these obstacles.

For Academics and Researchers:

e This study will contribute to the academic understanding of how digital marketing, specifically
short-form videos, affects consumer behavior and engagement.
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e |t will expand the body of knowledge on digital marketing trends and offer a reference point for
future research in consumer engagement and content marketing.

For Social Media Platforms:

e Social media platforms like TikTok, Instagram, and YouTube will benefit from insights into how
consumers engage with short-form video content and what types of content drive the most
interaction.

e The findings can help these platforms optimize their algorithms, enhance user experience, and
provide better tools for marketers to connect with their target audiences.

For Content Creators and Influencers:

e The research will help influencers and content creators understand the preferences of their audiences,
empowering them to create more engaging and relevant short-form video content.

e It will also provide insight into how they can collaborate with brands to increase their influence and
drive consumer behavior.

For Policy Makers and Regulators:

e The findings may be useful to policymakers interested in regulating digital marketing practices,
particularly in areas related to consumer privacy, content transparency, and ethical marketing in the
digital space.

Results and Discussion

Short-form video content on social media platforms positively influences consumer engagement

(H1)

e Based on the survey, 85% of participants reported that they are more likely to engage with short-
form video content (such as Instagram Reels, and YouTube Shorts) compared to traditional long-
form videos. Among those engaged, 60% indicated they interact with these videos by liking,
commenting, or sharing them. The data supports the hypothesis that short-form video content has a
high potential to drive consumer engagement.

Consumer engagement with short-form video content leads to increased brand loyalty (H2)

e Out of the participants who engage with short-form video content regularly, 70% reported that they
have a stronger connection to brands that use such content, and 55% stated they are more likely to
purchase from these brands. The data shows a positive relationship between consumer engagement
and brand loyalty, with engaged users being more inclined to form long-term relationships with
brands.

The use of personalized content in short-form videos enhances consumer engagement (H3)

e The survey found that 72% of participants preferred personalized short-form video content over
generic videos. Respondents highlighted that content tailored to their interests (such as ads featuring
products based on previous searches or interests) significantly increased their likelihood to interact
with the video. This supports the hypothesis that personalization in short-form video content
enhances consumer engagement.

Discussion

e The results of the study suggest a clear link between short-form video content and increased
consumer engagement. Short-form videos, by design, are tailored to capture immediate attention due
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to their brevity and engaging nature. This aligns with findings from previous studies, such as Goh,
Heng, & Lin (2013), who noted that interactive content leads to higher engagement rates.

e The data also underscores the importance of brand loyalty in the digital marketing ecosystem. As
Keller &Parameswaran (2019) emphasized, consumer engagement directly affects emotional
attachment to brands. Our findings reflect that consumers who engage with short-form videos not
only become more active participants but also develop stronger brand loyalty, which is essential for
building long-term customer relationships.

e Personalization continues to be a crucial element for increasing consumer interaction with digital
content. As noted by Zhou & Zhang (2020), personalized experiences resonate more deeply with
users, which was reflected in the survey, where a majority of respondents expressed a preference for
tailored video content. This finding highlights the shift toward more individualized marketing
strategies, where understanding user preferences and behaviors can lead to better engagement
outcomes.

e Finally, the role of influencers was not directly tested in this sample, but the significant findings
regarding engagement and personalization suggest that integrating influencers into short-form videos
could further enhance engagement. This aligns with Cunningham & Craig (2021), who suggested
that influencers help brands build trust, and more effective campaigns can be created by
incorporating them into video strategies.

Limitations and Future Research

While the sample size of 100 participants provides valuable insights, future studies can expand the
sample size and explore specific consumer demographics to obtain more granular data. Additionally,
further research could examine the effectiveness of influencers in short-form videos and how they
interact with consumer behavior across various platforms like YouTube versus Instagram.

Conclusion

e The study on the influence of short-form video content on consumer engagement has yielded
insightful results that confirm the growing significance of this format in modern digital marketing
strategies. Based on a sample of 100 participants, the findings highlight that short-form videos,
especially on social media platforms, significantly enhance consumer engagement, with a high
percentage of users actively interacting with such content. This aligns with the core hypothesis of the
study, which emphasized the positive impact of short-form videos on engagement.

e Moreover, the research indicates that consumer engagement with short-form video content leads to
increased brand loyalty, with a majority of engaged participants expressing stronger connections to
brands that use this format. The integration of personalized content also proved to be a key driver of
higher engagement levels, reinforcing the importance of tailored marketing strategies in a highly
competitive digital landscape.

¢ In conclusion, short-form video content has become a powerful tool for brands to foster meaningful
consumer interactions, build loyalty, and enhance their marketing efforts. Marketers should focus on
creating personalized, engaging, and interactive video content to capture the attention of their target
audience and strengthen brand-consumer relationships. As the digital space continues to evolve,
short-form videos, combined with influencer marketing and personalization, will remain crucial
components of successful digital marketing campaigns.
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