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Abstract

The rapid growth of social media platforms has transformed the way individuals and organisations communicate, share 
information,  and  interact  with  audiences.  Understanding  the  factors  that  influence  user  engagement  is  essential  for 
improving digital communication strategies. This study aims to examine the determinants of user engagement on social 
media  platforms  by analysing content characteristics  and  interaction  metrics  associated  with  social  media  posts.  The 
study  adopts  a  quantitative  research  design  using  a  publicly  available  dataset  containing  social  media  engagement 
information. The  data  set  consists  of  different  engagement  metrics  like  "likes,"  "comments,"  "shares,"  "views,"  and

"saves," along with other content-related metrics. Various techniques like descriptive statistics, correlation analysis, and 
regression analysis were employed to study the relationship between engagement metrics and content metrics. The study 
mainly  deals  with  the  identification  of  the  pattern  of  user  interaction  and  the  role  of  different  factors  in  the  overall 
engagement  levels.  The  results  reveal  the  strong  relationship  between  engagement  metrics,  indicating  that  posts  that 
encourage one kind of interaction may encourage other kinds of engagement as well. The study also reveals the impact 
of content metrics like clarity and conciseness on the audience. The role of multimedia formats and platform diversity 

is

also revealed. The study concludes that the overall engagement on social media platforms is the result of a combination 
of  content  design,  interaction  mechanisms,  and  platform  environments.  The  study  provides  a  valuable  insight  for 
researchers, digital marketers, and communication professionals who are interested in increasing the engagement levels 
of the audience through effective content strategies.
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1. Introduction   
Social media sites have become an essential form of communication, information exchange, and audience engagement in 

today's digital environment. With the development and proliferation of social media sites like Facebook, Instagram, 

Twitter, TikTok, and YouTube, people and organizations have started using these sites to share information, engage with 

audiences, and impact public discourse. Engagement has become an essential factor in measuring the success of social 

media communication, which is how audiences respond and engage with the information on these sites through user 

actions like likes, comments, shares, and views. Engagement metrics not only track audience engagement but also affect 

how information is distributed and distributed on these sites. Hence, the study of factors that affect audience engagement 

has become an important research topic in the domain of media, communication, and digital marketing research (Chahal 

et al., 2020). 

The factors that affect user engagement on social media include, but are not limited to, content factors, platform factors, 

and audience factors. Past research has shown that different types of content can lead to different levels of user 

engagement depending on how the audience feels about the relevance of the content, how the audience feels emotionally 
about the content, and how informationally relevant they find the content. For example, research on consumer engagement 

has shown that there are several dimensions of consumer engagement that affect how users respond to digital content and 

how they participate in online communities (Grover & Kar, 2018). Another study on user-generated content has shown 

that interactive and participatory types of communication have significant effects on improving audience participation 

and can lead to increased levels of participation on social media platforms (Galib et al., 2023). 

The motivation behind user participation also has a significant impact on user engagement. For instance, users who 

participate in social media have shown that they participate in digital content due to various reasons. For example, some 

participate in social media due to entertainment, information search, and social interaction. For example, studies that have 

been conducted on online user participation have shown that users are likely to respond to online content that they are 

interested in, that evokes feelings, and that they can identify with. For example, studies that have been conducted on user 

engagement on YouTube have shown that user participation in online communities is motivated by psychological factors, 
such as enjoyment, curiosity, and social interaction (Khan, 2016). For example, studies that have been conducted on user 

engagement on Facebook have shown that demographic factors and post relevance would affect user responses and 

interactions in online communities (De Oliveira et al., 2015). This, therefore, suggests that it is essential to know what 

users want from online communities if one is to study user engagement in social media. 

Social media engagement is also an essential aspect of organisational communication. Businesses and organisations have 

increasingly been using social media as an effective tool for promoting their products and communicating with their 

customers. Several research studies on the use of social media among small and medium-sized enterprises have indicated 

that social media engagement is an effective way of improving the awareness of the organisation’s brand and its 

relationships with customers to great extent (Alkhasoneh et al., 2025). Therefore, effective social media communication 

strategies depend on the ability of the organisation to disseminate content as well as the capacity to engage the audience 

and encourage their participation in social media. Engagement metrics are essential metrics that can be employed to 

measure the effectiveness of digital marketing strategies. 
Aside from commercial communication, social media platforms have also proven to be effective in the dissemination of 

health-related information, public policy issues, and social issues. There have also been studies conducted in recent years 

regarding the impact of social media platforms in the dissemination of health-related information. For these cases, the 

quality of the presented information has proven to be a significant factor in influencing the interaction of users with health 

digital communication through the analysis of the data content towards short video platforms (Chen et al., 2026; Deng et 

al., 2026). Social media platforms have also proven effective in the promotion of mental health-related issues through 

self-disclosures of the users in an interactive manner of conversations in an online community (Du & Gu, 2026). 

The rise of social media influence has also increased the concern about the spread of misinformation and the spread of 

controversial content on digital sites. Research that focuses on the online information environments has suggested that 

engagement indicators tend to magnify the visibility of some and of others' content, regardless of accuracy and 

authenticity. For instance, research on misinformation on social media platforms shows that social media posts that engage 
users at high levels can quickly spread en masse and influence public perceptions (Khadija et al., 2026). Similarly, the 

research that examines community-based information diffusion pays attention to the role played by social networks that 

allow the spreading process of digital information to be fast-paced and that affect collective behaviour in online 

communities (Jayalath et al., 2026). Such results reaffirm the necessity of studying engagement dynamics to assess the 

information flow through social media ecosystems. 

Advancements in digital technology and artificial intelligence have further improved the world of social media 

communication. Emerging technologies are increasingly being used to support the creation of data-driven strategies to 

improve audience engagement and content visibility. Research looking into the role of artificial intelligence in social 

media communication suggests that digital tools have the ability to help identify patterns of user interaction, as well as 

optimise content strategies to better reach targeted audiences (Nguyen et al., 2026). In addition, the incorporation of social 

media features in digital health and clinical communication systems has shown the growing role of social media 

interaction in different sectors of society (Hirani & Keshavjee, 2026). These technological developments make empirical 
research exploring patterns of engagement via large-scale data sets important. 
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Despite the increasing number of studies on the use of social media, there are several research gaps. Many existing studies 
centre on platforms, industries or content categories, which limits the ability to draw generalisations to larger digital 

communication environments. Moreover, much of the previous research is based on either surveys or experimental 

designs rather than on a large dataset that captures real-world engagement behaviour. The growing availability of social 

media data sets offers new possibilities for empirical analysis that can be used to identify patterns of engagement across 

various platforms and types of content. By analysing engagement metrics, usually linked to social media engagement, 

researchers can increase understanding of the factors that affect audience engagement in digitally-based environments. 

The aim of the present research is to analyze user involvement in social media platforms based on content and interaction 

patterns through an empirical analysis. A structured database with available data on social media content and user 

engagement metrics is used in the research to explore the relationship between various user engagement metrics with the 

audience and interaction patterns. The research focuses on the analysis of the relationships between content characteristics 

and user engagement behaviors through various digital platforms. The database used in the research allows for real-world 

observations of the social media interaction, which helps in the systematic analysis of the engagement pattern in the 
contemporary digital communication environment (Trivedi, 2025). Using the insights derived from the research 

conducted in the past and the analysis of the empirical findings, the present research adds value to the ongoing research 

in the domain of digital communication and social media involvement. The research findings help in gaining a deeper 

understanding of the role of content design and interaction mechanisms in audience involvement in social media 

platforms. These research findings would be useful to both scholars and professionals in the domain of digital media in 

search of ideas in developing effective strategies in the domain of social media communication. 

 

Objectives of the Study 

 To explore the level and trends of user engagement on social media platforms using engagement indicators such as likes, 

comments, shares, views, and saves; 

 To analyse the influence of content characteristics, including content length and format, on user engagement behaviour 
across social media posts 

 To identify the relationships between various engagement indicators and figure out how these interaction metrics 

collectively shape the audience participation on social media platforms. 

 

2. Result 

 

2.1 Research Design 

The research design used in this study was a quantitative empirical research design to address the deterministic factor that 

determines user engagement on social media platforms. Quantitative research allows for systematic and in-depth research 

into the relationship between quantifiable variables and permits statistical testing of influences on engagement behaviour. 

The research is aimed at identifying the role of various content attributes and interaction metrics in producing different 
levels of engagement, such as likes, comments, shares, and views. A cross-sectional analytical approach was taken because 

the dataset is an observation of social media posts at a specific time in the past, rather than the engagement of users over 

a number of periods of time. This design is suitable for analysing large-scale social media data for which user interactions 

are captured as structured metrics. The empirical approach also enables the objective interpretation of patterns in 

engagement data, as well as facilitating the application of statistical techniques for identifying important determinants 

that affect audience participation and interaction with digital content. 

 

2.2 Data Source 

The dataset that was used in this study was obtained from Kaggle, and it is titled "Social Media Engagement Dataset." 

The dataset includes both structured data pertaining to social media posts, combined with engagement indicators (how 

users interact with digital content). These indicators may include things like likes, comments, shares, and views, which 

are commonly used to assess audience response to online posts. Publicly available datasets are widely adopted in digital 
communication research due to the fact that they enable researchers to analyse real data involving people's behaviour 

generated by users interacting with social media platforms. The dataset contains several observations of social media 

posts alongside engagement outcomes, which are suitable for empirical engagement determinants analysis. The structured 

nature of the data allows for the quantitative analysis of the data relationships between the content attributes and user 

interaction metrics. The dataset, therefore, provides a reliable secondary data source for analysing the patterns of 

engagement in digital communication environments (Trivedi, 2025). 

 

2.3 Sample and Unit of Analysis 

The unit of analysis of this study is an individual social media post. Each observation in the dataset is a single post and 

engagement indicators on how users responded to the post. These indicators come in the form of measurable forms of 

interaction, such as likes, comments, shares, and views. There are various records of posts within the dataset, and it is 
possible to look at engagement patterns in relation to various types of social media content. Using posts as the unit of 

analysis makes it possible for researchers to assess the influence of characteristics linked to an individual post on the user 

interaction results. This approach is widely used in the context of social media research because engagement behaviour 
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is usually measured at the level of content and not at the individual user level. By analysing engagement metrics that are 
attached to each post, the study is able to determine statistical relationships between content attributes and the responses 

of the audience. This analytical structure enables the reduction to a manageable level of conducting a systematic 

investigation of factors that contribute to variations in the degree of engagement across social media content. 

 

2.4 Variables and Measurement 

The study tested dependent and independent variables to assess engagement determinants. The dependent variable is user 

engagement, which is the level of interaction by the audience with social media content. Engagement is driven 

operationally with measurable values such as likes, comments, shares and views. All taken together, these indicators 

represent the level of participation and response that originates from a post in a social media environment. Independent 

variables include characteristics relating to the content of the post as well as other features that might influence audience 

interaction. Content attributes such as type of content, textual elements, and posting characteristics can influence the 

perception and response of users to digital posts. Measuring these things allows for the quantitative assessment of the 
contributions of particular features of content to engagement outcomes. Engagement metrics are observable behavioural 

indicators of users' reaction to content online and, therefore, can be used as suitable variables for empirical analysis of 

digital interaction patterns. 

 

2.5 Data Preprocessing 

Before performing statistical analysis, multiple procedures of data preprocessing were run on the dataset to make it more 

accurate and reliable when performing the analysis. The first step was to examine the data for missing information, 

inconsistencies, and errors in data entry. Data with missing information was examined and corrected if possible. Duplicate 

data was also removed to ensure that each piece of data was unique, i.e., a unique social media post. Data was also 

arranged in a structured form, a requirement for quantitative data analysis. Data in different forms has also been 

standardized, thus ensuring uniformity in data. When dealing with categorical data, it was converted to numerical data, 
thus enabling its use in statistical analysis. Furthermore, the data on engagement was also examined in order to identify 

possible data points that may be considered outliers, thus affecting the outcome in statistical analysis. These steps were 

crucial in ensuring that the data was clean, consistent, and appropriate for statistical analysis, thus ensuring the reliability 

of the outcome in the analysis. 

 

2.6 Statistical Analysis 

Various statistical procedures were employed to analyse the determinants of engagement in the dataset. The procedures 

commenced with the descriptive statistics. This provided an overview of the data set and the description of the patterns 

of metrics of engagement, such as likes, comments, shares, and views. The descriptive measures employed were the mean, 

median, and standard deviation. These measures were employed to gain an understanding of the distribution of the metrics 

of engagement. Secondly, the correlation analysis was employed to attempt to explore the interaction of the variables and 

establish whether there was any relationship between particular attributes of the content and the levels of engagement. 
Correlation analysis helps in identifying the relationship between the variables. In order to further assess the predictive 

relationships, these factors were determined using regression analysis to estimate the impact of the independent variables 

on engagement outcomes. Regression modelling can be used to investigate the extent to which different variables 

contribute to differences in engagement levels at the same time, so that the most important variables influencing audience 

interaction with the social media content are identified. 

 

2.7 Reliability and Validity 

Reliability and validity are important considerations in empirical research to ensure the credibility of findings. Reliability 

refers to the consistency of the measurement over observations. In this study, the research's reliability is supported by the 

use of standardised engagement indicators such as likes, comments, shares and views, as these indicators are widely used 

in measuring the interaction on social media platforms. These indicators, for the purpose of this study, are all recorded on 
posts that are included in the dataset; this allows a stable measure of engagement behaviour. Validity refers to the degree 

of accuracy of the relationship between the variables and the concepts under investigation. Construct validity was ensured 

by taking engagement as an operational concept by using commonly accepted indicators that directly reflect user 

interaction with digital content. These metrics measure various aspects of engagement from passiveness to involvement. 

Using actual engagement data based on social media posts also adds more validity to the study, being based on real user 

behaviour rather than hypothetical responses. 

 

2.8 Ethical Considerations 

The research utilized a public data set, and it was collected from a public data source. Since there is no personal 

information related to individual users, there are no privacy risks associated with the research. The data set includes 

aggregated information related to individual user engagement, which is associated with social media posts. Ethical 

research practices have been followed throughout the research by utilizing the data set for responsible usage and citing 
the source of the data set. The data set was used for academic research purposes, and it was used for aggregated data 

analysis, focusing on individual user engagement in general rather than specific users. Utilizing a public data set is a 
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widely accepted practice for conducting research in the field of digital communication, as long as there is no personal 
information and proper citation and attribution are given for the source of the data set that is utilized for the research 

purpose (Trivedi, 2025). 

 

3. Results 

 

3.1 Descriptive Overview of Engagement Metrics 

The descriptive analysis of the given data set helps in developing an overview of the pattern of interaction of the users in 

relation to the social media posts. It is known that the engagement of users in social media platforms can be determined 

in terms of the interaction metrics of likes, comments, shares, and views. These metrics are considered an aspect of 

audience engagement, and in total, these metrics represent the pattern of interaction of the users with the digital content. 

It can be noted from the given data set that there are certain variations in the levels of engagement at different social 

media posts, as it appears that not all content may have a corresponding amount of audience interaction. Some of the 
content may have high levels of engagement, whereas others may have relatively low levels of engagement. It can be 

noted that certain characteristics related to social media posts may have an impact on the amount of audience interaction. 

The descriptive findings, therefore, indicate that engagement behaviour varies considerably across posts and provides a 

basis for further analysis of factors influencing audience interaction, as illustrated in Table 1. 

 

Table 1: Descriptive Statistics of Social Media Engagement Metrics 

Variable Mean Std. Dev Minimum Maximum 

Likes 7,536.84 10,169.13 18 49,949 

Comments 339.90 399.81 1 1,999 

Shares 1,506.58 1,844.37 3 9,998 

Views 73,230.77 85,544.66 114 499,925 

Saves 1,494.41 1,734.91 1 9,991 

Engagement Rate 0.0499 0.0287 0.0001 0.0999 

Content Length 754.51 576.33 15 1,999 

Follower Count 249,959.20 144,592.91 543 499,815 

 

3.2 Platform Representation 

The dataset contains posts from various social media platforms, as part of the diversity of digital environments where user 

engagement takes place. Different platforms offer different structures of communication, different demographics of 

audience, and different elements of interaction that could affect engagement behaviour. Visual-oriented platforms focus 

on a multimedia form of communication and often invite a fast form of interaction via elements like 
reactions/comments/share features. Other platforms are geared towards informational communication or professional 

communication and may therefore produce different engagement patterns. The fact that multiple platforms are present in 

the dataset means that the study can investigate engagement behaviour in different social media ecosystems. The 

platform's diversity also mirrors the much larger landscape of digital communication in which people interact with content 

on various online networks. The posts distributed across platforms indicate that engagement is not only exclusive to one 

environment but across a range of social media systems that support communication, information sharing, and interaction 

among users both online and off, as represented in Table 2. 

 

Table 2: Distribution of Posts by Platform and Content Type 

Platform Frequency 

Instagram 1,283 

Twitter 994 

Facebook 984 

TikTok 758 

LinkedIn 502 

YouTube 479 

 

3.3 Content Format Distribution 

The analysis of content format shows that social media posts in the data set are composed of multiple communication 
structures. These formats include multimedia-based posts, interactive content types, and traditional post formats that run 

across social media platforms. Multimedia content, such as videos and images, is represented widely in the dataset as the 

role of visual communication is becoming a growing importance in digital media environments. Interactive formats such 

as polls or live sessions are also included in the dataset and constitute forms of content that encourage direct audience 

participation. The availability of several formats of content proves the level of diversity in communication strategies 

employed by social media users in order to reach the audience. Different formats may attract different amounts of attention 

and participation based on the way they present information and provoke user interaction. The distribution of content 
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formats, therefore, emphasises the importance of content design when addressing the question of engagement outcomes, 
and offers a foundation for investigating the relationship between format characteristics and user interaction patterns as 

illustrated in Table 3. 

 

Table 3: Content Type Distribution 

Content Type Frequency 

Video 616 

Story 568 

Poll 384 

Post 378 

Live 358 

Carousel 333 

Photo 320 

Reel 306 

 

3.4 Relationship Between Engagement Indicators 

The correlation analysis shows that the indicators of engagement have a strong correlation with each other. Posts that 

produce high levels of one form of interaction tend to produce more forms of engagement as well. For example, content 

that provokes strong reaction-based engagement often leads to further user participation, such as comments, sharing or 

saving. These relationships indicate that engagement metrics work in concert with each other, rather than independent, as 

a more general pattern of audience interaction with social media content.  

 
The analysis also suggests that some content attributes may affect the degree to which the indicators of engagement occur 

in parallel with each other. When users find content interesting or related, they may interact with it using a variety of 

interaction mechanisms. On the other hand, posts that fail to attract the attention of the audience can receive very little 

interaction based on all the engagement indicators. These findings underline the interlinked nature of engagement 

behaviour and suggest that different forms of interaction together represent audience response to digital communication, 

as mentioned in Table 4. 

 

Table 4: Correlation Matrix of Engagement Metrics and Content Characteristics 

Variables Likes Comments Shares Views Saves Content Length 

Likes 1.000 0.605 0.557 0.375 0.434 -0.305 

Comments 0.605 1.000 0.523 0.413 0.434 -0.310 

Shares 0.557 0.523 1.000 0.451 0.337 -0.233 

Views 0.375 0.413 0.451 1.000 0.624 -0.264 

Saves 0.434 0.434 0.337 0.624 1.000 -0.279 

Content Length -0.305 -0.310 -0.233 -0.264 -0.279 1.000 

 

3.5 Engagement Behaviour Across Posts 

The level of engagement behaviour across posts shows that interaction levels tend to vary quite considerably for different 

pieces of content. Some of the posts have high levels of user participation, while others have relatively lower engagement. 
This variation suggests that engagement depends on multiple factors that have to do with the nature of the content and 

the context in which it is shared. Posts that grab the attention of the user or that have appealing content are likely to get a 

greater response from the audience. In contrast, posts that do not contain interesting elements may garner limited 

interaction. The patterns of engagement that were observed also suggest that audience participation is not evenly 

distributed across social media content but rather concentrated across those posts that succeed in drawing the attention of 

their users. Engagement behaviour is therefore reflective of the dynamic nature of digital communication, where audience 

attention is distributed across content depending on its perceived relevance, interest and interaction opportunities that are 

offered by the post as represented in Figure 1. 
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Figure 1: Average engagement metrics across social media posts 

 

 

3.6 Influence of Content Characteristics 

The results from the regression analysis show that there are multiple content-related characteristics that have an impact 

on engagement outcome. Certain features of structures linked to social media postings seem to influence content 

interaction by the user. Content that is concise and well presented tends to encourage more user participation as compared 
to posts that contain too much textual content. The analysis also suggests that the engagement behaviour is therefore 

influenced by the interplay between content characteristics and interaction dynamics. Posts that manage to merge 

attractive formats with effective communication strategies are often able to provoke stronger audience responses. These 

results suggest that engagement is not a function of one factor alone and that it is a combination of content design elements 

and interaction mechanisms. The results illustrate the importance of efficient content production in digital communication 

environments where audience attention is limited, and content engagement relies upon the ability of content to attract and 

sustain user interest, as evidenced in Figure 2. 

 

 
Figure 2: Relationship between content length and engagement rate in social media posts 

 

3.7 Summary of Findings 
The overall results show that the engagement of users on social media platforms is affected by several factors that interact 

with each other. Engagement indicators such as likes, comments, shares and views are cumulatively an indicator of 

audience response to digital content, and are closely related to one another. The data set indicates that engagement levels 

are higher for some posts than for others, which likely implies that some content characteristics could contribute to more 

pronounced audience interaction. Platform diversity within the dataset is also a sign that engagement behaviour takes 

place in different digital communication environments. The analysis also suggests that the format of the content and its 

presentation play an important role in getting the audience to pay attention and encourage participation. Posts that work 

well with appealing formats and succinct communication are more likely to produce better outcomes in terms of 
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engagement. These results restate the complexity of interaction within social media and recognise that interaction leads 
to engagement as a result of an interaction between content design, platform characteristics and user participation 

dynamics. 

 

4. Discussion 

The results of this study have brought empirical knowledge about the factors that determine user engagement on social 

media platforms by considering the impact of user engagement indicators and content features. The results suggest that 

different levels of audience interaction with social media content are collectively represented by engagement indicators 

such as likes, comments, shares, views and saves. The descriptive and correlation analyses show that engagement 

behaviours are likely to be co-occurring; thus, in many instances, posts attracting attention by one interaction mechanism 

will result in other forms of participation. These findings are consistent with the broader literature on social media 

engagement, which has suggested that digital interaction may often be multidimensional and that it is affected by a variety 

of environmental and platform-related factors that affect audience response to online content (Reimer, 2023). 
The presence of posts on multiple platforms in the data set also illustrates the significance of the environments provided 

by these social media outlets for engagement behaviour. These social media outlets have different structures in terms of 

communication, the algorithm, and the audience, and these may impact the engagement of the users of these social media 

outlets. Previous research has underlined the fact that there is a significant difference in the engagement of users on these 

social media outlets, owing to the nature of presentation of the content and the nature of expectations from the audience 

(Sorensen et al., 2023). Therefore, the presence of posts on multiple social media outlets in the data set illustrates the 

broader digital environment in which engagement behaviour occurs. 

Another significant observation that could be derived from the findings of the research is that the various engagement 

metrics tend to be related to one another. This is because the correlation analysis suggests that the various engagement 

metrics tend to be high at the same time. This implies that the audience’s engagement is not an isolated case of any specific 

behavior. Instead, it could be an indication that the audience tends to engage as a whole. This could be supported by the 
fact that the audience’s characteristics and their perceived message tend to influence the various engagement metrics 

simultaneously. For example, the use of social media as a communication strategy has been studied. The research revealed 

that the content that tends to resonate with the audience could lead to various levels of communication. This includes both 

passive and active communication. Passive communication could range from simple reactions to more active levels of 

communication that could be exhibited by the audience (Srivastava et al., 2018). Therefore, the findings of the research 

could be seen as supporting the argument that the various engagement metrics ought to be considered as a whole. 

The analysis of the content characteristics has further proved that the structure and presentation of the content are 

significant factors in deciding the outcome of audience engagement. The relationship between content length and 

engagement rate indicates that short content has a higher probability of achieving better audience engagement in 

comparison to long content. This result highlights the significance of communication strategies used in digital media, 

where users are given a limited amount of attention and are in competition with each other. Previous research has shown 

that some content-related factors, such as content clarity, relevance, and emotional appeal, are significant in deciding how 
users are likely to engage with social media content (Yip et al., 2024). The present result has justified the significance of 

content strategy used to ensure better audience engagement. 

The specificities of languages represented in the corpus access data also indicate the current prevailing patterns of digital 

communication medium coding. Social media sites are focusing more on visual and interactive content formats that are 

more effective in grabbing the attention of the audience compared to text-based content. The use of video content on 

various social media sites like YouTube and TikTok is a clear example that indicates the importance of visual content in 

the digital media environment. The research conducted to analyze the health-related content on social media sites also 

indicates that the use of video content for communicating has the potential to attain a huge level of engagement from the 

audience due to its capability to convey information in a way that is more accessible to the users (Taş et al., 2026; Wahman 

et al., 2025). 

The findings are also pertinent in understanding the significance that social media sites hold in terms of information 
sharing and community interaction. For example, research on online communities in terms of health information has 

shown that online engagement on social media sites is an important aspect that reflects broader social processes. For 

instance, engagement in social media communities has been demonstrated to facilitate information exchange and 

involvement among different user groups, especially where users want to get advice, support or knowledge (Zein et al., 

2026). Similarly, research on digital health communication suggests the quality and accessibility of content can affect the 

amount of engagement generated in social media posts (Wang et al, 2026; Zhang et al, 2026). These studies point to a 

wider social and informational function of engagement behaviour beyond the measures of interaction. 

At the same time, there are societal and behavioral factors that affect social media involvement, and these have been taken 

into account in research on social media markets and digital interactions. For instance, research on online marketplaces 

and digital communities has been able to demonstrate that, in fact, engagement behavior can also be dependent on the 

social context in which participants are involved. For example, research on online communities and digital communities 

has shown that engagement can be a function of collective interest, norms, and even collective behaviors that are 
developed in online communities (Waldner et al., 2026). Such findings suggest that, in fact, engagement that is observed 
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in data on social media can be viewed not only in terms of individual communication with the content, but also in terms 
of communication dynamics in online communities. 

On the whole, the results of the research have shown that social media engagement is a multifaceted concept influenced 

by the essential characteristics of each social media platform, content design, and user interaction mechanisms. At the 

same time, the results of the research have proved that the metrics of social media engagement are interconnected, and 

content characteristics play an important role in influencing audience engagement. Based on the analysis of empirical 

research results and the findings of the existing literature in the subject area, the research provides the literature with 

additional knowledge regarding the role of digital communication in influencing user engagement on social media 

platforms. 

 

5. Conclusion 

This particular research was centered on the factors that influence user engagement within social media sites by analyzing 

engagement metrics and content features using structured data from social media posts. The findings indicate that 
involvement within social media sites is a complex phenomenon that is affected by a combination of various factors. The 

engagement metrics such as likes, comments, shares, views, and saves are a form of collective user engagement; thus, 

they are a manifestation of the response of the audiences to digital content. The findings indicate that there is a close 

relationship between engagement metrics; this suggests that a post that generates a particular form of engagement has 

people talking about it in other ways as well. The analysis also shows that another important area that is related to the 

results of engagement is that of content characteristics. For example, it has been shown that content that is short, visually 

appealing, and well planned out is more likely to result in better responses from the audience compared to content that is 

long or less interesting. The results have also shown that multimedia content is a positive factor that contributes to user 

engagement. Finally, it is important to note that diversity is another important area that is related to user engagement since 

different social media environments provide different structures for user communication and interaction. The importance 

of this research is that it has contributed to a better understanding of the dynamics of digital communication by identifying 
some of the important factors that are related to user engagement. 
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