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ABSTRACT: As the digital world continues to transform, video content has emerged as a crucial element of 

successful digital marketing strategies, revolutionizing how companies engage with customers. This research examines 

the role of video content in ensuring digital marketing success, with a specific focus on its ability to generate consumer 

engagement, raise brand awareness, and drive conversion rates. The study utilizes a mixed-methods design, augmenting 

quantitative findings gathered from 149 completed structured questionnaires with qualitative data from interviews 

among marketing practitioners and content creators. The major variables investigated are the frequency of watching 

videos, platform use (e.g., YouTube, Instagram, TikTok), attitude towards viewers, and the effectiveness of video 

characteristics like emotional stimulation, storytelling, and production quality. The results show that high-quality, 

short-form, emotionally engaging video content substantially enhances consumer engagement and brand image, 

resulting in greater purchase intent. The results also demonstrate that influencer marketing, as well as platform-specific 

video marketing, were effective in increasing content virality and trust. The research determines that video content is 

not just an ancillary marketing medium, but a fundamental component which companies need to incorporate into their 

online strategies in order to survive and gain sustainable expansion.  

 

KEYWORDS: Video Marketing, Digital Marketing Strategy, Consumer Behaviour, Brand Communication, Social 

Media Engagement.  

  

I. INTRODUCTION 

 

Marketing practices have fundamentally changed as the digital world advances. More conventional advertising 

approaches are being replaced with digital ones. Video is a prominent part of the marketing landscape. Digital 

platforms like YouTube, Instagram, Facebook, and TikTok continue to facilitate and encourage the evolution of the 

market force, with powerful tools to reach consumers wherever they are, build brand equity, convert to purchase intent, 

and increase brand awareness. Video is distinct because it has dominant attention and informational capabilities to tell a 

story visually, engage emotionally, and allow for some level of interactivity. Video's comprehensive capabilities allow 

businesses to process complex information in a consumable way while retaining the memory of the presentation.  

 

II. LITERATURE REVIEW 

 

Huang, Lin & Saxton (2016) researched Facebook videos used by nonprofit organizations. They discovered they could 

gain more engagement by using videos in cause marketing on Facebook.  

Patel (2016) shared that landing pages with videos had up to an 80% increase in conversion rates, further demonstrating 

the effectiveness of video in persuading potential customers.  

Ewing (2019) found that video storytelling helped create emotion; emotion is part of being engaged with a brand and 

influences long-term brand loyalty.  

Brightcove (2021) also learned, through its B2B survey, that 76% of buyers favoured watching a video over reading 

text, proving video works across business channels.  

HubSpot (2022) emphasized that video is still the most used content type used in marketing and that marketers rated 

video as the type of media that produced the highest ROI.  
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III. RESEARCH METHODOLOGY 

 

The present study utilizes a mixed methods research design with qualitative and quantitative components. These 

quantitative approaches provide data on significant patterns and trends in the consumer population, while the 

qualitative approach provides more depth from industry practitioners.  

 

TABLE 3.1 SHOWING GENDER WISE CLASSIFICATION OF THE RESPONDENTS 

 

GENDER  NO. OF RESPONDENTS  PERCENTAGE  

Female  72  48.3  

Male  77  51.6  

TOTAL  149  100  

  

INTERPRETATION:  

The gender split is almost even. Males form 51.7% while females are 48.3%. This balance supports unbiased data 

interpretation. Both genders are well represented. The data captures diverse viewpoints.  

 

TABLE 3.2 SHOWING AGE WISE CLASSIFICATION OF THE RESPONDENTS 

 

AGE GROUP  NO. OF REPONDENTS  PERCENTAGE  

18–24  62  41.6  

25-34  24  16.1  

35-45  21  14  

50 and above  21  14  

Under 18  21  14  

TOTAL  149  100  

  

INTERPRETATION:  

Most respondents (41.6%) are aged 18–24. This shows a young audience dominates the sample. The other age groups 

are nearly evenly distributed. This diversity helps gather multigenerational perspectives. It is ideal for analysing digital 

behaviour trends.  
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TABLE 3.3 SHOWING MONTHLY INCOME OF THE RESPONDENTS 

 

MONTHLY INCOME  NO. OF REPONDENTS  PERCENTAGE  

₹10,000 – ₹30,000  27  18.1  

₹30,001 – ₹50,000  23  15.4  

₹50,001 – ₹75,000  29  19.4  

Above ₹100000  30  20.1  

Below ₹10,000  40  26.8  

TOTAL  149  100  

  

INTERPRETATION:  

26.8% earn below ₹10,000 monthly. Incomes are otherwise evenly distributed. A good range of economic backgrounds 
is included. This diversity helps analyse affordability and digital engagement. It reflects varied spending power.  

 

TABLE 3.4 SHOWING OCCUPATION OF THE RESPONDENTS 
 

OCCUPATION  NO. OF REPONDENTS  PERCENTAGE  

Employed  36  24.2  

Retired  20  13.4  

Self-employed  22  14.8  

Student  50  33.6  

Unemployed  21  14.1  

TOTAL  149  100  

  

INTERPRETATION:  

Students (33.6%) form the largest group. Employed individuals are 24.1%. Others include selfemployed and 

unemployed. This mix helps assess varied economic views. The data includes both job seekers and professionals.  
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TABLE 2.5 SHOWING GEOGRAPHIC LOCATION OF THE RESPONDENTS 

 

GEOGRAPHIC  

LOCATION  

NO. OF REPONDENTS  PERCENTAGE  

Rural  38  25.5  

Semi-Urban  56  37.6  

Urban  55  36.9  

TOTAL  149  100  

  

INTERPRETATION:  

Semi-urban (37.6%) and urban (36.9%) areas dominate. Rural responses form 25.5%. Majority of participants come 

from connected regions. This supports relevance in digital marketing analysis. It shows diverse geographical 

penetration.  

 

IV. FINDINGS 

 

• The sample contained 51.6% male participants and 48.3% female participants, ensuring a gender-balanced 

representation.   

• The data indicated a youth-heavy audience, with 41.6% of respondents aged 18–24 and an indicated high level of 

activity on digital platforms.   

• 33.6% of respondents identified as students, and a majority were employed, agreeing with indicators of a young, 

professional, tech-savvy, socially engaged audience.   

• The majority of the participants living in the semi-urban (37.6%) and urban (36.9%) areas showed that the sample 

would be influenced by the number of internet users and by exposure to digital content.   

• The majority of respondents were unmarried (61.7%), substantiating the prevalence of higher digital engagement 

among younger users.  

 

V. DISCUSSION 

 

• The data demonstrates that video is more powerful than traditional static formats for generating engagement and 

communicating information.  

• 43.6% agreed or strongly agreed that video improves understanding, which helps reaffirm video’s educational and 

persuasive capabilities.  

• 59.7% had shared branded videos, with emotional connections, humour, or information content being the most 

likely reasons.  

• This shows that well produced videos have viral potential, not to mention the need to communicate some form of 

emotionality.  

• Only 22.1% of people skip video ads always, leaving a person a fair chance of engaging if there is a positive 

engagement from the get-go.  

 

 

 

 

http://www.ijirset.com/


 

|www.ijirset.com |A Monthly, Peer Reviewed & Refereed Journal| e-ISSN: 2319-8753| p-ISSN: 2347-6710| 

                                         Volume 14, Issue 7, July 2025 

                                  |DOI: 10.15680/IJIRSET.2025.1407063| 

IJIRSET©2025                                       |     An ISO 9001:2008 Certified Journal   |                                       17598 

VI. SUGGESTIONS 
 

• Companies should invest in high-resolution videos with high-quality editing and clear audio because video 

quality factors into audience engagement and brand perception.  

• Videos made in partnership with influencers can add authenticity and legitimacy. Influencer content is viewed 

as more relatable and trustworthy than traditional advertisements made by brands.  

• Videos that communicate informative value and emotional value have the highest likelihood to get shared, 

reach more audiences, and have a better chance of going viral. Emotional value can come from humour, 

inspiration, or relatability of any sort.   

• Audience interests, trends, and digital consumption are important to consider when designing content, 

especially since younger audiences (particularly 18–24) account for a large portion of video consumers.   

• In addition to organic content being beneficial for growing trust and community, paid video advertising will 

extend reach. A hybrid approach will make sure organizations gain that trust while improving outreach and 

visibility.  

  

VII. CONCLUSION 

 

The results of this study highlight the important nature of video in the success of digital marketing in today's 

technology-oriented world. By examining consumer engagement, platform preferences, and outcome behaviour, it is 

clear that video content has a clear and strong impact on increasing brand awareness, trust, and conversion. Results 

show that consumers prefer brief video content of the highest quality, that evoke emotion, and importantly ones that 

were viewed on Instagram, YouTube, and TikTok. The study also maintains that video with endorsement from 

influencers and or informative content are indeed persuasive and often appear more relatable and shareable than brand 

communicators, while regular and strategically-formed video content levels of engagement and further increasing 

decisively brand association and trust.  
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