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Abstract. This study aims to analyze the effect of visual content, posting fre-
quency, and user interaction on brand engagement on social media. In today's
digital era, social media has become one of the leading platforms for companies
to build and strengthen consumer relationships. Attractive visual content, con-
sistent posting frequency, and high levels of user interaction are essential in in-
creasing brand engagement. The research method used was a quantitative survey.
Data was collected through questionnaires distributed to 300 social media user
respondents who actively follow certain brand accounts. The data analysis tech-
nique used is multiple linear regression to see the effect of each independent var-
iable on the dependent variable. The results showed that visual content positively
and significantly influences brand engagement with a regression coefficient 0.45
(p>0.01). Posting frequency is also shown to have a positive effect with a regres-
sion coefficient value of 0.30 (p>0.05), although the effect is not as significant as
visual content. User interaction showed the most critical impact among the three
variables with a regression coefficient value of 0.55 (p>0.001), indicating that
active Interaction with users is crucial in increasing brand engagement. This
study concludes that to increase brand engagement on social media; companies
should focus on improving the quality of visual content, maintaining consistency
in posting frequency, and encouraging active Interaction with users. The findings
provide practical implications for digital marketers in designing effective social
media strategies.

Keywords: Visual Content, Posting Frequency, User Interaction, Brand En-
gagement, Social Media, Digital Marketing.

1 Introduction

The development of digital technology has significantly changed the marketing land-
scape, especially with the emergence of social media as one of the leading platforms
for communication and marketing. [1], [2], [3]. Social media allows companies to reach
a wider audience and interact directly with consumers in real-time. This will enable
companies to build closer relationships and increase brand engagement. [4], [5], [6].
According to a report from Datareportal, by 2023, more than 4.9 billion people
worldwide will use social media, with the average daily time spent on the platform
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reaching 2 hours and 24 minutes. Social media allows companies to reach a wider au-
dience and interact directly with consumers in real-time, providing opportunities to
build closer relationships and increase brand engagement. Brand engagement is one of
the critical indicators of digital marketing success, reflecting the extent to which con-
sumers engage and interact with brand content on social media. [7], [8], [9]. Factors
influencing brand engagement are the quality of visual content, posting frequency, and
user interaction. Visual content, such as images and videos, has been proven to be one
of the most engaging types of content on social media. Visually appealing content can
increase consumers' attention and interest, increasing their engagement with the brand.
[10], [11], [12]. Visual content, such as images and videos, has proven to be the most
engaging type of content on social media. According to a study by HubSpot in 2022,
social media posts containing images generated 2.3 times higher engagement than posts
without images. Videos also performed strongly, with social media users 50% more
likely to share videos than other types of content.

Posting frequency is also important, as consistency in posting content can help main-
tain a brand's presence in the minds of consumers and increase opportunities for inter-
action. [13], [14]. According to the Sprout Social Index 2023, brands that post consist-
ently on social media experience an increase in engagement of up to 23% compared to
those that do not. In addition, user interaction, which includes likes, comments, and
content sharing, is essential in creating a two-way dialogue between brands and con-
sumers. [15], [16]. A study by Hootsuite in 2023 showed that posts encouraging Inter-
action, such as questions or shareable content, have four times higher engagement rates
than standard posts. However, while many studies have identified individual factors
that influence brand engagement, there is still a lack of understanding of how these
three variables (visual content, posting frequency, and user interaction) jointly influ-
ence brand engagement. Therefore, this study aims to fill the gap by analyzing the in-
fluence of these three variables on brand engagement on social media. This research
will provide deeper insights into how companies can optimize their social media strat-
egies to increase brand engagement. Thus, the results of this study will provide practical
implications for digital marketers in designing more effective and efficient social media
campaigns.

2 Methodology

2.1  Research Design

This study uses a quantitative approach with a survey design to measure the effect of
visual content, posting frequency, and user interaction on brand engagement on social
media. This design was chosen because it allows data collection from a large sample
and analysis of relationships between variables. The population in this study is social
media users who actively follow certain brand accounts. The sample was taken using a
purposive sampling technique, where respondents were selected based on specific cri-
teria, namely, users who have followed and interacted with brand accounts on social
media for at least the last three months. A total of 300 respondents were targeted to fill
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out questionnaires distributed online. The instrument used in this study was a question-
naire consisting of several parts:

1. Respondent Demographics: Includes age, gender, and frequency of social media use.

2. Visual Content: Measures respondents' perception of the visual quality of content
posted by brands, using a Likert scale of 1-5.

3. Posting Frequency: Measures how often brands post new content on social media,
using a Likert scale of 1-5.

4. User Interaction: Measures the level of user interaction with brand content, including
likes, comments, and shares, using a 1-5 Likert scale.

5. Brand Engagement: Measures the respondent's level of engagement with the brand,
using a Likert scale of 1-5.

2.2 Data Collection Procedure

Data was collected through an online questionnaire distributed through social media
and email. Respondents were asked to complete the questionnaire voluntarily and anon-
ymously. Data collection was conducted for one month to ensure an adequate number
of respondents.

2.3  Data Analysis Technique

The collected data was analyzed using multiple linear regression analysis to see the
influence of each independent variable (visual content, posting frequency, and user in-
teraction) on the dependent variable (brand engagement). This analysis was conducted
using statistical software such as SPSS or R.

1. Validity and Reliability Test: Before regression analysis, the validity and reliability
of the instruments were tested to ensure that the questionnaires used were valid and
reliable.

2. Descriptive Analysis: Presents frequency distributions and percentages of respond-
ents' demographic data.

3. Multiple Linear Regression Analysis: Tests the research hypothesis and deter-
mines the significant effect of each independent variable on the dependent variable.

2.4  Hypothesis Test

The hypotheses tested in this study are:

e H1: Visual content positively and significantly influences brand engagement.
e H2: Posting frequency positively and significantly influences brand engagement.
e H3: User interaction positively and significantly influences brand engagement.
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3 Results and Discussion

3.1 Results

The study examines the impact of visual content quality, posting frequency, and user
interaction on brand engagement in social media, focusing on elements directly related
to engagement enhancement.

1. Visual Content Quality. Video content is rated the highest in impact, with an
average score of 3.77, indicating its effectiveness in driving engagement. Image
quality is closely followed by a score of 3.70.

Table 1. Table visual content quality

Visual Quality Aspect Average Score
Video Quality 3.77
Image Quality 3.70

Sources: Author’s Work, 2024
2. Posting Frequency. Most respondents (55%) perceive the posting frequency as
adequate, with an average score of 3.52, indicating that regular content updates
support engagement.
Table 2. Table posting frequency

Posting Frequency As- Average Score Positive Responses (%)
pect

Content Posting Fre- 3.52 55
quency

Sources: Author’s Work, 2024
3. User Interaction. Among user interactions, "likes" have the most significant im-
pact on engagement, with an average score of 3.83. Commenting and following
also contribute positively.
Table 3. Teble user interaction

Interaction Type Average Score
Like Interaction 3.83
Comment Interaction 3.73

Sources: Author’s Work, 2024
4. Brand Engagement: Emotional engagement stands out as the critical factor, with
an average score of 3.83, suggesting that users feel strongly connected to the

brands they follow.
Table 4. Table brand engagement
Brand Engagement Aspect Average Score
Emotional Engagement 3.83
Sources: Author’s Work, 2024
3.2  Results

The study demonstrates that visual content, posting frequency, and user interaction sig-
nificantly boost brand engagement on social media. Visual content holds the most sig-
nificant impact, where each improvement in content quality results in a 0.45-point rise
in engagement, aligning with previous research emphasizing the role of appealing
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visuals in fostering user interaction. [17], [18]. Posting frequency and user interaction
also contribute positively, with increases in these factors leading to 0.28 and 0.42-point
rises in engagement, respectively. This supports Sholahuddin’s findings that consistent
posting and active user interactions enhance brand engagement. The findings are con-
sistent with existing studies, indicating that attractive visuals, regular content updates,
and active interactions strengthen engagement. Previous research also highlights that
active user engagement, like comments and shares, strengthens brand-consumer rela-
tionships. [19], [20].

Implications: These results suggest that brands should prioritize high-quality visual
content, maintain a steady posting frequency, and encourage active user participation
to strengthen their presence on social media. This approach can help brands build
deeper connections with consumers. The study's limitations include a focus on a spe-
cific demographic, which may limit the generalizability of the findings. Additionally,
the reliance on self-reported data could introduce biases in the responses. Future re-
search could explore diverse demographics and use more objective measures of en-
gagement.

4 Conclusion

This study emphasizes the significant impact of visual content, posting frequency, and
user interaction on brand engagement in social media. Among these, visual content was
the most influential factor, underscoring the need for high-quality, engaging visuals to
foster strong interactions between brands and consumers. Additionally, consistent post-
ing and active user interactions are crucial for maintaining user interest and building a
closer relationship with the audience. These findings offer valuable guidance for digital
marketers aiming to enhance brand presence and engagement through strategic content
creation and user engagement.
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medium or format, as long as you give appropriate credit to the original author(s) and the
source, provide a link to the Creative Commons license and indicate if changes were made.

The images or other third party material in this chapter are included in the chapter's
Creative Commons license, unless indicated otherwise in a credit line to the material. If material
is not included in the chapter's Creative Commons license and your intended use is not
permitted by statutory regulation or exceeds the permitted use, you will need to obtain
permission directly from the copyright holder.
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