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Abstract

This study explores the relationship between Social Media Marketing Activities
(SMMAs) and consumer engagement on Instagram, with a focus on fitness brands. Given the
increasing role of social media in brand-consumer interactions, this research aims to identify
patterns in how different types of content influence user engagement, drawing on the Uses and
Gratifications Theory (UGT). While prior literature suggests that content fulfilling users' needs
for entertainment, interaction, and up-to-date information drives engagement, little research

has examined these dynamics within the fitness industry on Instagram.

Employing an exploratory research design, this study conducted a content analysis of
226 Instagram posts from five fitness brands. The posts were categorized into six SMMA types:
entertainment, trendiness, interaction, informative content, user-generated content (UGC), and
remunerative content. Engagement rates were measured by the number of likes and comments

per post to assess how each SMMA category impacted user interaction.

The findings reveal that trendiness and UGC posts had the highest engagement rates,
while interaction, entertainment, and informational posts showed moderate engagement.
Remunerative content generated the lowest engagement. These results suggest that content
aligned with current trends and user-driven authenticity, such as UGC, is most effective in

fostering consumer interaction, while other categories may benefit from strategic refinement.



Given the exploratory nature of this study, these findings provide initial insights into
optimizing social media strategies for fitness brands. The study highlights the potential of trend-
based and UGC content to enhance consumer engagement but acknowledges the need for

further research to confirm these trends across different industries and platforms.

Keywords: Consumer engagement, content analysis, SMMA, Instagram.



Table of Contents

INEFOAUCTION <. s et e s e e s ena e e snae e 6
LItErature REVIEW ......ciiiiiiiiiiiiiiiic e e s 12
Social Media Marketing (SIMIM) ......uiii et e e et e e e e s naa e e e eanes 12
The Five Dimensions of Social Media Marketing Activities (SMMA) .......ccooocvieeeiiiieeeecciieeeens 15
LRy = T=d =] 1 E PP PP PP PPPPPOPN N PPPUPPPTPPPRt 17
Consumer ENGagement. ... 18
Effects of Social Media on Consumer Engagement and Behavior ..........ccccoecvveeivicieneciciieeeene 19
Uses and gratifications theory (UGT) ...ttt et e e s sae e e s eiaaee e e 20
Uses and Gratification Theory and Consumer ENgagement .......cccveeveeeeeecciinneeeeeeeeeesecirreeeeeeens 23

The Potential Relationship Between Social Media Marketing Activities on Consumer

g == T=q=T 0 1= o | RSP 25
Conceptual framework and Research QUESTION ......ceiiiiiiicciirieeiee e e eerreee e e e e e e 27
V=1 o To o [ PP P PP RTPPOPPRTOPI 29
T T ol T VT oo LY T SRR 29
EXPlOratory StUAY DESIZN ......eeeiiiiieeee ettt e e e et e e e e e e e e et e r e e e e e e s e e annnnaens 29
=111 o111 = SO PP PPN 30
(D] = N Oe] | F=Tol o o H PSPPSRSO 31

F N o F=1AYa (o= WY/ 1] o T Yo HR PP P 32



(800 o 1] o Yo Lo ] /PR 32

D = AN o = Y] 13U 35
Coding When Content Includes Multiple Categories.......ccccvviviieeieeieccireeee e 42
Ethical CoNSIAEratioNS......coiiuiiiiiiie ettt et e s e s enneeeas 44
RESUIES. ettt e et e e b e e e e bt e e be e e e bt e e bt e s b e snneeeanreas 45
DT ol¥ (1] o] o IO OO PP PPPPPPPP 49
(6073 Vol [V o] o OO TP RTPPROUPTRPPO 52
(= YoraTor: | I [y o o] [ToF: 1 n To g 30 PP UPRRRTUSR 53
Limitations and FUture RESEArCh ........c.cuiiiiiiiiiiiiii e e 55
REFEIENCES ... sttt b e s ab e e bt e st e bt e sar e e bt e e b e e nneenareens 57



Introduction

The evolution of social media has reshaped how some brands interact with their
audiences (Icha & Agwu, 2015). The use of social networks by companies in the services sectors
has seen remarkable growth (Park & Dittmore, 2014). This trend is particularly evident in the
health and fitness domain, where engaging customers is crucial, and managers in these
organizations are increasingly recognizing the advantages of social media as a powerful tool for
executing their marketing strategies (Filo, Lock, & Karg, 2015). This present study explores social
media marketing activities in the fitness industry and its potential relationship with consumer

engagement.

As individuals integrate social media into their daily routines, brands have adapted their
marketing communication strategies to these platforms (Icha & Agwu, 2015). This transition
enables companies to reach vast audiences and offers cost-effective marketing solutions. With
consumers increasingly turning to social media for product information and company
interactions, social media marketing has become an indispensable component of modern digital

marketing communication plans (Kannan & Li, 2017).

Social media has changed interpersonal communication, fundamentally altering the way
individuals engage with one another (Ebrahim, 2020). In 2020, the global social media user base
reached a staggering 3.6 billion across various platforms (Statista, 2021). Establishing a presence
on social media enables companies to significantly expand their outreach and enhance
customer engagement effectively (Li, Larimo, & Leonidou, 2021). The cultural significance of

social media has evolved into the primary domain for information dissemination and global



connectivity (ibid.). This shift has provided firms and organizations with unprecedented
opportunities to connect with customers and manage their needs and behaviors in novel ways.
The dynamic nature of social media, driven by continual technical innovations, necessitates that
businesses adapt and seize the myriads of opportunities it offers (Appel, Grewal, Hadi, &
Stephen, 2019). Social media serves as a digital marketing channel facilitating consumer
communication through advertising (ibid.). Additionally, social media can also be viewed as
online platforms, applications, and media designed to facilitate interactions, collaborations, and

content sharing for a variety of brands (Kim & Ko, 2010).

Essentially, social media facilitates conversation. It represents sources of online
information that are created, circulated, and used by brands and consumers with the goal of
informing or being informed about products, brands and services (Ningrum & Roostika, 2021).
Social media can be said to have interrelated promotional roles, because it allows companies to
communicate with customers, and it enables customers to communicate with other customers
as well (Cheung, Pires, & Rosenberger, 2019). Additionally, social media serves as a platform
where consumers can share information in the form of text, images, and videos related to

products, both among themselves and with companies or producers (Kotler & Keller, 2016).

Social media involves various platforms aimed at fostering connections and sharing
information (Li, Larimo, & Leonidou, 2021), offering companies an avenue to engage with both
current and potential customers in today's digital marketplace (Hayes, 2024). Social networks
also allow users to connect with others for communication and collaboration, essentially serving
as digital channels for conversation, sharing, and cooperation with followers (Ebrahim, 2020).

Prominent examples include Facebook, LinkedIn, and Instagram. Within these platforms, users



can engage privately, interact with companies, and participate in various group communities
(ibid.). This rapid exchange of communication and information on social networks has made
them an appealing resource for digital marketers, offering a fresh landscape to enhance brand

awareness and marketing efforts (Icha & Agwu, 2015).

Consumer engagement refers to the extent and intensity of interactions that customers
voluntarily have with a brand (Van doorn, 2010). Consumer engagement can take various forms,
such as liking, commenting, sharing, following, subscribing, or rating, depending on the platform
and the content (ibid.). Consumer engagement can indicate the level of interest, involvement,
and loyalty of the consumers toward the brand, and can also influence the attitudes and
behaviors of other consumers through electronic word-of-mouth communication and social
influence (Brodie, llic, Juric, & Hollebeek, 2013). Social media contributes to marketing efforts
by allowing companies to build personal relationships with customers and offering

opportunities for businesses to connect with their audience (Kelly, Kerr, & Drennan, 2010).

The fitness industry has been an area of keen interest for numerous studies, especially
as it relates to the effects of social media on consumers fitness behaviors, brand awareness and
annual turnover (Gao, Wang, & Liu, 2021; Ningrum & Roostika, 2021). Fitness brands have
adapted to the world of social media marketing, using diverse marketing strategies to thrive in
the competitive marketing landscape. Providing customers with diverse options for selecting
suitable gym services has become essential. A customer-centric approach to online marketing
has emerged as a pivotal strategy (Brodie, llic, Juric, & Hollebeek, 2013), enabling fitness centers
to interact with their clientele. Thus, crafting marketing activities centered around the

customer's needs and preferences has become imperative. Health enthusiasts utilize various



social media platforms to share health-related information, creating opportunities for fitness
centers to reach and retain their clientele. Research highlights YouTube as a successful platform
for disseminating health-related content. They found that physical activity and behavior were
among the most sought-after topics by viewers on YouTube (Bopp, Vadeboncoeur, Stellefson, &

Weinsz, 2019).

Recent research has inquired into the impact of the perceived usage of social media and
content quality factors on social media, on individuals' inclination towards physical activity. The
findings highlight a positive correlation between perceived value and the intent to not only
revisit but also actively participate in fitness centers (Gao, Wang, & Liu, 2021). Similarly, another
study focused on consumer engagement and athlete relationships on TikTok as a key online
marketing strategy contributing to the sustained success of fitness establishments (Su, Baker,
Doyle, & Yan, 2020). There are several studies that highlight various aspects of social media
content and its influence on engagement behavior on platforms like Facebook. TikTok and
Twitter (Garcia-Fernandez, et al., 2017; Su, Baker, Doyle, & Yan, 2020). Based on these previous
studies using similar engagement matrices, this research contributes to knowledge on social
media engagement by focusing on the correlation between consumer engagement and some

aspects of social media marketing activities (SMMAs) in the fitness domain on Instagram.

This study explores relevant aspects of social media marketing activities (SMMAs) as it
relates to fitness brands on Instagram and their correlation to consumer engagement on
Instagram. Despite Facebook having the largest market share, Instagram is more impactful and
has significantly higher engagement rates (Yew, Suhaidi, Seewoochurn, & Sevamalai, 2018).

Managing social media content poses a challenge for many companies as they strive to identify
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what resonates with their audience to enhance their business value (Trkman & Trkman, 2018).
Additionally, research on Instagram as a social media marketing tool has been quite limited.
Various studies have analyzed different components of SMMAs across different contexts. One
study identified SMMA characteristics for luxury brands as entertainment, interaction,
trendiness, customization, and word-of-mouth (Kim & Ko, 2012). A similar study highlighted

interaction, trendiness, customization, and perceived risk for insurance services (Sano, 2015).

Chang (2012) proposed customer participation, information display, unique differentiation,
content suitability, information usage, and customer response as key social media
characteristics. By integrating results from previous studies on selected dimensions of SMMAs
and similar dimensions from the uses and gratifications perspective on social media
engagement, this current study proposes six categories which define the marketing activities of
fitness brands (Bilgin, 2018; Dolan, Conduit, Fahy, & Goodman, 2016; Kim & Ko, 2012). These
include SMMA components such as entertainment, interaction, user generated content (UGCs),
trendiness, remunerative content and informative content. These components are briefly

defined as follows.

1. Entertainment content: This refers to content involving video sharing, fun games,
quizzes etc., which are an important component of SMMA because it can enhance
consumers' enjoyment on social media, thus encouraging consumer participation in
social media-based brand communities (Ashley & Tuten, 2015).

2. Interaction content: This refers to a component of SMMA that allows consumers to
exchange experiences with other consumers regarding a particular brand or service

(Cheung, Pires, & Rosenberger, 2019). These interactions are fundamentally altering the
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dynamics of brand-customer communications, and they also contributed to the
development of UGC (Seo & Park, 2018).

3. User Generated Content (UGC): This is referring to content generated by either a group
or an individual and shared across various online platforms (McNally, et al., 2012).

4. Trendiness: This refers to content that offers the latest information about products or
services (Bruno, et al., 2016). Additionally, keeping up with trends as part of social media
marketing involves presenting customers with the most current product information
(Godey, et al., 2016).

5. Remunerative Content: This refers to content that encourages consumers to participate
in online activities with the expectation of receiving rewards, such as economic
incentives or personal gratification (Muntinga, Moorman, & Smit, 2011). Social media
content that provides rewards or compensation includes monetary incentives, giveaways
or prizes (Fuller, 2006).

6. Informational Content: This refers to the aspect of social marketing that represents how
well social media content offers users valuable and useful information (Naaman, Becker,

& Gravano, 2011).

The insights from this research are expected to explore the potential relationship between
the above listed SMMAs and consumer engagement. This study incorporates conceptual
models in digital marketing, communication, and related literature. The method used is

exploratory research with quantitative data collected via content analysis.
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Literature Review

The purpose of this section is to explore existing literature concerning SMMAs as they
relate to consumer engagement on social media. The objective is to study the current SMMAs
and explore their usage on social media, as well as their utilization from a uses and gratifications

theory perspective.

Social media marketing has become an integral part of brand strategy, particularly for
fitness brands aiming to enhance consumer engagement. A study on content analysis of fitness
tracker brands’ use of Facebook, revealing that strategic post timing, popularity metrics, and
engagement through comments, shares, and hashtags are crucial for marketing communication
in the fitness industry (Pinto & Yagnik, 2017). Their study highlights the importance of social

media in building a solid consumer engagement base and fostering customer relationships.

A study explored the effects of social media on consumers’ sports brand experiences and
loyalty, finding that brand engagement on social media platforms positively influences brand
experience, which in turn affects brand loyalty indirectly through brand identification and
satisfaction (Munnukka, Karjaluoto, Mahlamaki, & Hokkanen, 2017). This suggests that multi-

platform social media engagement is vital for cultivating a loyal consumer base.

Social Media Marketing (SMM)

Social media serves as a collection of digital platforms aimed at fostering connections

and sharing information (Li, Larimo, & Leonidou, 2021). It has become instrumental for
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companies seeking to engage with their customer base in the digital realm (Hayes, 2024). Social
networks facilitate connections between users with a focus on conversation, sharing, and
collaboration (Ebrahim, 2020). Examples include Facebook, LinkedIn, and Instagram, where
users interact privately, with companies, and within group communities. The rapid exchange of
communication and information on social networks has made them attractive platforms for

marketers to invest in, offering new avenues for brand awareness and promotion (ibid.).

Successful online marketing hinges on identifying the appropriate social media platform
tailored to a company's target market (Bala & Verma, 2018). Social platforms facilitate
interaction and community-building for organizations, businesses, and individuals, enabling
direct engagement with consumers (lbrahim & Ganeshbabu, 2018). Unlike traditional
marketing, social networks offer a more personalized avenue for communication with
customers (Assaad & Gomez, 2011). Leveraging social media usage can open new avenues for
digital marketers to connect with customers via digital platforms, fostering consumer

involvement in advertising and other marketing endeavors (Thompson & Malaviya, 2013).

The advent of internet and online social media has revolutionized how customers search
for, evaluate, select, and purchase products and services (Alves, Fernandes, & Raposo, 2016).
These shifts pose new challenges and strategic decisions for marketers, influencing marketing
practices, strategies, and tactics (ibid.). Despite the challenges, social media offers companies
the opportunity to gain insights into customer needs and cultivate effective relationships
(Assaad & Gémez, 2011). Studies also show that increased brand exposure and traffic as key
benefits of social media marketing (Icha & Agwu, 2015), likely contributing to the rising

integration of social media in corporate marketing strategies (Pradiptarini, 2011).
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As these communication tools expand, businesses, governmental organizations, and
individuals are increasingly leveraging social media to reach wider audiences (Kim & Ko, 2012).
This trend has propelled social media into a prominent role in advertising and marketing
strategies for firms and organizations (Kim & Ko, 2010). Social media's influence on brand
reputation is significant, providing businesses with cost-effective advertising and direct feedback

channels (Bilgin, 2018).

While definitions of social media marketing (SMM) vary, Hayes (2024) characterizes it as
the utilization of social media and social networks by companies to promote their products or
services. A broader definition describes SMM as leveraging social media technologies to
enhance stakeholders' value through marketing offerings (Yadav & Rahman, 2017; Ebrahim,
2020). Effective SMM necessitates the integration of marketing activities into social media,
known as social media marketing activities (SMMA) (Bilgin, 2018). Kim and Ko's (2011)
classification of SMMA encompasses five dimensions: trendiness, entertainment, interaction,

word of mouth, and customization, providing a framework widely used by researchers.

However, other studies have proposed alternative dimensions, reflecting different
industry contexts and research objectives, communications tactics, promotion and selling,

support for daily life, and sales response (Seo & Park, 2018).

Studies have shown that, it's imperative for fitness or sports brands to engage directly
with their audience to broaden their reach and visibility (Thompson, Martin, Gee, & Geurin,
2014). However, traditional methods of advertising, both offline and online, often struggle to

effectively target groups with shared interests (Garcia-Fernandez, et al., 2017). In contrast,
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social networking sites (SNSs) and social media offer gym or fitness brands a distinct advantage
with their ability to communicate directly and precisely with consumers (Gao, Wang, & Liu,

2021).

Through platforms like social media, fitness brands can showcase their facilities and
equipment through images and videos, persuading potential customers to join, while also
encouraging existing customers to remain (Filo, Lock, & Karg, 2015). Moreover, they can engage
with existing and potential customers directly, gathering feedback through likes and comments

(Tuten & Solomon, 2017).

Despite these advantages, fitness brands encounter various challenges when
implementing social media marketing strategies. A study focusing on brand perspectives,
suggests that only a handful of brands successfully create meaningful content in the fast-paced
world of social media (Holt, 2016). The sheer volume of brands present on these platforms
diminishes each one's impact, making it essential for brands to establish and communicate their

unique identity to stand out in this competitive field.

The Five Dimensions of Social Media Marketing Activities
(SMMA)

These five dimensions were proposed by researchers who studied SMMAs and its effect
on digital marketing communications (Kim & Ko, 2012). These five dimensions encompass

trendiness, entertainment, interaction, word of mouth, and customization (ibid.)
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Entertainment constitutes the first dimension of SMMA, embodying the enjoyment and
amusement derived from engaging with a company's social media presence (Kim & Ko, 2012). It
serves as a crucial element in fostering user participation and sustaining engagement over time.
While users' motives for using social media may vary, captivating content has the potential to

evoke positive sentiments towards the brand (Bilgin, 2018).

Interaction, the second dimension, pertains to the active engagement of users with
brands on social media platforms. Utilizing social media as a medium for interactive
communication enables firms to promptly gather feedback, opinions, and suggestions from

customers in real time (Bilgin, 2018).

Trendiness is defined as providing the latest information about a product or service
(Bruno, et al., 2016). Following trends as another component of social media marketing
activities means introducing up-to-date product information to customers (Godey, et al., 2016).
The advertisements on this social media platform as a component refer to the advertising and
promotion campaigns that businesses have carried out through social media to increase sales
and develop customer portfolios. Trends are things that can influence consumer behavior in the
lifestyle they want by growing brand knowledge in the minds of consumers. Trendiness as a
dimension gauges the freshness and currency of a brand's content and information on its social
media platforms (Ebrahim, 2020). Also worthy of note is customization, which assesses the
extent to which users can access information and services tailored to their preferences on a
brand's social media channels. It aims to enhance customer satisfaction by fostering

personalized interactions between individual users and the firm (Bilgin, 2018; Seo & Park, 2018).
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Establishing direct communication between the firm and the individual user can imbue the

consumer with a sense of being valued and distinct from competitors.

Lastly, word-of-mouth refers to the dissemination of information about a brand among
users, indicating the willingness of individuals to share their experiences and opinions with
others (Ebrahim, 2020; Kim & Ko, 2012). For this study, the customization and word of mouth
SMMA will not be used to analyze content on Instagram because they cannot be adequately

measured visually and textually using Instagram metrics.

Instagram

Instagram, a popular online social media platform, revolutionizes photo and video
sharing among its users (Delfino & Antonelli, 2023). Launched in 2010 and later acquired by
Facebook in 2012, Instagram now falls under the umbrella of Meta Platforms. It serves as a vital
tool for businesses, offering them avenues to communicate effectively and bolster their brand
presence. By April 2017, Instagram boasted over 700 million active users, marking its immense
popularity (McLaughlin & Holak, 2017). Originally, with just 150 million users in 2014,
Instagram's demographic leaned heavily toward the under-35 age group, making it particularly
appealing to media, entertainment, and apparel brands targeting 18—34-year-olds (Smith,

2014).

Recent studies, also highlight Instagram's efficacy in engaging demographics of all ages
and enhancing brand awareness (Belanche, Cenjor, & Pérez-Rueda, 2018). The huge popularity

of this platform emphasizes its significance in the field of communication, with over 1 million
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advertisers and a staggering 800 million active users worldwide (Belanche, Cenjor, & Pérez-Rueda,

2018).

Instagram's meteoric rise not only positions it as one of the fastest-growing social media
platforms but also highlights its role as a digital space where users spend substantial amounts of
time, visitors linger 45% longer on Instagram compared to Facebook (Belanche, Cenjor, & Pérez-

Rueda, 2018).

Consumer Engagement

Consumer engagement on social media refers to the interaction between customers and
business posts on platforms like social media (Oh, Roumani, Nwankpa, & Hu, 2017). Scholars
have explored various methods to gauge this interaction, such as tracking the number of users
who follow social media accounts (Michaelidou, Siamagka, & Christodoulides, 2011). A
significant challenge for marketing experts lies in evaluating the effectiveness of social media
marketing efforts, as many businesses fail to utilize metrics for this purpose (ibid.). While the
count of followers is an apparent indicator of engagement, it may be deemed superficial

(Barger, Peltier, & Schultz, 2016).

In this study, engagement refers to the interaction with social media posts and the
extent of involvement in them (Oh, Bellur, & Sundar, 2018). The most popular measure of social
media engagement commonly relies on metrics such as 'likes’, '‘comments’, 're-tweets', and
'follows', considering them more detailed indicators compared to follower count (Lee,

Hosanagar, & Nair, 2018). These metrics represent measurable actions taken by consumers on
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social media, highlighting the collaborative aspect of the platform (Barger, Peltier, & Schultz,

2016; Tafesse, 2016).

Engagement has been examined across various disciplines, spanning media
communications, marketing communications, management, organizational behavior, education,
sociology, psychology, information systems, and political science. Despite the diverse
terminology employed to describe various forms of engagement (consumer engagement and
employee engagement), or the objects of engagement (like brand engagement or organizational
engagement), they all denote a comparable concept applied to different entities (Hollebeek,

Glynn, & Brodie, 2014).

Effects of Social Media on Consumer Engagement and
Behavior

The impact of social media on consumer engagement and behavior has been a focal
point in previous studies. While much attention has been given to how social media shapes
consumer decisions and its advantages in communication strategies, its role remains crucial
throughout the consumer journey. During the initial phase of gathering information about a
product, social media contributes to perceived satisfaction (Voramontri & Klieb, 2019).
Moreover, incorporating social media into marketing strategies enables brands to expand their
reach and cultivate their audience, enhancing brand recognition (Ziyadin, Doszhan, Borodin,
Omarova, & llyas, 2020). Collaborating with social media influencers, who generate UGC has
emerged as one of as a fruitful brand strategy, fostering more authentic consumer interactions

(Brison & Geurin, 2021).
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Consumer engagement, characterized by an emotional connection between a company
and its consumers, emphasizes interaction and participation (Farook & Abeysekara, 2016).
Through actions such as liking, commenting, and sharing content, consumers engage with their
favorite brands, nurturing a relationship between the entity and its followers (Ruiz-Mafe, Marti-
Parreno, & Sanz-Blas, 2014). Engagement also facilitates the exchange and dissemination of
knowledge within social networks, establishing connections not only among existing consumers

but also potential clients and other stakeholders.

UGC is a prevalent consumer engagement strategy across social media platforms, serving
as a means for individuals to express themselves, share experiences, find entertainment, stay
informed, and connect with others. It is an important category of social media activity which
involves co creation by consumers (Malthouse, Calder, Kim, & Vandenbosch, 2016).
Understanding these communication strategies is crucial for both researchers and
communications experts, as it reflects consumer engagement behavior and its consequent
impact on businesses such as in aspects relating to digital marketing communications (Langaro,
Rita, & de Fatima Salgueiro, 2018). The increasing involvement of businesses in customer
engagement marketing emphasizes this importance, as they strive to motivate, empower, and
measure consumers' voluntary engagement with brand-related content on social media

platforms (Harmeling, Moffett, Arnold, & Carlson, 2017).

Uses and gratifications theory (UGT)

The Uses and Gratifications Theory (UGT) offers insights into why individuals actively
seek out and utilize media to fulfill specific needs (Katz & Foulkes, 1967). The term

"gratifications" was first introduced in 1944, to describe the satisfaction dimensions reported by
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audiences of daytime radio programs (Herzog, 1944). This sparked researchers' interest in
understanding why people engaged with various media forms like radio and newspapers
(Wimmer & Dominick, 1994). UGT delves into how individuals select media to meet their needs,
allowing for gratifications such as knowledge enhancement, entertainment, relaxation, social
interaction, and reward (Ko, Cho, & Roberts, 2005). It emphasizes the active role of the
audience in media consumption, suggesting that individuals actively seek, identify with, and use
media to fulfill specific gratification needs (Ku, Chu, & Tseng, 2013). This perspective
acknowledges that consumers are active participants in media consumption rather than passive

recipients.

While UGT has traditionally been applied to television and electronic bulletin (Leung &
Wei, 2000). The rise of the Internet and social media platforms has introduced mediums
requiring higher levels of user interactivity (Ko, Cho, & Roberts, 2005; Ruggiero, 2000). The
established framework of UGT offers valuable insights into these new media environments,
given its assumption that users actively engage with media. Consequently, UGT has become
increasingly relevant in studying media channels that offer consumer choice and interaction,

such as social media (Ruggiero, 2000).

Researchers stressed the importance of understanding message content within UGT
research. Early studies indicated that audience members seek different gratifications within
media content, influencing their consumption patterns (Swanson, 1987). For instance, both
entertainment and informational gratifications from television programs significantly impact
viewership levels (Rubin, 1983). Recently, UGT has been used to predict specific behaviors

resulting from consumer motivations for using social media sites (Smock, Ellison, Lampe, &
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Wohn, 2011). In domain of SMM, brands try to attract an audience by offering value through its
content (Malthouse, Haenlein, Skiera, & Wege, 2013). To achieve this, content is usually crafted
to create value for individual consumers, to foster stronger engagement and facilitate valuable
outcomes (Malthouse et al., 2013). Recent literature, grounded in the theoretical framework of
UGT, has explored constructs such as the need for social interaction, entertainment, information
seeking. co creating and sharing needs, and the desire for rewards or remuneration in the
context of consumer choices in online and social media environments (Dolan, Conduit, Fahy, &

Goodman, 2016).

Previous studies proposed that social media content can be categorized into four main
types: informational content (Cvijikj & Michahelles, 2013; de Vries, Gensler, & Leeflang, 2012),
entertaining content (de Vries, Gensler, & Leeflang, 2012; Taylor, Lewin, & Strutton, 2011),
remunerative content (Lee, Hosanagar, & Nair, 2018; Cvijikj & Michahelles, 2013), and relational
content (Muntinga, Moorman, & Smit, 2011). Delivering these varied forms of content could

satisfy customer motivations for using social media as explained below.

1. Informational Content: This refers to how social media content provides users with
useful information (Chen, Clifford, & Wells, 2002). Consumers often use the internet to
access various forms of information (Maddox, 1988), and the relationship between
advertising information and acceptance is well-documented. Information seeking is a
significant gratification for consumer participation in online brand communities
(Muntinga, Moorman, & Smit, 2011).

2. Entertaining Content: This refers to the fun and entertaining aspect of social media

content (Kim & Ko, 2012). Entertaining media fulfills users' needs for escapism, pleasure,
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and emotional release. Entertaining advertisements can lead to positive attitudes and
increased engagement (Taylor, Lewin, & Strutton, 2011).

Remunerative Content: This involves the rewards or benefits offered to consumers
through social media content (Muntinga, Moorman, & Smit, 2011). Consumers engage
with social media expecting some form of reward, such as economic incentives or
personal benefits (ibid.). However, monetary incentives alone may not be as impactful as
other factors like learning opportunities or exclusive content (Filler, 2006).

Relational Content: This relates to consumers' desire for social interaction and integration
(Hennig-Thurau, Gwinner, Walsh, & Gremler, 2004). Social media fulfills the need for
belonging, connecting with others, seeking support, and socializing (Muntinga, Moorman,
& Smit, 2011). Users see the internet as a platform to share experiences, connect with

others, and receive recognition (Leung & Wei, 2000).

UGT provides a framework for understanding why individuals select specific media,

particularly in the context of social media where users actively engage with content. By

categorizing social media content based on its gratification potential, we can better

comprehend consumer motivations and engagement behaviors in online environments

(Dolan, Conduit, Fahy, & Goodman, 2016).

Uses and Gratification Theory and Consumer Engagement

Understanding why consumers engage with social media content necessitates an

understanding of their motivations for using social media in the first place. According to the

UGT, individuals communicate with purpose and motive, actively selecting their preferred media

and content (Dolan, Conduit, Fahy, & Goodman, 2016). This theory posits that communication
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behavior is influenced by both psychological and social factors, and that individuals exercise
control over media consumption rather than being passively influenced by it (ibid.). It
acknowledges consumer autonomy in selecting media that aligns with their needs and
gratification requirements (Ko, Cho, & Roberts, 2005; Ku, Chu, & Tseng, 2013), resulting in

varying impacts of media content on different individuals.

However, users may seek different experiences from social media compared to

traditional media. Research indicates that social media is used for socializing, seeking

information, entertainment, communication, opinion-sharing, information dissemination, and

forms of surveillance not feasible with traditional media (Toder-Alon & Brunel, 2018). A recent

study identified affection display, fashion following, and sociability representation as primary
reasons for Instagram usage, with users exhibiting high engagement (Rahman, Mutum, &

Ghazali, 2022).

Despite efforts to apply UGT to understand social media usage, there remains a gap in

comprehending the theory from a communications perspective. For this study, social media

content is categorized into informational, remunerative, UGC, entertaining, trendiness, and

interactive content, proposing hypotheses on consumer engagement behavior associated with

each category based on UGT and relevant dimensions of SMMAs. These categories from
previous studies were integrated because some categories were similar or overlapping, and
others such as word of mouth and customization SMMAs cannot be observably and textually
measured on social media (Bilgin, 2018; Dolan, Conduit, Fahy, & Goodman, 2016; Kim & Ko,
2012). These categories were selected to explore the relationship or correlation between the

content categories and consumer engagement.
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Several studies have examined various aspects of social media content and its impact on
engagement behavior on platforms like Facebook, TikTok, and Twitter (Garcia-Fernandez, et al.,
2017; Su, Baker, Doyle, & Yan, 2020). However, there has been limited research on the
correlation between the highlighted SMMAs reflecting the UGT perspective by Dolan et al.
(2016), previously studied SMMA dimensions based on Kim and Ko (2011) and consumer

engagement in the specific area of fitness brands on Instagram.

The Potential Relationship Between Social Media Marketing
Activities on Consumer Engagement

Consumer engagement demonstrates the importance of interactive consumer
experiences and relationships with brands in boosting the efficiency of digital communication
activities (Azmi & Budi, 2018). Studies have shown that the entertainment and interactivity
elements of marketing initiatives foster enjoyable experiences, positively influencing consumer
engagement (Tuten & Solomon, 2017). This prompts consumers to invest greater cognitive
efforts in understanding brands communication efforts. Moreover, research indicates that
consumer-brand interactions are instrumental with active consumer involvement in idea
sharing, thus enhancing user engagement (Vivek, Beatty, Dalela, & Morgan, 2014; Tuten &

Solomon, 2017).

The use of trendiness as a marketing activity on social media brand pages serves as
potent tools for attracting followers and facilitating consumer-to-consumer interactions (Li,
Larimo, & Leonidou, 2021). These engagements bolster consumers' cognitive presence in brand-

related discussions and cultivate favorable perceptions (ibid.). Studies also show that trendy
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content captures consumer attention, evokes positive sentiments, and heightens engagement,

consequently enhancing brand awareness (Dessart, Veloutsou, & Morgan-Thomas, 2015).

A recent study showed that informative content which contained video captions or
educational texts gained higher engagement rates (Rahman, Mutum, & Ghazali, 2022). This
inclination could stem from their desire to glean insights about the products and services
provided by a brand when they follow its accounts (Muntinga, Moorman, & Smit, 2011).
Essentially, their decision to become followers on platforms like Instagram is fueled by the
chance to deepen their understanding of the brand's offerings, perhaps even to be among the

first to receive updates (Rahman, Mutum, & Ghazali, 2022).

Researchers discovered that social media posts containing remunerative or monetary

details like product mentions, prices, or promotional offers tend to receive fewer comments and

likes. This suggests a negative correlation between such content and user engagement metrics

(Lee, Hosanagar, & Nair, 2018).

Online social networks have a profound effect on both consumers and brands. Researc
indicates that consumers display a keen interest in brand-related posts on platforms like
Facebook and Twitter, which in turn influences their Consumer Engagement Behavior (Todor,
2016). Consequently, they affirm that User-Generated Content (UGC) and related
communication serve as potent sources of content, that significantly shape positive consumer

engagement outcomes.

h
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Conceptual framework and Research Question

The conceptual framework for this study is grounded in the literature discussed in the
previous sections, illustrating the possible relationship between the study's core components in

a visual manner as seen in Figure 1 below.

Figure 1

Conceptual Framework (Bilgin, 2018; Dolan, Conduit, Fahy, & Goodman, 2016; Kim & Ko, 2012)

Entertainment

Trendiness

Interactive

SMMA ]—)[ Consumer Engagement

Informational

[ Remunerative

[ UGC

The framework outlines the relationship between various SMMAs—such as

entertainment content, interactive content, trendiness content, user-generated content (UGC),
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informative content, and remunerative content—and their potential influence on consumer
engagement. This relationship is central to understanding how fitness brands can tailor their

social media strategies to enhance user interaction and engagement.

This research employs a descriptive study design, which allows for an examination of the
frequency distributions of SMMAs on Instagram posts by fitness brands and their potential
relationship with consumer engagement. Descriptive designs are essential for documenting and
describing content themes, patterns, and features (Bryman, 2012). In content analysis,
understanding the frequency, distribution, and characteristics of specific themes within social
media posts is crucial (Sloan & Quan-Haase, 2017). By analyzing how often different SMMAs are
used and their corresponding engagement metrics, the study may offer potential insights into
the effectiveness of these marketing activities. This framework is focused on answering the

following research question:

What are the relations between SMMAs by fitness brands and consumer engagement?

The exploration of specific social media marketing activities and their engagement outcomes
may provide fitness brands with valuable insights to refine their social media marketing

communications and optimize engagement with their audience.
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Methods

Research Purpose

The purpose of this study is to explore the potential relationship between various social
media marketing activities (SMMAs) utilized by fitness brands and the levels of consumer
engagement on Instagram. An exploratory research approach is employed, as it allows for the
investigation of patterns and associations without making definitive causal claims (Bryman,
2012). This method is well-suited to understanding trends in social media content and
engagement, particularly when analyzing how different types of SMMAs may influence user

interactions in an open-ended manner.

Exploratory Study Design

This study adopts a descriptive content analysis approach to explore the frequency and
engagement outcomes of different SMMAs. Content analysis is used to systematically categorize
and quantify the elements within social media posts (Sloan & Quan-Haase, 2017). By analyzing
visual and textual features of Instagram posts, this method helps identify potential trends in
engagement related to content types (Bryman, 2012). Although, one drawback of content
analysis is its potential to emphasize elements that may not hold significant theoretical
relevance (Sloan & Quan-Haase, 2017). Content analysis stands out for its transparency and

ease of replication, making it a widely utilized method in various research fields (Bryman, 2012)

An exploratory study design offers several advantages for this research. One of the key
benefits is its flexibility in exploring potential relationships without the constraints of predefined

hypotheses (Treadwell & Davis, 2020). It is particularly suited to fast-paced environments like
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Instagram, where engagement metrics and user interactions can change in real time. This
flexibility allows the research to adjust as necessary, capturing real-time engagement behaviors
more effectively. For example, in this study of fitness brands on Instagram, the exploratory
approach allows the researcher to investigate how different types of content, may relate to
consumer engagement without being limited by a rigid research framework (Bryman, 2012).
Furthermore, this design facilitates the discovery of new insights that might not have been
anticipated. This ability to uncover novel trends is valuable in studying relatively under-

researched topics (Sloan & Quan-Haase, 2017).

However, exploratory research also has some significant disadvantages. One major
limitation is its inability to establish causal relationships (Bryman, 2012). This lack of causality
weakens the strength of the conclusions that can be drawn from the research (ibid.). Finally,
subjectivity is a potential issue in exploratory studies. Since the design is more open-ended, the
interpretation of data—such as the categorization of content or the analysis of engagement
metrics—could be influenced by the researcher’s personal biases or assumptions. This could
affect the objectivity and consistency of the findings, especially in the absence of formal

hypotheses and rigorous statistical testing (Sloan & Quan-Haase, 2017).

Sampling

In this study, a random sampling approach was employed to select 226 Instagram posts
from five fitness brands. Random sampling ensures that every post has an equal chance of
being selected, which reduces selection bias and enhances the representativeness of the
sample (Bryman, 2012). This method was chosen to provide a more objective analysis of

SMMAs across various posts, as it allows for a broader and more generalizable understanding of
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how fitness brands engage with their audience on Instagram. By using random sampling, the
study aims to capture a diverse range of posts from each brand, including different types of
content, without giving preference to specific types of posts or time periods (Sloan & Quan-

Haase, 2017).

Random sampling is particularly useful for this study because it helps mitigate the
influence of seasonal or event-based biases that might otherwise skew the data (Sloan & Quan-
Haase, 2017). By randomly selecting posts, this study avoids focusing exclusively on high-traffic
periods and instead provides a more balanced view of the brand’s engagement strategies over
time (ibid.). Random sampling also increases the likelihood that the sample will include a variety
of engagement levels, from highly popular posts to those with lower visibility, offering a more
comprehensive picture of the interaction between SMMAs and consumer engagement

(Treadwell & Davis, 2020).

This method was selected despite the sample size because it ensures that the findings
are not unduly influenced by subjective choices about which posts to analyze. While the sample
of 226 posts may limit the generalizability of the study, random sampling maximizes the
potential for uncovering patterns that reflect broader engagement behaviors, making it an

effective strategy for this exploratory research (Bryman, 2012).

Data Collection

The data was collected over a six-month timeframe, from September 2023 to February

2024, examining data gathered from posts by five fitness brands on Instagram. This data,
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accessible to all users, was obtained by manually extracting the brand's posts during the
specified period. Given the dynamic nature of Instagram, where posts can receive additional
likes or undergo modifications, data on likes and comments were recorded, and the dates of the
post were recorded as well. Comprehensive information including post content, date, likes, and
number of comments were meticulously collected and organized using Excel. A codebook is also

created and explained in the following section.

Data collection involved analyzing the content of each selected post based on given

definitions of the different categories of SMMAs found in the literature review.

Analytical Method

The key aspects in this study include SMMAs and consumer engagement. The content of
each Instagram post was analyzed based on predefined categories relevant to social media
marketing activities and consumer engagement. These categories included the type of content
(e.g., UCGs, remunerative content, informational content etc.), and levels of user engagement
rates per post. Measurement tools and coding schemes were developed based on existing

literature and research objectives, which are described in the detailed codebook below.

Codebook

This codebook defines the coding scheme for analyzing SMMAs as they relate to fitness
brands on Instagram and their correlation with consumer engagement. The study identifies six
key components of SMMAs: Entertainment, Interaction, Trendiness, Informative Content, User-

Generated Content (UGC), and Remunerative Content.
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Entertainment

Definition: Content designed to enhance consumers' enjoyment through video sharing,

fun games, quizzes, etc.

o Examples: Videos showcasing workout routines in a fun and engaging manner, quizzes
related to fitness and health, games or challenges that encourage audience

participation.

¢ Visual Indicator: Posts containing playful elements, bright colors, dynamic visuals.

nn nun nn nn

e Textual Indicator: Use of words such as "fun," "exciting," "quiz," "game," "challenge."

Interaction

¢ Definition: Content that allows consumers to exchange experiences with other

consumers regarding a product, personal fitness preference or other services.

o Examples: Posts encouraging comments, questions, and discussions, Q&A sessions or

interactive stories, responses to comments or direct messages.

¢ Visual Indicator: Posts with high comment counts, live stream icons.

o Textual Indicator: Use of words such as "comment," "share," "join the conversation,"
"Q&A session."
Trendiness

o Definition: Offering the latest information about products or services, presenting

customers with the most current product information.
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Examples: Announcements of new fitness products or services, posts about current

fitness trends or popular workouts.

Visual Indicator: Posts with hashtags related to current trends, new product visuals.

nmnmn

Textual Indicator: Use of words such as "new," "latest," "now open."

Informative Content

Definition: Content that provides users with valuable and useful information.

Examples: Educational posts about nutrition and fitness, tips and advice on workout

routines, infographics with detailed fitness information.

Visual Indicator: Posts with detailed text, diagrams, or infographics.

nn nmn

Textual Indicator: Use of words such as "tips," "advice," "how-to," "guide."

User-Generated Content (UGC)

Definition: Content generated by either a group or an individual and shared across

various online platforms.

Examples: Reposting user content featuring the brand, user testimonials or reviews,

competitions encouraging users to share their own content.

Visual Indicator: Posts tagged by users, featuring user photos or videos.

nn nn

Textual Indicator: Use of words such as "thank you," "shoutout," "feature," "repost."
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Remunerative Content

¢ Definition: Content that provides rewards or compensation, such as monetary

incentives, giveaways, or prizes.

e Examples: Posts about giveaways or contests, announcements of discount codes or

special offers, rewards for participation in challenges or surveys.

¢ Visual Indicator: Posts with images of prizes, discount codes, or reward symbols.

nn nn

e Textual Indicator: Use of words such as "giveaway," "contest," "win," "discount,"

"reward."

The measurement for engagement rate of each Instagram post was calculated using the
following formula developed by a previous study (Azmi & Budi, 2018). The results of this

calculation using this formula are presented in the results section.

(Total likes x 1 + Total Comments X 2)
3

Engagement rate =

Data Analysis

In this section, the textual and visual examples for each SMMA category are provided to
demonstrate how the content was coded (as shown in Figures 2 to 7 below). Some posts could
include two or more categories. This section also explains how the coder makes decisions when

a post includes multiple content types. Examples of each category are as follows.
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1. Entertainment (ENT)

e Post Content: "Join our fitness quiz today and stand a chance to win exciting prizes!

#FitnessFun #QuizTime".
e Coding: Primary Category: ENT

e Indicators: Fun activity (quiz), encouraging participation, excitement.

Figure 2

Entertainment content
®  multifit_andheriwest « Follow

M E s  multifit_andheriwest All you have to do s, reply with your
ULTIFIT answer in the comments section and stand a chance to be our
lucky winner!
www.mutktifitin

Mul #QuizTime #AndheriWest #fi
#andheri #mumbai #mumbaifit #fitmumb.

#fitnessquiz
Listening to music while exercising
can improve workout performance R e i °
by 15%
@ trippersadventure Yes o
vis J  no  REEEE Retemy °
y jyotikapatel.ap Indeed Yes ©
Comment with your answer below V¥ oQvY ]
40 likes

@ »

2. Interaction (INT)

e Post Content Example: "What’s your favorite workout? Share in the comments below and

let’s discuss! #FitnessTalk".
e Coding: Primary Category: INT

e Indicators: Encouragement to comment, discussion prompt, calls to interact.
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Figure 3

Interactive content

planetfitness @ « Follow

WHAT IS YOUR
BIG FITNESS NICKNAME?

planetfitness @ Take your birth month and your first initial to
find out your Big Fitness Nickname! Share your nickname in the
comments and tag your gym bestie so they can do it too!

39w

For you

isabellaashortt Commander Big Fitness Energy @& ©
JAN Doctor Pre-Workout N Bestie-Bringer
29w  Reply
FEB Big Fitn Energy™ Planet Fitness
FEB Sergeant = G G o B ——  View replies (1)
MAR Major > Squatzilla TRX Slayer
\ marnie_patricia_ Majesty @ HydroMassage s @
= HydroMassage® 0 Thumb-Thumb ‘ﬂ P Jesty @ Hy 9 2
APR commander 39w 2likes Reply
- Glow-tastic ! Doing their best!
Chief View replies (1)
Fist Pump S Judgement-free-Jambalaya
Lord 5
v kimberlyn867 Ruler beast o
Swole Patrol Fitness Celeb . - vier beast mode 2
Captain 36w Reply
Bicep Bandit Thumbalina
Ruler View replies (1)
Pizza-My-Heart Pristine Pump
Master isti £
Judgement-Free Jamboree Cardio Contraption Connoisseur v Vieephotos Ruler Pristine Pump @& <@
Prof 39w Reply
TOleSSOr K Beast Mode Treadmill Tornado
President | cjean-o-saurus Rex Flexercise Phenomenon ® Qv ]
Majesty Tons of Equipment Zero Judgement 1,098 likes
September 21, 2023

© Addacomment.

3. Trendiness (TRE)

e Post Content Example: "Check out our latest yoga mats now available in-store!
#NewArrival #FitnessTrends".

e Coding: Primary Category: TRE

e Indicators: Announcement of new product or facility, trending item, current relevance.
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Figure 4

Trendiness content

goldsgymsocal - Follow
Original audio

@ goldsgymsocal The wait is finally over!

Gold’'s Gym Long Beach is OPENING!!!

We can’'t wait to open our doors at 11:00 am tomorrow April 1st
and welcome you all to your brand new club!

Join us tomorrow and be part of this exciting moment!

First 50 members and guests will receive a free Gold's Gym Swag
bag! 1 bag is packed with a golden egg offering 1 lucky member
or guest a chance to win 3 MONTH FREE! Who will it be? (while
supplies last)

See you all tomorrow at 11:00 am #goldsgym #longbeach
@thepikeoutletslb located at 75 Aquarium Way, Long Beach, CA
90802

#goldsgymsocal #newgym #opening #fitness #thepikeoutlets
#celebration #eastersunday

Edited - 12w

Most recent v

’ abcdangell hey i go there o
7w Reply

QW [N

982 likes

April 1

@ Add a comment...

4. Informative Content (INF)

e Post Content Example: "5 Tips for a Healthier Diet: Eat more veggies. Drink water. Avoid

sugar... #HealthTips #Wellness".
e Coding: Primary Category: INF

e Indicators: Educational content, list of tips, valuable information.
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Figure 5

Informative content

0 planetfitness @ « Follow

O planetfitness @ Need an energy pick-me-up? Then try this
mood-boosting workout guaranteed to bring the good vibes and

M °°d B oost i n g Iyea.t/e you energized!
Workout Routine |

uif23 °
w Reply

&

,z. cthvmma | want to speak to a real person ©

Say hi to your front desk bestie ¢ o

5 min warm-up on treadmill X, ¢
Lat pull down - 3 sets of 10 reps 3
Chest flys - 3 sets of 10 reps A
Crunches - 25 reps &

Russian twists - 20 reps §

Heel taps - 20 reps on each side €
5 min cool down stretch 9 &

®

oQv W

333 likes

MO M s =

5. User-Generated Content (UGC)

e Post Content Example: "Thanks @JaneDoe for sharing your daily workout routine with us!
Keep inspiring! #WorkoutTuesday"

e Coding: Primary Category: UGC

e Indicators: Reposting user content, user mention, testimonial, encouragement.
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Figure 6

UGC

¢

carneyval ¢ Glamorous x This Girl

@ chuzefitness & Chuzeday calls for one thing and one thing
only...

SELF CARE

We're definitely giving this morning routine from
@mytayloredlifestylee a try today! ®

#chuzefitness #chuzefamily #chuzesummer #tucsonarizona
#gymsintucson #gymfamily #gymcommunity #selfcare
#selfkindness #morningroutine

t4w

’a chrissychrissay Self-care lover, long term Chuzer right here
doing something for myself before my workday starts- or at
the end of a long workday -has a massive impact on me and
how | approach the day!! %®
44w 1like Reply
m’,g, justgo.ind Good
44w Reply

Qv

135 likes

st 22

August 22,

@ Add a comment...




6. Remunerative Content (REM)

e Post Content Example: "Enter our giveaway to win a year’s supply of protein shakes!
Follow us and tag a friend to enter. #Giveaway #FitnessRewards"

e Coding: Primary Category: REM

e Indicators: Giveaway announcement, instructions for participation, incentive (hashtags).

Figure 7

Remunerative content

- ~

chuzefitness @ « Follow
lukefletcherr = Original audio

chuzefitness @ "GIVEAWAY CLOSED"

@ @

& GIVEAWAY ALERT! &

We can't let August slip away without soaking in the last bit of
summer fun with our Chuze fam! @

To finish your summer strong, we're giving away this custom
Chuze Summer Igloo Cooler filled with snacks and drinks, 2
Chuze Summer trucker hats, and a $100 Amazon gift card! @ &
To enter:

X Follow us!
W Like this post
Tag friends in the comments! (You've got unlimited entries!)

Want extra entries?! 4l Share this post on your story!

Giveaway ends August 31 at 11:59 pm PST, One follower will be
selected at random and contacted via DM. Open to residents of
the US only. REMINDER: Chuze Fitness only has one account. If
another account contacts you, pretending to be us or saying
you've won the giveaway, it is 8 scam and fraud! This promotion
is in no way sponsored, endorsed, administered by, or associated
with Instagram.

Sabirenbitmmns Brbviienfammihe #alssmes i rvane #00 e vaar bas

@ QY W

638 likes
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Coding When Content Includes Multiple Categories

When a post includes elements from more than one SMMA category, the primary coding
is determined based on the main objective or the most prominent feature of the post. Below are

examples demonstrating this process:
1. Example with Multiple Categories

e Post Content: Post your favorite workout in comments, tag your friends in the comments,
Q & A sessions to learn about the latest fitness trends and win exclusive prizes!
#LiveSession #FitnessTrends #Giveaway".

e Possible categories: INT; Invitation to comment, TRE; Latest fitness trends, REM; Win

exclusive prizes.
Category Selection:

a. Primary Category: INT (Interaction is the focus as the post emphasizes discussion in
comment section).

b. Secondary Categories: TRE, REM (noted but not primary).
2. Example with Multiple Categories

e Post Content: We're excited to announce our new workout gear! Comment on your
favorite piece to enter our giveaway and stand a chance to win it! #NewGear #Giveaway".
e Indicators: TRE; New workout gear announcement, INT; Encouragement to comment,

REM; Giveaway.
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Category Selection:
a. Primary Category: REM (Remunerative content is the main feature as the post highlights
the giveaway).

b. Secondary Categories: TRE, INT (noted but not primary)

3. Example with Multiple Categories

e Post Content: "Watch our fun new video featuring the latest workout trends and learn
how you can participate to win cool rewards! #FitnessFun #Trending #Rewards".

e Indicators: ENT; Fun video or quiz, TRE; Latest workout trends, REM; Cool rewards.

Category Selection:

a. Primary Category: ENT (Entertainment is the focus due to the emphasis on the fun quiz or
video)

b. Secondary Categories: TRE, REM (noted but not primary)

By following this approach, the Instagram posts are categorized based on the primary
objective, ensuring consistent and reliable coding. This method allows for further analysis of
social media marketing activities while maintaining focus on the most significant aspect of each

post.
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Ethical Considerations

Ethical considerations were considered throughout the research process. Any
identifiable information was anonymized to ensure privacy and confidentiality of any user
generated content (Treadwell & Davis, 2020). Additionally, the study adhered to ethical
guidelines for social media research, including transparency in data collection and analysis
(Sloan & Quan-Haase, 2017). Protecting participant privacy is essential, particularly when
analyzing user-generated content that may contain sensitive information or personal opinions

(Treadwell & Davis, 2020).

Furthermore, consideration of the potential impact of the findings of this study on the
individuals or organizations represented in the Instagram content (Bryman, 2012). Care was
taken to avoid misrepresentation or distortion of the content, particularly when interpreting
and reporting the results of the analysis. The study ensured objectivity and fairness in the

analysis, avoiding bias or selective interpretation of the data. (Sloan & Quan-Haase, 2017).
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Results

The results of the analysis are presented based on the research question being studied.
The first aspect to be presented is the frequency tables and pie chart with the frequency
distribution of each SMMA. The second part is focused on the engagement rates and how each
Instagram post gained likes and comments, based on the marketing activities used on each

Instagram post.

These results are presented showing the calculated frequencies (in %), of each SMMA
analyzed per Instagram post, which was recorded and “Yes” for SMMAs that meet the specified
definitions or criteria for that category and inputs recorded as “No” to represent absence of
other SMMAs that do not meet criteria for selection on an Excel spreadsheet. This was
replicated for each category of SMMAs for all five fitness brands that were randomly selected
for this study. The frequency distribution of the SMMAs and their respective calculated
engagement rates are presented in Tables 1 and 2 and the pie chart and bar chart

representation (Figures 7 and 8) shown below.
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Figure 7
SMMA frequency distribution pie chart (in %)

SMMA Percentage Distribution

Remunerative

8% Entertainment
UGC 22%
13%
Informational
12%
Trendiness .
9% Interaction
36%

W Entertainment | Interaction B Trendiness

H Informational = UGC B Remunerative

Table 1

SMMA frequency distribution table

Frequenc
SMMA (Out ofeI 226 P\(,)sts) Percentage
n %
1 Entertainment 49 21.7
2 Trendiness 21 9.3
3 Interaction 82 36.3
4 Informational 26 11.5
5 UGC 30 13.3
6 Remunerative 18 8
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Figure 8

Average Engagement Rate Bar Chart

Engagement Rate

700
600
500
400

300

200
b l .
0

Entertainment Trendiness Interaction Informational UGC Remunerative
SMMA

AVG. ENGAGEMENT RATE

Table 2

Engagement Rates Average

Entertainment Trendiness Interaction Informational UGC Remuner:

Avg
Engagement 382.5 653.8 206.5 163.3 459.4 160.6
Rate
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The study analyzed 226 posts from fitness brands, categorized by type of SMMA. The

frequency distribution and percentages for each category are as follows:

Entertainment: 49 posts (21.7%)

e Trendiness: 21 posts (9.3%)

e Interaction: 82 posts (36.3%)

¢ Informational: 26 posts (11.5%)

e UGC: 30 posts (13.3%)

¢ Remunerative: 18 posts (8%)

This distribution indicates that interaction-based posts are the most frequently used
(36.3%), followed by entertainment (21.7%), UGC (13.3%), informational (11.5%), trendiness

(9.3%), and remunerative posts (8%).

Average Engagement Rates

The average engagement rates for each SMMA category are as follows:

e Entertainment: 382.5
e Trendiness: 653.8

e Interaction: 206.5

e Informational: 163.3
e UGC:4594

e Remunerative: 160.6
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Discussion

This study aimed to explore the potential relationship between various SMMAs
employed by fitness brands and consumer engagement on Instagram. Through a content
analysis of 226 Instagram posts from five fitness brands, the research examined the frequency
distribution of different SMMAs and their corresponding engagement rates. The findings were
interpreted through the lens of the Uses and Gratifications Theory (UGT), which suggests that
individuals actively seek out media to fulfill specific needs (Ku, Chu, & Tseng, 2013). The

following research question was raised:

RQ: What are the relations between SMMAEs by fitness brands and consumer

engagement?

The data suggests a potential link between entertainment content and moderate
consumer engagement, with an average engagement rate of 382.5. While this engagement rate
is relatively high compared to some other SMMA categories, it may not be the most effective
driver of interaction. According to the literature, entertaining content fulfills users' needs for
escapism, pleasure, and emotional release, often leading to positive attitudes and increased
engagement (Taylor, Lewin, & Strutton, 2011). However, the data also implies that other content
types may have a stronger impact on engagement, suggesting that while entertainment posts

can engage users, they may not always be the most impactful.

Posts categorized under trendiness had the highest average engagement rate at 653.8,
indicating that content aligned with current trends may attract significantly higher consumer

interaction. Research supports this observation, as trendy content is known to capture
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attention, evoke positive sentiments, and heighten engagement, which ultimately enhances

brand awareness (Dessart, Veloutsou, & Morgan-Thomas, 2015). These findings align with

UGT's assertion that individuals seek media that satisfies their need for up-to-date information

and social relevance. However, the exploratory nature of this study suggests that while

trendiness appears to drive higher engagement, further research would be necessary to confirm

this as a consistent pattern across different brands or platforms.

Although interaction content was the most frequently used category, accounting for
36.3% of the posts, its average engagement rate of 206.5 was comparatively lower. The data
suggests that while interaction posts are important for fostering user involvement and
emotional connections with brands (Tuten & Solomon, 2017), their potential to generate
engagement may be lower than trendiness or user-generated content (UGC). This finding
implies that interaction-based strategies could benefit from further refinement to maximize

their impact on engagement.

Informational content posts, with an average engagement rate of 163.3, suggests a
relatively low potential to drive consumer interaction compared to other SMMAs. While

informational posts provide valuable knowledge, aligning with the information-seeking

gratification described in UGT (Cvijikj & Michahelles, 2013), they may not evoke the emotional

response required to generate substantial engagement. This indicates that while users may

appreciate the information provided, it might not always translate into high levels of interaction

such as likes or comments.
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Remunerative content had the lowest average engagement rate at 160.6, suggesting that
monetary incentives or rewards may not be as effective in driving engagement as other types of
content. Previous research has indicated that posts containing promotional offers or prices tend
to receive fewer interactions (Lee, Hosanagar, & Nair, 2018), and the data from this study
appear to align with those findings. This suggests that while such content may attract attention,

it does not necessarily foster meaningful or long-lasting engagement with users.

Finally, user-generated content (UGC) had a relatively high average engagement rate of
459.4. This suggests that UGC may have a strong potential to drive consumer engagement,
possibly due to its authenticity and the sense of community involvement it fosters. UGC allows
users to co-create content and share their experiences, which aligns with UGT’s perspective that
users engage with media that facilitates interaction and social proof (Malthouse, Calder, Kim, &
Vandenbosch, 2016). The data indicates that leveraging UGC could be a highly effective strategy

for brands seeking to enhance engagement through authentic interactions with their audience.

The results of this study suggest potential trends in how different SMMAs may relate to
consumer engagement on Instagram. Trendiness and UGC content appear to drive higher
engagement, while interaction and informational content may require more strategic use to
maximize their effectiveness. The relatively low performance of remunerative posts suggests
that prizes, discounts or monetary incentives alone may not be sufficient to generate
meaningful engagement. However, the exploratory nature of this study limits the ability to draw
definitive conclusions, and further research is necessary to validate these findings across larger

samples or different social media platforms.
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Conclusion

This study explored the potential relationship between six key SMMAs and consumer
engagement in Instagram posts by fitness brands. By analyzing 226 posts from five fitness
brands, the research identified potential trends in how different types of content may influence
engagement, offering valuable insights for social media marketing strategies (Bilgin, 2018;

Dolan, Conduit, Fahy, & Goodman, 2016; Kim & Ko, 2012).

The data suggests that trendiness and UGC are possibly effective in driving engagement.
Trendiness posts achieved the highest average engagement rate (653.8), indicating that content
aligned with current trends may significantly attract user attention (Dessart, Veloutsou, &
Morgan-Thomas, 2015). For instance, fitness brands could leverage popular hashtags or
highlight trending fitness challenges or newly updated services and products to enhance
visibility and interaction. Similarly, UGC posts, with an average engagement rate of 459.4,
suggest that incorporating authentic, user-created content fosters community involvement and
strengthens emotional connections. Brands might encourage followers to share their workout
experiences or participate in branded challenges, which can then be reposted, further

deepening engagement (Malthouse, Calder, Kim, & Vandenbosch, 2016).

Interaction posts, though the most frequently used (36.3%), showed a moderate
engagement rate (206.5), implying that while interaction is crucial, the way these posts are
designed could be optimized for greater impact (Tuten & Solomon, 2017). For example, instead
of generic call-to-actions like "Comment below," brands could create more engaging prompts,

such as polls, quizzes, or real-time Q&A sessions to drive more active participation.
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Entertainment content performed moderately, with an average engagement rate of
382.5. This suggests that content offering enjoyment, such as fun fitness challenges or behind-
the-scenes videos, could generate engagement, but its impact could be enhanced by integrating
trendiness or UGC elements (Taylor, Lewin, & Strutton, 2011). Informational content, with a
lower engagement rate of 163.3, still plays a role in fulfilling users' needs for knowledge but may
not drive high interaction on its own (Cvijikj & Michahelles, 2013). Brands could consider
blending valuable information with more dynamic formats, such as live workout tutorials or

infographics tied to trending fitness topics.

Remunerative content, which focuses on monetary incentives like discounts or
giveaways, had the lowest engagement rate (160.6). This indicates that relying heavily on
financial rewards may not be an effective strategy for long-term engagement (Lee, Hosanagar, &
Nair, 2018). Instead, brands might consider combining incentives with community-driven

initiatives to encourage more meaningful interactions.

Practical Implications

For fitness brands seeking to maximize engagement on Instagram, the findings suggest

several practical strategies:

e Enhance posts by aligning them with current trends: For instance, integrate popular
fitness challenges to inform users of new products or services, or utilize high-visibility

hashtags to promote any novel information.
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Leverage UGC: Encourage followers to create and share content, such as workout
routines or progress photos, and feature this content on your brand's profile. This not

only builds a sense of community but also amplifies authenticity.

Refine interaction posts: Create engaging questions, polls, or interactive challenges that
encourage deeper user involvement. For example, ask followers to vote on their favorite

workout or participate in a fitness discussion.

Enhance entertainment: While fun and entertaining content works, combining it with
user-generated elements could further boost engagement. For instance, run a fitness

meme contest or share behind-the-scenes footage.

Rethink incentives: Consider integrating contests or challenges where participants gain
recognition rather than solely focusing on prizes, gifts or discounts. Recognizing top
performers in branded challenges or awarding with more creative perks might foster

deeper connections.

Enhance educational information: Make informational content more engaging, focus on
delivering value through practical or educative information. For instance, offer how-to
guides using visually appealing infographics, share short video tutorials, and merge
content to current fitness trends. Encouraging user interaction through knowledge-

sharing can help foster engagement
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Limitations and Future Research

Several limitations were noted. The study’s sample size, limited to 226 posts from five
fitness brands over six months, may not fully capture broader industry trends or seasonal
variations in consumer engagement. Additionally, the focus on Instagram limits the
generalizability of the findings to other platforms with different user behaviors and engagement
patterns. There was no intercoder reliability test, due to the limited time frame within which the

study was carried out.

Future research could expand the sample size, extend the data collection period to
capture long-term trends, and examine engagement across multiple social media platforms like
Facebook or Twitter (now known as X). Comparative studies across different social media
platforms could provide insights into platform-specific engagement strategies Further research
might also explore the qualitative aspects of why certain types of content perform better than
others, diving deeper into consumer motivations and preferences. Longitudinal studies could
track changes in engagement strategies over time, providing a clearer picture of how social

media marketing evolves in the fitness industry.

In summary, this study suggests possible insights into how fitness brands can better
tailor their social media strategies to boost engagement on Instagram. Trendy content and UGC
emerged as key drivers of engagement, while other content types, such as interaction and
entertainment, could benefit from more strategic design. However, as this study is exploratory,
further research with larger and more diverse samples is necessary to validate these trends

across different social media platforms and industries.
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By understanding these dynamics and addressing the limitations of the study, fitness
brands can encourage more meaningful and goal-oriented interactions with their audience,
possibly promoting deeper engagement and brand loyalty. Also, by exploring future research
avenues, scholars and practitioners can continue to advance our knowledge and practices in

leveraging social media for brand engagement and success.
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